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Heat up the season with the
latest trends

Winner’s Circle

Heirloom tomatoes trot out as the most
prized possession of the summer

COVER STORY

TO-MAYTO
/ or /
TO-MAHTO

NO MATTER HOW YOU SLICE IT,
HEIRLOOM VARIETIES ARE BELOVED
BY ROBERT SIETSEMA

NOTHING SAYS SUMMER LIKE
a ripe red tomato, except that some of
the most coveted varieties now span the
color spectrum. These are the glorious
heirlooms, highly anticipated for
summer, wildly popular among chefs
and a far cry from the 4x5 tomatoes
grown to the specifications of a box.

TELL ME
A STORY
What’s an heirloom?
Traditionally, heirloom tomatoes
represent cultivars that
flourished in the remote past
(typically a century ago or more)
but were elbowed out of the
way by commercial varieties that
had more staying power but far
less flavor.
While commercial brands
are hybridized, representing
genetic crosses of several
varieties, heirlooms are naturally
occurring types specific to a
geographic place. But now the
term is also applied to newly
created tomatoes that differ
from the usual globes, plums,
cherries and beefsteaks.
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“The variety of colors, textures and flavors is
amazing,” says Executive Chef Bruce Lefebvre of
The Frog and The Peach in New Brunswick, N.J. “I
just wish the season was longer.”
The demand for heirlooms has pushed growers
into the hothouse, where a controlled environment
can produce seasonal copycats. But these aren’t the
late-summer treasures that chefs crave.

Over the Rainbow

Today’s heirlooms are bright red or orange, speckled
green and earthy brown, lemon yellow, purplish
or even striped like a zebra. Their sizes range from
micro-plum to massive, at two pounds or more.
Figuring out which types best suit a menu’s purpose
can be a real art form, chefs say.
For example, Lefebvre perches the popular
Brandywine (its bulbous shape is similar to the
classic beefsteak) atop butter lettuce, garnished
with strips of bacon, pine nuts and a cheddar
emulsion. Jersey tomatoes—late summer beefsteak
tomatoes unique to the state they’re named after—
are better suited for gazpacho thickened the
Spanish way (with bread), pureed with cucumbers,
celery, red and green bell peppers, onions, garlic and
fresh herbs.
Jack Strong, executive chef at Chinook Winds
Casino Resort in Lincoln City, Neb., has taken
advantage of the Brandywine’s prominent
tomato flavor for bisque, while Alexandra “Alex”
Guarnaschelli reaches for the Yellow German,
a sweeter varietal with a shape similar to the
Brandywine, to make tomato sauce.
The Speckled Roman, about five inches long and
bright red with yellow streaks, also works well in a
paste or sauce, according to Chef-owner Vittorio
Ettore of Bistro 5 in Medford, Mass. Low on seeds,
relatively firm and acidic, it’s one of the most visually
striking heirloom tomatoes. Ettore says he loves
the earthy flavor of Speckled Romans, which are
featured in a sauce during the restaurant’s annual
heirloom tomato celebration. He also smokes and
purees the tomatoes for a crème brûlée.

Updating a Favorite

In the classic caprese salad, named after the Italian
isle of Capri where it was invented, chefs are using

10
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Heirloom Cheat Sheet
❱ Beam’s Yellow Pear: This
early 19th century tomato
is thumb-sized, exceedingly
sweet, bright yellow and
pear-shaped.
❱ Black Prince: This early
ripening variety is relatively
small and round, with colors
ranging from dark red to
purplish.
❱ Brandywine: Among the
most popular heirlooms, these
bulbous pink-red tomatoes
date to the late 19th century
when Amish farmers in
Pennsylvania cultivated them.
They are larger than most
heirlooms, averaging over a
pound, and prized for their
strong tomato taste.
❱ Cherokee Purple: One of
the smaller heirlooms, globeshaped, dark brownish-purple
in color, with green highlights.
Go for the small ones that are
heavy for their size.
❱ Green Zebra: Its name
says it all: light green with
pronounced darker green
streaks that run longitudinally. A firm variety, it offers a
tart, tangy flavor.
❱ Speckled Roman: Bright
red with yellow streaks, this
five-inch-long specimen is a
great paste tomato.
❱ Yellow German: These
are beefsteak shaped (like
Brandywines), very juicy
and mainly deep yellow in
color. But veins of bright red
stream up from the bottom of
this bicolor variety, which is
exceptionally sweet but also
mild in flavor.

heirlooms instead of the usual globes or beefsteaks.
Chef AJ Black at Il Tesoro, with locations in
Manhattan and Sanibel Island, Fla., plants colorful
baby heirlooms in shades of bright yellow, purple
and deep pink around an oozy plank of buffalo
mozzarella, garnishing it with micro-basil and
siding it with wedges of grilled bread brushed with
olive oil.
In the hands of Chef Richard Sandoval of Toro
Toro in Miami and Dubai, the caprese takes an even
wilder turn. He starts with Green Zebra and KBX
(yellow, medium heirloom) tomatoes, adds seedless
watermelon balls, avocado and burrata, and drizzles
the salad with a chipotle dressing.
At One Eared Stag in Atlanta, Chef-owner Robert
Phalen takes tomatoes beyond the predictable. In
his heirloom tomato salad, he dresses sliced cherry
and full-sized heirloom tomatoes with an extracted
tomato water made of herbs and plum tomatoes,
then sprinkles the salad with diced preserved lemon
and lays thin slices of housemade cured pork across
the top.
Phalen finds so many uses for heirlooms that
he purchases additional ones in season to use
throughout the year. “We will dehydrate, preserve
and pickle as many as we can,” he says.

Heirloom
Tomato Salad
Chef-owner Robert Phalen

One Eared Stag, Atlanta
2 pounds assorted heirloom tomatoes, sliced
Salt and pepper to taste
1 cup tomato water, recipe follows
4 teaspoons preserved lemon, diced
4 slices house-cured salt pork, thinly sliced
1 tablespoon bay leaf powder, recipe follows
½ cup fennel fronds, fried
Arrange tomatoes on a plate and season with salt
and pepper. Pour tomato water on top. Sprinkle
with preserved lemon and lay a slice of pork on
top. Dust with bay leaf powder and garnish with
fried fennel fronds. Makes 4 servings.
To make tomato water, puree 5 Roma tomatoes,
1 garlic clove, pinch coriander, ½ shallot,
¼ teaspoon parsley and 1 fresh bay leaf. Wrap in
cheesecloth and hang in refrigerator overnight to
catch liquid. Season with salt and pepper to taste.
To make bay leaf powder, simmer 1 cup
olive oil, ¼ cup flavorless oil and 20 fresh bay
leaves briefly. Steep for 4 hours; strain. Mix oil
with maltodextrin until a powder forms.

Ready to Eat

As heirloom popularity has grown, chefs have found
the many varieties and their myriad uses ideal
for special menus and seasonal promotions. It’s
important to keep an eye on them, though, says John
Broening, a self-professed heirloom tomato fanatic
and executive chef at Denver’s Le Grand Bistro.
Buying them firm (but not underripe) and small
(lacrosse-ball sized) is key to keeping food waste at
bay, he says, noting that their three-day shelf life
requires using them quickly. “The season here in
Denver is about three months, from the middle of
July to the middle of October. During that time, I pay
a premium price, about $3.85 per pound wholesale.
But the customers love them.” n
Robert Sietsema is a New York-based writer
whose passion for photography takes over during
tomato season, when he shoots heirloom beauties
throughout the city’s farmers markets.
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WINGS
OF DESIRE
BRINED AND BATTERED, FRIED CHICKEN
HAS COME HOME TO ROOST BY CARLY FISHER

A sauce of harissa,
butter, honey and lime
takes the Moroccaninspired fried chicken
wings at Chicago’s Avec
to a higher level.
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THE PROMISE OF CRISPY,
CRUNCHY, FINGER-LICKIN’
GOODNESS CAUSES THE SHEER
MENTION OF FRIED CHICKEN TO
ELICIT A PAVLOVIAN RESPONSE.

Rooted in the heart of Southern cuisine and beloved
by denizens of Asia and the Caribbean, the humble
favorite is catching like wildfire on restaurant menus.
Fried chicken makes a cameo on 74 percent of
American and Southern menus, 80 percent of Chinese
menus and 61 percent of Caribbean menus, according
to Chicago-based research firm Datassential. Leaving
the confines of the extra-value meal bucket, it’s popping
up everywhere from midscale mom-and-pops to white
tablecloth concepts.
Like most nostalgia-based trends, it’s easy to
argue that fried chicken has never come close to
the edge of extinction. So why is fried bird suddenly
the word when it comes to trendy menus? The
catalyst lies in its pillowy partners biscuits and
waffles, which have been the culprits pushing fried
chicken onto menus. Datassential reported a 400
percent growth in menus offering fried chicken
with waffles and a 20 percent menu growth of fried
chicken with biscuits from 2011 to 2013.
“There’s an increased interest in high-end Southern
fare, as well as the growth of upscale diners who focus
on those types of comfort foods,” Datassential Senior
Director Maeve Webster says of fried chicken and
waffles’ popularity. “You also see operators
experimenting with that type of combo for appetizers,
sandwiches and less common formats that (are)
helping to move the needle.”
A standout carb boat is just as important as the
clucker, demonstrated by the popularity of the
sweet potato or cornmeal waffles ($9.79 to $12.59) at
Gussie’s Chicken and Waffles in San Francisco and
the game-changing fried chicken doughnut ($5.50) at
Gourdough’s in Austin, Texas.
But it’s the batter and brine that really make a
famous fry.
In New York, the matzo meal-coated fried chicken
with Mexican honey dipping sauce at Blue Ribbon
Sushi Bar & Grill was so popular it became an offshoot
casual concept, Blue Ribbon Fried Chicken ($9.75 to
$16.50). Big Bad Breakfast in Oxford, Miss., makes the
Southern classic shine with a Coca-Cola brine and sides
of potato salad and coleslaw ($10.50).
Its variations are endless, making fried chicken at
home on virtually every menu. No matter how you spin
it, diners—and their dollars—agree that fried chicken is
just freakin’ delicious. n

FOR MORE RECIPES,
go to
FOODFANATICS.COM

TELL ME
A STORY
FOWL PLAY
Sharing interesting tidbits about fried chicken
can help build your brand and get PR play.
Consider Leghorn, a single concept that opened
in Chicago two months ago, which serves “socially
conscious chicken sandwiches.” The concept
donates 2 percent of its profits to organizations
that support gay rights. Named after the heritage
chicken breed that became the stalwart of the
commercial egg industry, Leghorn features
pickle-brined and Nashville hot-style fried chicken,
and ingredients sourced from small farmers and
artisanal purveyors.

After a spiced brine,
this chicken needs only
a simple dredge of flour,
salt and pepper.

A FOOD COST WINNER
Chicken and waffles have become a restaurant mainstay
thanks to the dish’s low food cost. Executive Chef
Chris Ross sells a 4-ounce portion of fried chicken,
cornbread waffle, bacon-braised collard greens,
honey-Tabasco syrup and feta-watermelon
relish for $14 at his restaurant, The Bristol
Bar and Grille in Louisville, Ky. With raw
ingredients totaling $2.32, the menu
item enjoys a 16.6 percent food cost.
“Having an inexpensive chicken
dish will help bring down the average
from the higher-end proteins such
as beef,” Ross says. He also suggests
pulling the meat from fried chicken
leftovers for a special, such as
chicken and dumplings.
“People have a high perceived
value for chicken, especially if you
can do it well,” Ross adds. “For the
price one pays for chicken, with
some creativity and skill, a chef
can offer an affordable product to
their clientele.”
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Executive Chef Ben Dorado
Sugar and Plumm, New York

1 cup salt
½ cup light brown sugar
1 tablespoon fennel seed
1 tablespoon black peppercorns
1 tablespoon mustard seed
1 tablespoon coriander seed
1 ounce thyme
1 ounce sage
2 bay leaves
½ ounce rosemary
6 cloves of garlic, halved
4 to 6 pounds chicken, cut
into 8 pieces
1 cup flour
1 cup cornstarch
½ teaspoon kosher salt
½ teaspoon freshly ground
black pepper
Dissolve salt in a half gallon
of water over medium high
heat. Add brown sugar, spices,
fresh herbs and garlic. Simmer
for 5 minutes and pour over
a half gallon of ice to cool.
Submerge chicken and brine
refrigerated 2 to 4 hours.
Rinse chicken, pat dry and
refrigerate overnight.

AN INEXPENSIVE (FRIED) CHICKEN
DISH WILL HELP BRING DOWN THE
AVERAGE (COSTS) FROM THE HIGHEREND PROTEINS SUCH AS BEEF.

—Chef Chris Ross of The Bristol Bar and Grille
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Smokey Fried
Chicken

Soak applewood and
cherrywood chips in water
for 20 minutes then use to
smoke chicken for 2 hours
at 180F; cool. Combine flour,
cornstarch, salt and pepper
and toss with chicken. Fry
at 350F in flavorless oil 10
to 15 minutes until internal
temperature reaches 165F.
Makes 4 to 6 servings.

BATTER MATTERS

TOSS WITH SAUCE

4 Ways
to Crispy
ALL IN THE BRINE

Want to show your fry’s got
game? Making a buzzworthy
bird comes down to a perfected
combination of batter, brine,
spices and fry technique. Here’s
how four fried chicken
approaches rule the roost.

SPIKE THEN SMOKE

YOUR BEST BET FOR THE NEXT BIG FOOD TREND.
CONGRATULATIONS - THE 2013 WINNER OF US FOODS NEXT TOP PRODUCT !
®

Black Bean Burger
Greenhouse Grille | Fayetteville, AR
Chef Jerrmy Gawthrop
The Batter Matters
Bay Street Biergarten, Charleston, S.C.
Dish: Chicken and waffle sammy, $11
Secret weapon: A marinade of yellow mustard, Sriracha and
Worcestershire sauce, and a batter of flour, eggs and Cajun
seasoning makes this bird soar the flavor heights.

Toss with Sauce
Avec, Chicago
Dish: Fried chicken wings, honey, butter and red harissa served with
a Moroccan berghir pancake, $12
Secret weapon: Tossing fried chicken with a sauce of harissa, honey, butter
and lime puts the dish over the top.

All In the Brine
CHAYA Downtown, Los Angeles
Dish: Soy fried chicken “Karaage,” $8
Secret weapon: Sake, mirin, soy sauce, shichimi pepper and sesame
seeds create a Japanese-inspired brine packed with umami.

Spike then Smoke
Sugar and Plumm, New York
Dish: Chicken and waffles, $17
Secret weapon: Brined overnight with seasonings such as coriander,
mustard seed and thyme, this fried chicken is then smoked with appleand cherrywood for two hours before it hits the fryer.

16
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Las Vegas hosted the World Food Championships
in November, where eight chefs competed in the
US Foods Next Top Product competition. Chef
Jerrmy Gawthrop’s fresh fusion of flavors in his
winning black bean slider will soon be a delicious
dish for kitchens across the country.

®

LET’S BE FRANK: YOUR MENU
NEEDS A HOT DOG. BUT NOT
JUST ANY DOG—IT’S GOT TO
BE A REAL SHOWBOAT.
Slathered with slaw, topped with togarashi
(Japanese spice blend) or buried under mac
‘n cheese, hot dogs don’t have to be ketchup
and mustard basics. If your red hots are good
enough, a single concept hot dog stand could
build a cult following. Just ask the guys at Hot
Doug’s in Chicago or Pink’s in Los Angeles, who
have lines around the corner daily and even a
few fans with tattoos of their logos.
The main fixture at ballparks and summer
cookouts has become a staple on 20 percent
of menus across the country, according to
research firm Datassential. That figure has
been constant for the past eight years, though
the climate is changing. Haute dogs are spilling
into white tablecloth territory. Five percent of
fine dining restaurants serve decked-out dogs
for an average price of $16.
Want to run with the big dogs? Get crazy with
condiments and see how your sales stack up.

Running with the

Test Driving a Dog

BIG DOGS
Hot dogs may be
the missing link on
your menu By David Hammond

The Corner Office in Denver tops
its Downward Dog with housemade
pickles, Japanese mustard,
mayonnaise, nori and a drizzle of soy.

18
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A top- or side-loading bun ready to be stuffed
with meat and toppings is a blank canvas
for mad scientist levels of Frankendog
experimentation. It’s not terribly risky to top
an inexpensive hot dog with grilled pineapple,
various hot chiles or pasta. Regular dogs cost
about 25 cents each, and you can assume
another 50 cents for the bun and condiments.
A 75-cent investment on a product that rarely
sells for under $4 is not too shabby. If the
experiment fails, toss the dog and try other
combinations.
One-of-a-kind condiments made in-house
can help differentiate a hot dog from its
competitors. But costs can add up quickly,
particularly with perishable ingredients.
“Guacamole and tomatoes are our most
expensive condiments to store and use on hot
dogs,” says Richard Pink of Pink’s.
That said, a clever operator can always
find ways to minimize the cost of premium

foodfanatics.com | FOOD FANATICS

19

toasted bun

all-beef grilled dog

FOR MORE RECIPES,
go to
FOODFANATICS.COM

Wiener Science

papaya
cilantro

Executive Chef Michael Farrell
Westin Grand Cayman Seven Mile Beach
Resort & Spa, Cayman Islands

mango

8 ounces redfish, sliced
2 ounces red onion, diced small
1 ounce red and green bell pepper,
diced small
2 ounces coconut milk
1 ounce lime juice
1 ounce cilantro, chopped
Salt and freshly ground black pepper
to taste
2 ounces mango, thinly sliced
2 ounces papaya, thinly sliced
2 ounces soba noodles, cooked
1 ounce cucumber, thinly sliced
½ ounce green onion, thinly sliced
½ ounce cashews, chopped
1 ounce sesame dressing, your recipe
8 hot dogs
8 hot dog buns

green onion

red onion

cashew
cucumber

redfish

Cayman Hot Dog with
Mango Slaw and
Redfish Ceviche

green bell pepper

Combine fish, onion and bell peppers
and toss with coconut milk, lime juice and
cilantro. Season with salt and pepper to
taste; set aside.
Combine mango, papaya, noodles,
cucumber, green onion and cashews.
Toss with sesame dressing and season
with salt and pepper to taste; set aside.
Grill hot dogs and buns. Top with ceviche
and slaw. Makes 8 servings.

red bell pepper
soba noodles

20

FOOD FANATICS | SUMMER 2014

Many urban legends surround the “mystery
meat” inside a hot dog, but Chris Koetke,
vice president of Kendall College School of
Culinary Arts in Chicago, says rumormongers
couldn’t be further from the truth.
The science behind a hot dog is basically
“making emulsified sausage. You’re creating
something like a mousseline. The difference
is you don’t use the heavy cream. Instead, a
solid fat—could be pork or beef fat, depending
on the hot dog—is cut or emulsified into a
strong protein structure,” he says.
“You take very cold raw meat and grind it
to a paste with ice, salt and flavorings. This
develops elasticity, but because it’s protein,
ice and salt, you get elastic meat. Then you
add fat. Hot dogs have to have a casing.
Natural casings like sheep are very delicate
and have that pop or a snap.”

IN MOST CASES,
YOU CAN’T SEE THE
HOT DOG; YOU SEE
THE CONDIMENTS.
IT IS THE
CONDIMENTS THAT
BRING PEOPLE IN.
—Randy Walters, owner of Pittsburgh Willy’s

ingredients. Randy Walters, owner of
Pittsburgh Willy’s in Chandler, Ariz., shops
daily for his unique condiments, which
provides creativity and buying power. “I
take advantage of specials and maintain
freshness of perishable condiments,” he
says. “My desire to develop and offer unique
condiments from the start of my business led
to huge success.”

Top Toppers

Loaded dogs are often the best performers,
such as the chili cheese dog with mustard,
onions, chili and American cheese ($3.90) at
Pink’s, which makes up 40 percent of total
hot dog sales. Its popularity isn’t surprising,
as a 2013 Datassential report ranked chili,
cheese, onion and mustard as the most popular
condiments, while barbecue sauce, bacon and
relish are showing the most growth.
Specialty toppings can turn hot dogs into a
spectacle. At Susie’s in Chicago, the Pizza Dog
($3.73) is a massive mound of mozzarella, sweet
marinara sauce, onions and green peppers atop
a wiener. Steve’s Hot Dogs on the Hill in St.
Louis offers the Backyard BBQ Dog ($6.99),
reminiscent of a complete barbecue dinner
with tangy sauce, potato salad and baked beans.
Regional specialties tend to have a devout
following. Once sold almost exclusively
from street carts, Sonoran hot dogs (wieners
wrapped in bacon and sometimes served with
beans, salsa and cream sauce) are showing
up across the country at places like Tortaria
in New York, Big Star in Chicago and Xico in
Portland, Ore. Neon green relish is a staple for
any Chicago-style hot dog, but Gene & Jude’s in
River Grove, Ill., opts for a less glowing sweet
relish for its minimalist Chicago-style dog
($2.71), which comes with onions, mustard,
sport peppers and hand-cut fries.
Walters says specialty condiments are the
driving force of success at Pittsburgh Willy’s.
“Every day that I feature a special gourmet hot
dog on Facebook, it becomes our best-seller for
that day,” he says. “In most cases, you can’t see
the hot dog; you see the condiments. It is the
condiments that bring people in.”

Does the Meat Matter?

With all those condiments, it might seem that
the namesake sausage takes second place to
toppings. That’s not so, Pink says.
“Customers still judge the quality of the hot
dog no matter how many toppings are layered
on,” he says.
That doesn’t mean the hot dog must be
handcrafted. “We don’t make our own hot dogs,”
says Doug Sohn of Hot Doug’s. “Vienna [Beef]
does a way better job than I do.”
Serving housemade dogs may be fine for
a small hot dog stand, but not a high-volume
operation, Pink says. “In order to meet
demand, it may be necessary for the owner
to open a factory, which is very expensive,”
he adds. “The key is whether the owner can
generate enough customer demand to justify
the capital investment.”

Oh, Snap!

Texture is just as important as flavor when it
comes to hot dogs, particularly the slight “snap”
when the bite breaks the casing.
The snap is one of the defining characteristics
of the hot dogs at Hot Doug’s and Pink’s. “The
natural casing holds in the juices of the hot
dog so when you bite into it, the flavors of the
spices in the hot dog flow onto the taste buds
and allow the full flavor of the hot dog to be
enjoyed,” Pink says.
Considering the number of snap loyalists, it
might be surprising that the majority of hot dogs
are skinless, according to the National Hot Dog &
Sausage Council. These skinless dogs are cooked
inside a cellulose casing which is removed prior
to packaging.
Snap or skinless, a winning wiener is built on
balance. “You can put fun things on a hot dog,”
says Chris Koetke, vice president of Kendall
College School of Culinary Arts in Chicago, “but
at some point, it becomes oppressive, and you
lose the essence of the hot dog.” n
David Hammond, a founder and moderator
of the culinary chat site LTHForum.com, is a
corporate communications consultant and a
food and travel journalist.
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New Takes on Old Dogs
Are these wiener renditions intriguing or
disgusting? You decide.

❱ Slaw dog: Creamy slaw is a revered condiment in the South, where it’s piled on thick,
like at Hillbilly Hot Dogs in Lesage, W.Va.
❱ Reuben dog: Greatest American Hot Dogs
in Gaithersburg, Md., pairs a split chargrilled
beef dog with corned beef, sauerkraut, Swiss
cheese and a hot “angry sauce” ($6.50).
❱ Croque Madame dog: Senate in Cincinnati
serves a beef hot dog with béchamel, Black
Forest ham and an egg on brioche ($10).
❱ Elvis dog: The Hosmer Hound Dog at the
Red Hot in Tacoma, Wa., pays homage to Elvis,
dressed with peanut butter and bacon ($4).
❱ Mac ‘n cheese dog: Ditch Plains in New
York laddles on this kid favorite ($16).
❱ Bento dog: Los Angeles food truck Dogzilla
tops a dog with grilled onions, avocado, Japanese mayo, housemade teriyaki sauce, furikake
(Japanese rice seasoning) and bacon ($6.50).

Numbers Worth Barking About

30
77
16
$
5.53
Percentage of
menus with hot dogs
that include chili

Percentage of
hot dogs labeled
as entrees

Percentage of hot
dogs that appear on
kids menus

Average price of
a hot dog

Source: Food Genius and Datassential MenuTrends 2013
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America’s prized bivalve, the
scallop, is poised for a comeback
By Kate Leahy
RICHARD PEASE LIVES
ABOUT A MILE FROM
THE PORT IN NEW
BEDFORD, MASS., WHERE
FISHERMEN UNLOAD THE
SEA SCALLOPS SERVED
AT TURK’S SEAFOOD IN
NEARBY MATTAPOISETT.
Pease, Turk’s general manager,
or his brother-in-law Richard
Pasquill, the seafood buyer,
visits the port daily to purchase
scallops directly from the boats
for the family-run operation,
which includes a restaurant,
sushi bar and seafood market.

foodfanatics.com | FOOD FANATICS

25

Scallops are served
sashimi style with a
citrus soy sauce and
tempura-battered
jalapeños at Silverado
Resort and Spa.

On Friday and Saturday nights, Turk’s
serves as many as 100 pounds of scallops.
Envision half-pound plates of U20s every
which way—fried, baked, in sushi, sauteed or
broiled, and often topped with little more than
breadcrumbs and herbs.
Pease knows the catch is extremely fresh
when a shucked bivalve springs back to the
touch. A fresh dry-packed scallop has a little
sheen on the surface and feels slightly tacky,
like a Post-it note. To check quality, Pease will
pop a raw one in his mouth. If there’s a problem,
you’ll know “real quick,” he says.
Scallop consumption is higher in the
Northeast than anywhere else in the country.
While consumption has declined over the last
few years, availability and diner interest are
increasing, positioning the bivalve for a big
comeback. As demand for scallops increases
worldwide (most of New Bedford’s scallops are
processed to be sold elsewhere), however, so
has the cost per pound.
“The price keeps going up,” Pease says. “A
couple of years ago, scallops were $11 a pound.
Now they are $15 to $18. I want to say that people
will stop buying them, but that’s not the case.”
During the economic slump, shellfish took
a hit as consumers curbed their restaurant
26
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spending. From 2009 to 2013, shellfish
on menus fell 2.9 percent, more than any
other protein category, according to menutracking service Datassential MenuTrends.
Scallops took a 9.2 percent hit during the
same period, even more than lobster (which
fell 6.8 percent). Yet the bivalve remains
the third most popular shellfish menu item,
behind shrimp and crab.
“Scallops have always been an easy sell,”
says Portland, Ore.-based Chef-owner Vitaly
Paley, who has served them since opening
Paley’s Place in 1995. “That said, they are
pretty expensive. They’re a luxury item.”
For Paley and many other chefs, scallops
have long been valued for their sweetness,
versatility, quick fire times and sustainable
profile. (Fishing limits have resulted in
population resurgences, and scallop-farming
endeavors look promising.) In this comeback
story, chefs are getting creative with pricing,
preparation and protein pairings.

“If you have a very good quality scallop, the
options are endless,” says Jason McClure,
executive chef of Sazerac in Seattle. “It’s
really about sourcing and then just enjoying
the versatility.”

For Starters

McClure, who buys scallops from a local
shellfish farm, frequently runs a main course
with scallops. But he also finds ways to feature
the bivalve in small plates at the bar, either
by serving a scallop sliced raw as crudo or
accompanying a seared U10 scallop with
vegetables or vegetable puree.
The accompaniments change seasonally—
chanterelle mushroom puree drizzled with
brown butter in colder months and heirloom
tomatoes with citrus vinaigrette in warmer
weather, for example—but the accessible
price remains a constant. “In a small-plate
format, you might have only 50 cents food
cost on the rest of the plate,” McClure

BOLD

IF YOU HAVE A VERY GOOD
QUALITY SCALLOP, THE
OPTIONS ARE ENDLESS.

FLAVORS

BIG

–Jason McClure, executive chef of Sazerac

explains. “You can bring the dish to the menu
for $8 or $9.”
Paley gives customers the option of half
and full entrees. A half portion of a scallop
entree includes two to three ounces of Maine
diver scallops, which might be paired with
red peppers, bok choy and cilantro pesto for
$19. “We started the half-and-full program 10
years ago,” he says. “That’s how we keep the
affordability level. It’s fairly easy to swallow a
dish for under $20.”
While Chef-owner Martial Noguier has
never faced a problem selling his Chicago
audience on scallops, he also watches
menu prices, running scallops mainly as an
appetizer at his restaurant, Bistronomic. He
will pair two seared U10 scallops in a soup
or with vegetables such as cauliflower and
caper berries, which allows him to keep his
food cost at about 26 percent.

Topped
with tasty
crushed red
pepper flakes
and sesame
seeds

TASTES

Protein Pairings

When Noguier features scallops as a main
course, like in his weekday bouillabaisse
special, he augments two ounces of scallops
with three ounces of a lower cost seafood.
“When you use expensive foods like scallops,
you always want to use something that is not
expensive with it,” Noguier says.
Chris Siversen, executive chef and owner of
Maritime Parc in Jersey City, N.J., also adds
other proteins to the plate when offering scallop
entrees. Taking a page from the surf-and-turf
playbook, Siversen sets braised short ribs over
a spoonful of sauce gribiche and tops them with
seared New Jersey U8 scallops and pea tendrils
dressed in horseradish vinaigrette. It is one of
the restaurant’s most popular main courses.
“Scallops add a delicacy to the plate,”
Siversen says, explaining that the rich texture
complements braised meat. And unlike
traditional surf-and-turf plates with lobster
and steak, he adds, the entree won’t throw his
food cost out of line.
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Seared scallops finished with
butter need only a splash of
lemon or other acid to showcase
their appeal.

HILLTOP HEARTH®
HOT & SPICY BUN

Subtle hot sauce heat travels through every bite of this
dense bun, designed to hold up to the biggest burgers.

Exclusively from US Foods®. For more information about Hilltop Hearth® products, please visit www.usfoods.com or contact your local US Foods representative.

SILVERADO RESORT
AND SPA
TOTAL FOOD COST
Download the app on
iTunes or go to
FOODFANATICS.COM
for more on scallops

$8.46
MENU PRICE

$22

SCALLOPS

$5.92

70%

Scallops with
Asparagus Freekeh
Salad &
Chimichurri
Vinaigrette

Raw Deals

Executive Chef Jeffrey Jake
Silverado Resort and Spa, Napa, Calif.

VINAIGRETTE

$.32

4%
FREEKEH

$.38

4%
VEGETABLES

$1.75

21%
GRAPESEED OIL

$.07

3 tablespoons parsley, chopped
3 tablespoons red wine vinegar
2 tablespoons garlic, minced
2 teaspoons red chile flakes
Salt and pepper to taste
½ cup extra-virgin olive oil
2 cups freekeh
1 tablespoon salt
8 pencil-sized asparagus, cut into
½-inch pieces
1 cup teardrop tomatoes, halved
1 cup baby arugula
¼ cup grapeseed oil
8 U10 scallops
Combine parsley, vinegar, garlic and chile
flakes in a food processor and mix until
smooth. Season chimichurri with salt and
pepper to taste and stir in olive oil.
In a large saucepan, bring 5 cups cold
water and 1 tablespoon salt to boil and cook
freekeh, skimming off foam while stirring occasionally. Cover tightly, lower heat to simmer
and cook for 40 minutes. Transfer to bowl and
toss with ½ cup of chimichurri and asparagus.
Then toss with tomatoes and arugula.
Season scallops with salt and heat grapeseed oil in saute pan over medium-high heat.
Cook scallops for 4 minutes until golden crust
forms, turn and cook for additional 5 seconds.
Transfer to paper towels.
Spoon 1 cup of freekeh onto a plate and
top with two scallops. Drizzle with remaining
chimichurri. Makes 4 servings.

Scallops are a hit among Napa Valley
vacationers dining at Silverado Resort and Spa
in Napa, Calif. “The thing about scallops is they
are both salty and sweet,” says Executive Chef
Jeffrey Jake, who often serves scallops at the
Royal Oak, the property’s steak and seafood
restaurant. “Those are two things that attract it
to a large base of people.”
Serving scallops raw or barely cooked
emphasizes their sweetness, he says. Jake
slices U10 sea scallops sashimi-style and
shingles the slices down a plate drizzled with
ponzu sauce. Before serving, he pours hot
sesame oil over the slices and tops them with
tempura-battered jalapeños.
“You haven’t seared the scallop,” Jake explains.
“It’s still raw, essentially, so it’s very, very sweet.
It does well with the heat from the jalapeño.”
At 100 Steps Supper Club + Raw Bar in
Cranford, N.J., Executive Chef Kara Decker
barely sears scallops on the top and bottom,
slices them in half and serves them with raw
oysters and clams, smoked cauliflower, capers
and a dash of hot sauce. Co-owner Andrea
Carbine explains: “It’s a modified version of a
traditional crudo.”
But there’s nothing like serving scallops raw
to emphasize the fresh flavor of a quality catch.
At Andina, a modern Peruvian restaurant in
Portland, Ore., Executive Chef Hank Costello
serves scallops tiradito style, the Peruvian
answer to sashimi. He will serve a sliced U8
scallop with a passion fruit or tart orange sauce,
but he especially likes it with olive oil, sea salt,
lime zest and a couple of drops of vinegar. “You
can really get the flavor of the scallop,” he says.
With scallops, it appears the world is your
oyster. n

Shellfish Steals

$.02

.2%
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How do these bivalves stack up on
menus in various dining segments?

QSR
Midscale
Casual
Fine dining
And where are scallops
the most popular?

West Coast
Midwest
South
Northeast
Source: Datassential MenuTrends

Kate Leahy is a San Francisco-based food writer
and cookbook author who is up to her ears in
flour working on a cookie cookbook.

.8%
SALT & PEPPER

Digging for Scallops

While fresh scallops don’t come cheap, the same isn’t so for
mussels, which can run as low as $2 to $3 a pound. Chefs aren’t
ignoring the bivalve’s value proposition. From 2009 to 2013, the
percentage of restaurants across the country with mussels on the menu grew
3.8 percent to 16.5 percent, according to Datassential MenuTrends.
At Maritime Parc in Jersey City, N.J., mussels cooked Thai-curry style—in a broth of coconut milk and
white wine flavored with kaffir lime, lemongrass, ginger, garlic and fish sauce—have been a hit at brunch,
says Chef-owner Chris Siversen. After steaming the mussels in the sauce, Siversen removes them from
the pot and cooks down the liquid slightly. He finishes the sauce with butter before adding the mussels
back to the pot. From start to finish, cooking time is about 10 minutes. “The cost is much better than any
other appetizer on our menu,” he says.

THE THING ABOUT
SCALLOPS IS THEY ARE
BOTH SALTY AND SWEET.
THOSE ARE TWO THINGS
THAT ATTRACT IT TO A
LARGE BASE OF PEOPLE.
–Jeffrey Jake, executive chef of the
Royal Oak at Silverado Resort and Spa
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Manage your kitchen from anywhere 24/7. Start your order on USFood.com
and finish it on the US Foods iPad or mobile app with real-time synching.
Use your USFood.com credentials or contact your sales representative.
Download on iTunes today.

MOBILE
Android user? You can download the US Foods Mobile app on Google™ play
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and finish it on the US Foods iPad or mobile app with real-time synching.
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Download on iTunes today.
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TREND TRACKER

The heat index on what’s happening

Cauliflower
moves in on
Brussels sprouts’
turf as America’s
Next Top
Vegetable.

With the
World Cup
and Olympics
on the way,
Brazilian
cuisine goes
for the gold.

Fried
chicken
proves
classics
never go out
of style.
Juice is on the
loose as coldpressed bars
take over.

Move over, burgers—hot
dogs are the new grill kings.

ON FIRE

WARMING UP
Root-to-stalk cooking
aims to eliminate waste
and push the boundaries.

KITCHENSURFING
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Sriracha is still
hot, but not as a
food trend.

COOLING OFF

Make friends by
partnering with your
local farmer.

Silicon Valley is
helping chefs
become selfmade stars with
new promotional
apps.

Chefs see sous vide
beyond the molecular
gastronomy hype.

After an
impressive run,
marrow is finally
dropping off
menus.

Diners catch sea fever
for shellfish entrees.

Challenging chef
cookbooks get shelved for
more pragmatic options.

It’s official:
Cronuts have
exhausted
their 15
minutes of
fame.

FOOD PEOPLE

Industry talk on what
matters right now

Lisa Odom is the
chef de cuisine at
Tongue & Cheek
where awesome
staff meals land
on the menu.

Double Duty
Your next comida could
turn into a menu star
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FEED THE STAFF

CAPITALIZING
ON COMIDA
GO FROM
STAFF MEAL
TO MENU
WORTHY

A SIGN OF THANKS AND
CAMARADERIE. A CALM
BEFORE THE STORM.

A chance to sit down and to fuel up. Staff
meal often is more than its name implies.
But a test kitchen, too?
A no pressure environment to test drive new
dishes, staff meal has become an incubator
for menu ideas in many kitchens. Some
deliberately use the opportunity to gauge
reactions to preparations or ingredients.
Others have discovered a winning dish can
come from a happy (and profitable) accident.
Chef-owner Jeff Black owes a top-selling
dish at Pearl Dive Oyster Palace to a comida
he scraped together on the fly for the
dishwashers at his first restaurant, Addie’s.
One night, upon discovering that no one
yet had “fed the boys,” he instructed his
saute cook to fry some chicken thighs, which
had been braised in red wine and veal stock
for the restaurant’s coq au vin dish, in the
kitchen’s calamari batter. The dishwashers
practically licked their fingers clean.
“For days after that, the dishwashers were
like, ‘Jefe, jefe, pollo frito!’” Black says. “So I

said to the cook, ‘Go ahead, cook me a piece.’
I ate it, and it was insanely good. I kept (the
idea) in my back pocket.”
Fast forward a few years and this winebraised, twice-cooked fried chicken is
among the best selling dishes at his seafood
restaurant in Washington, D.C.’s 14th Street
neighborhood. Black tweaked the dish a bit
before adding it to the menu, swapping red
wine for white and removing carrots from
the braising liquid so it wouldn’t stain the
meat red, but the recipe remains quite close
to the chicken first fried for the back-ofhouse staff.
“We thought it might be fun,” Black says of
the decision to put fried chicken on the menu
at an upscale seafood spot. “But once the
critics tried it and it got a lot of ink, everyone
wanted to come in for it.”
Braising then frying chicken is a timeconsuming technique, but Black optimized
the labor by offering to-go buckets. While
he has no plans to open a fried chicken
restaurant, he can’t deny the excitement
behind the dish’s unexpected success.
More than 1,000 miles away in Miami,
Tongue & Cheek has found a way to capitalize

on staff meals: add them to the menu as happy
hour specials.
Between 5 and 7 p.m., the casual, chef-driven
American restaurant offers drink specials
alongside a daily changing TV dinner-style
plate at the bar for $10. It’s a chance to extend
Tongue & Cheek’s family meal beyond the
kitchen and justify a slightly higher food cost
for comida. “Mexi-can Mondays” means tacos,
yellow rice and an avocado-tomato salad. “Big
Daddy’s BBQ” means ribs, corn and potatoes.
Sundays, it’s “Clean Out The Kitchen Sink Day.”
The happy hour’s popularity has
been a boon to business and has also
fostered friendly competition in the
kitchen. Instead of serving odds and ends
for staff meal, Chef-owner Jamie DeRosa found the challenge of making a menuworthy dinner has inspired his cooks.
“They take more pride in what they’re
cooking,” DeRosa says. “Suddenly, it’s ‘Who can
make the best barbecue sauce?’ It’s not just a
task. They want to show off.”
Adding staff meals to the menu doesn’t have
to mean restructuring service, though. It can
be as easy as watching for staff reactions and
asking for feedback.

THEY TAKE MORE
PRIDE IN WHAT
THEY’RE COOKING...
THEY WANT TO
SHOW OFF.

- Chef-owner Jamie DeRosa of Tongue & Cheek
on the staff ’s efforts to make a menu-worthy comida

By Kate Bernot
Photography by David Durbak
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At Chicago’s Takito Kitchen, Chef David
Dworshak first tested a new way of cooking
sopes at staff meals. The version Takito
already served at brunch was performing
well, but he wanted to experiment with a
fluffier version made with polenta, cheese
and corn.
“It was a small tweak, but it made a big
difference,” Dworshak says. “People went
crazy for it.” Gauging reactions from staff,
especially servers, clued him in to which
version of the sopes was menu worthy.
However, he notes that staff meal is a much
different animal than regular service.
“Something for staff meal that you’re going
to put on the menu should be cased out a
few times before it really hits,” he says.
Testing menu items during staff
meal can seem like extra work, and
it’s not going to happen on days when
reservation books are full and the
kitchen is short a dishwasher. But taking
one or two days each week to test new
dishes with the staff can pay dividends
with a few happy accidents. n
Kate Bernot is the nightlife editor at RedEye
Chicago who’s always eager to try comida.

Peaches & Cream
Chef Jamie DeRosa
Tongue & Cheek, Miami

¼ cup olive oil, plus 1 tablespoon,
divided use
¼ cup sherry vinegar
1 teaspoon salt
8 small ripe peaches, peeled and quartered
1 cup feta cheese
Salt and freshly ground black pepper to taste
8 tablespoons peach sorbet, your recipe
½ cup hazelnuts, chopped
1 teaspoon lime zest
2 sprigs micro cilantro
Combine ¼ cup olive oil, sherry vinegar and
salt and marinate half the peaches for 1 hour.
Whip the feta cheese with remaining 1 tablespoon olive oil and season with salt and pepper
to taste; set aside.
To serve, swirl feta like the Nike swoosh on
4 plates. Divide marinated and unseasoned
peaches over the feta. Garnish with sorbet,
hazelnuts, lime zest and micro cilantro.
Makes 4 servings.
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TALK SHOP

Ethan Stowell, chef-owner

How do YOU
deal with theft?

Tavolàta, How to Cook a Wolf, Anchovies & Olives, Staple
& Fancy, Ballard Pizza Company, Rione XIII, Bar Cotto,
Mkt. and Red Cow in Seattle
Backstory: Nell’s Restaurant and The Painted Table in
Seattle; Seeger’s in Atlanta

Foster a Positive Company Culture

“I understand if people are down and out, but if we catch
somebody, we have no qualms about firing them. We don’t really
have security cameras, locks and chains or electric fences. It’s
not in tune with Seattle’s culture to have cameras everywhere.
Our biggest theft was when someone stole about $10,000 from
our safe. I didn’t get mad or yell. We never found out who did it,
but I told the manager on duty that he was asking for trouble
because the safe wasn’t locked.
Don’t put people in positions where they’re tempted like that,
or where it’s easy. Having a solid company culture is important.
I’m all about treating people with respect and trust. It’s the
best bet to prevent people from stealing from you because it’s
really hard to steal from somebody you like. We foster a positive
company culture through positive encouragement, respect and
being a cheerleader instead of a criticizer.”

By Matt Kirouac

AS IN ANY INDUSTRY, INTERNAL THEFT IS AN
INEVITABLE REALITY. BUT IN THE RESTAURANT
BUSINESS, FIVE-FINGER DISCOUNTS HAPPEN
MORE OFTEN WHEN PRODUCT AND CASH PASS
THROUGH MANY HANDS. EASE THE HEADACHE
OF THEFT-RELATED PROBLEMS BY HEEDING THE
ADVICE OF FIVE OPERATORS WHO HAVE BEEN
THROUGH THE WRINGER.

Celina Tio, chef-owner

JULIAN, Collection and The Belfry
in Kansas City, Mo.
Backstory: The Ritz-Carlton
in Philadelphia; The American
Restaurant in Kansas City, Mo.

Mutual Respect Earns Trust

“I’ve learned that there’s a fine line
between trusting everyone to have the
same work ethic as you and being smart
about what could happen. Have video
so you can see what’s going on at the
time or go back and review.
I have been lucky to have great
people on my team. I go into every
relationship with 100 percent trust,
including people I hire whom I don’t
know at all. Hopefully, if you empower your crew to make your guests happy and treat them fairly, they won’t
feel the need to steal. I want to take
care of my crew and treat them well,
but as soon as they feel entitled, it
takes away from my wanting to give.”
A culinary school graduate, Matt Kirouac wields words better than a knife,
writing about dining in his hometown of Chicago and around the country.
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Josh Galliano, chef-owner

The Libertine in Clayton, Mo.
Backstory: Daniel in New York; Monarch Restaurant in St. Louis, Mo.

Know What You’re Up Against

“Many employees steal because the opportunity exists due to a non-observant
employer or a lackadaisical inventory system. The problem with opportunity
is that it always exists; it becomes a problem when an employee feels entitled
to something that results in theft. Some theft occurs that is a burden to our
customers. A front-of-house employee can take advantage of the POS ability to
charge the customer more than they should pay. Or when a server overcharges a
customer for a cocktail by adding modifiers with charges so that a martini all of a
sudden has an upcharge. This type of theft is damaging to the restaurant and to
the restaurant’s reputation.
We’ve streamlined our ordering procedures so that this type of gouging
does not occur. We’re monitoring habits, checking inventory and auditing
tickets. Our restaurant tries to combat (theft) by paying competitive wages.
We take personal interest in our employees and their goals, helping them
feel pride for their craft. And we cultivate a group dynamic through events
that involve our employees, which can be anything from our Fourth of July
barbecue to field trips to an abattoir.”

WE’RE MONITORING HABITS, CHECKING
INVENTORY AND AUDITING TICKETS.
-Josh Galliano
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Mike Mercatoris, owner

Zheng Asian Bistro, Riviera Supper Club and GRIND in Glenwood
Springs, Colo.
Backstory: Mountain Dragon and Grill On The Deck in Snowmass
Village, Colo.

View Theft as an Opportunity

“Theft prevention starts with the design process. We design restaurants so no
one can receive product without ordering it from a POS station. The person who
receives product from vendors is not the same person who does the ordering
from vendors or counts inventory. The people who handle product use measures
to keep an accurate count. The next layer is getting all recipes broken out, costed
out and programmed into the POS. Knowing what you have, how much you have
and where it is helps you know when you have a problem.
When it comes to theft, we look at what it was, then why the person did it. Are
they doing it on purpose or because they have not been trained properly? Do they
fully understand how pour costs work and how over-pouring affects the performance of the restaurant? Or are they doing it to pad their tips? In the case of the
latter, we have systems in place to make sure we have the proof we need. After we
have proof, the conversation is fairly easy and the result is obvious. Blatant theft
is not tolerated no matter how good the employee.”

KNOWING WHAT YOU HAVE, HOW MUCH
YOU HAVE AND WHERE IT IS HELPS YOU
KNOW WHEN YOU HAVE A PROBLEM.
-Mike Mercatoris

Dave Bucks, director of operations

Tristan and Ms. Rose’s Fine Food & Cocktails in Charleston, S.C.
Backstory: TBonz, 82 Queen and Sunfire Grill & Bistro in Charleston, S.C.

Keep Track of the Little Things

“I caught on to a scheme a few years back where one of the managers would delete
cash payments with promotions and pocket the cash. I first noticed it right before
he was going on vacation because he took a little bit more money than he had
been taking.
It put up a red flag, so I went back through the records while he was on vacation.
When he got back, it was a rude awakening. It was over a few thousand dollars I
tracked back to him over the year. It was stuff that didn’t stand out on a nightly
basis, but it added up. Once I was able to track it, I was able to prosecute.
Today, when I talk to managers, I give trust easily until someone gives me
reasons to question that trust. It’s really a gut feeling. I’ve learned from the past
and added more technology to help me track things better. I can trace things right
from my phone now [from an app called Pulse] so any time there’s a comp, I get a
message sent that ties to our POS system.” n
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OFFICE WORKER OR
BUSINESS TRAVELER,
MOST PEOPLE WOULD
RATHER AVOID DINING
ALONE THAN ENDURE THE
STIGMA ASSOCIATED WITH
A TABLE FOR ONE.
But in an increasingly competitive
marketplace, savvy establishments are
carving out cost effective niches for
individual diners, leveraging a unique mix
of new spaces and personalized service.
“Restaurants are opening up at a faster
pace than consumers are going out to
eat,” says Darren Tristano, executive vice
president of Technomic, a foodservice
research firm. “It’s important to do the
things that will attract solo diners because
if you don’t, they will go elsewhere.”

PORTRAIT
OF A LONER

53%

Breakfast diners who
eat solo, the highest
of any meal time

47%

Adult meals
eaten alone

Rise of the Counter Culture

BAR

NONE

COURTING SINGLE DINERS
BRINGS MORE TO THE TABLE
THAN ONE
BY PETER GIANOPULOS PHOTOGRAPHY BY DAVID DURBAK
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The discomfort around solo dining is likely
tied to the school cafeteria where eating alone
was seen as a mark of shame and isolation.
But as fewer families eat as a unit and more
adults are forced to eat while they work, the
definition of what makes a “normal” meal is
evolving. According to The Hartman Group,
a consumer research firm, 47 percent of
adult meals are now eaten alone, a dramatic
alteration in dining habits that has created
an opportunity for restaurants to increase
their bottom line.
Restaurateurs are rethinking bar counters
and creating communal tables, both of which
can turn small individual check averages into
larger tabs.
“It’s all about flexibility,” says professor
Ezra Eichelberger of the Culinary Institute
of America in New York. “Some diners just
want a seat, so they sit on one end and eat
alone. Others want to be part of a group.
Every chair is real estate.”
At the newest Pacific Pie outpost in
Portland, Ore., owner Sarah Curtis-Fawley
plucks inspiration from old-fashioned
diners for her homey café. Wide bar tops
accommodate single diners enjoying full
meals, while magazines and individualsized pies helped boost solo dining traffic for
breakfast, lunch and dinner.
“Some people don’t cater to single diners
because they worry the check will be too
small,” Curtis-Fawley says. “But you never
know when that single diner is going to

40%

Meals eaten
at work

41%

Solo diners who
are female

Source: “Modern Eating:
Cultural Roots, Daily
Behaviors,” 2013, The
Hartman Group

59%

Solo diners who
are male

44%

Meals eaten at
restaurants

become a regular. It becomes part of their
routine and then they start bringing friends.”

Find Your Niche

Instead of thinking about solo diners as a
single demographic, Phil de Gruy, owner
of three Phil’s Grill eateries in the greater
New Orleans area, invested in demographic
studies to pinpoint which single diners are
likely to visit his restaurants.
Near his downtown location, he found a
large swath of single diners between the ages
of 28 and 45. To cater to this diverse group,
he installed multiple power outlets near
tables and purse holders at the bar, extended
happy hour specials from 4 p.m. to 7 p.m. and
converted a series of two-tops into communal
tables during peak hours.
“When someone walks in solo, we never say,
‘Are you dining alone?’” De Gruy says. “I’m
banking on my solo diners and bar patrons to
drive a significant portion of my sales here, so
we need them to feel welcome.”
At Sofrita in Fountain Hills, Ariz., owner
Carolyn Redendo homed in on dog lovers. She
created an outdoor dog patio, spreading the
word through Facebook and local pet stores.
Soon, more young solo diners were dropping in
for lunch to graze on her healthy lineup of tapas
and salads. She estimates that 20 percent of her
diners are now solo customers.

Dinner and a Show

Some solo diners prefer privacy, but dining
out has become a social affair for many who
enjoy having a quality meal while interacting
with fellow foodies and chefs.
G.J. Hart, chief executive officer of
California Pizza Kitchen, thinks the secret
lies in mixing entertainment with comfort.
His newest restaurants wrap a counter

around the pizza oven, allowing patrons to
talk with chefs as they roll, pack and spin
their pizzas.
“People dining alone (want to) have a place
to enjoy their meal or drink and be a central
part of the activity in the restaurant, right in
front (of the action),” Hart says.
In Southern California, Top of the Market
Executive Chef Ivan Flowers has seen
success with wrapping more than 20 seats
around his exhibition kitchen and training
his chefs to give small cooking demos.
“We train our chefs to do a little extra,
to talk to people and make them feel
comfortable,” Flowers says.

Comfort Zones

Speed, comfort and value are central to luring
solo diners, says Zoe van Empel, food and
beverage manager of Amuse in Chicago. Simple
classics like club sandwiches, soups and salads
served in 15 minutes or less are a favorite
among the power lunch crowd. To keep them
coming back, she instituted food and drink
pairings for $20 and created a separate room
where guests can eat on couches in front of TVs.
For Jacob Cross, vice president of marketing
and public relations for the Puccini Group, it’s
all about slowing things down. Small plates,
unique cocktails and a comfortable mix of
lounge and bar seating allow solo diners to
cocoon. That sense of relaxation turns small
checks into big ones.
“Solo diners don’t want to feel any
pressure,” he says. “Give them time, make
them comfortable and at ease and they will
respond.” n
Peter Gianopulos is a freelance writer,
restaurant critic and adjunct professor who
finds respite in dining alone.

Sweating the Small Stuff

Attracting solo diners doesn’t require a major overhaul—just some thought:
❱ Do Some Channel Surfing: Ditch the
routine playing ESPN or CNN 24/7 by
switching flat screens to the Food Network or
slipping in a DVD.

❱ Go Green: Burgers still reign, but a creative
salad or unique vegetable plate is a big draw
for solo health-conscious diners.

❱ Think Fast: Make certain menu items
available for takeout. When word gets out that
customers can grab a great meal and go, single
diners will come calling.

❱ Spring for Wi-Fi: Many single diners
just want to eat alone, preferably with their
smartphone or tablet as a partner. Invest in WiFi and provide solo diners with a password as
soon as they sit down.

❱ Watch the Clock: Create incentives to lure
working professionals during slower hours.
Solo diners looking for spots at off-peak times
often become regulars.

❱ Give the Stuff Away: Free kitchen bites,
like a sip of soup, roasted vegetables and bar
bites, can whet diners’ appetites and lead to
bigger checks.

FOOD FANATIC ROAD TRIP!

MONEY & SENSE

Get a mouthful from our resident expert

THE HIGHLIGHTS
Taste of Belgium

It’s all about
increasing the
bottom line

You can’t have an Old World neighborhood
without an authentic Belgian restaurant complete
with beer and waffles.

Bakersfield

The ultimate stop-off for
taco fanatics, Bakersfield
serves up Cincy’s best
Mexican food alongside a
killer selection of tequila and
locally brewed beers.

Camp Washington Chili

The Smithsonian institution honored this
70-year-old Cincinnati chili joint as an iconic
national food destination.

FOOD FANATIC

Paul Sturkey is a Food Fanatic
for US Foods who loves and
lives in Cincinnati. Follow the
Food Fanatic @ChefPaulSturkey

Find more
of Chef
Paul’s
Cincinnati
picks in
this video.

Cincy, The Queen City, The Tri-State—call it what you will.
Cincinnati is Ohio’s third largest city, but its culinary scene
is one of the fastest growing.
Among its many nicknames, Cincinnati was dubbed
Porkopolis during the 1800s for its abundance of hogpacking centers, and chefs continue to honor that title.
Barbecue joints run rampant, and our love of meat opened
the door for a craft beer renaissance, with diners raising
steins at breweries like Christian Moerlein Brewing
Company and Rhinegeist Brewery.
Historic district Over-the-Rhine is currently on the
culinary front burner after a major renovation. For a taste
of the old country, Nicola’s Restaurant has some of the best
Italian food. Or for trendy pub grub, Senate serves up eight
gourmet hot dogs with plenty of beer on draft.
Love it or hate it, there’s no denying Cincinnati chili.
A mess of chili, cheese, onions and beans slopped over
spaghetti, it’s definitely an acquired taste. And it isn’t a visit
to Cincy without a trip to Jungle Jim’s, a 200,000-squarefoot grocery store with virtually every specialty foodstuff
imaginable. Food is everywhere in Cincinnati—just dig in. n
Get more recommendations at FoodFanatics.com
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Owner Ted Gregory didn’t earn
the moniker “The Ribs King” for nothing,
serving up barbecue-slathered
ribs since 1951.

At All Costs

BOCA

Chef-owner David Falk’s new
downtown hot spot features
rustic Italian-French cuisine,
which means the pastas are
absolutely insane.

Handling the seesaw effect of rising commodity
prices doesn’t require drastic measures

HUMMUS BISQUE WITH BOURBON BACON
16 ounces hummus
2 quarts vegetable or chicken stock
1 pint heavy cream
2 tablespoons curry powder
4 ounces bourbon bacon, cooked and crumbled
Salt and freshly ground pepper to taste

Combine hummus and stock and whip until
smooth. Add cream, curry, heat to a simmer
and ladle into bowls. Garnish with bacon and
season to taste. Makes 10 to 12 servings.

ILLUSTRATION BY TIM MARRS

Cincinnati

Montgomery Inn

HIGH

WHETHER ON LAND OR BY
SEA, THE RISING PRICE OF
BEEF AND SEAFOOD CAN
DO SERIOUS DAMAGE TO
THE BOTTOM LINE. BUT
CHEFS ACCUSTOMED TO
ROUGH WATERS KNOW
HOW TO NAVIGATE AWAY
FROM DANGER: THEY
DIVERSIFY AND ADAPT.

WHEN FOOD COSTS
SKYROCKET, CHEFS OUTSMART THE MARKET
BY DAVID FARKAS
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Consider the menu at Red, The
Steakhouse, a four-unit chain with locations
in Northeast Ohio and South Florida. The
restaurant’s 10 beef options, such as prime
steaks, account for 60 percent of its sales,
but the remaining 45 dishes include seafood,
pasta and other proteins.
“By having those pasta and fish options and
other non-steak items, you then have a lot less
impact when beef prices go through the roof,”
says Jonathan Bennett, executive chef of Red.
Beef supplies began tightening last year
after a three-year drought thinned herds and
upped the cost of feed. The U.S. Department
of Agriculture predicts beef production
will plunge 6 percent this year to 11 million
tons. Ranchers are reportedly keeping cows
from feedlots to breed more cattle, which will
command higher prices due to shortages.
If cattle prices continue to climb as
predicted—a fate also facing seafood—
operators will be faced with passing along the
costs to diners, dealing with smaller margins
or making menu changes.
After last year’s significant price increases for
nearly every popular species, including shrimp,
salmon and tilapia, seafood experts like John
Sackton say the cost hikes will continue.
Reasons vary but experts agree that supply
constraints, swelling worldwide demand
and sellers’ resulting ability to raise prices
contributed to the increases.
Dealing with higher seafood costs is not
as challenging as beef, Bennett says. Like
all chefs, he can offer lesser known types of
fish or purchase seafood in season to avoid
higher food costs.
“It’s one area where we have more
possibilities to change,” he says. “It’s not that
big of a deal whether we’re running grouper,
halibut, scallops or black cod. You have such
limited ability to really play around with
profitably with steaks.”

The inevitable, however, is around the corner
if it hasn’t hit already, Bennett and other chefs
say. No longer able to absorb the higher cost of
seafood, restaurateurs will have to pass on the
increases to diners.
Like many restaurant operators, Tommy
Lee, chief executive officer of the Dallas-based,
13-unit Rockfish Seafood Grill, prefers not to
raise menu prices and lose customers.
“I’ll always take an additional guest who
comes in for compelling offerings over saving
a few pennies here and there,” says Lee, who
doesn’t expect seafood prices to stabilize for
two to three years.
But new items are pushing past the $20 mark
on a menu where seafood entrees have sat in
the teens. For example, a dish of seared U15
shrimp and U10 scallops with asparagus and
orzo, which performed well as a special, is now
a regular entree priced at $21.99.

New Directions

In recent years, creative chefs have learned
that they can satisfy carnivores’ cravings with
lesser cuts of beef, an approach they will need
to call on more often as prime cuts become
even costlier.
“If you are a small-scale operator and have
menu flexibility,” says Lauren LeFranc, a
foodservice purchasing consultant at Results
Thru Strategy, “then it’s just customary to push
guest palates in other directions.”
Chef Matt McMillin recently pulled a
19-ounce bone-in USDA Choice ribeye from the
menu at Cooper’s Hawk Winery & Restaurant
after realizing he’d have to up the $34.99 price
to maintain the profit margin. Its replacement:
a 14-ounce strip steak for $32. “It’s a better
value all around for everybody,” he says.
McMillin, director of culinary arts and
beverage for the 15-unit chain based in
Countryside, Ill., contracts yearly for beef, but
he continues to experiment with value cuts.
An 8-ounce grilled prime skirt steak, which
is served with chimichurri sauce, roasted
vegetables, Parmesan fries and citrusy aioli, for
example, has been successful. “We don’t have
to go high on that,” he says of the $23.99 dish.
Skirt steak is now making a cameo in salads
instead of more expensive tenderloin.

Small is Better

Portion size is shrinking, whether for beef or
seafood. “It doesn’t have to be that 24-ounce
cowboy ribeye,” says Dave Zino, executive chef
for the National Cattlemen’s Beef Association,

Meat &
Seafood Futures
Industry analysts predict
that beef and seafood
prices will continue to
climb steadily this year.

By the second half of 2014, restaurants will start reacting to price hikes,
says Walter Sommers, president of
Ruprecht Company, a Chicago-based
meat distributor. He believes prices
for ground beef, along with chuck
and round cuts—typically the least
expensive of subprimals—could leap
20 percent this year.
John Sackton, editor and publisher of Seafood.com News, considers
2014 “a reaction year,” a time when
restaurants finally raise menu prices
for seafood after spending the last
few years absorbing higher costs.
This will be true particularly with
shrimp because pressure on margins
has become too great to bear.
“Shrimp availability has come to
my attention as an issue across our
concepts,” says Rob Wilder, chief
executive officer of Washington,
D.C.-based ThinkFoodGroup, which
operates 163 upscale restaurants
nationwide. “It’s truly a concern when
it comes to price and quality.”
Seafood consumption in the
United States, however, has dropped
almost 13 percent since 2006,
according to a report by the National
Marine Fisheries Service. The report
shows that shrimp consumption
fell from 4.2 pounds in 2011 to 3.8
pounds per person in 2012. The
decline was due in part to the high
cost of shrimp driven by shortages.
Last year, black gill disease seriously
hampered both farm-raised and
wild-caught production in the United
States and abroad.
High prices worry Andrea Hance,
who owns two shrimp boats in the
Port of Brownsville, near Brownsville,
Texas. She estimates wholesale costs
for Texas Gulf shrimp have climbed
20 to 30 percent in the last year. “We
have buyers calling us up wanting to
buy our catch before it even hits the
dock,” Hance says, citing prices of
$7.50 a pound. “We don’t want prices
rising so much that people stop
buying Gulf shrimp.”
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8 Ways to Deal With Rising
Beef & Seafood Costs
Go family-style
with a larger cut
of steak and price
per person for a
specific number
to make the dish
feel indulgent but
affordable.

Slice and
fan out meat
to suggest
a bigger
portion.

4

Boost yields by
cooking
marinated
beef sous vide.

54

FOOD FANATICS | SUMMER 2014

Employ less
costly cuts like
ranch steak,
hanger tender
and petite
tenders.

Mix ground brisket
with ground chuck
for burgers and
market the blend
accordingly.

6

Lower plate cost by
serving whole muscle
beef with sausage or
chicken thighs.

Reimagine beef
and seafood
entrees as
appetizers.

8

Purchase seafood
in season and
feature promotional
items from purveyors
as specials.

A VARIETY OF INTERESTING
VALUE CUTS FROM THE CHUCK
HAVE GREAT MARBLING AND
CAN BE GRILLED AS STEAKS.
—Andrew Hunter, Los Angeles-based chef and consultant

who recalls being thrilled by a plate of steak tacos in
an airport steakhouse in Denver. “It was presented
in a DIY (separately) fashion, so I got to make my
own steak tacos.”
Using beef as an ingredient rather than a
center-of-the-plate protein appeals especially
to millennial diners, he says. “Life is an
experience for them. They’ll take a picture
of the dish and say, ‘Look, I got to make this.’”

Perception is Reality

At Michael Chiarello’s Coqueta in San Francisco,
beef works within the Spanish-inspired concept and
the bottom line. For example, on the family-style
“larger plates” section of the menu, the 32-ounce
grilled bone-in ribeye steak with aromatic Moorish
pepper is $20 per person but serves four.
Chef de cuisine Ryan McIlwraith has also served
an 8-ounce ribeye steak, grilled medium rare, thinly
sliced into ribbons and piled high on a cutting board
with a seasonal relish and mizuna.
“We want to get chefs to think about presenting
(meats) in a beautiful way that has dimension, to
dazzle customers with visual presentation,” says
Andrew Hunter, a Los Angeles-based chef and
consultant. “If you’re serving a steak at the center
of the plate with a vegetable at nine o’clock and
the starch at three, your dish is boring. Those
days are over.”
Instead, Hunter recommends using cost-effective
eye of round for a popular Asian dish. “What’s better
than sliced teriyaki marinated beef and lightly
steamed Chinese broccoli with a wonderful sauce?”
he says. “It’s a nice presentation, and it feels like a
bigger portion.” n
David Farkas is a freelance business writer and
restaurant critic who has covered the hospitality
industry for 20 years.
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CUSTOM CHEF-FARMER
PARTNERSHIPS PUSH THE NEXT LEVEL
OF THE LOCAVORE MOVEMENT
CHEFS PARTNERING WITH
FARMERS IS THE LATEST
EVOLUTION IN THE FARMTO-TABLE MOVEMENT

Pacts Rule
By Heather Lalley
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Such arrangements go beyond chefs shopping
farmers markets or developing a stable of nearby
growers. These partnerships vary, from farmers
growing exclusively for a chef to dedicating
specific acreage to the restaurant. But they all
allow what makes the partnerships so alluring:
chefs getting the exact produce they want, right
down to choosing the seeds.
“That’s really where the next level of farm-totable needs to go,” says Meghan Sheradin, executive
director of the Vermont Fresh Network, a group
that works to build farmer-chef relationships. “The
power of having commitments and planning with
each other is super important.”
Locally sourced food is more popular than ever,
claiming the top spot for the third year running in
the National Restaurant Association’s menu trend
survey of more than 1,000 chefs. Sustainability and
other farm-to-table buzzwords claim six of the top
10 hot topics for 2014. Farmer-chef business duos
can be structured in several ways. A season’s worth of
produce can be paid upfront (a highly risky option),
while other partnerships have payment structures
in place. Cynthia Sandberg of Love Apple Farms and
Chef-proprietor David Kinch of Manresa restaurant
in Los Gatos, Calif., agree on a monthly fee for all

produce grown on the farm. Sandberg says Manresa
makes up about 20 percent of her farm’s profits.
“It’s hard to quantify the benefits, like the publicity
my farm gets from being partnered with one of the
best restaurants in the world,” she says. “I can sell
more seats in my gardening classes and cooking
classes. If I didn’t have any other revenue, he would
have to pay me more.”
Special arrangements can also prove fruitful,
providing income flow for the farmer and easing
the billing for the chef. Per pound rates for each
item paid on delivery work for chef-farmer
partners like Co-owner Sean Baker of Gather in
Berkeley, Calif., and Verbena in San Francisco,
and farmer Linda Butler of Lindencroft Farm in
Ben Lomond, Calif.
“It was the most beautiful farm I’ve ever seen,” says
Baker. “Perfectly storybook. Everything she grew
was just very beautiful. You could feel the attention
to detail.”
Baker, who buys everything grown at Lindencroft
Farm for his restaurants, purchases 50 to 200 pounds
of produce each week depending on the season. The
Butlers set the price for each item, based on market
rates and their labor.
Baker will, however, start a discussion about prices.
Once Butler tells him how much labor was required
to harvest a product (tiny edible flowers for garnishes,
for example), he often agrees to the original quote.
Custom grown produce can cost 5 to 20 percent
more than conventional, but Baker’s diners are
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willing to pay more for such high-quality
ingredients. In addition, his chefs are careful
about waste.
To keep food costs in line, chefs can
make slight price increases for popular
high-volume cocktails or dishes. Another
option is to source specialty and heirloom
items through a farmer partnership but
workhorse ingredients, like garlic and
onions, elsewhere.
“There’s not a one-size-fits-all answer,”
says Daniel Pliska, executive chef of the
University Club at the University of Missouri
and the American Culinary Federation
Central Missouri chapter president. “The
relationship needs to be really honed well.
One has to be able to support the other. It
depends on where you’re located and the
profile of your restaurant menu.”
Partnering with a farm puts a restaurant
on the forefront of the local food movement,
which will likely attract diners who support
farm-to-table experiences. This publicity
benefits the farmer, too.
Beyond potential media mentions, the
restaurant receives individual attention from
the farmer and the selection of premium and
niche ingredients.
Sandberg grows hundreds of varieties of
vegetables, some esoteric, for Kinch. Since
he is the only chef she grows for, produce can
be harvested at any stage, such as kale when
the leaves are a certain length. “I don’t have
to worry about the specifications of another
customer,” she says.
The partnership has a ripple effect with
restaurant staff. Employees can visit the
farm, weed and work the land to make a
connection with the food they are cooking
or serving. They, in turn, can share firsthand
experiences with customers.
For many chefs, the partnerships lead
to side benefits. Baker has not only seen a
strengthened friendship with Butler, but
also a creative inspiration for his cooking.
“It’s given me a whole lot more personal
connection to the dishes I cook,” he says.

Chefs must vet prospective farmers
by talking with other chefs, growers and
organizations, and by asking hard questions
about the farmer’s experience, business model
and growing practices. “A good gardener
doesn’t always equate to be a good farmer for
your restaurant,” Sandberg says.
Ensuring that the farmer can supply enough
of the right product is also a consideration.
For an operator like Pliska, who runs five
kitchens at the University of Missouri, it’s
almost impossible to find one small farm
that can supply everything he needs.
Kitchens also need to be prepared for
whatever the farm brings. Canning and
preserving techniques come in handy to
stretch the use of high-quality ingredients.
Both chefs and farmers are at the mercy of
weather and other unpredictable variables that
could decrease expected yields, such as blight
and livestock illnesses.
The farmer—not the chef— should select the
farmland, Sandberg says, adding it’s essential
to ensure that the farmer lives on the land.
“You want a farmer who is completely in tune
to what happens on the land, whether it’s 5
a.m. or 10 p.m., or when the pipe breaks or the
animals break out of the pasture in the middle
of the night,” she says.
These relationships are delicate ecosystems,
with each side dependent upon the other. “If he
goes out of business, I’m going to have to find
another customer,” Sandberg says. “And the
downside for him is if I go out of business, he
has to start his partnership all over again with
another farmer.”
But even with these risks, both sides agree
that the increased quality is worth it.
“If you run a small business dedicated to
quality, you have to buy ingredients like we’re
talking about to keep your food at a high level of
quality,” Baker says. n

Read This Before
Digging In
Whether the chef-farmer relationship
is exclusive or not, it requires bushels of
trust and communication on both sides.
Some considerations:

Know the details of the farm’s operating

methods, from weeding to watering,
especially when summer can bring repeated
rainless days.

Understand the risk involved and

be sure to have a contingency plan in case
of problems.

Be the kid in a candy store for a moment,

but heed the farmer’s advice when he says
the obscure strain of cauliflower you want
won’t grow well in your region.

Promote

the uniqueness of growing
ingredients to your specifications with your
guests.

Go for a trial season to see how the

arrangement works out; add an escape
clause in the contract.

Heather Lalley is a Chicago-based freelance
writer, author of the farm-to-table cookbook
“The Chicago Homegrown Cookbook” and a
part-time baker.

Cynthia Sandberg’s Love Apple Farms in the Santa Cruz Mountains, opposite page, has an exclusive
partnership with Chef-proprietor David Kinch of Manresa in Los Gatos, Calif. Because of the arrangement,
Kinch can harvest produce at any stage, such as the radishes (left) and different varieties of basil (right).
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iHELP

BY CARLY FISHER
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million active users 15-second
video capabilities a year ago and
introducing sponsored video and
photo ads in November (albeit at
premium prices).
Use these wildly popular
platforms to give a tour of
your kitchen, like restaurateur
Scott Conant, who showed the
kitchen at Scarpetta in New
York with Vine.
Service demos for staff
training always make for
decent fodder. Chef-owner
Eric Ripert of New York’s
Le Bernardin uses Instagram
video to show how the
restaurant folds napkins.
Searchable hashtags

like #kitchenlife and
#restaurantlife are popular
for sharing the chaos of
working the line or creating
a goofy montage of back-ofhouse antics.
For the artistically inclined,
Vine’s automatic looping feature
can create a cool effect for
shorter images, like the egg yolk
suspended in water shot by Chef
Richard Blais of The Spence in
Atlanta. Use it to promote your
offerings, like Table Fifty-Two
in Chicago, which shot a series
of takes to showcase its bourbon
and whiskey collection. Haydel’s
Bakery in New Orleans created a
stop-motion animation of French
Market K-cups to promote its
new coffee supply. And it never
hurts to do something weird:
Southern Soul Barbeque in St.
Simons Island, Ga., shot a video
of fireworks exploding a hot
dog—because why not?
Chef Gregory Gourdet of
Departure Restaurant + Lounge
in Portland, Ore., prefers
Instagram for its lengthier
15-second time frame and
lack of “noise” compared to
Twitter. He uses it to show
off labor-intensive dishes
at the restaurant and form
a connection with diners.
“Followers and fans who don’t
know you can see you are a real
person—they can hear your
voice and see your mannerisms,”
he says. “I post videos of me
doing things outside of the
kitchen so they get a full picture
of who I am.”
The versatility of photos
and videos on Instagram is the
draw for Chef Craig Deihl at
Charleston, S.C., restaurant
Cypress. “Instagram allows me
to paint a picture for people
who can’t be behind the scenes
with me,” he says. “Its greatest

Business is amazing on our outside
deck in the summer but it’s tough
running food from the kitchen. Is it
worthwhile to build a kitchen on the deck?

marketing value is that I can
showcase my food quickly,
efficiently and beautifully.”
Bottom line: Your needs and
the size of your social following
will determine the best platform
for your restaurant. If your
primary social network is
Twitter, Vine might be a better
place to integrate your videos.
Alternatively, if you already have
a large Instagram following,
your fans might be more
inclined to engage with you
there. Your best bet is to try both
and see which one fits the bill. n

FOOD RUNNERS CAN HELP BUT YOU CAN EASE THE

strain by featuring some elements of the line on
the deck, such as a grill, fryer and refrigerator
(just not a full kitchen). To take stress off the
main kitchen, offer specials that come from the grill or
whatever equipment you decide to put on the deck.

SOCIAL STANDOFF
Can’t choose which mobile video
platform to use? Here’s a look at the
strengths of each:

Q. My restaurant is extremely busy in the
summer, but service starts slipping come August as
seasonal workers start checking out mentally. How
can I ensure a high level of service all the way to
the finish line?
A. Managers need to be your cheerleaders,
recharging staff through positive reinforcement.
Be the coach who encourages exhausted players
to perform their best all the way to the end. Boost
morale with incentives like bonuses for servers
who have the best performing sales or a gift
certificate swap with a partnering restaurant.

INSTAGRAM
No need to reinvent the wheel
If you’re already on Instagram, there’s
no need to rebuild your audience.
Mess around with filters
Instagram has more editing capabilities
than Vine for artsy-looking videos.

FOOD FANATIC

Sharing made easy
With just one click, videos can be
shared to accounts on Facebook,
Twitter, Tumblr, Foursquare and Flickr.

Tom Macrina is a Food
Fanatic chef for US Foods
from Philadelphia and the
national president of the
American Culinary Federation.

VINE
Easy learning curve
You have six seconds to work with
by tapping to point and shoot. Pretty
hard to screw up.
Integrates best with Twitter
Vine embeds seamlessly into your
feed, whereas Instagram videos only
show up as a link.
Embedding abilities
While sharing is limited to Twitter and
Facebook, videos can be embedded
into websites, making them easily
featured on your own site or
someone else’s.

ILLUSTRATION BY MIGUEL MONTANER

The Reel Deal on
Mobile Video
For the tech-savvy chef, the next
course on the social media menu
is ready to be served. Harnessing
the viral power of mobile video,
apps like Vine and Instagram can
help build a restaurant’s brand
and expand its audience by giving
followers a peek into the lesserseen action of your restaurant.
And with combined millions of
social media users, these tools are
certainly worth a closer look.
Vine, the looping six-second
social video app owned by
Twitter, has generated more than
40 million users since launching
in January 2013. Instagram,
now owned by Facebook, was
quick to respond, bringing its 150

DEAR FOOD FANATIC

Be efficient and tech savvy at the same time

Seasoned advice on the
front and back of the house

@ChefTomMacrina
Follow the Food Fanatic
on Twitter for more
insider tips

Q. We would like to roll out some killer seasonal
cocktails for our patio dining area. Ideas?
A. Try tea cocktails. Customers will appreciate the
healthy benefits of green, white and black teas as
part of a refreshing cocktail. Add ice cubes infused
with fresh herbs, peppers or other ingredients to
differentiate your drinks. Try housemade syrups
and shrubs to boost flavor and keep pour levels in
check. Offering pitchers is always a nice touch and it
pushes your product in bulk.
Q. All this heat is frying my brain and I’m stuck on
trying to figure out the best dessert to boost sales
for summer. Any suggestions?
A. Is that a trick question? It’s ice cream, duh.
The frozen dessert is still one of America’s favorites,
and diners are going crazy for flavors unheard of a
decade ago, like salted caramel and malted stout.

Got a question for the Food Fanatic?

Try serving the sweet stuff sandwiched between
freshly baked cookies or molded on a stick. And like
most things, it pairs well with booze for ice cream
floats and milkshakes. If you want to go the extra
mile, consider setting up an ice cream cart or stand
to increase to-go orders and extend your brand.

Q. We have the best crab cakes in the world;
everyone who orders them says how great they are.
We sell them cheaper than anyone else in the area,
so why are they not big sellers?
A. It might seem counterintuitive, but trust me:
raise the price. Crab cakes are typically expensive,
so when diners see a lower price, they may think
they’re made with lower quality ingredients. Change
the plating for a more polished presentation or
up the nostalgia with rustic accents. Tipping off
bloggers and local writers never hurts either;
they’re always clamoring to be the first to “discover”
a hidden gem.
Q. A restaurant in my neighborhood was recently
slammed with health code violations. How do I
ensure that doesn’t happen to me?
First and foremost, keep a tidy shop. Start with
the walk-in and make sure proper temperatures are
maintained. Same goes for ingredients on the line.
Staff must clearly understand the issues behind
cross contamination, too. If you suspect pests, be
proactive. The inspector doesn’t care if they came
from your shop or next door.

Send your challenges, comments and suggestions to ask@FoodFanatics.com
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BEYOND THE PLATE

TOO CLOSE
FOR COMFORT
BY LAURA YEE / ILLUSTRATION BY ANDREW RAE

NEARLY EVERY RESTAURATEUR DREAMS
ABOUT BEING TOO BUSY TO SHOEHORN
EVEN ONE LAST CUSTOMER INTO THE
WAITING AREA—UNTIL THAT FANTASY
BECOMES REALITY.

Diners standing shoulder-to-shoulder are not only a nuisance but can
also hurt business by scaring away potential patrons. The good news is,
crowding can be eased. Bill Aumiller, a longtime restaurant designer,
offers some remedies for congested waiting areas:

Use Technology

A mobile wait-list app or software
sends diners a text when the table
is ready, allowing them to leave
the premises.

Spread Out

Free floor space by lining guests
alongside a wall. New construction
concepts, especially fast casuals
like Pei Wei Asian Diner and
Smashburger, design space that
queues customers into a line
hugging a wall.

Hit the Bar

Bars encourage instant turnover
when diners end up eating there
rather than waiting for the dining
room.

Make a Ledge

Construct a narrow ridge along
a wall or a stand-alone one in the
center of the waiting area like Toro
Bravo in Portland, Ore. Diners can
order easy-to-eat appetizers and
drinks, reducing dining times and
increasing table turns.
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Put Diners to Work

Give waiting diners a menu to
peruse, and if the concept allows,
pen and paper to jot down their
orders. Diners who are ready to
order will cut the wait and turn
tables faster.

Do Double Duty

New construction should consider
a takeout area that also serves
as a waiting area, much like Del
Frisco’s in New York or Sullivan’s
Steakhouse in Austin, Texas.

Take Out a Table

Waiting areas are often cramped
due to extra tables aimed at
increasing revenue. While an
extra table can increase sales,
it may also alienate diners who
write off a congested entrance as
a long wait. n
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PR MACHINE

Sharp ideas to get butts in seats

SWALLOWING
THAT BITTER PILL

Remedies for annoying diner habits
BY LAURA YEE

GO ON—LET IT OUT. Visualize everything you really
want to say or do to the most annoying diners. Because
in the real world of hospitality, you’ll just have to grin and
bear it. Of course, these unpleasant realities require some
major survival skills. Consider the following ways to cope
with crazy customers and turn the tables in your favor.

The Mathematician
Tired of doing the math
behind split checks?
Charging for dividing food
is so last decade. To make
up for the check average,
sweeten your pitch
about not-to-be-missed
appetizers or best-selling
desserts. Or ask ahead
of time if the table would
prefer individual checks.

The Menu Artist

“Swap this. Substitute
that.” When handed
a long list of menu
requests, just get
it done. Customers
who want meat well
done or ask to swap
out an ingredient
deserve what they get,
especially after you
warn them that their
substituted item might
be a big mistake.
The Hypochondriac
Much like The Menu
Artist, this diner requires
extra-special attention.
While it may be hard
to believe that so
many people suddenly
have food allergies, it
never hurts to carry
gluten-free pasta or omit
cream from a recipe.

ILLUSTRATION BY SHANNON DIAMOND

The Invisible Diner

No-shows are the worst,
but never call them out
on social media. Diner
shaming just makes you
look like the jerk. Send
email reminders and
take credit card deposits if it’s an event or big
night. Secure reservations with a credit card
for repeat offenders.

The Tech Addict
Those glaring screens
can be obnoxious,
but hello, free PR! Be
happy that diners think
well enough of your
food to share it online.
It’s perfectly acceptable
to ask where the
images might appear
just in case your
response is necessary.

The Squatter

These diners are
tabletop time sucks,
which can cost you
revenue. When all
the hints have been
exhausted (clearing
the table, presenting
the check), it’s time
to politely ask the
party to leave. Offer
them a drink at the
bar or even a complimentary dessert
for their next visit to
take the sting out of
the request.

The Curmudgeon
They’re angry, rude
and always seem to
have a chip on their
shoulder, so treat
these diners delicately.
Decide where to draw
the line before asking
them to leave, but be
wary of online complaints. Don’t engage
in the hate, but say
you did your best to
satisfy the guest.

The Monster Child

One of the most disruptive customers,
these beasts are best tamed with a box of
fun—a computer tablet, an Etch A Sketch,
card games or other toys.
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I’LL DRINK TO THAT!
GET MORE ON JUICE
at
FOODFANATICS.COM

DRINK YOUR
VEGETABLES

COLD-PRESSED JUICES REVOLUTIONIZE
THE WAY CONSUMERS GET THEIR GREENS
BY MONICA GINSBURG

AMERICANS ARE FINALLY
EATING THEIR VEGETABLES—
IN A BOTTLE.

Premium, cold-pressed raw juices made
from a veritable salad bar of ingredients are
the consumer’s new main squeeze. Across
the country, juice bars are popping up on
every corner, and chefs and restaurateurs
are offering fresh twists on the standard fruit
and vegetable concoctions.
At The Butcher’s Daughter juice bar and café
in New York, owner Heather Tierney brings
the same creativity to her business as chefs
infuse into their food.
“At the bar, we’re making juices like cocktails
with really vibrant flavors, cool herbal infusions
and rare or exotic produce,” she says. “We want
every single juice to not only be beautiful and
nutritious, but to have that quality of ‘I can’t
stop drinking it.’ This is a great advantage to
standing out in the market.”
Health-conscious consumers and affluent
millennials are fueling the juice trend,
sipping a rainbow of produce as a way to

lose weight, boost immunity, cleanse their
systems or simply incorporate more fruits

Cold-pressed juices, like
the Green Flash at Daily
Juice, are $10 for a 16-ounce
nutrient-charged drink.
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The New Liquid Lunch
foodservice research firm. “We’re in the very
early stages of growth in the life cycle curve and
it’s evolving very quickly,” he says. “We’ll see
significant growth over the next few years. The
perception is that it’s better for you, and that’s
going to guide most consumers.”
But the juice habit isn’t cheap. A 16-ounce
drink, made without fillers like water, ice or a
dairy base, can range from $6 to $12 or more.
Juice bar owners say juicing is labor intensive
and that food costs are higher because
organic produce tends to be costlier than its
conventional counterparts. In addition, raw
juice has a short shelf life and owners must
comply with strict sanitary guidelines to
ensure quality and safety.
“There’s almost a grocery bag full of produce
that goes into every cup,” says Robert Larkin,
co-founder of Daily Juice, which opened
in Austin in 2003 and now has three area
locations serving juices, smoothies and salads.
“There can be some sticker shock if you don’t
understand that.”
Larkin says his business operates at “slightly
slimmer” margins than a typical restaurant.
To capitalize on growth, the company began
franchising and recently redesigned its shops
using reclaimed woods and recycled materials.
His goal is to bring cold-pressed juices to
underserved markets in the southern and
central United States. So far, he has 21 franchise
agreements in hand and expects Daily Juice to
grow beyond Texas in 2015.
“When we started, we had almost a cultish
following,” he says. “Now we want it to be
comfortable for anyone: regular juicers, people
who have just heard about it and those passing
by who decide to give it a try.” n

and vegetables into their diet.
Sales at U.S. juice bars and smoothie chains
are showing continuous growth, topping
$2 billion in 2012, nearly doubling since
2004, according to Juice Gallery Multimedia, a
firm that tracks the foodservice industry.
This new crop of healthy cocktails is mostly
made via cold press, a process that extracts
juice by first crushing and then pressing fruit
and vegetables for the highest juice yield.
Because the process doesn’t produce heat, it
keeps more nutrients intact. Since fresh juices
are unpasteurized, customers need to drink up
within a few days.
“Cold-pressed juices are not likely to
outgrow the rest of the juice category but there
is tremendous consumer demand for healthy, Chicago-based writer Monica Ginsburg is
natural products,” says Darren Tristano, hooked on the Greenberry (kale, lime, apple,
executive vice president at Technomic, a strawberry and cilantro) from Protein Bar.

Cucumber cocktails, superfood smoothies and
other nutrient-packed nectars are sprouting up
at juiceterias across the country. Chug these
cold-crafted combos:
❱ Hangover Killer: pineapple, cilantro, chile,
Thai coconut, evening primrose oil, yuzu, $9
The Butcher’s Daughter, New York
❱ The Ashram: grapefruit, lemon, turmeric,
cayenne, honey, $9
JugoFresh, Miami
❱ Natural Gatorade: cucumber, celery, lemon,
lime, $7.95
Kreation Juicery, Santa Monica, Calif.
❱ Xtra Holla Pain Yo!: jalapeño, garlic, carrot,
orange, cilantro, lime, salt, $7.50
JuiceLand; Austin, Texas
❱ Banana Manna Shake: cold-pressed juice
with vegan “ice cream” (bananas, almonds, cacao
or sunflower seeds). $6.50 to $9.50
Beverly Hills Juice, Los Angeles
❱ Spiced Yam: garnet yam, carrot, red apple,
cinnamon, ginger, $9
Moon Juice; Venice, Calif.
❱ Garden of Vegan: kale, beets, collard greens,
cabbage, red pepper, tomato, lemon, ginger,
apple cider vinegar, cayenne, $10
Melvin’s Juice Box, New York

Green Flash

Co-founder Robert Larkin
Daily Juice, Austin, Texas

1 cup spinach
¼ cup fresh basil leaves
2 ripe pears
¼ ripe pineapple, peeled
3 celery stalks
1 small thumb of ginger, peeled
Combine spinach and basil in a cold press. Add
remaining ingredients. Makes about 2 cups.
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BY THE NUMBERS

Figures worth crunching

NUMBER ONE

Eggs are the most mentioned item on menus

based on analysis of top trending restaurants

78% an egg-topped burger
of diners like the idea of

SEVENTY-FOUR PERCENT

OF EGGS IN FOODSERVICE ARE USED IN QUICK-SERVICE RESTAURANTS

60%

Increase in the number of restaurants
topping a hot dog or sausage with an egg

BREAKFAST SANDWICHES THAT FEATURE EGGS 90%
THREE HUNDRED AND SIXTY-SIX PERCENT INCREASE IN EGGS APPEARING IN COCKTAILS

121% GROWTH OF EGGS ON PIZZA

39% GROWTH IN NUMBER OF RESTAURANTS FEATURING EGG WHITES

Diners who would order egg whites if served at their usual breakfast spot 63%

EGG IT ON
Eggs are a breakfast staple, but lunch, dinner and the bar are showing them love like never before. Topping
burgers, wedged in sandwiches or shaken in cocktails, eggs are pushing the plate. Thanks to a growing
interest in healthy eating and meatless options, it’s time to embrace the egg mania and crack these stats.

INCREASE IN EGGS ON LUNCH MENUS 6%
22% INCREASE IN EGGS ON DINNER MENUS
Sources: Datassential MenuTrends comparing data from 2009 to 2013;
A Hamburger Today blog; newBrandAnalytics Social Media Food Trends
Index, 2013; The NPD Group/CREST, 2013;
Beacon & Associates
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ILLUSTRATION BY NICK O’MARA

4.3% GROWTH OF EGGS ON BREAKFAST MENUS

