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At Campbell’s,® we looked closely at each of our chili recipes and carefully evaluated our 
ingredients. Then we built the recipe back up from scratch. We added in high quality ingredients 
and removed artificial flavors, high fructose corn syrup, MSG,  added preservatives and any 

colors that aren’t derived from natural ingredients. The result? Chili with a homemade look 
and feel you’ll be proud to serve as your own. Try our brag-worthy chili today.

campbellsfoodservice.com/chili
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Kevin Curtis, CEO
3rd Generation

Who can 
engineer innovative brewers 
that deliver consistency, 
Golden Cup quality and 
trouble-free operation...

“Curtis brewing systems reduce labor, 
lower costs and build sales. 

An operator favorite, our Gemini® IntelliFresh® 
maintains co� ee’s freshness and serving 

temperature throughout the dispensing 
cycle.  While the G4 ThermoPro® optimizes 
co� ee � avor and delivers unmatched 
thermal e�  ciency. 

Ask how we can help you.”

can.

Perfecting the art of brewing since 1941 
W I L B U R  C U R T I S  C O M P A N Y,  L O S  A N G E L E S  C A  U S A  |  8 0 0 - 4 2 1 - 6 1 5 0  |  W I L B U R C U R T I S . C O M

reversed

@ Wi l b u r C u r t i s C o

Black Cur tis  Can #



The MosT PoPular sTories on our WebsiTe, or WhaT Your Peers are reading

FSRmagazine.com

E-NEwslEttErs
We now have a full suite of 
e-newsletters beyond our 
flagship FS Insider:

what’s ON A guide to the best in 
foodservice video. 

rEs-tEch Our latest content 
about restaurant technology.

BEvEragE NEws & trENds Our latest 
content about the beverage 
business in restaurants. 
Fsrmagazine.com/eletters

gEttiNg sOcial
Twitter twitter.com/Fsrmag  
Facebook Facebook.com/Fsrmag

rEsEarch
Whitepapers 
Fsrmagazine.com/whitepapers

Industry Reports 
Fsrmagazine.com/reports

iNdustry NEws iN yOur iNBOx
Sign up for FS Insider, our  
four-times-weekly e-letter.  
text Fsr to 33233 or visit 
Fsrmagazine.com/insider

Online

Punch Bowl Social is Primed for National Expansion
Combine bowling with a food operation and what do you get? Chances are most peo-
ple wouldn’t picture Punch Bowl Social, an innovative chain that’s breaking through 
the stereotypes of social-driven dining. With a renowned chef on board, the growing 
brand, which plans to open six units a year for the foreseeable future, is elevating the 
entertainment-eating concept to a new level. Fsrmagazine.com/punch-bowl-social

Plus  Free SubScriptionS  /  SipS AppeAl  /  HeAltHy eAting  /  leAder perSpectiveS
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thE EvEr-chaNgiNg 
wOrld OF rEstauraNt 
dEsigN
There’s no question the 
chef defines the restau-
rant. but designers, from 
start to finish, play a huge 
role in developing a con-
cept that resonates with 
diners and leaves a lasting 
impression. two of Dallas’ 
most successful visionar-
ies offer their tips to stand 
out from the crowd.
Fsrmagazine.com/ever-
changing-world

hOw larkiN’s 
rEstauraNts startEd a 
culiNary EmPirE
looking to spend more 
time together and escape 
the corporate world, 
mark and larkin Ham-
mond took a chance: they 
packed up everything 
and opened a restaurant. 
Nearly 20 years later, the 
couple is leading a group 
of six successful units, and 
more are on the way.
Fsrmagazine.com/ 
larkins-restaurants

rEstauraNts FEEd thE 
ElEctiON FEvEr
Enterprising restaura-
teurs are tapping the 
frenzy over the presiden-
tial election to launch 
special events. In an age 
of social media, some 
eateries have learned 
that it’s better to capi-
talize on a controversial 
election than ignore it.
Fsrmagazine.com/elec-
tion-fever
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Conferences in the Full-Service 
Restaurant Industry

NOV. 14–20 

San Diego Bay Wine + Food Festival
San Diego � e 13th annual Southern California 
festival will feature more than 40 citywide tast-
ing experiences and is expected to bring in 10,000 
attendees. � e event lineup includes a golf invita-
tional, an ocean-to-table luncheon, educational 
sessions for beer, wine, and spirits, and an expedi-
tion to explore the cuisine of Baja. 
SanDiegoWineClassic.com

JAN. 22—24

Winter Fancy Food Show
San Francisco � e 42nd edition of this event will 
be held at the Moscone Center, where operators 
can discover on-trend and best-in-class products. 
Everything from cheese to confections to coff ee 
to spices will be displayed by an estimated 1,500 
exhibitors representing the latest in specialty 
food and beverage from across the U.S., as well 
as 35 countries and regions. SpecialtyFood.com/
shows-events/winter-fancy-food-sho w

JAN. 24—26

Hotel, Motel & Restaurant Supply Show 
Of � e Southeast
Myrtle Beach, South Carolina More than 6,000 
industry leaders are expected to attend the show, 
now in its 41st year. In addition to learning about 
the latest innovations, operators can fi nd ways to 
cut overhead and increase effi  ciency. Intended for 
companies selling products in the Southeastern 
hospitality industry, admission is free to industry 
members. hmrsss.com

JAN. 29—30

Mid-America Restaurant Expo
Columbus, Ohio � e Expo centers on foodservice 
innovation and technology. Presented by the Ohio 
Restaurant Association, the event’s agenda covers 
the latest in industry tools, tips, trends, and tastes. 
Competitions, tastings, coaching areas, and dem-
onstrations are packed into two days at the Greater 
Columbus Convention Center. � e show, which is 
replacing the North America Pizza & Ice Cream 
Show, is expected to draw around 3,500 attendees. 
MidAmericaRestaurantExpo.com
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Bloody Mary
The Essential Ingredient

for every great

Sacramento® Tomato Juice defines the rich tomato flavor 
your customers love. Order a FREE sample today and 
taste how great your next Bloody Mary can be. Download  
scores of great drink recipes at SacramentoTomatoJuice.com. 

For more information, call toll-free 866-729-7187.

Sacramento is a registered trademark of Red Gold, LLC. Elwood, IN

 flavor
and

Download
SacramentoTomatoJuice.com.
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Welcome

The River Is Wide

 Connie Gentry
EDITOR
connie@fsrmagazine.com

HURRICANE MATTHEW HAS TAKEN A TRAGIC TOLL in North Carolina, the 
state we call home, and as I write this column our friends at Chef and the 
Farmer are watching the Neuse River rise just blocks from the restaurant. 
� e hurricane passed through four days ago, but the river isn’t expected 
to crest until a week after the storm. 

� ere’s a terrible irony in fi nalizing an issue that pays tribute to the 
revitalization that Chef Vivian Howard has brought to the community 
when much of that community now faces potentially devastating fl oods. 

� e town of Kinston, like many communities in eastern North Caro-
lina, is being hit particularly hard. A 9 .. curfew is in place, so Chef and 
the Farmer—the restaurant owned by Vivian and her husband/partner 
Ben Knight—remains closed for a fourth consecutive night, and its sister 
restaurant, Boiler Room Oyster Bar, will close by 8 ..

I called to check on them—Vivian was on her book tour in Greenville, 
South Carolina—but the young woman working in the restaurant said 
Ben had just made the decision to keep Chef and the Farmer closed since 
it would be diffi  cult to provide comfortable dinner service and meet the 
curfew. At Boiler Room, guests would be able to place orders until 7:30, 
but they wanted to get everyone home by the curfew. 

� e water was rising, but their concern was all about the safety of the 
people and the community. Even the girl I spoke with—who lives within 
walking distance of the restaurants—was more concerned about the 
well-being of those already aff ected and others potentially in harm’s way 
than about her own home, which was predicted to be among the proper-
ties that would likely fl ood in days to come. 

While they thought both restaurants would be spared from fl ooding 
(neither building fl ooded in 1999 during Hurricane Floyd), compassion 
for the community was the palpable undercurrent of our conversation. 
� at’s the culture that Vivian and Ben have fostered within their commu-
nity—a community that extends beyond their restaurant, employees, and 
town to include all of the farmers in the region who partner with them.

You can learn all about that culture, and the profound diff erences that 
Chef Vivian has made, in the feature story that begins on page 38, where 
she notes: “In order to invest in your community, you have to believe in 
it and you have to believe it has intrinsic worth.” She also gives a refresh-
ingly realistic perspective on what the farm-to-table movement should 
entail and why “A Chef ’s Life” is purposefully unlike a celebrity food show.

For a chef who’s consumed with convictions and commitment—start-
ing with her loyalty to the communities and people of eastern North 
Carolina—there simply ain’t no river wide enough to keep her from mak-
ing a diff erence.

Wishing � anksgiving blessings to all, 

Page 56
Restaurants source signature coffee blends, 
transitioning a commodity beverage into a 
craft sensation to elevate the dining expe-
rience.

Read Online
RESTAURANTS CLOSE, SALES SLIDE AT RUBY 
TUESDAY
FSRmagazine.com/ruby-tuesday-sales

On the Cover
Photographer Stacey Van Berkel captures the 
warmth and charisma of Chef Vivian Howard 
in an exclusive shoot for FSR. Raised in Nova 
Scotia, Van Berkel lives in Greensboro, North 
Carolina, but travels the world to photograph 
people, places, and all manner of food cul-
ture. Recent travels have taken her to Colom-
bia, Ireland, and Italy. 
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FREE

POS  

SYSTEM

Harbortouch’s free* point-of-sale system  
is the perfect way to make running your 
business easier and more profitable!

Guarantee:
We’ll program your menu and inventory
Free training for you and your staff
24/7 Support / Repair / Repair /  / Replacement / Replacement /

Blazingly fast sales and inventory tracking
Employee management
Manage orders more accurately and efficiently

Features & Benefits:

Mention this ad and receive FREE onsite installation!Mention

CALL NOW! 866-286-8744
 iharbortouch.com

*Monthly service fee and merchant agreement are required.
Harbortouch is a registered ISO/MSP of First National Bank of Omaha, 1620 Dodge St., Omaha, NE - Member FDIC

HT_Final.indd   1 12/16/13   10:55 PM



First Course
Foraged CoCktails  //  appy Hour  //  roCkit ranCH seizes tHe snapCHat moment 

Fast Days, Fine Nights
John Berryhill's two concepts combine in a hybrid success. By Amanda Baltazar 

Diners visiting 121 North 9th Street in
Boise, Idaho, at night may do a dou-
ble take if they were there earlier in 
the day. Operating as Bacon restau-
rant until 3 p.m., it flips to Berryhill 
restaurant for the evening.

Originally, the two concepts—
both owned by veteran restaurateur 
John Berryhill—were in two loca-
tions, but to simplify his business 
and reduce overall costs, Berryhill 

combined them in January. 
The restaurants are completely 

different: Bacon is a breakfast and 
lunch spot with counter service; Ber-
ryhill is “fine yet casual dining,” serv-
ing dinner only. A complete trans-
formation happens daily to flip the 
business models.

Meals at Bacon are eaten at 
eclectic old-style wooden tables, 
with a bucket of rolled-up flatware, 

condiments, and to-go menus on 
each. For Berryhill, placemats go 
down, along with silverware, wine 
goblets, water glasses, candles, 

“and big linen napkin poufs.”
Bar stools are removed from the 

counter, to further enhance the 
open-kitchen dining, and the chalk-
boards showing Bacon’s menu flip 
to simply say “Cheers.” Outside, the 
restaurant’s sign changes, too.

Bacon, a casual
restaurant serving 

Breakfast and lunch, 
transitions to Berryhill, 

for "fine yet casual" 
dinner service. 

operations
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First Course

Every subtle detail is tweaked: The
music changes, the lighting changes, 
the staff changes. Even staff uniforms 
change from Southern-style casual 
to more elegant clothing. Between 
3 and 4 p.m., the designated flip hour, 
the restaurant plays "I Will Survive" 
really loudly, and 3 o’clock begins the 
three-hour happy hour. “That song 
really establishes the flip,” Berryhill 
says.

There’s a back-of-house flip, too, 
which is even more significant, Ber-
ryhill notes. The Bacon chefs put 
everything away, just as the Berryhill 
kitchen staff rolls out their utensils.

Operationally, the two concepts 
share some items, “because any time 
you can figure out how to share, it 
makes more sense from a cost per-
spective,” Berryhill says. Among the 
shared items: bacon, pickles, lasagna, 
some cuts of beef, tomatoes, grits, 
and catfish.

An unexpected result of the com-
bination of the two restaurants was 
that Berryhill was able to give some 
promotions and raises. For the most 
part, the operation has two teams—
day and night—and there are fewer 
staff members, “so we’ve been able 
to be a little more picky.” And it’s 
definitely more efficient, he says. 

“We have less equipment, one health 
inspection, one liquor license, and 
so on.”

In terms of challenges, the big-
gest one was unexpected: Storage 
space. Having enough back-of-house 
and front-of-house storage space 
for both concepts—from shelving to 
coolers—proved tricky. “The flip con-
cept is not just a lunch-to-dinner tran-
sition,” Berryhill explains. “Both back-
of-house and front-of-house opening 
and closing procedures must be 
down pat, as moving from restaurant 
to restaurant with uninterrupted ser-
vice can present challenges. During 
the actual flip, both crews must work 
together for a seamless transition. It’s 
a dance—and sometimes it’s a fast 
dance—almost a polka.” 

Foraging for Cocktail 
Ingredients
RichaRd Woods hasn’t nixed many ingRedients for use in
his cocktails at the Duck & Waffle restaurant in London, England, but 
he drew the line at ants. At least initially: “I said. ‘There’s no way I’m 
putting an ant into a drink.’ But when I learned about the acidity they 
add, I said I’d give it a try,” explains the head of cocktail development.

Ants are just one ingredient on Woods’ "Urban Foraging vs. Urban 
Decay" LTO cocktail menu, which launched in July. The menu has an 
urban foraging side, which features ingredients sourced from the city, 
such as tree bark, moss and grass, and an urban decay side, which 
focuses on food —mostly items the restaurant’s kitchen can’t use—
like tomato vines and leaves, burned toast, and banana skins. Many of 
these ingredients—such as the toast and tomato vines—are not used 
directly but instead are distilled and flavor is extracted from them.

Originally planned as an LTO for just a few months, the menu has 
proved so popular that Woods is continuing it. It’s important, he 
believes, to show customers how they can make a difference through 

urban foraging or urban 
decay, or simply by thinking 
more about using leftovers or 
practices like composting.

“If everyone makes one 
small change a day, it can 
make a huge difference,” he 
says. “Making people more 
aware of how simple changes 
can be is really important.”

Getting back to the ants: 
Woods has included them in 
his Woodland Negroni, which 
takes 24 hours to make. “It’s 
layers of barks, leaves, moss, 
ants, and grass,” he says, and 
the ants are essential to give 
the drink balance. “Balance is 
the most vital of ingredients 

because without that, what could have been an amazing drink is just 
an OK drink. The ants aren’t dominant … but it’s the acidity from them 
that lends balance to a sweet and bitter drink.” 

The drink is a classic Negroni, containing gin, Campari, and ver-
mouth. “A cold-brew coffee tower is filled with layers of nature and 
the Negroni batch is then dripped slowly through these layers, each 
imparting a varying degree upon the drink,” Woods explains. 

Other drinks on the urban foraging side include Hay, with Jack 

the Pine needle lemonade at duck & 
Waffle combines hendRick's gin, Pine, 
VeRjus, and Wild eldeRfloWeR.

sustainabilit y
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First Course

Guillaume Bienaime, owner
of Zola in Palo Alto, California, 
has always been leery of technol-
ogy in restaurants, but when he 
was approached about InVine, he 
decided to give it a test run. As he 
was told, InVine was more than just 
an iPad wine list. While it does list 
the wine menu, along with more 
detailed information on those wines, 
restaurant owners also can use the 
program for managing inventory, 
running special promotions, and 
updating pricing. 

Bienaime borrowed two iPads 

and put them in his restaurant. It 
didn’t take long for him to see clear 
results. “People who were intimi-
dated about buying wine are now 
ordering it,” he says. In fact, he 
has seen beverage sales increase 
between 10 and 15 percent. 

At Hotel Valencia in San Jose, 
California, Jonathan Whitwell, direc-
tor of food and beverage, says he 
also has seen an increase in wine 
and cocktail sales in the restaurant 
since adding InVine. “The pictures 
definitely help with the drink portion, 
and you can’t beat the descriptions 

Lucrative Appy Hour

Daniel’s whiskey, maple, salted
caramel, and a hay infusion, and 
the Ex-Presso Martini, which fea-
tures Grey Goose vodka, chicory 
root liqueur, burnt dandelion root 

“espresso,” and walnut shell. On 
the urban decay side, there are the 
Banana Split with Caña Brava rum, 
spent banana skin cordial, toasted 
coconut husk, and sour milk, and 

the Avocado Aperitivo, with Patrón 
Reposado, chocolate aperitivo, 
toasted walnut Amaro, and avo-
cado-skin infusion. All cocktails are 
priced £14 ($18).

To begin the new cocktail menu, 
Woods went foraging with several 
of his suppliers in the streets of Lon-
don. Now, he leaves the foraging up 
to them.

There is a problem and a blessing 
with urban foraging, he says. “It can 
be here today, gone tomorrow. But 
this is constantly challenging me to 
come up with new drinks and spe-
cials since they’re always bringing in 
new things. ... It’s a more conscious 
approach for how we source ingre-
dients, and the importance of this.” 
{ By AmAndA BAltAzAr

RestauRants that pRovide Guests with wine lists and detailed infoRmation via 
the invine app have expeRienced incReased BeveRaGe sales. 

and pairings with the wine,” he says.
But the benefits don’t stop there. 

Whitwell says he uses InVine to 
cross-promote specials in the res-
taurant and the hotel. These promos 
include specialty desserts, cocktails, 
live-music events, and even in-room 
packages for hotel guests. “We also 
started a Prestige Wine program in 
which we serve Dom Perignon, Ruin-
art Rose, Veuve Clicquot Brut, Sil-
ver Oak, and Twomey by the glass. 
InVine helped us set up the promo-
tional display screen and the menu 
listings,” he says. “This program has 
been a huge success, and InVine is a 
large reason why.” 

While InVine comes with more 
than 1 million beverages in its data-
base, the company is ready to add 
more. Whitwell says he reached out 
to the company when he wanted 
to add a little-known wine from 
Ektimo Vineyards. “I simply had to 
submit a picture of the bottle, and 
within a day or two, the InVine team 
had every single detail on the wine 
in their system,” he says. “It is very 
cool to see a company that is so 
responsive.”

Bienaime says he also loves 
how easy it is to maintain inven-
tory—simply adding and deleting 
items and skipping the menu-print-
ing process. “I think between the 
paper and the time I save on print-
ing menus and managing inven-
tory, plus the increase in sales, 
InVine has definitely paid for itself.” 
{ By KAron WArren
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First Course

As restAurAnts rAmp up their
social media programs, operators 
typically consider the most pop-
ular platforms—Facebook, You-
Tube, Twitter, and Pinterest—to con-
nect with consumers. But Billy Dec, 
founder and chief executive at Chi-
cago-based Rockit Ranch Produc-
tions, has added another social 
media arrow to his overall marketing 
quiver: Snapchat.

“What is most exciting and most 
powerful is when Snapchat allows 
you to get a real closeness with how 
a certain brand and lifestyle plays 
out,” he says. “This is a really inter-
esting way for our followers on 
Snapchat to experience [our brand].” 

Snapchat is a mobile app that 
allows users to send pictures or 
10-second videos, complete with 
a caption or graphic—and these 

“snaps” vanish after being viewed. 
While Rockit Ranch still posts pho-
tos on Facebook, Snapchat takes 
imagery to the next level. “You can 

take these swipes of life and share 
organic and fluid moments,” Dec 
says. The process provides a more 
in-depth connection, he adds, par-
ticularly since the snaps can be 
added to a collection of photos or 
videos, creating a “story.”

This is just the latest phase of 
mobile social media and visual com-
munication, asserts Daniel Black, 
founder and chief executive of 
Glass-Media, a Dallas-based digital 
solutions company. “We all went to 
phones, then we had the ability to 
text, then imagery, and now it’s all 
about video,” he says. The respon-
sibility is on restaurant operators, 
however, to make the connection 
and engage consumers. “It’s their 
job to come up with compelling 
content to pull in these people, not 
vice versa,” Black says.

Dec is the driving force behind 
Snapchat at Rockit Ranch. He had 
used the social media platform 
personally, and began integrating 

the company’s concepts—Bottle-
fork, The Duck Inn, Rockit Bar & Grill, 
Rockit Burger Bar, Sunda New Asian, 
and The Underground—into stories.

“Take a night out at Sunda,” he 
says. “I could take a shot of a bus-
tling room, then a tight shot of the 
sushi chef rolling a precise sushi roll, 
then a shot of searing Kobe beef, 
cutting to the front of the house, a 
wide shot—it’s very cinematic.”

You never know the stories his 
snaps may tell: One shows him 
with actor Johnny Galecki, of “The 
Big Bang Theory,” at a Chicago 
Cubs game near Rockit Burger Bar. 
Another, of a fashion show at The 
Underground, includes a surprise 
visit by singer Justin Bieber.

Recently, Rockit Ranch’s market-
ing team trained managers at each 
location to use Snapchat, teach-
ing them how to tell the story of the 
brand. “We’re trying to close the 
gap between what we offer and the 
guest,” Dec says. { By Barney Wolf

Snap Judgment Prevails

engagement
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Branch Line
Opened: October 2015
LOcatiOn: Watertown,
Massachusetts
Owners: Andrew Holden
and Garrett Harker
descriptiOn: The French
rotisserie elevates
chicken to a starring role.

One Year In
At BrAnch Line, the Bird gets its turn.

Putting a Spin On It

A
t Branch Line, guests can
peer into the open kitchen
and watch whole chickens
turn on a spit, the f lames

kicking up. It’s a simple, time-tested
approach, but one that feels as classic
and refined as the historic setting itself.
Located in what was once one of the larg-
est U.S. Army arsenals in America, the
Watertown, Massachusetts, restaurant

has not only shifted chicken to the cen-
ter of plate—the bird is also unquestion-
ably taking center stage.

Boston restaurateur Garrett Harker’s
latest concept sells more than 500 of its
rotisserie-cooked chickens per month.

 “The Rotisol represents a bench-
mark in rotisserie cooking,” says Andrew
Holden, Branch Line’s managing partner
and co-owner of the restaurant. “It’s a

beautiful piece of equipment with tem-
pered glass that has very even heat dis-
tribution.”

The restaurant also roasts chicken for
a host of other dishes, including Lemon
Chicken Soup with oregano, Greek olives,
and big crusty croutons, and a Chopped
Salad featuring chicken, avocado, and
Feta.

Soon, Holden says, the Rotisol will be

Often an afterthought on fine-dining menus, classic rotisserie-cooked chicken 
rules the roost at Branch Line. By Ellen Koteff
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Branch Line’s Open kitchen is 
the centerpiece Of its histOric 

LOcatiOn, a space that was 
Once One Of the Largest 
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used for additional menu items such as
potatoes, leg of lamb, cabbage, and fish.

The concept is part of the Water-
town Arsenal, a historic series of dis-
tinguished buildings that dates to 1816.

“The Watertown Arsenal grew dra-
matically through the big world wars but
it eventually evolved into a research cen-
ter and was later sold in the early ’90s,”
Holden says. “There is a long-term vision
for the complex by its developers—one
where the community is a big part of it.”

Branch Line is part of co-owner Hark-
er’s group of restaurants, which include
Island Creek Oyster Bar and The Haw-
thorne craft cocktail bar inside Hotel
Commonwealth, two Row 34 locations,
and Eastern Standard.

Other bestselling dishes at Branch
Line include Sugar Snap Pea Salad, Mar-
inated Lamb Skewer, and Garlic Grilled
Squid.

“We keep the food simple with bold
flavors, but not too many components
on the plate,” Holden says.

Branch Line, open Monday through
Saturday, has lunch tickets that average
$18 while dinners come in around $55.
Moving forward, Holden says, it’s likely
the restaurant will also open on Sundays.

Branch Line, with 2,400 square feet

inside and another 4,000 square feet
outside, boasts a perennial garden and
a bocce court. There’s room for 60 people
inside and another 50 can be accommo-
dated outside on the heated patio during
winter months. During warmer weather
that number can swell to 77.

Branch Line’s interior is warm and
welcoming with high ceilings, wood
floors, marbled accents, and a decorative
back bar. “It feels very comfortable and
is bright during the day because of the
huge windows. At night, the lights are
low, and it’s a very sexy room,” Holden
says.

Front-of-the-house employee uni-
forms feature dress shirts with a bur-
gundy stripe that Holden describes as

“classic but current.”
“The uniforms hit just that right note

of energy and spirit but also class and
professionalism,” he explains.

Branch Line also showcases a finely
honed draft beer list featuring about 20
varieties. “These were meant to be con-
sumed right after they are brewed,” says
Holden. Beer accounts for 12 percent of
sales.

There is an equal amount of art and
precision that goes into the tightly
focused wine program, featuring Med-

iterranean wines. Wines by the glass
range from $9 to $14, while bottles sell
for between $35 and $140. Wine sales
account for 23 percent of sales.

“These wines are old to the world, but
new to us,” Holden notes.

While Holden and Harker didn’t
expect many private parties when the
restaurant opened in October 2015,
the bookings have proved other-
wise. “It didn’t feel like a private-party
type venue, but there has been a huge
demand,” Holden says. “We have had
buyouts of the bocce court as well as the
enclosed patio. We never thought this
would happen.”

With its strong response from neigh-
bors, Branch Line is ahead of projections
for the first year, and its tables turn up
to four times nightly.

“The reception has been extremely
positive,” Holden says. “It’s hard to imag-
ine how it could have been better.”

“Make sure you have fun every day
at work,” he continues, referring to the
lessons he’s learned over the course of
the year. “As a manager you have to be
positive, a bit of a morale booster. Let
the staff contribute, and ask them for
ideas. You will always come up with bet-
ter results when you listen.”

One Year In
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THe Sugar Snap pea Salad iS a HiT aT garreTT Harker’S laTeST BoSTon concepT, wHicH SellS more THan 500 of iTS SignaTure
roTiSSerie-cooked cHickenS per monTH and offerS a relaxed SeTTing THaT includeS ouTdoor Bocce and paTio SeaTing.
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Lesser-known Hawaiian fish go mainstream. By Amelia Levin

Hawaiian TUna Poke Bowl 
wiTH Seaweed, avocado, Red 
caBBage, and RadiSHeS. 

S
ay Aloha to Hawaiian cuisine, which—along with
the popular poke—has been enjoying a phenome-
nal explosion as of late. New poke shops continue
to open up from coast to coast, while many chefs

are revisiting authentic island dishes, breaking away from
simply Spam or the 90’s-era Asian “fusion” creations that
mainlanders might think of when picturing Hawaiian food.

Native Hawaiians can’t help but find it a touch amusing,
but they’re happy about the widespread embrace. When it
comes to poke in particular, those who have lived in Hawaii
are so used to eating the raw fish dish on a weekly, if not

daily, basis, and seeing it at every grocery store and corner
shop, that its recent media attention is akin to peanut but-
ter and jelly suddenly becoming the next big thing.

“Poke in many ways is the entry to other Hawaiian
food,” says Chef Mikala Brennan, owner of Hula Girl
Bar and Grill, the former food truck-turned-full-ser-
vice restaurant and bar in Washington, D.C. Chef Bren-
nan couldn’t be more thrilled about the recent Hawai-
ian food renaissance. Brennan grew up on the island of
Oahu after her mother, then a Pan Am flight attendant,
met her father on the beach—and the rest was history.

Raw 
Delights
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“Because people have enjoyed trend-
ing dishes like ahi tuna tartare, crudo,
and ceviche, we have already had many
introductions to raw seafood, and so eat-
ing poke is less of a leap of faith for con-
sumers,” she says. “And it seems all of
these things have naturally led to the
recent poke craze.”

For the record: it’s pronounced pok-
ee. Not poke, as in the verb to nudge, or
even, pok-ay, explains Chef Brennan,
who has been guilty of the latter. The
sudden addition of an accent over the
e, as in poké, also baffles her and other
native Hawaiians whom she knows.

Essentially a raw fish salad, classic
poke has a few common elements: diced
raw aku, an oilier tuna; ahi tuna (yellow-
fin) or octopus marinated in soy sauce;
sesame oil; and green onions. Sometimes
limu or other seaweed is added, along
with seeds or nuts (in Hawaii, kukui or

candlenut) for crunch, and chilies or
wasabi for heat.

At Hula Girl, Chef Brennan offers
a classic version with ahi tuna chunks,
sesame oil, fresh ginger, soy sauce, and a
little chili oil, along with hijiki seaweed
and—if she can get it—limu, an indig-
enous Hawaiian seaweed that’s more
similar to a sea bean with some crunch.
She’ll serve the dish in bowl form, either
by itself or atop sushi rice or a Korean-
style watercress salad, with pickled dai-
kon, carrot, kimchi, cucumbers, and
watercress—for a little more pop of color.
Masago fish roe is sometimes used for a
little extra umami flavor, a pop of texture,
and its bright orange color.

For an octopus poke, Brennan lightly
poaches the seafood and then grills it
over a wood-fired grill before tossing it
with some sesame oil, lemon, soy sauce,
and green onions. Brennan also serves

lomi salmon, which is not poke, but is
a cured fish salad of sorts. At Hula Girl,
she cures the salmon with Hawaiian
sea salt and tosses it with sweet onions,
tomatoes, and a touch of sesame oil and
chili water.

When serving poke, as one might sus-
pect, it’s important to work with very
trusted, reputable seafood purveyors
who can get the freshest fish possible.

Other chefs are putting their own
spin on the classic poke: At Liho-
liho Yacht Club in San Francisco, Ravi
Kapur serves a tuna poke with sesame
oil and radishes for crunch, along with
nori “crackers” on the side. At MW Res-
taurant in Honolulu, Wade Ueoka and
Michelle Karr-Ueoka offer classic ahi
tuna poke, along with a few variations.
For instance, they serve ahi poke with
mandoo (Korean meat and vegetable-
stuffed dumpling) with hamakua eryngi

Chefs & Ingredients

HUla Girl Bar and Grill BrinGs classic
Hawaiian fare to tHe wasHinGton, d.c., 
market—like tHis Poke samPler, wHicH 
inclUdes aHi tUna Poke, Grilled octoPUs 
Poke, and lomi salmon (Priced $18). sPam 
mUsUBi ($3) is anotHer classic aPPetizer 
served at tHe restaUrant.H
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mushrooms from Hawaii and a garlic-
soy vinaigrette. Another ahi poke fea-
tures extra add-ins like ikura, or salmon
roe, and delicate uni served with crispy
rice crackers. The Ueoka’s also prepare a
poke with smoked tako, or octopus.

Chef Chung Chow of Noreetuh in
New York City serves poke as a starter.
He swaps ahi tuna for bigeye tuna,
another prevalent tuna from the Pacific
Ocean that is known for its firm and
meaty, rich taste when served raw. The
tuna is mixed with umami-rich sea-
weed, macadamia nuts, and pickled
jalapeños—giving it some crunch and
heat. Another bigeye tuna poke comes
mixed with Chinese spicy miso, tosaka
and ogo, both Japanese seaweeds. He has
also served a cooked shrimp poke with
cucumber, wasabi, pearl onion, and a
yuzu marinade.

Chef Michael Slavin, culinary direc-
tor for Houlihan’s and its concepts J. Gil-
bert’s Wood-Fired Steaks & Seafood, Bris-
tol Seafood Grill, Devon Seafood Grill,
and Devon Seafood + Steaks, likewise
swaps ahi tuna for bigeye, which he sees
as the next “hot” tuna. His poke features
the tuna mixed with sesame oil and seeds,
sriracha pepper flakes, sea kelp, maca-
damia nuts, thinly sliced candied ginger,
and a dollop of yuzu-avocado mayo that
is garnished with pea shoots and served
with spiced wonton chips.

Exotic Eats
Beyond poke, Hawaii is a breeding
ground (literally) for some amazing and
unique fish that are less well known to
mainlanders. Thanks to progressive and
reputable seafood purveyors, gaining
access to these species is becoming easier
than ever before. What’s more, trusted
seafood purveyors source from sustain-
able fisheries and farmers to make sure
they are not contributing to overfishing
or damaging the ecosystems. This is even
better news for chefs wanting to experi-
ment with unusual types of fish, and the
smaller supply adds a little mystique and
intrigue to the menu.

For Chef Slavin, relying on personal
relationships with these fishmongers
and seafood suppliers allows him to

bring fresh seafood daily to restaurants
in landlocked cities. Typically, he can
only get a limited supply of the more
unusual Hawaiian species, so he focuses
on preparing the fish as simply as possi-
ble to showcase its uniqueness.

Most recently, he’s been experiment-
ing with monchong fish, which is a little
harder to find but has a higher fat con-
tent that helps the fish stand up well to
grilling. Slavin lightly seasons the fish
with olive oil, sea salt, and fresh ground
pepper, and grills the fish over mesquite
wood to add a smoky, earthy flavor with-
out muddying the rich fish flavor with
too much spice.

He’s also been sourcing hapuku, or
wreckfish, which he says has a white, firm
super-flaky texture when gently cooked,
similar to silky black sea bass. Because it
is difficult to catch, the fish can be a little
pricy and hard to procure.

Slavin compares hebi, a Hawaiian
spearfish, to swordfish—but adds that
it’s not as firm and is more delicate and
pinker in color. Brennan also uses Hebi,
in sushi grade form, and then prepares
her classic poke with the fish for a denser,
meatier taste and texture. For the poke,
she’ll also uses kampachi, a boutique yel-
lowtail that’s sustainably farm-raised
off the Kona Coast on the Big Island. To
showcase its slightly sweet and delicate
flavor, she’ll swap out the soy sauce for
a lighter yuzu dressing, adding a little
pickled radish and macadamia nuts.

Opakapaka, a Hawaiian pink snap-
per, also makes for an interesting, sim-
ply prepared fish—but it can be expen-
sive to source and chefs must make sure
they’re actually getting pink, not red,
snapper, Slavin cautions. He also likes
opah, Hawaiian moonfish, but it can be
tricky to cook because of its leanness.

“It’s important not to overcook this fish,”
he says, noting the fish appears red when
raw, but turns white when cooked.

As more seafood purveyors are able to
source sustainably caught or farmed fish
from the waters around Hawaii, chefs
will continue experimenting with new
species for their poke and other Hawai-
ian-inspired dishes, looking beyond the
ubiquitous ahi tuna or mahi mahi.
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D
etroit is a different city.
After a few brave restaura-
teurs and food pioneers set
up shop in what had been

a barren business land, a couple more
chefs and artisans followed. And then
more and more. Meanwhile, commu-
nity residents have worked together to
develop urban farming and other out-
reach programs. Now, it’s safe to say
Detroit is on its way to becoming a bur-
geoning food mecca in the Midwest.

This means more competition for
places like Marais, even though the
upscale French restaurant sits just out-
side the city in Grosse Pointe. But compe-
tition and this evolution are good things.
Chef/owner David Gilbert has used the
escalation in standards and consumer
expectations to think outside the box
when it comes to keeping relevant, push-

ing past competition, and finding alter-
native revenue sources. Or maybe, it’s
more about re-thinking inside the box.

“Restaurants are great, but if you
don’t diversify, a restaurant will only do
so much for you—especially in Detroit
these days, where in the last couple
of years maybe 150 restaurants have
opened,” says Gilbert, an alum of Chef
Thomas Keller’s French Laundry. “Our
goal has never been to open multiple
restaurants, which can stretch you thin.
Instead, we’re trying to give back to our
community by having as many [options]
within our four walls as we can to give
different people more reasons to see us.”

The revival that led to the creation of
so many new restaurants has also con-
tributed to Chef Gilbert’s mindset. “It’s
helped give my wife and me the [motiva-
tion] to think of ways to introduce fun,

Detroit diners who visit Marais are treated to culinary 
presentations. By Amelia Levin

Fine Dining Crafted 
Tableside

Chef/Owner DaviD Gilbert teaChes his KitChen team tO plate with perfeCtiOn 
anD with an eye tO pOlisheD Details.

Chefs & Ingredients

cool things and give back to our com-
munity.”

Marais opened in September 2013,
and in the last year Gilbert has intro-
duced a weekly farmers market in the
restaurant’s parking lot, converted the
cocktail bar to a coffee bar and pastry
takeout for morning breakfast, and
introduced tableside service to bring
more excitement to his dining room.

For the farmers market, he acquired
special permits from the city govern-
ment so a tent could be set up to show-
case seasonal fruits and vegetables from
the farms with which he’s cultivated
relationships. The market has given
the farmers another avenue to sell their
goods and also allowed Chef Gilbert to
sell some of the extra food he might have.
Not to mention, it’s been a great market-
ing tool for the restaurant.

“The response has been tremendous
because there was not a farmers market
in this area,” he says. “You have people
walking by all these crates of beautiful
produce, and it makes them realize how
we cook at the restaurant.” During the
markets, held on Saturday and Sunday
mornings, Gilbert will also offer the res-
taurant’s rotisserie chickens and ducks,
which are sourced from small, sustain-
able farms.

Inside the restaurant, Gilbert tran-
sitioned his bar area in the mornings to
offer coffee, popular pastries, and hand-
made croissants, which are prepared in
the traditional way and take three days
to make. He learned this art from spend-
ing years working in patisseries and res-
taurants throughout France.

“We’ve had an amazing brunch ser-
vice, and everyone would always want
to take home more of our pastries, so
we turned that into its own business,”
he says. To round out the morning
selection, he offers Intelligentsia cof-
fee drinks as well as fresh-made dough-
nuts and crepes, both sweet and savory,
which are made in front of customers on
a French machine.

These days, competing in the fine-
dining space has gotten even tougher,
with more chefs opting to go casual and
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some even branching into fast casual.
There’s more pressure on chefs and res-
taurateurs to think of new ways to make
fine dining exciting, accessible, and
approachable so that consumers will be
willing to spend on these concepts. For
Gilbert, the competitive edge came in the
form of creative tableside dining, which
he introduced earlier this year as a way
to bring some of the exciting aspects of
old-school fine dining to his guests and
to pay homage to the traditions born in
France.

“What we’re finding today is that
great food is just one aspect of the din-
ing experience; customers nowadays are
looking for an entertainment aspect to
go along with great service,” Chef Gilbert
says. “If guests have a boring server or
bad service, good food only goes so far.”

His solution at Marais is to begin
each guest’s meal with a presentation
of opulence: Servers roll out a tableside
Champagne cart with a range of iced
Champagne varietals selected by the
sommelier. Guests can also select from a
variety of caviars rolled out on a wooden
cart, then scooped up by the servers, and
served with accompaniments.

During the meal, for guests who order
steak tartare or Caesar salad, servers

will roll out carts with the ingredients
for those dishes, mixing them fresh at
the table. And yes, Gilbert uses a raw egg
yolk for the tartare, but he sets the yolk
atop the meat rather than have the serv-
ers crack an egg at the table.

For dessert, there are carts for cheese
presentations, as well as dramatic deliv-
eries of cherries jubilee and bananas Fos-
ter—showcasing brandy, copper sauté
pans, and flames.

Gilbert considers himself lucky his
staff has wholeheartedly embraced the
tableside dining. “We have always been
champions of fan interaction with our
service,” he says. “I’m also lucky because
our service team consists mainly of [res-
taurant] veterans who like to cook them-
selves, so we encourage them to have fun
with tableside service.”

To train the staff on the tableside ser-
vice, Gilbert hosts demos every week and
promotes regular practice to refine skills,
and everyone learns how to do tableside
so they can support each other when
busy. “We’ve tried to give our custom-
ers what they asked for,” Gilbert adds.

“Giving back to our neighborhood and
even to those from other areas who come
to our restaurant has been so rewarding
for us, but also for them.”
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T
his Veterans Day, military
professionals around the
country will find a welcom-
ing audience in restaurants.

Countless operators, from the most rec-
ognized chains to the smallest indepen-
dents, will offer food and drink specials
to show their appreciation for the men
and women who have served our country.

This might seem standard and even
commonplace these days, but it wasn’t
always the case. When my father
returned from Vietnam, he hurried to
the nearest store and purchased what-
ever clothing he could find, fashion-
able or not. He was greeted with jeers
and hostility, and had to rid himself
of all military garb just to make it qui-
etly through the airport. This changed
as people became educated on POWs,
MIAs, and, surely, after the tragic events
of 9/11. In time, the restaurant work-
force and veterans have developed a very
gratifying relationship. According to the
National Restaurant Association, there
are more than 250,000 military veter-
ans holding jobs throughout the indus-
try. At The Culinary Institute of America,
we average around 150 veterans on cam-
pus year-round. During our welcoming
ceremony, we hand out a special pin to
incoming veterans to honor their service.

One note you hear often from oper-
ators is that employees with military
backgrounds stand out. There’s no deny-
ing the sentiment. Statistics from the
NRA show that 19 percent of veterans
in the industry have management posi-
tions, compared with just 10 percent of
nonveterans. Also, 14 percent of veter-

ans are in supervisor positions, com-
pared with 8 percent of nonveterans.

I was a petty officer third class in the
U.S. Navy Submarine Service and served
onboard a fast-attack submarine before
the fall of the Berlin Wall. I can attest to
the fact that the pressure and expecta-
tions of service translate very well to the
kitchen. There’s a sense of urgency and a
need to stress every detail that meshes
perfectly. Mise en place, or making sure
everything is in order, is a way of life in
the military. It’s easy to teach somebody
how to flip an egg, but it’s a lot harder to
get them to flip 50 eggs—the exact same
way—in 30 minutes.

As for military professionals them-
selves, the restaurant environment pre-
sents a similar environment to being in
the service. Think of it like this: If some-

one cooks a dish for a customer, there’s
a very short window before the perfor-
mance review arrives. Quick satisfaction
is a staple of the military. In regard to job
performance, soldiers are told whether
they did a good job or not, and if not,
they’re guided to do better. That’s some-
thing even the best chef can relate to.

One challenge is finding a way to con-
nect the two parties. There are numer-
ous initiatives around hiring veterans,
but it’s a conversation that needs to keep
advancing. Around 12 percent of veter-
ans employed in restaurants have mili-
tary disabilities, according to the NRA.
Yet there remains a stigma, especially
when it comes to veterans with post-
traumatic stress disorder. I’m hopeful
that, especially as veterans continue to
prove themselves in the food world, this
barrier gets broken through.

Students with military backgrounds
are model citizens at the CIA. They come
in, sometimes as 22- or 23-year-olds,
with a strong foundation. This is defi-
nitely true of the career types, whom I
often need to counsel to slow down and
adjust to the pace of their younger peers.
With the proper training, veterans can
develop into great professionals and true
leaders in our industry. Veterans know
how to take charge of a situation, and,
when it comes to a restaurant, that’s a
skill you simply can’t teach.

Howie Velie, associate dean of culi-
nary arts at the CIA, oversees the 
culinary specializations courses cov-
ering world cuisines, garde manger, 
meat and seafood identification and 
fabrication, and advanced cooking. 

Military Veterans Command Respect 
in Restaurants

CHef Howie Velie appreCiates first-
Hand tHe Value tHat military serViCe 
brings to kitCHen operations—botH 
require Consummate attention to 
detail and an ability to perform 
under pressure. 

By Howie Velie
Lessons from the CIA
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At its core, brunch is a casual weekend meal,
which is why sommeliers and beverage direc-
tors strive to remove any perceived fussiness 
from the wines poured alongside egg dishes, burg-
ers, and raw-bar items. 

This is especially true at the 21 Del Frisco’s Grille loca-
tions across the U.S. “The restaurants are geared for that 
younger group of people,” says Jessica Norris, director of wine 
education. “We’re aiming for that young, hip, fun, funky, eclec-
tic group. The millennial generation likes to drink outside the box. 
They’re not necessarily going for California Cabernets. The value piece 
is huge.” At Del Frisco’s Grille, 50 wines are priced under $50 a bottle.

Sangria served in a carafe and Mimosas in a milk-glass jar have been 
happy compromises. “It still counts as wine sales,” Norris says. Whether 
sangria or wine, the choices are just as whimsical as the brunch dishes, 
which include a Red Velvet Belgian Waffl e and Bananas Foster French 
Toast.

The Boston institution Aquitaine—celebrating 20 years in the South 
End in 2017—is also working hard to promote its wine sales during 
brunch service. Aquitaine reopened in July after a fi ve-
month closure to renovate and expand its foot-
print. Now the bar space is larger than ever 

COLORFUL GIN    BEERS GO BOLD

RISE
      SIP

Liquid Intelligence

Wines with brunch are 
perhaps the most delicate 
and delicious pairings with 
that daypart’s lighter fare. 
By Kristine Hansen
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THE CLARET COBBLER
FROM THE KATHARINE 

BRASSERIE & BAR.



before. “�e restaurant has really become
lighter and brighter. A new life, a new
spirit of energy, has been created,” says
general manager Emily Ackerman. Wait-
staff are often thrust between old and
new, offering familiar dishes and ser-
vice to long-time customers while also
courting fi rst-time clientele.

�e full wine list is available at every
meal, including at brunch where it spans
150 selections, about 60 of those are
white, the rest red. �e majority, about
80 percent are French, explains Acker-
man, and the rest are domestic.

“With the reopening, we wanted to
better represent ourselves as a wine
bar,” she explains. Served by the glass
are Grüner Veltliner, Riesling, Albariño,
Malbec, a Cabernet Sauvignon–Merlot
blend, and two Pinot Noirs. By off ering
a Pinot Noir from Oregon’s Willamette
Valley, Ackerman hopes that people will
stray from an expected California fi nd
into new territory. Even so, a Russian
River Valley Pinot Noir is available by
the glass.

Ensuring these wines pair well with
brunch foods is key. “Rosé is at the
height of its popularity,” says Ackerman,

who suggests sipping it with Mussels en
Cassoulette, a signature recipe on the
menu since opening day that is served
in a beautiful copper pot for an elegant
twist on brunch. With a Salmon Grav-
lax Salade featuring capers, shaved red
onions, dill crème fraîche, and fi nger-
ling potatoes, a Coté Mas Crémant ($10
a glass or $40 a bottle) is pitched as an
aff ordable sparkler. “It cuts a little bit of
the sweetness of the crème fraîche,” Ack-
erman says.

To encourage brunch customers to
order wine, especially if they might
feel deterred by the early hour, a dish
and its suggested pairing are posted on
social media. Each member of the wait-
staff is trained in recommending wines
for brunch. “You’re setting the tone for
a leisurely afternoon. It’s acceptable to
sit and enjoy a bottle of wine,” Acker-
man explains.

Like Aquitaine, �e Katharine Bras-
serie & Bar—inside the Kimpton Cardi-
nal Hotel, which resides in the historic
R.J. Reynolds Tobacco building in down-
town Winston-Salem, North Carolina—
doesn’t abbreviate its wine list during
brunch service. What’s available by the

glass and bottle for lunch and dinner
is also served at brunch. But assistant
general manager Logan Gebhart won’t
stop there. He wants guests to receive
a little education about what drinks
are best during brunch, while enjoying
entrées like house-smoked salmon or an
omelette with Gruyère and fi nes herbes.

“We’re working toward getting a menu
insert that highlights the brunch wines.
Trying to get someone to order a glass of
wine [at brunch] is definitely very dif-
ferent,” he says, although he’s cautious
about the concept becoming too preten-
tious. “My theory with brunch wines is to
try not to take it too seriously and make
sure the wines are aff ordable and fun.”

To that end, 18 wines are poured by
the glass or carafe, and about half of
those come from kegs. Around 70 wines
are sold by the bottle and—because it’s
a French-inspired restaurant—are pri-
marily French.

Among Gebhart’s suggestions for din-
ers who enjoy white wines are a spar-
kling Vinho Verde from Portugal that’s

“a very lightly carbonated wine” and
“lighter white wines that are racy because
brunch food is heavy and fatty,” he says.
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WINES PAIR BEAUTIFULLY WITH BRUNCH DISHES LIKE THE MARKET FRESH GREENS AT DEL FRISCO’S GRILLE (LEFT) AND THE WAFFLES WITH
MAPLE-BOURBON SAUCE (TOP) OR SEARED FISH WITH SPRING VEGETABLES (BOTTOM)—BOTH SERVED AT THE KATHARINE BRASSERIE & BAR 
INSIDE THE KIMPTON CARDINAL HOTEL. THE SANGRIA POP (RIGHT) IS ANOTHER BRUNCH FAVORITE AT DEL FRISCO’S GRILLE.



is what’s on tap.
FRESHNESS

DISPENSE SOLUTIONS FOR BEER, WINE & COCKTAILS 

Customers want choice today. We understand 
the importance of delivering reliable, 
high-quality, yet cost-effective dispensing 
solutions for beer, wine, and cocktails. Micro 
Matic thinks long-term when providing 
solutions and support services to help grow 
your business. From a single kegerator, to 
12 beers on tap, to 100 kegs in a remote 
location. 

Need a special look – we will fabricate a 
custom draft tower to your specifications. Our 
system designers work with you to provide a 
beverage experience that’s on point. 

TAP INTO A BETTER EXPERIENCE!
866.327.4159  //  micromatic.com 



For reds, a glass of sparkling Lambrusco
from Italy “gives them the opportunity
to enjoy something on the red side,” and
Beaujolais—when served chilled—is a
lighter style of red wine more suited for
daytime hours.

Pinot Grigio, he’s found, has been a
go-to wine for many, but by consciously
not offering it he is forcing diners to
look outside of their comfort zones. “It
forces the guest to try something differ-
ent,” Gebhart says.

What are good brunch wines for the
cooler months? Last summer when Nor-
ris sat down to plot an upcoming change-
out of wines in the fall, she sought to
broaden geography. She added an Ore-
gon Pinot Noir to a roster of California
Pinot Noirs—“It’s not just about Cali-
fornia anymore,” says Norris. And she
chose blends because, as she notes, “Red
blends and white blends are super easy
to drink and easy to sell.”

Current bestsellers are Albariño by
the glass, Au Contraire Chardonnay
(Russian River Valley, Sonoma County,
California), and Kung Fu Girl Riesling
from Charles Smith Wines in Washing-
ton state.

Table service to promote these wines
is key, says Norris, to defuse miscon-
ceptions about day drinking. Wait-
staff armed with notebooks taste wine
between three and five times a week
before their shifts. To personalize the
experience, they are also required to
come up with keyword descriptors for
each wine “so it sounds totally different
than some stock description,” she says.

As with any meal, wine pairings can
help nail the sale of a glass or bottle of
wine. And you can’t beat the preferred
pairings suggested by the waitstaff. For
Norris, describing how fried chicken and
waffles taste with sparkling wine evokes
a mouth-watering description. “I am a
die-hard fried-foods-with-bubbles fan.”

Mulling over the various ways to
promote wine at brunch service, in a
way that social media cannot, Gebhart
says, “A lot of it just really takes place at
the table.” Because who can turn down a
mouth-watering recommendation deliv-
ered in person—wine pairing included?
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Clear But Colorful

New World gins are bringing a kaleidoscope of fl avors 
to craft cocktails. By Alia Akkam

G
in plays a starring role in a
number of classic cocktails—
the Negroni, the Bee’s Knees,
and the Gimlet among them.

Most often it is coveted in the forms of
the elegant Martini and summer’s go-to
Gin & Tonic. However, for decades juni-
per-laden gin took a backseat to vodka,
the clear spirit of choice among drink-
ers. But with palates increasingly shifting
toward the adventurous, new gin selec-
tions are spawning imaginative cocktails.

Since the 1950s, vodka is the spirit
that has captivated Americans—for a
number of reasons, says Jason Logie,
beverage director of �e Mixing Room
in the JW Marriott Los Angeles L.A.
LIVE. “Vodka was imported from Rus-
sia and was thus exotic; James Bond
drank it in a Martini and was thus chic;
and it was the base for popular drinks
of the era like the Moscow Mule, Bloody
Mary, and Screwdriver. But as cocktail
culture has grown in the States, bartend-
ers have begun to see the versatility and
nuance that gin off ers, and they want to
play with that complexity,” he explains.

Christine Kim of Schlow Restaurant
Group, who oversees the bar programs at
Chef Michael Schlow’s fi ve Washington,
D.C., establishments, agrees. “Vodka had
such a strong hold on the market—and
let’s be real, people don’t like change—I
think it took a while for the general pub-
lic to be open to trying new things.” Also,
Kim continues, “It took a long time for
those working behind the bar to get a
real grasp on the diff erent types of gins
and to educate consumers.”

Before its reputation was marred by
Prohibition’s onslaught of toxic bath-

tub interpretations, gin was embraced
in cocktails. But without that rich con-
text, in the aftermath of the “Noble
Experiment” it was simply deemed old-
fashioned. As Lawrence Kobesky, bar
manager of Chicago-based Gibsons
Restaurant Group, points out, “Gin for
many younger drinkers was the spirit
of their parents and grandparents, and
they didn’t want to drink what [their
 elders] were drinking, hence the vodka
generation.”

So why all the fanfare now over, say,
joints like the 500-gin-strong Whitecha-
pel in San Francisco, or the Gin & Tonic
menu at Spanish restaurant Bellota in
the same city? Modern-day imbibers
are undoubtedly curious, eager to taste
as much as possible. �e advent of New

World gins, balancing lively botani-
cals with the spirit’s signature juniper,
was just the creative push the category
needed. Instead of the crisp, refreshing,
timeless London dry gins associated
with hot-weather tipples, these gins off er
more depth and intrigue year-round.

“Gin is no longer just juniper; it’s a
kaleidoscope of dizzying choices in the
best way. Behind the bar we can choose
from gins with cooling, warming, soft,
floral, sweet, smoky, and herbaceous
qualities,” says Gates Otsuji, chef de
bar at New York’s Standard Hotels and
co-founder of Swig + Swallow cocktail
mixes. “What’s given gin its current stay-
ing power is a renewed interest in fl avor.”
Adds Kobesky, “I think until some of
the New World gins hit the market, the

Spirits Editor ALIA 
AKKAM is based in 
New York but trav-
els the world experi-
encing and writing 
about spirits, food, 
and hospitality. 

THE TICO IN WASHINGTON, D.C., PART OF SCHLOW RESTAURANT GROUP, IS A FUN SETTING 
FOR GIN TO INCH ITS WAY INTO THE COCKTAIL MENU, AS IT DOES WITH THE COOL HAND 
LUKE, WHICH COMBINES GIN, LEMON, CUCUMBER, PINK PEPPERCORN, AND MINT.
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majority of people believed it all tasted
like chewing on pine cones.”

Soraya Odishoo, bartender at the veg-
etarian restaurant NIX, in New York City,
says that forward-thinking brands like
St. George and Gin Mare are leading the
way in this realm, creating infused vari-
ations that have a profi le suited to gin on
the rocks, “which is pretty avant-garde
for the spirit.” As a result, she sees pro-
fessionals enthusiastically experiment-
ing with new cocktails. Ingredients like
basil and kaffi r limes give dimension to
these gins, which in turn allows them to
be relished year-round. Kobesky points
to game-changing brands like Aviation
and Fords for helping the category “tran-
scend the seasonal barrier. Bartenders
are using modifi ers with their gin they
might have once only considered for a
brown-spirit cocktail.”

While he predicts that “gin Marti-
nis and Gin & Tonics will always be bul-
letproof cocktails of the ages,” Kobesky
notes that one of the most sought-after
choices at Gibsons’ eatery Hugo’s Frog
Bar & Fish House is the Blackberry Col-
lins (Hendrick’s gin, blackberry liqueur,
lemon juice, simple syrup). At Nix,
Odishoo makes several gin cocktails to
complement the likes of tofu-skin pock-
ets and Yukon potato fry bread. �ere’s
a blackberry rendition, too, called the
Albion (fresh blackberry, juniper, lemon)
as well as the Honey Bee (�ai basil, clo-

ver honey, sake). One of Logie’s bestsell-
ers is the City of Angels, in which gin,
lemon, and tonic water are topped with
a hoppy, botanical-balancing IPA.

Kim makes a number of gin cock-
tails for each of the group’s restaurants.
There’s the Virginia Slim (Beefeater,
Aperol, lemon, sparkling rosé) at Riggsby.
And she adds, “We aren’t going to forget
all of our beloved London dry gins,” cit-
ing the 4 o’ Clock Somewhere cocktail
that’s popular at Tico (Aviation gin, dry
vermouth, Earl Grey reduction, lemon,
Bittermen’s Hopped Grapefruit bitters).

Kim also likes to amplify holiday
punches with gin. While the season
calls for a barrage of cloves, ginger, and
anise, she says it’s better to keep the
recipe clean and simple. “Don’t go too
heavy on ingredients that can overpower
and mask the great fl avors of gin,” she
advises. Odoshoo reaches for a clas-
sic London dry style to make a punch,
buoyed by “agave or fresh maple syrup,
fresh lemon juice, muddled sage, and a
little bit of elderfl ower liqueur.” Logie
also believes elderfl ower liqueur, along
with sparkling wine, makes good com-
panions with gin in a punch: “�e elder-
fl ower and gin play off each other and
the bubbles add a celebratory touch.”

With punches emphasizing blends
rather than layers of fl avors, Otsuji rec-
ommends starting with a traditional gin
cocktail structure, like the Singapore

Sling, swapping out the citrus elements
and bolstering the oleo saccharum with
smoked spices, fl amed citrus oil, and car-
amelized sugar. �e gin concoctions he
serves at the Standard are vast, span-
ning A Girl’s Best Friend (Dorothy Parker
gin, lemon, Moet & Chandon Imperial
Brut, grenadine snow) to the Indecent
Proposal (Chief Gowanus New Nether-
lands Gin, Hennessy XO, black plum cor-
dial). “It’s warm and luxurious,” he says
of the latter.

Chief Gowanus New Netherland
Gin—in addition to Citadelle Réserve
and Texas-made Treaty Oak—is a ster-
ling example of the currently thriving
aged-gin segment, says Otsuji: “I think
barrel-aging sands off a lot of sharpness.
It certainly blurs the line in cocktail con-
struction and has allowed me to make
some cross-category choices I would
never have considered before.” It’s also,
says Odishoo, another opportunity to
uniquely present gin to customers and

“defi nitely a way to extend the spirit into
the winter months. For me, the juniper
takes on a more alpine feel.”

Some aged gins, according to Logie,
“warrant sipping alone. Barrel-aging a
gin transforms it into a more substan-
tial spirit with notes of wood and smoke.”
Bourbon and Scotch lovers may also be
swayed by matured gin, adds Kim. “Hon-
estly,” she says, “I’ve seen whiskey drink-
ers convert.”

AT THE MIXING ROOM IN L.A., ONE OF 
THE BESTSELLERS IS THE CITY OF ANGELS 
(ABOVE), WHICH TOPS GIN, LEMON, AND 
TONIC WATER WITH A HOPPY IPA. AT 
HUGO’S FROG BAR & FISH HOUSE IN 
CHICAGO (LEFT) GUESTS RAVE FOR THE 
BLACKBERRY COLLINS: HENDRICK’S GIN 
PLUS BLACKBERRY LIQUEUR. 
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Deschutes Hop Slice Session IPA 
4.5% ABV Deschutes brewery has turned 
hoppy beers into an art form. Now it’s 
been bitten by the session IPA bug with 
Hop Slice, whose addition of Meyer lem-
ons harmonizes with the hops’ citrus char-
acteristics (subtle enough to not be radler-
like). A true session beer, the IBUs are 
moderate (45), and the fl avor, aroma, and 
mouthfeel scream “bright refreshment.” 

Susquehanna Brewing 
Goldencold Lager

5.0% ABV Seldom has a name been so 
descriptive. Pennsylvania’s German roots 
defi nitely show in this ode to a lager from 
the old country. The bready malt is defi -
nitely the star here, but there’s just enough 
of a restrained fl oral hop bitterness to keep 
things interesting.  

The White Knight Prosecco
TREVISO, ITALY From the wine’s toasty-
baguette nose to its honeyed layers of 
white peaches—which are balanced and 
not overly sweet—this is a very approach-
able style of Prosecco. Made from Glera 
grapes, and it’s also a good value.

2014 Plungerhead Old 
Vine Zinfandel

LODI, CALIFORNIA From an up-and-coming 
wine region in terms of Zin acclaim—but 
not in terms of history as the vines date 
several decades back—a subtle cedar nose 
leads to cherry-pie fl avors and an under-
current of cocoa powder, ending with a 
round mouthfeel and smooth fi nish.

Pusser’s Gunpowder Proof Rum 
In 1970 the Royal Navy stopped dispens-
ing daily rations of rum to its sailors. To com-
memorate the anniversary of this morbid 
occasion—dubbed Black Tot Day—Pusser’s 
Gunpowder Proof Rum hit the market last 
summer. Crafted in wooden pot stills fi rst 
employed in the 1700s, this blend of rums 
from Guyana and Trinidad is rife with car-
amel and molasses notes. At 54.5 percent 
alcohol, it makes for quite a heady quaff. 

Glen Grant 12-Year-Old 
So only the most refi ned vapors are main-
tained at Glen Grant. The sole Speyside 
distillery to do so, it utilizes water-cool-
ing purifi ers in the fi rst and second distilla-
tions of its Scotch. One such example is the 
bright Glen Grant 12-Year-Old. Released 
in tandem with the more deeply layered 
18-Year-Old, it has aromas of almond and 
citrus that pave the way to a fresh-from-
the-oven apple pie.
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WINE EDITOR

BEER EDITOR

SPIRITS EDITOR An alluring collection 
of whiskey newcom-
ers dominated the 
spotlight in 2016. As 
we delve into the holi-
day season, warming 
brown spirits continue 
to fl ow. High-proof 
bourbon and single 
malts hailing from 
India and Washington 
state also tempt, just 
as new incarnations 
of rum, tequila, and 
amaro are welcome at 
any festive fete.

The winter months 
are packed with cel-
ebratory times when 
diners are more apt 
to order bubbles or 
dessert wines. Plan 
to offer options that 
can please any pal-
ate, whether crisp, 
refreshing sparklers 
or intense, full-bod-
ied reds, which can 
easily transition from 
dinner to dessert. 
Rosés are the per-
fect compromise for 
a table of drinkers.

Since the weather 
starts to transition in 
earnest in November, 
we begin on the 
mild and refreshing 
side and close with 
the big and bold—
with a few entries in 
between that defy 
categorization. 
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Odell Brewing Co. Drumroll APA
5.3% ABV In terms of its ABV, Drumroll is 
somewhere at the intersection of session 
IPA and IPA proper. The fact that it’s simply 
dubbed an American pale is a testament 
to how far American palates have come. 
The catty, fruity aroma gives way to a pro-
nounced—yet quickly dissipating—bitter 
bite, and a mango-esque fl avor that would 
make most IPAs proud. 

South Street Brewing 
Satan’s Pony 

5.3% ABV Though offi cially an amber, if there 
were such a category as an “American light-
to-medium brown ale,” Satan’s Pony—from 
the Charlottesville, Virginia, brewery South 
Street—would be in it. A light to medium 
body, walnut-like and bready aroma and fl a-
vors, and a moderately creamy head make it 
devilishly diffi cult to fi t neatly in a box.  

Lost Rhino Brewing Company  
Rhino Chasers Pilsner

5.6% ABV Well-crafted, fl avorful Czech-style 
pilsners are having a bit of a moment, and 
Ashburn, Virginia’s offering is a solid rep-
resentation of that trend. Rhino Chasers 
is a bit of a stealthy beast, with a delight-
fully aggressive bitterness that builds and 
builds to a startling crescendo.  

Champagne Charles 
Heidsieck Brut Réserve

REIMS, FRANCE Culled from 60 different crus, 
light golden-apple fl avors with touches 
of honey are perfectly balanced—neither 
dry nor sweet—on this lush Champagne. 
Aromas of just-baked brioche, almonds, 
and dried fruits are a delightful entry point.

Bisol “Crede” Valdobbiadene 
Prosecco Superiore D.O.C.G

TREVISO, ITALY Snappy and crisp, this 
Prosecco—consisting of Glera, Verdiso, 
and Pinot Bianco grapes—features 
golden-apple notes and mineralities on 
the fi nish. Consider pairing with raw-bar 
items.

2015 J. Lohr Vineyards & Wines 
“Gesture” Grenache Rosé

PASO ROBLES, CALIFORNIA With a silky pro-
fi le, the watermelon notes mingle with red-
fruit notes, as well as with toasted vanilla, to 
create an ideal pairing with white meats or 
seafood.

Redemption Whiskey 
Redemption Whiskey has bolstered its 
Aged Barrel Proof Collection with three 
new variants, including the 9-year-old High 
Rye Bourbon. Composed of 60 percent 
corn, 36 percent rye, and 4 percent barley, 
it’s distilled in Indiana and aged in charred 
new oak barrels, then minimally fi ltered 
and bottled at full proof in Kentucky. An 
herbaceous entrée culminates in a marma-
lade fi nish.

Garryana American 
Single Malt Whiskey 

Quercus garryana is a rare white oak 
unique to the Pacifi c Northwest. For the 
debut of its Native Oak Series, Seattle’s 
Westland Distillery has unveiled Garryana 
American Single Malt Whiskey, which has 
been matured in this mysterious indig-
enous wood. The process manifests in 
unusual jolts of coffee grounds and black-
berry preserves.

Paul John Indian Single 
Malt Whisky 

Paul John Indian Single Malt Whisky is dis-
tilled along the tropical beaches of Goa, 
from summer-harvested barley grains that 
grow at the foothills of the Himalayas. It’s 
aged for a minimum of fi ve years, which—
given the sultry climate—is comparable to 
10-year-old Scotch. Among the selections 
is Brilliance, matured in bourbon casks with 
hints of cinnamon, cocoa, and vanilla.

SIPSAPPEAL
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Samuel Adams Winter Lager
5.6% ABV The addition of ginger, cinnamon, 
and orange peel bring a Christmas cookie–
like complexity to one of the mainstays 
in Boston Beer Company’s cold-weather 
portfolio. It’s a dependable brew for sip-
ping next to a fi re, especially as the fl icker-
ing glow would play nicely off of the lager’s 
deep copper hue. 

Lonerider Brewing Company 
Sweet Josie Brown Ale  

6.1% ABV Raleigh, North Carolina’s 
Lonerider has taken quite a few medals for 
its true-to-style American brown ale. The 
balanced, light-to-medium-bodied Sweet 
Josie Brown sports a nose that evokes 
Ovaltine, with dark German bread notes on 
the palate.

Ommegang Great 
Beyond Double IPA 

8.8% ABV Brewery Ommegang of 
Cooperstown, New York, made a name for 
itself as a Belgian-style brewer, but its lat-
est offering is unabashedly American. The 
Cascade, Centennial, Mosaic, Calypso, and 
Mandarina Bavaria hops bring plenty of the 
citrus and pine, with a sweet, tart juiciness 
to temper the 83-IBU bitterness. 

2015 Domaines Paul Mas 
Côté Mas Rosé Aurore

PAYS D’OC, FRANCE Crafted from 30% 
Cinsault, 20% Syrah, and 50% Grenache 
Noir, this rosé is pale pink in color. It 
expresses watermelon notes, minerals, 
and balance, and an approachable profi le 
with a crisp fi nish. 

2015 Domaine Bousquet 
Malbec Cabernet Rosé

TUPUNGATO VALLEY/MENDOZA, ARGENTINA 
A blend of 50% Malbec and 50% Cabernet 
Sauvignon—all certifi ed-organic grapes—
on this dry-style rosé results in wild-straw-
berry aromas and salinity emerging mid-
palate. This wine would pair well with 
seafood, light meats, and berry desserts.

Casal Garcia Vinho Verde 
Sparkling Rosé

VINHO VERDE, PORTUGAL An amber hue in 
the glass, this semi-dry wine’s fresh cherry 
and strawberry notes don’t let up until the 
fi nish, and the palate also features herba-
ceous notes and toasted vanilla. Perfect 
to uncork as an apéritif or serve with the 
meal—ideally Italian foods .

Amaro Lucano Anniversario 
Lucano 1894 is one of the amari brands 
that have helped illuminate the Italian 
digestivo trend stateside. Now there is the 
higher-proof Amaro Lucano Anniversario, 
showcasing a recipe unearthed from an 
1800s-era manuscript. The Basilicata-made 
elixir is laden with more than 30 herbs and 
spices, including holy thistle, gentian, and 
clary sage, attractive to bartenders eager 
to tinker with bitter-centric cocktails.

Lagavulin 
In the 1880s, esteemed British spirits his-
torian Alfred Barnard paid a visit to Islay’s 
Lagavulin distillery, where he deemed 
an 8-year-old Scotch “exceptionally fi ne.” 
Inspired by this scribe’s complimentary 
words, Lagavulin now presents a limited-
edition liquid of the same age to coincide 
with the brand’s 200-year anniversary. Softly 
smoky and chocolaty, it becomes fresher 
and fruitier with the addition of water. 

Espolòn Añejo X 
Aged for six years, Espolòn Añejo X is 
an ode to Barro Negro, the mid-century 
Mexican art form. The jet-black matte 
glass bottle handsomely depicts the tra-
dition of the Day of the Dead—but inside,  
the tequila is rich and nuanced. Its classic 
agave character is heightened by bursts 
of nutmeg and white peppercorn, which 
shine in a riff on the Old Fashioned.

NEW AND NOTABLE LABELS FROM AROUND THE GLOBE SPOTLIGHT THE BEST IN BEER, WINE, AND SPIRITS.



36 NOVEMBER 2016 FSRMAGA ZINE.COM

A Side of Sparkling

ost restaurants try to give
their guests anything but
water because it is often a

loss of pro�its, but one recent trend 
may actually make a case for why
operators should serve more water.

The reason is that sparkling
water acts as a palate cleanser and 
refresher, especially when served 
with espresso. As espresso sales 
continue to stay strong, sparkling 
water is a great differentiator for 
restaurants trying to improve cus-
tomer experience.

“What you �ind is a lot of different 
cafés seeking out a speci�ic sparkling 
water that they enjoy most and serv-
ing that alongside espresso, since 
espresso is a very strong concentrat-
ed coffee,” says Rusty Angell, �ield 
correspondent for Bunn. “It’s nice to 
have something light and refreshing 
that goes along with it.”

Sparkling water can serve as an
upgrade for customers, as well as 
signals to them that baristas are
interested in how they experience a 
restaurant’s espresso.

“Customers order one thing, and 
it’s almost a nice little surprise the 
�irst time you get the extra water,” 
Angell says. “The barista is saying 
to a customer, ‘We understand cus-
tomer experience, and we just want 
to go the extra mile.’ ”

Even on its own, sparkling water 
consumption is growing among
consumers, some of whom order it 
alone or as a pairing with meals and 
other beverages as a healthful alter-
native to traditional tap water. The 
NPD group, a national research �irm, 
reports that 3 percent of all menu

orders in the entire full-service cat-
egory include carbonated water.

The problem is that until recently, 
there was not always a good way for 
restaurants to offer sparkling water. 
Due to the fact that it traditionally 
comes in a bottle, the water is often 
not used before it goes �lat. In addi-
tion, bottled sparkling water takes 
up valuable storage and chilling 
space, and operators must question 
whether or not guests will toler-
ate restaurants raising the cost of
espresso to cover the costs of the
sparkling water program.

“Operators are seeing this spar-
kling water as a giveaway item,” 
says Angell, “so for those who have 
been slow to adopt the practice, it 
comes down to the fact that it’s a 
very nonsustainable way to offer
the water when you’re serving it 
from bottles.”

But today, sparkling water 
systems make it much easier for
operators to �it the beverage in their 
budgets and their kitchens. These 
systems �ilter municipal water to 
eliminate the odor and taste of chlo-
rine and add carbonation to make a 
refreshing beverage or the base for
custom-crafted drink offerings.

“You actually end up opening 
a whole new beverage lineup in
your location,” Angell says. “You 
may be able to withstand that extra 
increase in your espresso price
because, on the side,  you’re also 
beginning to make really interesting
handcrafted sodas or other items.”

Because technology makes offer-
ing sparkling water so much easier, 
more affordable, and reduces waste, 
there is little doubt that the trend 
of serving sparkling water with
espresso will continue to grow.  B
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Operators delight customers by serving sparkling water with espresso.

SPONSORED CONTENT

SPARKLING WATER CAN BE A
POWERFUL DIFFERENTIATOR 

FOR OPERATORS SERVING 
ESPRESSO BEVERAGES.
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BUNN refresh®

Cold, Filtered, Still 
& Sparkling Water

Because Today’s Customer is 
Looking for #CoffeeAndMore

Sure Tamp®

Easy-to-use, 
Easy-to-clean, 
Superautomatic 
Espresso

Specialty beverage consumption has tripled among millennials. 
Your beverage menu must satisfy a variety of taste preferences.  
Choose Experience. Choose BUNN. 
bunn.com/coffeeandmore
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“I’ve always had 
this need and 

desire to please 
people—to make 

them laugh, to 
make them feel 

comfortable, 
to make them 

happy. That’s at 
the root of almost 

everything I do.” 
Vivian Howard
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Southern Candor
By Connie Gentry

She cooks, she writes, she stars in the 
award-winning TV show “A Chef’s Life,” 
and—most of all—Chef Vivian Howard 
makes a difference, dispelling food 
myths along the way. 
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l Baked Barkely’s Mill 
Grits with PiMento 
Cheese, Preserved toMato 
salsa, and Pork rinds
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self-described storyteller whose fi rst book, Deep Run Roots, debuted last month, 
Vivian Howard has made a tremendous impact on her hometown and on the 

restaurant industry. One of her most compelling attributes is the candor with 
which she discusses her work, her rise to culinary acclaim, and her impas-

sioned perceptions of the industry’s most sacred cows. I set out to talk with her and write what 
was fully expected to be a Southern-homecoming fairy tale—ideal for an issue dedicated to tell-
ing the stories of chefs who make a diff erence. 

� e only part of that preconceived notion that proved true is that she is the perfect personifi ca-
tion of what it takes to make a diff erence—but this chef’s no soft-spoken princess. For every ounce 
of charm that Chef Howard exudes, she’s got a bucket load of Southern grit, topped off  with even 
more wit and a refreshingly real take on the farm-to-table frenzy, celebrity food shows, and build-
ing a community-focused restaurant.

Building Community
First thing to know: Kinston, North Car-
olina, may be small-town America to
most of us, but to Vivian—growing up
in rural Deep Run (population 3,000)—
nearby Kinston was the city. �e place
you got dressed up to go shopping.

Ten years ago, it was also the place
where she and her husband/business
partner, Ben Knight, decided to open
Chef and the Farmer, their fi rst restau-
rant and arguably the catalyst for their
success as well as the salvation of a town
in decline.

�e most telling description of the
town comes from folks who moved away
and look back in awe at where the town
stands now—like the candid observation
one such friend shared with me: “Kinston
was circling the drain for years before
Vivian Howard opened her restaurant.”

Since opening in June 2006, Chef and
the Farmer has become a destination
restaurant for travelers trekking to and
from the Carolina coast as well as a culi-
nary icon for foodies around the country
who are fascinated with the simplicity
of its Southern farm-to-table motif and
the commitment to local ingredients. On
the heels of Chef and the Farmer’s initial
acclaim, Mother Earth Brewing opened
in 2008 followed by additional restau-
rants, economic development, and, in

2015, a luxury boutique hotel.
“We’ve seen a tremendous shift in

our community over the last 10 years,”
Chef Howard acknowledges. “�e biggest
impact I think we’ve had and the diff er-
ence I’m most proud in making is that
we’ve been able to show the people who
live here—and who have long apologized
for living here—their food traditions
in a way that gives them self-worth. By
exalting something simple, like chicken
and rice, both in our restaurant and on
the show, we point out things they have
done their whole lives and we place value
in those things—and that gives the indi-
viduals value and pride in their place. In
order to invest in your community you
have to believe in it and you have to
believe it has intrinsic worth, so that’s
the diff erence we work to make here.”

Ironically, it took a stint in New York
City restaurants, unfulfi lled ambitions
to become a journalist, and a Southern
homecoming that fell far short of love
at fi rst sight for Howard to develop that
sense of pride herself. She had gone to
New York in hopes of fi nding work as
a journalist, but instead found herself
working in a West Village restaurant
with a focus on Southern food via Africa.

“For a 23-year-old who didn’t think
the food she ate growing up was dis-
tinct—she was ashamed of it—to learn

that there were all these rich, very
complex stories around the most sim-
ple things on our table was just mind-
blowing,” Howard says. “I wanted to be
a story-teller, so when I started hear-
ing these stories tied to food I thought
maybe this was the type of writing I
needed to do. I started working in that
restaurant’s kitchen before my shifts on
the fl oor as a server, to just get a bird’s
eye view into the food world. I thought
I would be able to translate that into a
career in food writing—but what I did
was translate it into a job as a line cook.”

�e writing career landed on the back
burner for a number of years—fi nally
coming to fruition in the form of her
blog, Gorging on Life, and in this year’s
publication of Deep Run Roots, a volumi-
nous collection of personal stories, food
traditions, recipes, and how it all relates
to her life.

But the cooking aspect quickly took
on a life of its own: She and future-hus-
band Ben launched a side venture deliv-
ering homemade soups, which fostered
such a following that they were faced
with the dilemma of whether to legiti-
mize it with a brick-and-mortar store in
New York or open a restaurant in North
Carolina. Family ties won out over city
allure, but the transition wasn’t all easy.

“�e small-town dynamic when I fi rst
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Tobacco Farms, smaller in acreage Than mosT Farms, lay dormanT—buT cheF howard realized They were PerFecT For 
niche Produce, ProTeins, and cheese. “i’m noT sure we’re a caTalysT For iT as much as jusT a ParTiciPanT in iT, buT Tobacco 
Farms becoming Food Farms is a major change ThaT we see in our region.”
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With two restaurants, multiple career paths, and 5-year-old twins, life for
Vivian Howard and Ben Knight is “like a tug of war.” It’s a day-to-day juggling
act, she says, with their children the common ground where neither of their
professional pursuits interferes. Family time is their time “to be normal.”
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came back here was a little difficult,”
Howard says. It was minor things: She
and Ben missed brunch in the city, but
on a much deeper level, the reception to
their restaurant was hardly empowering.

“As we were building out the restaurant
there was this consensus in town that
the restaurant was going to fail. We actu-

ally felt like people wanted it to fail. Peo-
ple were suspicious about our intentions,
they were really critical of our food, and
for a long time we felt like outsiders in
the small town.”

But in 2008 when the economy
tanked and they saw restaurants closing
left and right, their business held strong.

“We realized that we were really making
a difference in our community and we
were masters of our own destiny. It was
then that we decided it would be crazy to
leave here, that we had something really
special and were changing lives. Many
people who worked in our kitchen—
especially in the first five years—I taught
them how to hold a knife. We weren’t hir-
ing people from culinary school; we were
hiring people who just needed a job. And
in some cases, people from the home-
less shelter—and we were giving people
skills that would allow them to go some-
where else and get a good job. It felt like

important work.”
That it was: It was purposeful, it

helped people in the community, and,
in the blink of any eye, it almost came
to an end.

Five years ago a fire destroyed the
restaurant’s kitchen and Chef and the
Farmer closed for several months. But

tough times reveal true colors, and
Howard explains, “When people in the
community found out we were going to
reopen, they really rallied around us. For
the first time, we felt like members of
the small town and part of a community.”

It was then that Ben and Vivian
decided to open their second restau-
rant, Boiler Room Oyster Bar, which
she says has been great for the commu-
nity. “It’s the kind of place where every-
body likes to eat; the price point and the
expectation is really manageable for all
walks of life.” The average check at Boiler
Room runs $24, compared with an aver-
age check of $43 at Chef and the Farmer.

Relationships run deep, not only
between the restaurant and the din-
ing community, but also between the
owners and their employees. Of the 60
employees who work in one of the two
concepts, many have been with them
for years. “Until about a month ago, two

people in the kitchen had been with us
from when we started 10 years ago,” Chef
Howard says. “Now we just have one per-
son who has been here 10 years, because
a gentleman who was with us left to go
to engineering school. But in the front of
the house we have three people who have
been with us for nine years, and we’re

one of these rare places where people
leave and then come back. It’s interest-
ing because a lot of the people who work
in our restaurant have never worked in
another restaurant, so we often suggest,
or agree with them, that they [should] go
work in another restaurant. So they’ll go
do that and, often times, they come back.”

Bringing Farmers to the Table
Perhaps even more surprising to Vivian
than the cool reception the restaurant
initially received was the evolution—or
devolution—of the food scene from the
homegrown focus she remembered as a
child. “In the 15 or so years that I had
been gone, people’s eating habits and the
socio-economic status here, the whole
community, had changed. We opened
our restaurant across the street from the
farmers market, [where] they were sell-
ing oranges and pineapples and things
people don’t even grow here. No one was

ViVian howard and Ben Knight plan to open their third restaurant, a BreaKfast-focused BaKery, next year, and she says,
“i haVe to write at least one more BooK and i’Ve already got a deliVery date. But to Be a prolific cooKBooK author there 
has to Be a machine Behind you—mayBe restaurants, mayBe teleVision—that maKes someone want to Buy your BooK. i 
don’t Know what the future holds, But i’m going to Keep pushing to maKe sure it’s a Busy one.”
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shopping at the farmers market, so from
the very beginning we saw this need to
help transition the region back into a
place where people understand where
their food comes from.”

A primary goal was also to help tran-
sition some of the former tobacco farm-
ers into food farmers: “�at’s been one
of our big missions from day one, and it’s
actually happening quite a bit,” she says.

“Tobacco farms are unique because they
were traditionally small; a family could
make a living off 25 acres of tobacco.
But you can’t really make a living off 25
acres of corn or soybeans or cotton, so
those small farms are the perfect place
for niche produce or proteins or cheeses.
We’re seeing that happen in this area.
And we’re seeing people who were com-
modity chicken farmers become cage-
free and free-range egg farmers. I’m not
sure we’re a catalyst for it as much as just
a participant in it, but it’s a major change
that we see in our region.”

�e restaurants work with a number
of farms, so many in fact that it’s become
essentially a full-time job for someone to
manage all of the farmer relationships
and the ordering. It’s a complicated pro-
cess, made even more diffi cult by the fact
that Chef Howard expects the chefs in
the restaurants to work within her voice.

“We have meetings every week and
talk about ideas for dishes, things they
are excited about, and I filter those
things through my lens,” she says, add-
ing that often she tells them: “I love this
idea, but we need to connect it to this
place in some way, so if you want to do
a marinated bean salad with lemongrass
and ginger and soy, then we need to con-
nect it to eastern North Carolina in some
way. Can we do a cornbread crouton?”

The intent is to provide feedback
that will keep them working within the
mission of the restaurant, part of which
includes working with new farmers. It
can be diffi cult to continually remain
focused on farmers and fare from east-
ern North Carolina, especially when the
chefs are striving to control food costs
and manage labor resources, but as Chef
Howard explains, “I am often in opposi-
tion, saying that we really need to sup-

port this person and we need to use
this product, and I know it takes lon-
ger to deal with it in this way, but this
is what our restaurant is all about. �is
is what we’ve done from the beginning,
so we need to fi gure out a way to make
it work. … I’m not in the trenches the
way I once was. I’m more like a guiding
force, constantly checking [the chefs],
reining them in, and making sure that
we are focusing on fruits, vegetables, and
grains; that we’re using animals in the
proper way; and that we have an empha-
sis on preservation and community.”

Standing in opposition in order to
achieve a greater good is simply a trade-
mark of how Vivian Howard lives out
her commitment to make a diff erence.
�ere’s no ambiguity or reticence in her
declaration of what a true farm-to-table
restaurant should entail: “The whole
farm-to-table movement is so frustrat-
ing to me, because the reason we adhere
to it and the message for us is about com-
munity and making our community a
better place—a place with a stronger
economy and a place based on food pro-
duction—and it’s not about this really
precious notion of eating baby vegeta-
bles straight from the ground.” (If only
the tone of her voice as she says this—
the passion, conviction, even sarcasm—
could translate to this page.)

She goes on to detail pragmatic char-
acteristics of operating a farm-to-table
restaurant, saying, “It’s really more
about [recognizing when] a farmer has
an overload of this particular thing, and
can I help him by taking all of it? And,
it’s about buying whole animals so the
farmer doesn’t have to worry about mov-
ing the tongue. It’s not about sexy tech-
nique as much as it’s about allowing that
farmer to sell the whole animal, because
it’s way more effi cient for him.”

�at mindset and model for operating
a business has become second nature for
Chef Howard, but it started with a con-
scious eff ort to make a diff erence. “In the
beginning, when we opened the restau-
rant, it was just me feeling like this was
the right thing to do, and saying to these
key farmers, ‘I’ll buy whatever you have,
just as long as you plant it next season.’

Lots of times, that put me in a position
when I’d end up with tons of something,
then feel like this is what my cooking has
to be based on and I have to use all of it—
maybe use some of it now, then change
it so that it can be in several parts of the
menu without the menu seeming redun-
dant. By saying that I wanted to work
with these folks and then living up to
my word, it’s what I had to do.”

Dishing on Celebrity Food Shows
�e winner of a Daytime Emmy, a Pea-
body Award for excellence in broadcast-
ing, and this year’s James Beard: Out-
standing Food Personality, there’s no
denying that Chef Howard has achieved
celebrity status. �e fourth season of “A
Chef ’s Life,” which is broadcast in 96
percent of the PBS markets around the
U.S., is currently airing, and the fi lming
of season fi ve has begun, incorporating
elements of the book tour she’s taking
around the country via her food truck.

One of the objectives for “A Chef ’s
Life,” Howard explains, is to show the
restaurant industry for what it actually
is, and not, as she says, “what networks
make it out to be.”

“I think so much of food television
and the representation of chefs make
our work seem glamorous and easy, but
also cutthroat and harsh—things that I
don’t think any of my peers really believe
that it is. Also, I think some food televi-
sion portrays our work as very precious,
and I don’t think that’s how most peo-
ple who do it perceive it. So my goal is
to show what it’s really like. �at’s why
there’s not someone doing my hair and
makeup when we’re fi lming. �at’s why
I wear the clothes I would normally
wear, and why I’m sweaty and not per-
fect-looking—because that’s really what
our work is like.”

In fact, when Chef Howard fi rst envi-
sioned the show she imagined it as a doc-
umentary about the dying food tradi-
tions of eastern North Carolina and
she saw herself as a journalist produc-
ing the show, but certainly not a star in
the show. She reached out to her child-
hood neighbor, Cynthia Hill, who had
become a successful documentary fi lm-
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Despite all she has going on, between filming “A Chef’s Life,” writing, and 
touring to promote her book, Chef Howard keeps her hand in the kitchen: 

“I need to be involved because people come to our restaurants and want to 
feel like they are eating my food. And while we have a chef de cuisine at 
both spots, they have to work within my voice.”

Grape Hull pie witH
peanut ice cream
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maker, and they experimented with a
film of Vivian’s family putting up corn—
the consensus afterward: Vivian needed
to be in the show.

“It became clear we weren’t going to
make a film but instead it would be a
series with multiple episodes, because
every tradition has so many rich stories
tied to it,” Howard says.

What wasn’t abundantly clear was
how the show might come to life. It was
rejected by the Food Network, with a
curt explanation that it simply wasn’t
good. (Don’t you know those folks have
shed some tears since.) And similarly
dismissed by the producers at UNC-TV,
who said they didn’t understand what it
was, that it needed to be either a cooking
show or a documentary. But when Amy
Shumaker at South Carolina ETV viewed
the reel, she called back instantly, asking
to take it to national PBS. The response
was a definite maybe: PBS asked for 13
episodes, each 26 minutes long, and
then they would consider distributing it.

“We thought we had scored—but what
we didn’t realize is that there was no
money tied to that,” Howard says. “We
had to raise all of the money to make
those 13 episodes, and do so without any
guarantee that they would ever see the
light of day.”

The first season was truly a labor of
love, as she explains, “Everyone who
worked on season one just did so in
hopes of it working. We all really believed
in it, and everybody worked for free.”
Basically the entire first-season team
is still involved: Cynthia Hill remains
producer/director, Amy Shumaker is the
executive-in-charge for South Carolina
ETV, and Rex Miller and Josh Woll con-
tinue as photography directors.

For her part, Vivian says, “The reason
I love making ‘A Chef’s Life’ is because
it’s so much more than a cooking show.
I think it improves people’s lives, I get
the most heartfelt letters from people,
and hearing their stories lets me know
that we’re doing something important.”

Prepping for Another Restaurant
To make a difference—to uplift the com-
munities and individuals touched by her

food and stories—that is the mission
running throughout her work and the
standard to which she holds her next
endeavors, whatever they entail.

Another book is already planned,
with a projected publish date of
autumn 2019. “When I was at my
office writing the first one, I felt so
guilty because I was enjoying what
I was doing so much,” Howard says.

“But in order to be a prolific cookbook
author, there has to be a machine
behind you that makes someone want
to buy your book. Maybe it’s restaurants,
maybe it’s television, I don’t know.”
She doesn’t know, per se, but she muses,

“And the [book] idea that I have is kind
of tied to a possible idea for a show—
it’s not the same as ‘A Chef ’s Life’ but
it has the same goals and intentions.
Of course, I have to pitch both ideas to
different entities to make either one of
them work. So we’ll see.”

As for more restaurants—it’s def-
initely happening, but again, not nec-
essarily in a traditional owner/operator
format. “I’ve said that I don’t want to
open any more restaurants, but I have
an idea for one. … What I would like to
do, and what we’ve told some of the peo-
ple who work with us is, ‘If you want to
have a restaurant and you demonstrate
loyalty to our organization, work with
us for a period of time, and we believe
in your ability to manage your own place,
then we will invest in that and help you
be able to do that.’ I don’t need a string of
restaurants with my name on them, but
I love the creative process of building a
restaurant and figuring out what it will
be. I don’t necessarily want to carry the
weight of it, but I’d love to be able to help
people within our organization do that
for themselves—so I think I’ll be able to
scratch my itch in that way.”

While they wouldn’t contemplate
moving from Deep Run, Vivian and
Ben have entertained the prospect of
opening a second Boiler Room location
in Wilmington, about an hour and a half
east of Kinston. “One issue is that we
depend so heavily on people traveling
within our region to stop at one of our
spots that opening one of our restau-

rants somewhere else might cannibal-
ize what we have here—so we have to
be very careful of that, and our primary
goal continues to be to improve our own
community,” she explains. “In opening
the Boiler Room, we asked what type
restaurant Kinston might need that it
didn’t have. This other restaurant idea I
have is based on that approach as well:
What do we need that we don’t have in
our town?”

The answer to that question will
likely debut by August: “We’re going to
open a bakery that is breakfast-focused,
because there is nowhere to get a proper
breakfast in town, particularly on the
weekends, that’s not a chain,” Howard
says. “We just a bought a building for it,
right next door to Chef and the Farmer,
and we’ll likely serve biscuit sandwiches,
some baked egg dishes, and sweet pas-
tries—plus have the bread production
for both our restaurants.”

The decision to open a new restaurant
is driven in part by this need in the com-
munity, but also because they want to
create an opportunity for a loyal and tal-
ented employee. “There’s someone who
has worked with us in the kitchen for
about six years, and she’s always talked
about wanting to have a bakery. We
think now is the time.”

What started as making a difference
in a tiny community has blossomed into
one of the most popular and respected
food shows in the country, with a chef
who’s known in small towns and big
cities nationwide. As for the legacy she
hopes to impart, Chef Howard says, “I’d
like to think one of the differences that
I’ve made, or that my story has made, is
that it allows someone who’s cooking in
a large city like New York, but is maybe
from a smaller town, to have confidence
that they can do what they want to do
wherever they want to do it. And I hope
our story encourages people to be closer
to their family, and to lean on their fam-
ily for their success. I think we’re going
to see a lot more restaurants like ours
opening in small towns, and I hope our
story lets people know you don’t have to
be in New York to make delicious food
and have people care about it.”
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Make a Difference

Chef D. Brandon
Walker helps serve 
upward of 750 meals 
a week to home-
less patrons at Ven-
ice, California, res-
taurant Bread & 
Roses Café, which 
has been a com-
munity staple since 
1989. His new restau-
rant, The Mar Vista, 
will donate all excess 
food to the concept.
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Make a Difference

an actual lease. Chef McHugh and his
wife, Sylvia, opened the aptly named
Cured in late 2012. The name honors his
battle with cancer as well as the menu’s
focus on cured ingredients. As for the
location, Chef McHugh wanted to make
a difference in the same city he believes
saved his life. They restored the adminis-
tration building at the Pearl, a San Anto-
nio structure built in 1904. “I just said,
‘You know, if we’re going to do this, we’ve
got to make sure people know we’re here
to stay, and we really love San Antonio
and want to be a part of this community,”
Chef McHugh says. “I had this connec-
tion here because this is where my doc-
tors were and where I received my treat-
ments. It seemed like a great place to stay
and reboot my life.”

With charcuterie as the restaurant’s
signature dish, Chef McHugh decided
that $1 from every platter sold would
be donated to a rotating charity that
changes every three months. “We didn’t
know what that was going to mean,” he
says. “We weren’t sure if it was going to
be $50 or $500.”

In the four years since opening, Chef
McHugh says they’ve averaged around
$5,000 per charity, per quarter. In fact,
these days, Chef McHugh has to form
a pseudo committee every year just to
choose the recipients. This helps stave
off the avalanche of requests he fields
each week in his inbox.

Since this project began, Cured hasn’t
repeated charities. The restaurant has
included at least one cancer-related orga-
nization per year, such as the Leukemia
and Lymphoma Society and Susan G.
Komen, and given to causes “near and
dear to our hearts.”

For instance, they’ve raised money
for Team Gleason, an organization built
around the story of former New Orleans
Saints player Steve Gleason, to benefit
ALS research. This came a year after the
restaurant’s general manager lost his
father to the rare condition also known
as Lou Gehrig’s Disease. Chef McHugh
had a dog for 13 years that passed away,
so he held a pet adoption out front of the
restaurant and teamed up with the Ani-
mal Defense League.

In addition, starting in 2015, Chef
McHugh has staged a yearly Cured for a
Cure dinner at the restaurant. He’s joined
by four other chefs, who each prepare a
course. The money is donated to The Leu-
kemia & Lymphoma Society, of which
Chef McHugh serves on the local South
Central Texas Chapter board of trust-
ees. Last year’s edition raised $28,500.
The 2016 dinner, held in September, col-
lected $35,000 for the cause.

“It tough for me because I want to
make a difference, but sometimes when
you’re looking at fundraisers, there’s
maybe not something there that excites
you,” says Chef McHugh, who was a
finalist for this year’s James Beard Best
Chef: Southwest. “The problem is, I’m
just not good at going out and asking for
money. … So, I looked at it in the sense
of: I want to make a difference, but how
can I make a difference? What is it that I
do really well that I can leverage to raise
money for this great organization, this
organization that saved my life because
of the treatment they discovered. For
me, the obvious choice was a dinner,
because that’s what we do. We’re taking
what we’re great at and paying it forward.”

Coming Up Roses
For much of the past decade, Chef D.
Brandon Walker went about his business
quietly. The Bread & Roses Café, a full-
service restaurant in Venice, California,
has provided quality meals to the city’s
homeless population since 1989. When
Chef Walker stepped into the kitchen in
April 2007, he redefined the role. Instead
of canned goods, he began to search local
food banks and restaurants for dona-
tions of high-quality ingredients. Chef
Walker also asks patrons to make reser-
vations and deploys volunteers as serv-
ers in an effort to mirror the authentic
restaurant experience. And back in the
kitchen itself, he’s making a difference
beyond just providing upward of 750
meals a week. Chef Walker is the pro-
gram manager and instructor of the culi-
nary training program at the St. Joseph’s
Center, which offers free education to
people facing hiring barriers, such as fel-
ony records and mental illness. During

each program, he picks students to join
him on the line, teaching them the skills
needed to re-enter the workforce.

“A lot of my friends’ parents lived in
the mobile homes and out of their cars
on Rose Avenue in Venice Beach,” says
Chef Walker, who also runs a successful
catering business. “To be able to go back
to the very community where I cut my
teeth and to help those people, I think
that’s what did it for me.”

In 2013, Chef Walker’s profile reached
new heights when he earned the title of
Food Network’s “Chopped” champion on
an episode dedicated to chefs who give
back in their careers. Winning one of
TV’s top-rated shows did something else
as well: It provided him with enough star

power to make an even bigger impact in
his community.

Chef Walker was on track to open The
Mar Vista along with Chef Jill Davie this
past fall. The two met during an event at
the Good Hurt, a music venue in West
Los Angeles’ Mar Vista neighborhood.
The Good Hurt shuttered in 2014 and,
as chance would have it, the pair picked
the exact same space to open their first
solo venture.

“It’s super cool,” Chef Walker says.
“You definitely get that feeling like it
was meant to be.” Chef Davie herself

Chef Jill Davie’s CrankeD DeviCe 
turns “ugly” fruit into granitas.
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Make a Difference

was no common chef citizen, either. She
had appeared on Food Network numer-
ous times, including a stint on “Next
Iron Chef.” She also spent more than a
decade as the “Lemon Lady,” traveling
the world promoting citrus for Sunkist.
With their collective reputations in tow,
both agreed The Mar Vista was a perfect
vehicle for philanthropy.

Chef Walker brought in one of his for-
mer students from the St. Joseph’s Cen-
ter, Jorge Rivas, to direct the kitchen as
chef de cuisine and partner. “Now it’s
come full circle and he owns a restau-
rant with his old teacher. That’s pretty
rad,” says Chef Walker of Rivas, who was
the executive chef at Blue Plate Restau-
rant Group before this venture.

Rivas’ inclusion is just the beginning,
Chef Walker adds. Eventually, he would
like for the restaurant, which spins ren-
ditions of local cuisine against a musi-
cal backdrop, to be completely staffed by
St. Joseph graduates. In the meantime,
there will be two externs from every pro-
gram working in the kitchen. Addition-
ally, Chef Walker will instantly become
Bread & Roses Café’s biggest supporter
and donor.

All excess food from The Mar Vista
will head straight to their kitchen. “It’s
a cool thing because I have an inside
knowledge of the kinds of things that
can really be used—the kinds of things
that are shelf-stable and are in good
enough condition. I understand the
logistics of saving food.”

Also, Chef Davie, who grew up in Mar
Vista, will bring her “Cranked” concept
to each table. The device, which she
founded, turns “ugly” fruit into semi-
frozen desserts known as granitas.

“Maybe it just starts with something
small and builds into something bigger,”
Chef Davie says. “Maybe if we can, in
our restaurant, just embrace our values
and our morals and our ethical practices,
maybe we can influence [others] and get
people involved in seeing the big picture.”

Extending An Olive Branch
Naturally, tackling food insecurity has
always made sense for restaurants. Feed-
ing America states that one in seven peo-
ple struggle with hunger in this country.
When you consider that more than 80
percent of the food waste generated by
restaurants ends up in a landfill, carv-
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Olive Garden has dOnated mOre than 35 milliOn pOunds Of fOOd thrOuGh its 
harvest prOGram Over the last 13 years.

ing out a donation program—even a
small one—can make a major dent in
this problem.

 In Olive Garden’s case, the casual-din-
ing brand, which has more than 800
units in the U.S. and Canada, didn’t
think it was doing quite enough. That’s
after donating a reported 35 million-plus
pounds of food through its Harvest pro-
gram over the last 13 years—the equiv-
alent of some 30 million meals.

In March, Olive Garden announced
that it was partnering with Feeding
America to propel those numbers even
higher. The goal was to tack on 5.5 mil-
lion more meals to its current effort. “As
we looked at what we could do, and ways
we could give back as a company, hunger
relief is just a natural fit as a restaurant
company,” says Jessica Dinon, the man-
ager of public relations and communica-
tions for Olive Garden.

She adds the company is able to lever-
age its position as a polished-casual res-
taurant to donate high-value items. “[The
food banks] get a lot of chicken and sea-
food and fruits and vegetables from us
that they probably don’t get much of
typically,” she explains. In fact, Olive
Garden has been donating its surplus
food for so long that the processes are
built into the company’s training mate-
rials. “It’s just extra steps at the end of
the day,” she says. ”Any of our surplus
food—sometimes we’ll overprep vege-
tables or proteins—we cook it just like
we would for our guests. Then we chill it
and freeze it so it remains safe to trans-
fer and be donated.”

Olive Garden also encourages its fran-
chises to get involved on a local level, and
on Labor Day each year, they deliver food
to first responders. The company sup-
ports a number of other causes, from
partnering with the Red Cross in times
of natural disasters to donating old fur-
nishings, small wares, and décor items
to local Habitat for Humanity Restores
whenever a restaurant is remodeled.

“Guests are becoming more passionate
about the causes they believe in, and it’s
important for restaurants to make sure
we’re always listening to our guests as
well as our team members,” Dinon says.
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While most advertising and mar-
keting efforts have strict objec-
tives and measurable outcomes,
Jovanis Bouargoub is more flexible 

when it comes to his efforts to capitalize on the
buzz surrounding Pokémon Go. If gamers travel
to his Chop steakhouse in Chicago’s South Loop
just to collect make-believe characters, he’s OK
with that. Even if they purchase nothing.

“It doesn’t bother me,” he says. “Not at all,
actually. At least that person came into our place
and saw what we have. And maybe one day that
person will be a paying customer.”

The GPS-based Pokémon Go game, an aug-
mented reality game where users travel to dif-
ferent locations to collect fictional Pokémon
creatures, was introduced July 6 and became an
immediate hit with both longtime and new fans

RestauRants that gamify theiR pRomotions find guests 
develop a stRongeR affinity foR theiR bRand. by Kevin haRdy

Gaming  
   GetsReal
Customer engagement
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of the Japanese media franchise. Bouar-
goub didn’t want to be left out of the
craze. His Chop steakhouse became a
Pokéstop, a hub for Pokémon players. He
commissioned a brightly colored Poké-
mon mural. And both Chop and its sis-
ter barbecue concept Porkchop offer
discounts to players as they reach mile-
stones within the game. For instance,
after reaching Level 15, players can buy
a beer at Chop for only a dollar. At Level
25, they receive half off their bill.

Pokémon Go was widely heralded
as an unparalleled success: In mid-July,
information technology firm Similar-
Web reported that the game surpassed
Twitter in daily active users, eclipsed
Facebook in engagement, and was far
more popular than Netfl ix. �e game
also became an instant hit among restau-
rants and retailers, who capitalized on
the hype by purchasing in-game spon-
sorships, which off er a rare opportunity
to drive traffi c to specifi c locations dur-
ing specifi c time periods.

Bouargoub says purchasing sponsor-
ship through the app has proved benefi -
cial. While some people come in just to
collect characters, some have come back
to buy a beer or a meal, independent of
their interest in the game. “It’s not like
it’s cheap, but it is worth it,” Bouargoub
says. “The buzz is worth it. The mar-
keting behind it is worth it. It’s a great
invention of a game. And hopefully we
are using it correctly. For us as a busi-
ness, it is defi nitely worth it.”

Chop’s owner says he will keep an
eye out for future cultural phenomena
like Pokémon Go that off er a business
opportunity. For his brand, such play-
ful promotions fi t in well—the purpose-
fully casual Chop isn’t exactly your suit-
and-tie kind of steakhouse. “We are the
Everyman steakhouse,” Bouargoub says.

“You don’t have to be dressed up to come
in. So for us it makes sense. It makes the
place cool.”

Gamify the Promotion
Pokémon Go’s success has undoubtedly
highlighted the unique draw of gaming,
but it’s also shown that retailers and res-
taurants can convert consumers’ engage-

ment with games into engagement with
their brands—whether it’s with custom
games created in-house or games out in
the world that allow businesses to play
a role.

John Findlay, founder and program
designer at digital game builder Launch-
fi re, says gamifi ed promotions allow res-
taurants to build deeper engagement
than an LTO or loyalty program can.

“Loyalty members really appreciate
adding a little fun,” he says. “I think the
difference is that typical loyalty pro-
grams reward people for purchases only.
But what we’re seeing with gamifi ed pro-
grams is we can reward customers for
other things important to the brand.”

Launchfi re’s custom games (usually
built on websites, not apps) allow res-
taurants to push customers to sign up
for email blasts or complete surveys, cul-
tivating deeper relationships than they
might through just a loyalty reward.
Some games resemble McDonald’s iconic
Monopoly promotion, which allows cus-
tomers to collect more game pieces with
each additional visit.

One Launchfi re game built for Cal-
ifornia Pizza Kitchen saw restaurants
handing out game cards in the store.
Customers weren’t allowed to open the
cards in store. If theirs wasn’t a win-
ning card, they were promoted to a spe-
cial game online for another chance at a
prize. If they did win, they would have
to return to the restaurant to redeem
their prize.

Regardless of how they’re designed,
Findlay says, games serve a diff erent
role than a traditional ad campaign. “I
think people are motivated by the abil-
ity to play and the ability to win, and
secondarily, by the brand. If I
ran a commercial on TV and
said turn to channel 57 to
see an ad about my new
menu item, how many
people are going to turn
the channel? ” Find-
lay says. “If I said tune
to channel 57 to play a
game and you could win a
free meal, you’re going to get a
much bigger yield. To create that

emotional experience with customers, it
needs to be interactive.”

Fair Play
�at interactive experience also allows
restaurants to capture rich data on their
customers, explains Shyam Rao, CEO
and founder of Punchh, which builds
branded mobile apps for restaurants.
�rough a mixture of surveys, games,
and loyalty programs, Punchh-built apps
empower restaurateurs to better market
to specifi c customers.

“Really, the holy grail is about under-
standing what your ideal customer looks
like: their profi le information, when they
come in, what they buy, how much they
spend, who they are,” he says. “If I were
a vegetarian or gluten-free, then you
shouldn’t be marketing the Meat Lov-
ers pizza to me. �ere’s only so many
emails or push notifi cations after which
I’ll ignore it.”

Still, games may not be a good fi t for
all full-service brands. While Punchh
builds apps and games for restaurants
from the quick-service realm to fi ne din-
ing, Rao says games may not be right for
everyone. �e key is ensuring engage-
ment eff orts tie into the overall brand
identity.

“� ere are many ways to engage guests,”
Rao says. “When appropriately used, any
sort of mechanism can be powerful. But
you don’t want just a car with no engine
in it. You need to have the intelligence
platform running in the background.”

If done correctly, Rao says, engage-
ment eff orts will foster the same feelings
that customers have toward a familiar
mom and pop store. �at’s a deeper rela-
tionship than an earn-and-burn loyalty

program can foster. “�at’s what
we’re trying to enable: that

one-to-one connection.
You’re engaging your guest
through all these connec-
tions,” Rao says. “I don’t
think it’s as transactional.

It’s not to use the machine
to get things out of these

people. It’s to build that rela-
tionship. And if you build that

relationship, you will get more.”

CUSTOMER ENGAGEMENT
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Bringing Home the Gold
During the 2016 Summer Olympics,
the 24-unit Hickory Tavern launched
its first-ever Tavernlympics, a limited-
time promotion built around the sum-
mer games. The promotion was based on
a punchcard system: Diners who visited
a Hickory Tavern five times during the
17-day Olympics and spent at least $5
each visit received a $20 gift certificate.

“I think it made a lot of sense for us,”
says CMO Thom Perez. “Sports are in
our DNA. Our guests like competition.
They like a little friendly smack talk now
and then.”

The summer Games presented a
unique opportunity to drive sports-
based traffic outside of traditional mar-
quee sporting seasons like March Mad-
ness or Monday Night Football. Perez
says game-based promotions are not
a major component of Hickory Tav-
ern’s marketing strategy, but the Tav-
ernlympics did give the brand a unique
draw compared to other sports bars: It
gave diners a good excuse to cheer on
Team USA at a Hickory Tavern—and,
while the restaurants have some ultra
loyal customers, Perez says he wouldn’t
expect many to visit five times within
17 days outside this promotion. At the
conclusion of the summer Games, Perez
reports the company did experience
increased traffic during the Olympics,
particularly on weekdays, and by mid-
August they were already seeing gift
card redemptions.

“Anybody could turn on a TV and
show the Olympics. I could do that at
my house,” he says. “We try and think
about things, about what’s really going
to enhance the viewing experience for
the guest. What’s going to make it more
interesting, more dynamic?”

Whether centered on the Olympics or
cultural trends like Pokémon Go, game-
based promotions often require a rapid
response from restaurants looking to
get in on the action, says Dan Bejmuk,
co-founder and CEO of digital agency
Dreambox Creations. That means those
brands that found a way to incorporate
Pokémon Go into their marketing strate-
gies should remain on watch for the next

cultural obsession.
“We find that the most successful res-

taurants on digital—whether it’s some-
thing incorporating Pokémon Go or
incorporating a response to a celebrity
that may Tweet the brand—the brands
that are the most successful are the ones
that are able to nimbly adapt to what has
been presented to them,” Bejmuk says.

“It’s one of the reasons our agency now
supports the restaurants on social media
sites seven days a week, so that we can
very quickly and creatively react.”

He sees plenty of opportunity with
trending games like Pokémon Go. In
that app, it’s relatively cheap to buy a
lure, which, as the name suggests, lures
coveted characters to a certain location.

“You can put a lure right out there and
see guest traffic increase over the time
you’re running the lure,” he says. “Dur-
ing the time when the lure is active, res-
taurant staff can engage with gamers to
further introduce the restaurant brand,
whether it’s through samples or intro-
ducing verbally the brand that is right
next door.”

He says restaurateurs should con-
sider whether gamified promotions
make sense for their individual brands,
as games should be a natural extension
of a brand’s story. Dreambox built an
online game for Bubba Gump Shrimp
Co., the whimsical chain built around
the iconic 1994 movie, “Forrest Gump.”
Bejmuk says that game works well for
the brand because the trivia questions
are based on the movie’s story line. That’s
probably something a diner would find
nowhere else.

“I think if it’s presented in a way that
is really resonating with the pillars of an
individual restaurant concept, I think
it’s something that can work well for a
brand,” he says. “But we have this ten-
dency in the restaurant space—espe-
cially as it relates to tying into POS or
loyalty programs—there are some key
brands that will rebrand the same prod-
ucts over and over again. And I think
that’s risky for a brand.”

Daniel Black, CEO and founder of
marketing technology company Glass-
Media, says the rise of mobile platforms

like Pokémon Go speaks to the power
of location-based promotions. “A new
emerging trend is that brands are tar-
geting people who are already at the
business,” Black says. “They can throw
you an offer or ping you when you’re 10
feet from the front door.” He suggests
brands should experiment with trends
like Pokémon Go, which require far less
investment than custom-built apps or
mobile sites.

“That’s why platforms like Poké-
mon Go, Google, and Facebook are
already popular,” he says. “The audi-
ence is already there, and the cost to get
involved is not too high.”

Executives at Buffalo Wings & Rings
used similar logic in creating the brand’s
fall fantasy football promotion.

The 70-unit chain had previously
created a Pick’em promotion, challeng-
ing diners to predict winners of weekly
NFL matchups. But customers weren’t
nearly as engaged with the restaurants’
Pick’em contests as they were with their
own fantasy football leagues, says mar-
keting director Diane Matheson.

“We did try to do something our-
selves,” Matheson says, “but at the end
of our day, are we game development
experts? That’s just not our forte. Our
forte is great environment, great expe-
rience, great food. There’s no sense in us
trying to reinvent fantasy football, but
we can help enhance the experience.”

Instead of creating another in-house
game, Buffalo Wings & Rings decided to
jump on the fantasy football bandwagon.
A preseason fantasy football kit offered
free restaurant space for fantasy league
drafts, free Wi-Fi, draft sheets, VIP cou-
pons, and an in-house draft board. Plus,
each league’s winner will receive a $25
gift card at the end of the season.

The kit even includes “punishment
cards” for league members who break
league rules—by selecting a kicker in the
first round, for instance. One such pun-
ishment required rule breakers to eat one
of the brand’s atomic wings. “We’re try-
ing to bring a little bit of fun to the actual
draft party,” she says. “And we’re giving
them all the things they need to execute
a successful draft in the restaurant.”

Customer engagement
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“While some people come in just to collect characters, 
some individuals have come back to buy a beer or a meal, 
independent of their interest in the game.”

Jovanis Bouargoub, Chop Chicago

Customer engagement

During the 2016 Summer OlympicS, the 24-unit hickOry tavern launcheD tavernlympicS tO encOurage repeat viSitS.

abOve: the pOkémOn gO game waS a natural fit 
at the intentiOnally caSual chOp SteakhOuSe in 
chicagO. 

right: rather than creating itS Own game, 
buffalO wingS & ringS chOSe tO leverage the 
wilDly pOpular fantaSy fOOtball phenOmenOn, 
chOOSing inSteaD tO Offer gueStS free Space 
fOr fantaSy league DraftS anD a hOSt Of perkS 
fOr the SeaSOn.  
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Signature Bever ageS

Increasingly, restaurant operators 
want to offer guests signature 
coffee options that will reflect 

and reinforce the dining 
experience and individual brand.

56 November 2016 FSRmaga zine.com



Signature Bever ageS

From exclusive blends to elevated service,
restaurants are transitioning coffee from a
commodity beverage to a craft sensation.

As A coffee AficionAdA, Kelly Fields—executive pastry 
chef and partner at the year-old Willa Jean in New Orleans, a 
restaurant also operated by celebrity chef John Besh—knew 
regular drip coffee just wouldn’t do. “I am a little bit of a coffee 
snob,” she says. “I wanted what I thought was the best coffee 
experience we could offer in New Orleans.”

Looking beyond brewing methods and the beans, Willa Jean 
sought out a roaster to create a custom blend exclusive to the 
restaurant. The restaurant found a match in Chicago-based 
Intelligentsia Coffee, which—in addition to wholesaling cof-
fee—operates cafés in Chicago, the Los Angeles area, and 
New York City. “Our values as a restaurant group align per-
fectly with Intelligentsia,” says Fields, “as far as sustainability 
and the desire to treat the farmers they work with in a fair way.” 
She also points to the roaster’s reliance upon issuing seasonal 
coffee—in other words, only when the beans are at their peak—
which means, she explains, “You get all the nuances of the fla-
vor and the personality of the coffee.”
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Signature Bever ageS

a signature coffee can modernize a menu, and even if a restaurant doesn’t 
have a custom blend, an elevated coffee selection enhances the experience.  

zingerman’s coffee company has offered custom-blended coffees for 13 
years, and bases its blends on the profile a chef is hoping to create.

After trying “a bunch of blends” prepared
by Intelligentsia, Fields says the winning
Willa Jean Blend—brewed as pour-over
and drip—“is chocolatey and fruity.”

While offering customers an exclu-
sive coffee to drink alongside entrées
and other menu fare is trending, there
is one eatery that has long been consid-
ered a pioneer in this type of partnership.
Twenty years ago, Nora Pouillon—chef-
owner of Restaurant Nora in Washing-
ton, D.C., open since 1979—sought out
a coffee roaster to further drive home
the point of her farm-to-table concept.
At a food show, she met a Massachusetts
coffee roaster—Jim Cannell, founder of
Jim’s Organic Coffee—who buys coffee
beans from small producers in Central
America. “We are (also) into supporting
small farms—chicken farmers, dairy
farmers, and beef farmers, for example,”
Chef Pouillon says.

In 1999, when Nora’s became certi-
fied-organic (and was the first American
restaurant to do so), Jim’s Organic Cof-
fee followed suit, so the two businesses
could continue working together. After
many trial tastings, in which the coffee
roaster shipped small samples (plus a
grinder, to ensure maximum freshness)
to Restaurant Nora, “We chose one,” says
Pouillon, “it’s called Nora’s Blend. It’s a
very mellow, very neutral coffee you can
drink without any milk.” This was impor-
tant to her because, in keeping with the
restaurant’s commitment to using all-
natural ingredients, cream is not pro-
vided with coffee service—just whole
milk, raw sugar, and stevia are offered
as more natural options. And while ini-
tially the restaurant ground its beans on
site, Jim’s Organic Coffee now does the
grinding for them.

Just like Restaurant Nora and Willa
Jean, Happy Cooking Hospitality—a
group of five restaurants in New York
City’s West Village that includes Perla
(Italian) and Fedora (a supper club)—
sought out a roaster that aligned with
its mission. For the proprietary blend
served in its restaurants, it was impor-
tant that the beans be roasted to order,
purchased as directly from farmers as
possible, and 100 percent organic—
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adhering to the same philosophy used
for sourcing food served at its eateries.

Although Stumptown Roasters might
be clear across the country in Portland,
Oregon, it had recently grown its pres-
ence in New York City with a café inside
the Ace Hotel and a stand-alone café in
Greenwich Village and, more impor-
tantly, it ticked off all the boxes on
Happy Cooking Hospitality’s wish list.
In 2014, a match was born, and the result

is the Happy Cooking blend, merging
South American and East African beans.
In addition to touting the coffee on its
dessert menu and the coffee section of
its breakfast menu, the restaurant group
also sells 12-ounce bags of the Stump-
town Happy Cooking Drip.

Grind On
Developing a signature coffee can also be
a way to modernize a restaurant. Michael

Johnson’s grandparents began operating
Pheasant Restaurant & Lounge in Brook-
ings, South Dakota, during the 1960s.
The restaurant, however, has been open
since 1949 and is an institution among
locals. Now, Johnson is at the helm. Six
years ago, after sipping amazing cof-
fee with his breakfast at a restaurant in
Sioux Falls, he was intrigued, wanting
to bring that same level of coffee to his
family’s eatery.

Signature Bever ageS

In most Instances, restaurants have the same expectatIons for sourcIng sIgnature coffee blends that they have for
sourcIng gourmet foods and IngredIents: coffee beans should be roasted to order, the coffee should be purchased 
dIrectly from farmers whenever possIble, and the coffee should be 100 percent organIc.
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Signature Bever ageS

He turned to Cherrybean Coffee
Company, a small-batch roaster in South
Dakota run by Shawn and Jennifer
McCormick, a married couple who are
the third owners. Shawn is a full-time
farmer in addition to helping with the
coffee business, which they purchased
this year.

“I sought them out to see if they’d be
interested in doing an exclusive blend
for our restaurant,” Johnson says. After
some trials—using organic and Fair
Trade beans per Cherrybean Coffee Com-
pany’s commitment to supporting coffee
farmers with a fair wage—the two busi-
nesses homed in on a match.

“We were looking for something very
special. We have roots as an old-school
South Dakota café. We have a lot of Scan-
dinavians in the community, and it’s
common to sit around and drink coffee
all day,” Johnson says. Equally important
was a coffee that would drink well with
breakfast, lunch, dinner, and dessert—
not just breakfast. He adds that the

“robust, medium roast of three (bean)
varieties” has been a hit with custom-
ers who like to brew coffee at home, too.

It’s that interest in elevating aware-
ness around coffee that led Zinger-
man’s—a collection of boutique food and
beverage artisans in Ann Arbor, Michi-
gan—to start working with restaurant
clients on developing a signature coffee
blend. After all, since its founding as a
deli in 1982 by Ari Weinzweig and Paul
Saginaw, Zingerman’s had built a repu-
tation as being the go-to guys for every-
thing from loaves of bread and bagels to
cheese spreads and gelato, just a few of
the wholesale products offered to res-
taurants and cafés. The company even
wholesales chocolate products, such as
its Zzang! chocolate bars, sold at Mur-
ray’s Cheese Shop in New York City’s West
Village.

“We have always felt that [signature
coffees] are something that our partners
want,” says Steve Mangigian, a managing
partner with Zingerman’s Coffee Com-
pany, and thus the custom-blended cof-
fees have been offered since the whole-
sale coffee company was founded 13
years ago.

To nail a coffee blend, the exclusive
product is “based on the profile that
the chef is trying to create,” Mangigian
explains. He’ll often talk to the chef
extensively about the culinary mission,
asking, “What is it you’re trying to cre-
ate? Is it experiential or related to flavor?”
He starts with a roster of coffee beans
stemming from different coffee-produc-
ing regions, and percentages are assigned
to each. “We’ll just tweak it until we get
to a place where we’re happy and they’re
happy,” he says.

Restaurateurs will often travel to the
cupping lab in Ann Arbor, for a more in-
depth experience, but Zingerman’s can
also mail samples. But a face-to-face
visit is preferred: “I really like it to be an
involved process,” Mangigian says.

He recognizes that coffee is only one
of several dozen ingredients that a res-
taurant is sourcing, and to find the best
quality takes time. This is one reason
restaurants should work with a coffee
roaster, because the roaster has already
done the research. It is especially chal-
lenging when coffee is not grown com-
mercially in the United States, making
a visit to a producer—as one might for
cattle, dairy, or wine—a challenge. “If
we can be a conduit between what a res-
taurant wants and what’s going on with
producers, then we have done our job,”
Mangigian notes.

Coffee is now an elevated experience
at cafés across the U.S., with customers
being asked not only what coffee they’d
like to drink—Ethiopian Yirgacheffe or
Mexican Chiapas, for example—but also
through what method of brewing they
prefer—French press, drip, or pour-over.
And with the higher-end experience, the
cost for a cup of coffee has risen as well,
in some cases to nearly $5.

Restaurants may be taking longer to
catch up with the posh-java trend, but
it’s only a matter of time. “Overall, res-
taurants treat coffee like it’s a food-cost
item. It’s something they have to offer.
I’ve always struggled with the paradigm
that a fine-dining restaurant tops a meal
off with a terrible cup of coffee,” Man-
gigian says.

He’s pleased to see an evolution

among restaurateurs where coffee is now
as important as any other menu category,
from appetizers to desserts. In fact, he
feels it’s the fourth wave of coffee, fol-
lowing what industry experts dubbed

“the third wave,” a movement to produce
higher-quality coffee than ever before.

“This is driving and pushing restaurants
to look at their coffee programs and re-
evaluate,” Mangigian says.

The value of signature brews and ele-
vated coffee service continues to gain
traction. S&D Coffee & Tea, which has
been roasting coffee since 1927, has
always had an eye on what diners want
to sip in a restaurant setting—which
can be vastly different than a cup of
morning coffee to-go from a café. Devel-
oping a dark-roast coffee blend called
Dark Sky Café Blend, S&D pulled in
beans from Guatemala, El Salvador, Bra-
zil, and Honduras, pairing with Indone-
sian coffee to extract a mouthfeel that’s
both acidic and rich. And the company
has worked with restaurant clients to
develop exclusive blends as well, like the
blend developed for a multi-unit oper-
ator who then began serving it at all
of the brand’s 55 restaurant locations.
But the partnership didn’t stop there.
After the chef started to rub steaks with
Hawaiian Kona coffee, a new coffee-food
pairing was born.

Beyond developing an exclusive blend,
restaurants also ought to rely upon alter-
nate brew methods, to drive home the
point that this is a place to enjoy gour-
met-level coffee. To that end, Seattle’s
Canlis, a fine-dining restaurant, brews
coffee for customers in Chemex, a glass
beaker that is used with the pour-over
method. It’s worth noting that this res-
taurant was also a pioneer in develop-
ing an exclusive coffee blend: Up until
2010 Canlis worked with Starbucks on
its Casi Cielo blend, weaving together
two Guatemalan coffee farms. Similarly,
Duo Restaurants, with locations in Den-
ver, Colorado, and Brattleboro, Vermont,
opts for French press coffee service dur-
ing brunch.

“That’s on the very early cusp,” says
Mangigian, about the alternate brewing
methods, “but it’s the next big thing.”
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Once espressO-based beverages were a specialty, but
as espresso, cappuccinos, and lattes have grown in popular-
ity, so, too, have consumer expectations.

Datassential reports that 51 percent of people who drink
coffee weekly cite convenience as a top motivator in coffee
purchases, and 70 percent say that a disappointing coffee
experience negatively impacted their attitudes or behaviors
toward the offending restaurant. This means there is simply
no room for error when it comes to coffee; however new
technology can help operators with this problem.

FSR spoke with Martin Lines, vice president of category
marketing for Nestlé Professional Beverages North America,
about how technology is helping operators ensure consis-
tency and quality across their businesses without sacrific-
ing convenience.

What are the challenges facing operators with specialty
coffees? Anyone can make one good espresso, but doing a
good espresso 20 times in a row simply and quickly is often
the challenge. I think what operators should be looking for is the right
balance based on what they want to offer their consumers.

You have different needs at different ends of the scale. High-end
coffee shops are very focused on consistency, so automating those is
not really the issue. People are going into those stores, and they don’t
mind waiting two to three minutes for their espresso, cappuccino, or
latte because they know it takes time to do it on a hand-prep basis.
It’s part of the experience.

On the other extreme, there are restaurant operators that want
to enter this growth market but don’t have staff with the right skill-
set, so for them it’s about simplicity and repeatability. This is where
technology can help.

How can operators find that balance for a good coffee experience?
If you have a good experience that is consistently the same, and
you’re happy with it, you’ll continue to go back.

There are many new high-end coffee systems, which use telem-
etry—the ability to remotely access equipment to ensure an experi-
ence that is consistent.

Say I’m running 20 restaurants, I can sit at my computer and

remotely look at all my stores and see who is performing well, who
is selling a lot, or whose sales are declining, as well other vital infor-
mation. I can change the machine settings for promotions and see
warnings when a store is about to run out of coffee. If the machine
needs repairing, I can see that one of the components is not working
properly or is about to break down, and I can fix it before it becomes
a big problem.

One of our coffee systems has a small LCD screen with train-
ing videos, so if new staff comes on board, you don’t have to spend
hours training them. They can be in front of the machine and run a
small, step-by-step video to see how the machine works and how
to respond to service issues, and all of this is making sure drinks are
consistent.

What does this technology mean for operators? Telemetry enables
customers to leverage the power of these new systems. It allows the
operator to manage the complexity of coffee across a chain more
simply. He doesn’t need to be everywhere. With a couple of computer
keystrokes he can make the setting so that every machine makes the
same coffee the same way every time. v

Martin Lines of nestLÉ ProfessionaL Beverages exPLains How 
tecHnoLogy keePs coffee consistent across a cHain.
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How operators can use technology to help improve consistency.

Martin Lines was born in Manchester, England, and is currently vice president of category marketing for Nestlé Professional Beverages North America, based in Tampa
Florida. He graduated in French & Business and has lived and worked in UK, France, and Switzerland. Having spent over 30 years in a variety of national and international 
sales and marketing roles in small and large organizations, he is currently responsible for the beverage marketing for Nestlé’s Out of Home portfolio across North America.

The Coffee Conundrum
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Amillion-dollar mistake with a happy
new beginning, that’s the story Scott
Wise, president and CEO of Pots & Pans

Production, which owns four restaurant concepts
including Scotty’s Brewhouse, has to share. But
his knowledge of the industry has not come easy.
Wise is quite candid about just how difficult and
expensive his own young learning experience
proved to be, and how—just as he was in the
midst of a rosy comeback—an almost fatal ill-
ness changed his entire philosophy.

Wise started out as that proverbial overnight
success: At the age of 22, he opened his first res-
taurant, Scotty’s Brewhouse, in his hometown
of Muncie, Indiana. The year was 1996 and the
reception was ideal as eager customers, acclaim,
and ready cash poured in. Now, celebrating two
decades in the business and about to sign a lucra-
tive private equity deal that will add 180 new Scot-
ty’s locations (with draft beers, a full bar, and a

“from scratch” menu) in places as far away as Japan,
he’s the first to admit that he achieved success far
too effortlessly, and that it made him cocky. “I thought, this
is easy,” he reflects. “Why does everyone think it’s so hard? So,
we opened a second restaurant.”

Rather than repeat the formula of his first restaurant, how-
ever, he decided to do something completely different: what
he calls a “very nouveau” fine-dining restaurant. His lack of
training, along with his youth, showed, and the restaurant
led to his ruin. He ticks off his mistakes like a shopping list
he’s determined to fill: “We had two-hour ticket times. There
were failures on how the line was set up. I didn’t know how to
deal with a chef who was going to the market with my check-
book and who didn’t want to talk to guests. The payroll was
too high. And I was working with my wife, who is the boss of
me everywhere, especially at home. But in the restaurant, she
would snap at me when I was just trying to manage the place.”

It took three years for Wise to give up on this particular
dream, and it cost him $1 million.

Not only did Wise go into serious debt after the closure

of the fine-dining establishment, his relationship with his
wife, who is now a hairstylist, became strained. So did the
one with his mother-in-law, whose recipes for the cakes and
pies at Scotty’s were the backbone of the pastry department.
She wouldn’t disclose the recipes to him, holding them over
his head. “She would make them all at her house, then I would
have to pick them up and drive them around to the various
Scotty’s restaurants.”

But thanks to the teachings of his father, who told him
that can’t is a curse word, and his self-described “type A, OCD,
first child, entrepreneurial” personality, Wise never gave up.
Over the next eight years, he paid back every penny he owed,
all the while continuing to build up Pots & Pans Production,
the management company for Scotty’s Brewhouse, which has
locations in Indiana, Florida, Illinois, and Ohio. The company
also owns Scotty’s Brew Club, Scotty’s Dawghouse, and the
Thr3e Wise Men Brewing Company, a family-friendly brew-
ery-eatery.

Wise Up
When opening a second restaurant leads to ruin for a young operator, he 
rebounds with a chain of successes. By Jen Karetnick
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At 22, Scott WiSe, noW preSident And ceo of potS & pAnS production, 
opened hiS firSt Scotty’S BreWhouSe.
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Wise waxes philosophical about his journey: “The only
thing that holds you back is yourself. Everybody has mis-
takes and failures. Name any CEO who hasn’t. … I was never
a guy who was going to quit,” he says. “I look at the mistakes
I made in those three years and I know I learned more than I
did in the last 17. All those experiences I cherish, even though
I wouldn’t want to go through them again or wish them on
my worst enemy—but when your back’s up against the wall,
that’s a test of your true character. And I know I’ll make more
mistakes.”

When the recession hit in 2008, he had been leaning too
much on credit and buying superfluously. As a result, when
cash flow got tight, he couldn’t borrow and didn’t have money
to grow. Instead, he found his way out of the hole by creating

“management contracts” for Scotty’s Brewhouse, enabling oth-
ers to put up the money and reap profits, while Wise retained
the licensing of the name and recipes—including his mother-
in-law’s cakes and pies, which are now made by a local bakery
under a nondisclosure agreement.

But he also made plenty of pay-dirt moves, including

Scotty’S DawghouSe on the campuS of Butler univerSity
featureS Beer from the thr3e wiSe men Brewery.
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debuting on beer-friendly college campuses and locating a
Thr3e Wise Men Brewing Company site in his Muncie home-
town, where he’s beloved.

Unfortunately, another test of his character was soon to
follow: He came down with viral encephalitis, a brain infec-
tion that almost killed him. His recovery included months of
seizures that precluded him from driving. “It was like I was
15 again,” he says. But in addition to feeling helpless, Wise
also found a new sense of purpose.

He realized his workaholic tendencies made him neglect
his family. “Now it’s family first, work second,” he insists. And
he relishes the experiences he’s collected along the way, such
as the Super Bowls he’s been able to attend and that time he
threw the first pitch at a Cubs’ game. “You can be a glutton
for punishment as long as you have passion,” he says. “But
you also have to enjoy the journey.”

Most of all, he thinks God gave him another
chance for a reason. Wise changed both “the
scope of how I run the restaurants and the cul-
ture of the restaurants” by emphasizing a vision
statement that combines philanthropy with
pride in one’s actions. Every 90 days, he and his
employees volunteer to “do good and donate
mind, body, and soul” by working with soup
kitchens and shelters, or building houses with
organizations like Habitat for Humanity.

Around this time, Wise became involved with
The Arc of Indiana, a trust that serves people
with intellectual and developmental disabilities.
The Arc approached him to install an anchor res-
taurant for a local Marriott and operate it as a
training center, employing 25 percent of staff
that is physically or mentally challenged. Wise
found great purpose by doing so. “You know, not

every [employee] has the heart that they should. Then you
see these kids, who are so awesome. While other kids are
complaining about tucking in their shirts, they’re skipping
through the dining room because they’re so excited to wear
a uniform. They cry when get their first paychecks.”

Wise noticed this particular restaurant had very little
attrition compared to his others, and he says, “There’s a big
brother/big sister effect. The bond in restaurant employees
is already tight. Here it becomes even tighter.”

In fact, the program has been so successful that he insti-
tuted a new policy early this year: Company-wide, he aims to
hire physically- or mentally-challenged personnel for 10 per-
cent of his staff. After reaching out to groups like the vision-
and hearing-impaired, he’s already up to 8 percent.

Although it wasn’t his intention, Wise’s insistence on
“doing good in the world” has created a loyalty among his
1,400 employees that’s hard to match. But it’s also the little
touches that keep his workers close to him. “I try to reach out
to every new employee personally, at least by email,” he says.

“If someone gets a compliment, I send it to them.”

the Shewman Special iS a protein powerhouSe with peanut Butter,
jalapeñoS, cheDDar cheeSe, anD Bacon.
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RestauRant smaRts tRends on the PLate

This year, consumers are after new fla-
vors and dishes previously unseen or
underused in American cuisine. This is
leading to a surge in global and ethnic
flavors in American restaurants.

“The bold flavor trend is nothing new, 
but it continues to evolve,” says Judson
McLester, executive chef and ingredi-
ent sales manager for Tabasco. “Chefs
are showcasing innovative flavor com-
binations and using global-inspired
ingredients in nontraditional ways.”

McLester attributes the changing

trends to the Millennial population.
“Millennials drive nonconformist,

original, and experimental products,”
he says. “This will have the food indus-
try continuing down the path of formu-
lating via worldly cuisine experiences
and their unique flavor combinations, 
ingredients, and spices.”

Global Cuisine
Though global foods as a whole are
trending, some ethnic cuisines are see-
ing particular growth, such as Japanese,

Korean, and Middle Eastern foods.
“You’re seeing the influence of folks 

having a much more adventurous spirit,”
says Bryon Coleman, vice president of
food service and international for Jones
Dairy Farm. “They are looking for bold 
flavors like harissa. You see more tradi-
tional bold flavors, like chipotle or cho-
rizo, and you’re looking at Korean bar-
becue or Asian spice blends and flavors 
that are really influencing what’s being 
put on the menu to be exciting, bold,
and different.”

Full of Flavor
Bolder bites add excitement to menus and delight consumers.
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Global Flavors are TrenDinG
ThrouGhouT The inDusTry as 
consumers crave varieTy.
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Although many consumers want to 
try these flavors, finding and using the 
ingredients at home can be a challenge, 
so restaurants are the ideal place for 
consumers to try them.

“People want to experience those eth-
nic cuisines and global foods,” says Bill 
Bennett, executive chef at Corral de 
Tierra Country Club on the Monterey 
Peninsula in California and consulting 
chef for Boggiatto Produce, “and they 
might not necessarily want to make 
those at home and chase down ingredi-
ents they’ve never heard of and find 
markets on the far ends of town. They 
want to go out … and find a restaurant 
near them that has something on their 
menu to offer them to satisfy that need 
to try a new ingredient.”

New flavors and offerings can be a 
risk to both operators and consumers, 
both of whom may not want to invest 
money in a new product that is unknown.

Bennett, who has been experiment-
ing with gochujang, a Korean chili paste, 
finds that appetizers and small plates 
can be a good place to start.

But for a relatively unknown ingre-
dient, consumers may not want to risk 
paying for a meal that they might not 

like. For that reason, Bennett has exper-
imented with offering the gochujang 
with something familiar—lettuce. By 
offering a familiar tie-in, he finds that 
consumers are more likely to take a risk.

“A lot of people have never had gochu-
jang and may not want a $20 entrée, but 
in a $6 appetizer, you may try and like 
it,” Bennett says.

He has been serving gochujang with 
Iceberg Babies lettuce in a wrap of curry 
and beef. He foresees the gochujang 
growing in popularity in the next year.

“Gochujang is one of those ‘it’ ingre-
dients,” Bennett says, “and, especially 
in the coming year, will be as ubiquitous 
as miso.”

“People want to eat those and experi-
ence those flavors, but they enjoy it on 
a familiar platform like the iceberg let-
tuce or romaine lettuce,” he says, “so 
this is a vehicle to get involved with 
those trendy foods, but not stepping out 
of your box too far.”

Another way operators can menu 
adventurous new items for consumers is 
by offering them in appetizer portions. 
These can serve as both an entry point 
for customers and make for great lim-
ited-time offers for operators looking for 

low-risk ways to inject variety into offer-
ings, especially as restuarants look at 
new ways to serve seafood or new vari-
eties.

“We have seen an increase in appetiz-
ers as trials,” says Jessica Henry, director 
of marketing for Clear Springs Foods. 

“Limited-time appetizer menu items are 
a great way to introduce your customer 
to a new ingredient or species of seafood.”

Fusions
For some restaurants, the surge in eth-
nic cuisines is giving operators greater 
latitude and allowing them to blur the 
lines between what might have been 
strict concepts in the past.

“For so many years where there was 
Italian or Chinese, you almost had to be 
an Italian restaurant to have something 
on the menu that reflected the heritage 
of your parents your grandparents and 
where you were from,” says Don Odio-
rne, vice president of foodservice at the 
Idaho Potato Commission.

“The fusion that’s happening now 
seems like it’s understood by the cus-
tomer base to say they don’t necessarily 
go to a place for a particular style of 
food,” he says. “Consumers also like to 

RestauRant smaRts tRends on the PLate

Bold FlavorS are Seen Through a varIeTy oF ConCePTS.
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go to some place that is more adventure-
some and allows them to experience
what may be comfort food, whether it
be sushi or all kinds of things.”

But just because a restaurant can
offer fusions does not necessarily mean
it should, Bennett says. He notes that
while menuing trendy ethnic foods can
be a benefit to a restaurant, operators 
have to stay true to their concepts.

“As a chef, you are true to the type of
food that you’re doing,” he says. “If
you’re a Mediterranean restaurant,
you’re not going to make pho and put it
on your menu. But you have to f ind
trends and capitalize on your operation
and not play into them for the sake of
getting into the game.”

Authenticity
Just as important as being authentic to
a concept is being authentic to the cui-
sines on the menu. Foods and flavors 
that have cross-cultural appeal are espe-
cially growing in popularity, such as
curries.

“From Persia all the way through India
and Thailand, curries are used in a lot of
different dishes,” says Richard Calla-
donato, executive chef at Campbell’s.

“People today will look and think ‘this is
an authentic curry,’ and I think people
want to understand that authenticity.”

This move toward authenticity has
been aided by the Internet, Calladonato
says, who notes that more traditional

global dishes are find-
ing their way onto
menus and plates in
American restaurants,
as well as going by their
traditional names.

“Ten to 15 years ago
I went to a restaurant
and they served coq au
vin on the menu,” Cal-
ladonato says. “They
would never call it coq
au vin because people
didn’t know what that
was. Now restaurants
will call it that, give it a
beautiful description,
and we can research

what is authentic and understand it.”
This ability to research food is giving

chefs far more latitude in the types of
items they put on their menus and allow-
ing them to f ind authentic, creative
usages of items.

Calladonato has been experiment-
ing with this freedom in his own con-
coctions, like Middle Eastern breakfast
dishes featuring rich tomato and curry-
based sauces and farm fresh eggs.

He’s also playing with using Japanese
miso in desserts. “I’m really loving using
miso in a dessert,” he says. “It creates a
really unique flavor, and that’s the thing 
I’m playing with the most right now.”

Guilt-Free Grilling
Another large flavor trend taking off is 
the use f lavorful cooking methods,
rather than using ingredients that add
calories and chemicals to a dish. As a
result, roasted, grilled, and burnt, are
all flavor profiles that are seeing growth.

“[We’re seeing] the resurgence of the
term ‘grill’ and the use of smoke in var-
ious foods, along with clean labeled fla-
vors that elevate savory and create
more craveability,” says Jodi Schwalbe,
marketing manager for Red Arrow
Products.

She notes that chefs are drawing out
sweet, nutty notes by caramelizing
onions, evolving flavor from the drip-
pings when meat has been in direct con-
tact with roasting pans, or searing and

charring meats over wood and charcoal.
“We’re actually seeing a nice uptick

in those roasted products,” says Michelle
Myers, senior commercial marketing
manager for the J.R. Simplot Company.

“One of the biggest trends has been
burnt and burned, and we’ve been see-
ing a rise in roasted over the last few
years,” she says. “It’s nice to see that
translating into sales as operators see
this is a way to add flavor and add that 
back-of-the-house look without adding
fats, oils, additional ingredients.”

Smoke is itself one category growing
due to its abilities to enhance flavor and 
the appearance of meats, as well as the
antioxidant properties that extend the
life of flavors, Schwalbe says.

“Smoke has many natural preserva-
tive qualities and is well recognized for
it s ant imicrobia l funct iona l it y,”
Schwalbe says. “Smokes originating
from different wood species have unique
flavor and aromatic qualities. This leads 
to development of certain foods that one
may formulate to allow the smoke to
enrich the flavor and not necessarily be 
the dominant driver.”

Sous vide, the French term for “under
vacuum” is another popular method of
cooking because it allows chefs to cre-
ate tender, juicy dishes without the lon-
ger cooking times or the exposure to
harmful pathogens and spoiling.

“Sous vide has been discussed for
decades; however, in reality, very little
traction has been made excepting in the
last decade,” Schwalbe says. “Creating
food items that are cooked to optimize
juiciness and tenderness and do so in a
manner that minimizes potential for
spoilage and pathogenic bacteria is now
gaining some traction,” she says.

As consumers become more adven-
turous in the styles and cuisines they are
willing to eat, f lavor has become the
trend. This has given chefs freedom to
play with a variety of ingredients, cook-
ing techniques, and dish elements they
were not able to use before.

As the popularity of these new items
continues to grow, the next question is
what chefs will think to introduce to
American audiences next.

Trends on The PLaTe resTauranT smarTs

ChefS hAve Begun exPeRimenting with new 
ComBinAtionS And APPliCAtionS of ethniC CuiSineS.
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This year, trends are more diverse than
ever, especially as consumer demand
has become somewhat contradictory.

“Consumers are very into health, but
at the same time, they are into indul-
gence,” says Michelle Myers, senior
commercial marketing manager for the
JR Simplot Company.

This paradox can be seen across the
industry, and it means chefs are work-
ing at two extremes.

Don Odiorne, vice president of the
Idaho Potato Commission, likens this
trend to a metaphorical barbell. “At one
end you have health and wellness,” he
says. “On the other, crazy ideas and
indulgent foods.”

This means operators are following
both healthy and not-so-healthy trends
to keep up with demand.

Healthy and Happy
“The health and wellness industry is
booming and influencing the way peo-
ple think about food,” says Doug Wick-
man, vice president of marketing and
business development at Perdue.

And many consumers are willing to
pay more for meals with perceived
health improvements, he says.

“Studies have shown that consumers
are willing to pay more than 25 percent
more for products that are antibiotic-
free or organic,” Wickman says, citing
a Datassential report.

Squeaky Clean
Clean labels, which reducechemical
additives and prioritize items with fewer
harmful ingredients, such as sodium,

are seeing particular growth.
“We see that options for enhancing fla-

vor while reducing sodium will continue
to trend,” says Jodi Schwalbe, marketing
manager for Red Arrow Products.

The same goes for sugars, as many
chefs are turning to alternative sweet-
eners. Still want to reduce chemical
additives, chefs are incorporaing natu-
ral sweeteners into dishes.

“We are seeing more uses of alterna-
tive sugars,” says Richard Calladonato,
executive chef at Campbell’s. “There is
more use of fruit juices as sweeteners so
that we can add a bit of sweetness to a
recipe, but it’s taking [sugar] off the
ingredient label.”

Functional Foods
But health-conscious eaters are not just
eating foods that lack certain ingredi-
ents, they are also looking for functional
foods which add positive supplements
to their diets, such as omega-3 fatty
acids, which have been linked to many
health improvements.

Many consumers already know they
can find omega-3s in fish, but seafood 
experts are finding ways to help con-
sumers include more omega-3s into their
diets, says Jessica Henry, director of
marketing for Clear Springs Foods. She
notes one dish leaves the skin on the fish 
to increase the positive benefits of the 
food.

Health and indulgence compete for space on the plate.

Diet Dichotomy

RestauRant smaRts tRends on the PLate

Though AmeRICAn ConSumeRS look FoR heAlThy FoodS, IndulgenT dISheS ARe 
AlSo PoPulAR In mAny ReSTAuRAnTS.
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“The rainbow trout dish has a deli-
ciously crispy, seasoned skin intended
to be eaten,” she says. “We love this
plate, and it’s a great way to get even
more of the heart-healthy omega-3s
found in Rainbow Trout.”

But fish are not the only source of 
omega-3 fatty acids. Walnuts are
another excellent source and the only
nuts with a significant amount of the 
nutrient, says Jennifer Olmstead, mar-
keting director of domestic for the Cali-
fornia Walnut Board and Commission.

Proteins are popular dietary additive
consumers are trying to incorporate
more of in their diets.

“Proteins are a popular functional
food often found in meats,” says Bryon
Coleman, vice president of food service

and international for Jones Dairy Farm.
“You’re seeing the inf luence of paleo-
type diet, so the trend might be protein
with some other health benefits to it, for 
instance, lower in sodium.”

Walnuts are also a great source of
protein, especially for consumers seek-
ing plant-based proteins in their diets.

“Walnuts do offer four grams of pro-
tein per ounce,” Olmstead says. “They
really help replace some of that animal-
based protein by giving you that nice
satiety.”

Plant-based proteins are seeing par-

ticular growth as vegetables move
toward the center of the plate.

“We’re seeing more plant-based burg-
ers, and walnuts can be a great compo-
nent of that,” Olmstead says. As a result,
the CWBC is experimenting with plant-
based dishes, such as walnut chorizo
because consumers do not necessarily
want to give up animal proteins, even if
they are looking for more plant proteins,
she says.

Indulgence
On the other end of Odiorne’s meta-
phorical barbell is indulgence. Despite
health food trends, consumers still want
food that is satisfying but don’t neces-
sarily want to give up their diets. Chefs
are now finding new ways to satisfy

indulgent cravings without overloading
guests with unhealthy ingredients.

One way this goal is accomplished is
through smaller portions that give con-
sumers a taste of what they love without
weighing them down with large protions,
heavy sauces, cheeses, and more.

“For many years, a butterfly fillet was 
the preferred cut in many restaurants
for classic dishes, such as Trout Almon-
dine,” says Henry of Clear Springs.

“The preference has shifted to a natural
fillet that offers a smaller portion with 
great plate coverage and versatility.”

As an example, she mentions the
Chop House and Connors Steak & Sea-
food, both of Connor Concepts brands,
are serving 4-ounce trout fillet portions 
on their lunch menus.

Even beyond the health perceptions
around smaller portions, many consum-
ers enjoy bite-sized appetizers where
they can try many small items at once.

Bill Bennett, executive chef at Cor-
ral de Tierra Country Club and consult-
ing chef for Boggiatto Produce, says
consumers “yearn” for different flavors 
and textures in one meal, but they don’t
want to go to different restaurants. Serv-
ing tapas and small plates allows them
to try something new.

“[A small plate] satisfies people’s need 
to keep their palates energized, and
when you get two or three bites of some-
thing and then two or three bites of
something else with a completely differ-
ent texture and flavor profile,” he says. 

“You’re not just eating a 14-ounce piece
of meat and taking the same 30 bites.”

While small portions are on the rise,
so are options that allow customers to
share their meals with other guests at
both in larger portions, as well as tapas-
style, which also allows for easy sharing.

 “We are seeing more restaurants
adding tapas, smaller plates, and share-
able items to their menus,” says Rocky
Rockwell, corporate chef for Alto-
Shaam. “As people are dining out, they
are making it more of a community
experience, so they are sharing bites
food and trying different food items. ...
Eating together with friends and family
in a community-style dining is a great
way for them to do it.”

Schwalbe of Red Arrow is seeing the
same trend toward small, shareable
plates.

“It seems that we observe smaller por-
tion tapas-style presentations more fre-
quently where guests tend to be very
inclined to share their meal openly,” she
says.

Though consumers are more health-
conscious than ever, chefs are helping
consumers stay healthy and happy with
indulgent dishes and healthier ingredi-
ents.

RestauRant smaRts tRends on the PLate

SmAll PlAteS AnD tAPAS 
AlloW ConSumerS to eAt 
inDulgent FooDS Without 
killing their DietS.
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RESTAURANT SMARTS KEY PLAYERS

Alto-Shaam
W164N9221 Water St.
Menomonee Falls, WI
262-251-3800
www.alto-shaam.com

Alto-Shaam is a manufacturer and world-
wide distributor of quality combi ovens,
low-temperature cook and hold ovens,
and other equipment for the commercial
foodservice industry.

Boggiatto Produce
P.O. Box 2266
Salinas, CA 93902
831-424-8952
www.boggiattoproduce.com

Boggiatto Produce is known through-
out the foodservice industry for its com-
prehensive line of produce, including
its Iceberg Babies® and Garden Hearts®

romaine lettuces.

California Walnut Board
101 Parkshore Dr., Ste. 250
Folsom, CA 95630
916-932-7070
www.walnuts.org

The California Walnut Board represents
more than 4,000 growers and more than
90 handlers, producing 99 percent of U.S.
walnuts and three-quarters of the global
trade.

Campbell’s Foodservice
One Campbell Place
Camden, NJ 08103-1701
800-879-7687
www.campbellsfoodservice.com

Campbell’s Foodservice offers the sup-
port to grow your business, and is a part-
ner that understands how food connects
people and makes businesses thrive.

Clear Springs Foods
1500 East 4424 North Clear Lakes Rd.
Buhl, ID 83316
800-635-8211
www.clearsprings.com

This employee-owned company is a
leading producer and marketer of rain-
bow trout and seafood products and
credits its success to its dedicated staff.

Idaho Potato Commission
661 S. Rivershore Lane, Ste. 230
Eagle, ID 63616
203-334-2350
www.idahopotato.com

More than 750 family farmers grow Idaho®

russet, red, yellow, and fi ngerling potatoes 
with unique texture, taste, and depend-
able performance chefs can count on.

Jones Dairy Farm
800 Jones Ave.
Fort Atkinson, WI 53538
800-635-6637
www.jonesdairyfarmfoodservice.com

Family-owned since 1889, Jones Dairy
Farm creates quality all-natural and glu-
ten-free breakfast meats, including the
signature All Natural Sausage.

J.R. Simplot Company
6360 South Federal Way
Boise ID 83716
800-572-7783
www.simplot.com

With a portfolio of potatoes, avocados,
fruits, vegetables, and grains, and our
commitment to on-trend solutions—we
ensure delight across the menu.

McIlhenny Company – Tabasco Brand
One Avery Island Rd.
Avery Island, LA 70513
1-800-HOT-DASH (468-3274)
www.tabascofoodservice.com

TABASCO® brand products are sold in
more than 185 countries and territories
around the world and labeled in 22 lan-
guages and dialects.

Perdue Foods LLC
31149 Old Ocean City Rd.
Salisbury, MD 21804
800-737-3832
www.perduefarms.com

Perdue Foodservice is committed to high 
quality and wholesomeness. We provide 
premium, high-quality branded chicken, 
turkey, and select beef and pork products 
for all segments of foodservice.

Red Arrow Products
633 S. 20th St.
Manitowoc, WI 54220
920-769-1100
www.redarrowusa.com

Red Arrow has the Condensed Natural 
Smoke, Authentic Grill, or Savory 
Cooking Method Flavor to create a sig-
nature taste. We are known for making 
meat and vegetables taste great.
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To Every Beer There is a Season

E
very year, as the number of pages
in the calendar gets scarce and we
move headlong into “’tis the sea-
son” territory, I get a little contem-
plative about the seasons—more
specifically, about the limited-

time brews that correspond with those
seasons. And the upcoming winter/holi-
day seasonals are among the ones I antic-
ipate most eagerly. What’s not to love
about chewy, malty, baking-spicy brews
whose big, bold mouthfeel almost makes
consumers wonder why they’re not served
with knives and forks?

Chefs and beverage directors have a
blast tailoring menus to promote season-
specific dishes—whether it’s the stews
and roasts of colder months or the salads
and grilled meats of hotter, sultrier days.

In centuries past, the fact that cer-
tain beers were available only during cer-
tain seasons was a matter of necessity.
Ingredient availability, production, and
storage were all at the mercy of temper-
ature shifts.

But in this age of climate control,
modern logistics, and refrigeration tech-
nology, consumers can enjoy any beer
style they want at any point in the year
they want. And yet, for the sake of tra-
dition or because of capacity limits for
brewery production, they’re available
only within limited seasonal windows.

Classic German styles like Berliner
Weisse and gose have gained traction
among U.S. brewers and drinkers, but a
substantial majority of those are avail-
able as summer seasonals—substantial,
but not absolute. Some against-the-grain
brewers are bold enough to release Ber-
liner Weisse selections in January. But
for the most part, restaurant guests who

crave the gently wild tartness of a Ber-
liner Weisse or the moderate salinity of
a gose with their meal in December are
generally going to be out of luck (unless
the establishment has a few bottles or
a keg left over from five months ago,
which is a problem in itself).

Adam Dulye, the executive chef for
the Brewers Association (ba)—the trade
group representing U.S. craft brewers—
says keeping such emerging styles
within their traditional seasons could
translate to a missed opportunity. “Ber-
liner Weisses and goses are great beers
for palate cleansing and also for start-
ing a meal off—and yes, they have def-
inite year-round potential,” says Dulye,
who’s the culinary force behind BA food-
focused events like Savor and the Paired
pavilion at the Great American Beer Fes-
tival. “But what it comes down to is just

production and quantity—most brew-
eries don’t have the capacity to produce
all of those year-round.”

Seasonal f lexibility may apply to
more refreshing beers of the wheat-
based ilk, but probably not so much with
the boozier brews of winter, right? Well,
yes and no.

Dulye points out that while consum-
ers typically seek out lighter brews when
the weather gets hot, those barrel-aged,
full-bodied roasty beers can have a place
at the summer dining table.

They tend to work quite well with
barbecue—the sweetness and roasted
notes match similar characteristics in the
sauces and the meats. The beers are also
good accompaniments for warm-weather
desserts, like ice cream, gelato, or custard.

“When you do it with cold [desserts]
like that, it brings the heat and the booz-

SeaSonal beerS increaSingly align with SeaSonal foodS, but limiting a Style of
beer to one SeaSon could tranSlate to a miSSed opportunity.
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iness of the beer down, and it becomes
pretty doable,” Dulye explains. “But the
people who are running out to do that
are few and far between.”

It’s still a fairly tough sell to make a
12 percent ABV barrel-aged stout sound
appealing to guests when it’s 95 degrees
out. That and the fact that those styles,
more often than not, are packaged in
22-ounce “bomber” and 750-ml cork-fin-
ished bottles, assuming it’s not available
on draft. Whichever member of a din-
ner party wants to order a boozy beer
must convince at least one or two oth-
ers to share.

They’re much more attractive as small,
2-ounce or 4-ounce pours.

“I think that certain styles are in
demand year-round and not to provide
them is foolish; you want to strike a
balance,” says David Kravitz, beverage
director at Corner Table Restaurants.
The Smith, the group’s casual brasserie
with an extensive, seasonally changing
beer list, now boasts four locations in
New York City with another planned for
Washington, D.C.

On one hand, Kravitz says, it’s imper-
ative that the beer list, like the food
menu, changes with the season. On the
other, it’s also important to have some
beers around—if available—that may
traditionally be considered incongruous.
A Belgian-style witbier, for instance, may
be more closely associated with summer,
but it’s become such a popular style that

producers brew it year-round. It’s a reli-
able, lighter option, even in the winter.

There is, of course, the notion of too
much of a good thing. If certain popular
seasonals were available year-round, it’s
likely they would lose their special-ness.
People who get a kick out of the holiday
season are bummed when it’s over and
January rolls around—but that doesn’t
mean they’d be happier if it lasted all year.

Restaurants that put considerable
effort into their beer programs and offer
well-curated, rapidly rotating selections,
benefit greatly from the heightened buzz
as beer lovers count down to the drop
dates of their favorite seasonals.

New York’s Café D’Alsace, part of the
city’s Tour de France restaurant group,
has witnessed that dynamic play out
each year in the decade-plus that the
Alsatian-inspired eatery has offered
one of the most eclectic beer lists in
New York City.

“I think the two most successful
[types of] seasonal beers are the ones
that come with the most drastic weather
changes,” observes Café D’Alsace beer
and wine sommelier Watson Brown. “For
winter beers, you get the excitement of
the holidays while you’re celebrating this
really crappy weather.”

For many, the appearance on the
menu of Deschutes Brewery’s latest iter-
ation of its annual Jubelale, or Anchor
Brewing’s Christmas Ale, or 21st Amend-
ment’s Fireside Chat is what officially

inaugurates the festive season.
Eventually, though, the chill starts

to overstay its welcome. “In spring,” says
Brown, “there’s so much excitement in the
air, in terms of winter finally being over.”

Typically, as the days get brighter, so
do the flavors in spring; roasty, choco-
latey high-ABV beers start to make way
for citrusy, fruity expressions of more
moderate strength. “And people are
starting to eat lighter, so they want a
lighter beer,” Brown says.

So, despite the fact that it’s easy
enough to make a case that virtually any
beer style has a right to be on the table
at virtually any time of year, the fleeting
appearance of the most-prized season-
als will remain the norm, mostly for the
sake of tradition. But it’s also a matter of
freshness, both literally and figuratively.

“The beers that are becoming more
popular in a season are lining up more
with the foods that are happening in
that season,” says Dulye. “The paths that
beer and food are on are just one lane
next to each other, and they’re syncing
up really nicely right now. It’s playing a
massive role in what [chefs] are doing
right now because when we have that
connection and pairing, it’s a lot easier
to sell and move that beer.”

It’s hard to argue with that logic.
Still, if you’re looking for me in the next
month, I’ll be the one vainly poring over
the menu in search of my beloved Ber-
liner Weisse.
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A Cure for Labor Pains

N
ick Kapnison has been in the
restaurant game for more than
a half century, but the current
labor environment, from min-
imum wage hikes and paid
sick time to Affordable Care

Act (aca) mandates, is something alto-
gether new. And frustrating.

“As difficult as it is to get good employ-
ees, these new guidelines are mak-
ing the labor side of the business that
much more difficult,” says Kapnison,
who owns five full-service restaurants
in Albuquerque, New Mexico, includ-
ing the venerable Nick & Jimmy’s and
El Patron, a 500-seat casual eatery.

Kapnison, in fact, estimates that
adhering to ACA guidelines alone will
cost him upward of $300,000 each year,
a sizable sum in an industry that largely
counts its profit in singles and fives, not
twenties and fifties.

Enter ShiftPixy, a California-based
startup aiming to minimize the sting
of labor pains that restaurant opera-
tors like Kapnison face. Launched in
July 2015 in response to the ACA, which
requires “applicable large employers” to
offer health benefits to full-time employ-
ees—defined as 30 hours of service per
week or 130 hours of service in any
given month—or face possible penalties,
ShiftPixy will process the entire payroll,
insurance, and regulatory demands for
each shift-hour worked, thereby remov-
ing the arduous compliance burden from
the restaurant owner’s shoulders.

“This is a way for restaurants to
offload their part-time employees and
make ShiftPixy the employer of record,”
ShiftPixy co-founder Steve Holmes says.

Holmes, who has been working in the

hospitality labor market for more than
two decades, estimates that half of res-
taurant owners have done nothing with
ACA compliance, which could result in
fines of up to $3,000 per employee.

“We see massive noncompliance
because operators don’t have the tools
to address this complex legislation,”
Holmes says. “So instead, owners just
throw up their hands and hope it is
repealed or that they don’t get fined.”

With ACA a still-present reality, how-
ever, those “applicable large employers”
must get in line. Holmes says this is fuel-
ing an increasing strategic shift at many
restaurants, where operators are capping
the schedules of all staff beyond “core
full-timers” to 29 hours of weekly work—
in hopes of escaping the ACA hammer.
Juggling all those part-timers, however,

is an onerous task.
To address the dilemma, Holmes says

operators can simply move part-time
employees onto the ShiftPixy system,
which will handle all of the administra-
tive and regulatory matters that accom-
pany the hiring of part-time staff. Res-
taurants, then, get the benefit of having
a qualified workforce and maintaining
the necessary staffing levels—sans
the regulatory burdens that come with
employing a plethora of “Shifters,” as
ShiftPixy terms them.

“This solution hits at the heart of res-
taurant operators’ greatest liability and
risk, which is the variable-hour, part-
time employee,” Holmes says.

The solution holds particular appeal
for operators like Kapnison who bemoan
the administrative headaches that hefty

The group ThaT owns five resTauranTs in new Mexico, including The 500-seaT 
el paTron (above), says adhering To The aca guidelines will cosT The coMpany 
upward of $300,000 per year. 
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new regulations like ACA unleash. “It 
will be a lot easier for us to run employ-
ees through [ShiftPixy] rather than 
adhering to all of the book work and 
regulations the government is requir-
ing,” Kapnison says.

In addition to the administrative end, 
ShiftPixy also provides operators access 
to an on-demand labor pool. Directly on 
the ShiftPixy system, an operator can 
broadcast a shift opening and assess can-
didates, including reviewing any pros-
pect’s résumé, which includes work his-
tory and employer reviews.

“� is is a big diff erence from placing 
an ad, interviewing candidates, and then 
onboarding a new employee,” Holmes 
says, adding that ShiftPixy includes a 
quality control feature that ensures 
only relevant candidates are approved 
to work at a given establishment.Con-
sider, he suggests, a restaurant with fi ve 
unique drinks at its establishment. For 
a “Shifter” to be eligible to work at that 
specifi c restaurant, the individual would 
need to pass a restaurant-specifi c test 
and demonstrate his or her technical 
knowledge.

“Better yet, there’s no HR implica-
tion here,” Holmes says. “If the Shifter 
doesn’t do the job, then you just don’t 
bring them back.” Co nversely, Holmes 
adds, operators also have the option to 
permanently hire a Shifter who displays 
the right tools and attitude. “In this way, 
you’re essentially automating recruiting 
and doing so at no cost,” he says. 

� e ShiftPixy app debuted in early 
September in California and will be oper-
ating in New York City, Chicago, Dallas, 
and Orlando, Florida, by year’s end. In 
the early months of 2017, Holmes says 
ShiftPixy will add another 10 to 12 U.S. 
cities onto its platform. “With all the 
contingent liabilities and more uncer-
tainty than ever in the labor market, 
ShiftPixy helps put a lid on labor costs 
by giving restaurant operators cost cer-
tainty,” Holmes says.

Indeed, it ’s that potential that 
intrigues Kapnison: “Given the complex-
ities in the labor environment, creative 
solutions are needed and that makes 
[ShiftPixy] worth a serious look.” 
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Community   By Bryan reesman

Maybe It Takes a Restaurant,
Not a Village

W
hen Monetta White and 
her husband, Chef David 
Lawrence, opened their 
modern Southern restau-
rant 1300 on Fillmore in 
San Francisco in 2007, 

their initial plan quickly expanded to 
something greater. The couple embraced
the idea of giving back to the youth of
the community, an ethos that extends
to their latest venture, Black Bark BBQ,
a restaurant located a few doors down
in the same Western Addition neigh-
borhood. The new concept specializes in
Southern comfort food and urban bar-
becue. “I think you can’t be here if you’re
not helping your own community,” says
White, who co-owns the two establish-
ments with Lawrence. “It’s our responsi-
bility to make it better.”

In fact, White recalls that when
Sheryl Davis and her nonprofit organi-
zation, Mo’MAGIC, which helps at-risk
youths through afterschool programs
and summer programs, brought in some
local children to see 1300 on Fillmore
a few years ago, the kids were elated to
see an African-American couple running
the establishment. “They saw me and my
husband and said, ‘They’re black like us,’”
says White, who was raised in the city’s
predominantly African-American neigh-
borhood of Potrero Hill. “I could just see
what that meant to them, to see their
own possibilities.”

Since then, allied with Mo’MAGIC,
the couple have added summer intern-
ships that allow participants to learn
about different staffing positions, and
Chef Lawrence gives in-depth cooking
classes. The restaurant uses its front-
and back-of-house positions to teach

restaurant skills to young people and to
address diversity issues on the manage-
ment side of the business. To address a
growing truancy issue, White says they
started a program: “Because if these kids
are being accountable for going to school,
[as part of their job] we can make sure
they show us their grades and stay out
of trouble. We’ll feed them, they’ll make
money, and we can help mentor them.”

White says that many kids had shied
away from restaurant management jobs
due to a lack of confidence. However,
with the training at 1300 on Fillmore
and the right encouragement, the kids’
verbal communication skills have blos-
somed. White and Lawrence have also
helped by adjusting work schedules so
some employees can go to college. Two
employees who started in the summer

program now work at Black Bark BBQ,
and White adds that they recently
started a culinary boot camp for peo-
ple with challenging histories (many of
whom have been incarcerated or dealt
with drinking problems) to help those
individuals acquire skills to return to
the workforce.

Born to Jamaican parents who were
immigrants, Chef Lawrence grew up
in a London council house (the British
equivalent of U.S. public housing that is
often referred to as the projects), so he
understands many of the kids he men-
tors. The chef feels it’s crucial to show
young people the culinary career paths
that are available, and to give them work
experience and communication skills. “I
always tell them it’s not where you start,
it’s where you finish in life,” he says.
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Competitions 
Benefit 
Restaurants

T
he NoMad Hotel in New York
City has numerous dining venues
and private-dining spaces. The
NoMad’s executive chef James
Kent and chef de cuisine Brian
Lockwood are avid proponents

of the ment’or BKB Foundation and chef
competitions. Chef Kent competed in the
Bocuse d’Or in 2011, placing 10th in the
world, and Chef Lockwood is serving as
an adviser for Team USA, which will be
competing in the 2017 Bocuse d’Or.

After experiencing intense compe-
titions, what do you bring back to
your work in restaurant kitchens?
Chef Kent: Over the past five years, the
experience of competing has helped me
find my voice and my path. Then, I was a
young sous chef at Eleven Madison Park
and it was a two-year process from the
American competition, through train-
ing, and then the competition in Lyon,
France. ... It was about life experiences
and working with incredible people.
When I came back to Eleven Madison
Park, I stepped into the chef de cuisine
position. If I had just stepped into that
role from being sous chef, it would have
been hard for the team to respect me,
but they understood I had [acquired] the
skills to come back and help push the
restaurant.
Chef LOCKWOOD: In competing to be
part of Team USA, I found the organiza-
tion needed was on such a different level.
Generally cooks are pretty organized and
efficient, but a competition takes it to
a whole other level. It also makes you

the ment’or BKB 
fOunDatiOn

Chefs James Kent anD BRian LOCKWOOD ChaLLenge the yOung Chefs On theiR 
COOKing team at the nOmaD tO gROW, tO LeaRn tO thinK DiffeRentLy aBOut fOOD, 
anD tO paRtiCipate in CuLinaRy COmpetitiOns.

The non-profiT ment’or BKB Foundation, creaTed by chefs daniel boulud, Thomas Keller, and Jérôme bocuse (son of chef paul bocuse), seeKs To inspire culi-
nary excellence in young professionals and preserve The TradiTions and qualiTy of classic cuisine in america. iT provides unique educaTional opporTuni-
Ties, as well as access To a culinary council of renowned chefs who serve as menTors, and also sponsors The bocuse d’or Team usa. www.menTorbKb.org

think about food differently. It pushes
you to think more creatively, and ask: Is
there a better, more efficient way to do
this? And that carries over into the daily
routine of the restaurant.

How are you thinking differently
about food for the next year?
Chef Kent: I’ve been working with food
a long time, about 20 years. Every year
I try to do new things, evolve, and grow.
Now, as I get older, I’m really focused on
being healthy and eating right.

Are you bringing that to your
menus as well?
Chef Kent: Definitely. It’s not cooking
healthy foods; it’s about finding ways to
make food delicious but not necessar-
ily heavy. It’s not a conscious thing; it’s
more the way I want to live my life now,
and it translates to the food I cook.

For the past six or seven years—first
at Eleven Madison Park and now at The
NoMad—we’ve been focused on vegeta-
ble-forward food. We always have a veg-
etable entrée and vegetable dishes, not

like side dishes, but the focus. And it’s
just the way that we cook now.

What is your passion relative to the
food you prepare?
Chef LOCKWOOD: I love the mechan-
ics of cooking, just the daily repetition—
breaking fish down and dicing vegeta-
bles. Those little Zen things like peeling
cherry tomatoes. The tedious jobs that
people at first find challenging, those are
the things that calm me and soothe me.
Chef Kent: Running a restaurant is
more than just cooking and I love the
leadership aspects—challenging young
cooks to grow and seeing people [suc-
ceed]. That’s really what I love about this.

It’s so much more than just food. To
work at this level, you need to know how
to cook really well and put food together.
That’s the base level, and then it’s about
challenging people and watching peo-
ple grow. We all started somewhere. As
a young cook, I worked with people who
helped me grow, and I’m happy to do that
for others. That philosophy dovetails 100
percent with the ment’or BKB mission.

With the NoMad Chefs
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New!



We call it Extra Melt® Performance Cheese because it does
so many things extra well. Melts beautifully, holds at high 
temperatures, stays smooth, tastes rich, and is so easy to 
use back-of-house, time after time. This is one cheese that's 
simply indispensable.

SIMPLY EXTRAORDINARY.SIMPLLYLLYLYL EXTRAORDINARYTRAORDINARYTRAORDINARYTRAORDINARYTRAORDINARYTRAORDINARYTRAORDINARYTRAORDINARYTRAORDINARYTRAORDINARYTRAORDINARYTRAORDINARYTRAORDINARY.TRAORDINARY
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LAND O LAKES® Extra Melt®

Performance Cheese

Land O’ Lakes, Inc. is a
farmer-owned cooperative.

LandOLakesFoodservice.com


