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SPEAK EASY

The secrets to a long-running restaurant are
wrapped up in hard work and staying relevant.
Here are more tactics for your survival guide.

DELIVERY PLATFORMS DECODED
Online delivery services are vying for your
business. Take a deep dive into the many options.

About US Foods
US Foods is one of America’s great food companies and a
leading foodservice distributor, partnering with approximately
250,000 chefs, restaurateurs and foodservice operators to help
their businesses succeed. With nearly 25,000 employees and
more than 60 locations, US Foods provides its customers with a
broad and innovative food offering and a comprehensive suite
of e-commerce, technology and business solutions. US Foods is
headquartered in Rosemont, Ill. and generates approximately $23
billion in annual revenue. Discover more at www.usfoods.com.

Pear Shrimp Salad with Cilantro Lime Yogurt Dressing
Made with Minor’s® Shrimp Base and Minor’s Cilantro Lime Flavor Concentrate

Expand your culinary freedom with exquisite flavor that’s food-safe for use in hot and
cold applications. From aiolis and dressings to sautés, sauces and beverages, Minor’s
bases, flavor concentrates and sauces are Ready to Flavor your next inspired creation.
TM

SLUSHIE FUN
Here’s one more way to increase bar sales this
summer: this peach wine slushie recipe.

9300 W. Higgins Rd.
Suite 500
Rosemont, IL 60018
(847) 720-8000
www.usfoods.com

To begin using flavor in unexpected new ways,
discover recipes and more at flavormeansbusiness.com.

All trademarks are owned by Société des Produits Nestlé S.A., Vevey, Switzerland.

2

FOOD FANATICS | SUMMER 2017

FOOD

DO YOU SEE WHAT I SEE?
In the restaurant business, it pays to
be picky.
We taste 6,000 olive samples each
year, but only 6% are chosen for
Filippo Berio Culinary Selection®.
Our stringent sourcing, selecting and
blending deliver exceptional flavor and
consistency year after year, batch
after batch.

Being picky makes a difference.
Taste it for yourself.

OF COURSE NOT,
BUT

YOU AND YOUR PATRONS

WILL

TASTE THE DIFFERENCE.
Request a product tasting at

877-376-6250

or cargill.com/foodservice

FOR THE PICKING
Summer calls for new takes on the classic tomato salad

BY FOOD FANATICS STAFF
Filippo Berio® and Filippo Berio Culinary Selection®
are trademarks of SALOV S.p.A., used under license.
©2017 Cargill, Incorporated
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Burrata and
Prosciutto
Caprese
Executive Chef Joe Magnanelli
Cucina SORELLA, San Diego

1 ounce prosciutto
½ burrata ball
Flaky sea salt and freshly
ground black pepper

❱ SERVING TOMATOES AT
THE HEIGHT OF THE SEASON
PLATED WITH FRESH
MOZZARELLA, GOOD OLIVE
OIL, SEA SALT AND BASIL IS
AAdd
NO-BRAINER.
an acidic component like balsamic

vinegar and freshly ground black pepper,
and even the greenest cook can hold down
the garde manger station.
So why mess with the tomato mozzarella
salad known as caprese? Differentiation.
Chefs can up their game by pairing seasonal
tomatoes with other peak produce and
swapping out mozzarella for cheeses such as
burrata or ricotta.
While the salad originates from Italy (the
colors represent the Italian flag) and hails from
the country’s southern island of Capri (hence the
name, caprese) operators are reinterpreting it
for their concept, be it a brewpub or ramen joint.
The salad is also venturing beyond antipasti by
influencing other menu items (see sidebar).
Even though out-of-season tomatoes have
improved in flavor, the diner psyche says summer
is still the best time to crush a tomato mozzarella
salad. Here are three takes to consider.

6
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to taste
½ ounce arugula
½ ounce Gaeta olives
2 tablespoons extra-virgin
olive oil, divided use
2 slices heirloom tomatoes
Lemon juice to taste
1 tablespoon balsamic
reduction
Place a layer of prosciutto
along the bottom of the

Swap in the Understudy

plate. Place burrata just off

Executive Chef Joe Magnanelli of Cucina SORELLA
in San Diego uses the caprese to show off ingredients
at their peak such as peaches and squash.
“I’m inspired by the seasons, our local bounty and
farmers who work to provide San Diego with fresh
ingredients year-round,” he says. “I love taking
what’s been grown a few miles away and finding
new and innovative ways to incorporate them into
the menu.”
Seasonal Considerations: Peaches star in the
caprese during their height but after four to six
weeks, heirloom tomatoes come into season which
lasts until the end of summer and into early fall. By
winter, squash comes into play.

Toss arugula and olives with

center of the prosciutto and

Other seasonal ingredients shine

YOUR DINERS WANT THIS
Caprese salads are found 1.5 times more
often in the summer months.

12 percent

The growth of caprese salads over the last
five years.

$9

The median price of the caprese salad.
Source: Datassential.

season with salt and pepper.

1 tablespoon extra-virgin
olive oil, salt and pepper
and place above burrata.
Squeeze a little lemon juice
over the salad and position
tomato next to it.
Drizzle balsamic reduction
and remaining olive oil over
tomatoes. Makes 1 serving.
Menu Price: $14
Food Cost: 23 percent

FoodFanatics.com | FOOD FANATICS
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Global Appeal

An interpretation that works
Salads aren’t common in Asian concepts, but at
Tanoshii Ramen + Bar in Dallas, the caprese salad
inspired the staff to create one with tofu, which
stands in for the cheese.
“This is a great starter because it also doubles
as a vegan option,” says assistant manager Danilo
Velas. “Customers love this dish and it has become
a gateway to introducing tofu to people who don’t
normally eat it.”
Seasonal Consideration: The menu item has
become so popular that it’s become a staple, which
works seamlessly at the Texas restaurant where
tomatoes and basil are accessible year-round.

Tofu Caprese
Owner Joey Li
Tanoshii Ramen + Bar, Dallas

3 tofu slices, grilled

THE POWER
OF TOMATO,
MOZZARELLA
AND BASIL

The Italian starter
known as the caprese is
commonly improvised,
but it’s also influential. In
the past five years, it has
grown beyond the salad
menu by 48 percent,
according to the food
research firm Datassential.
Some examples:

3 basil leaves
3 tomato slices
Cracked black pepper, to taste
Sweet soy sauce, as needed
Olive oil, as needed
Dot plate with soy sauce. Layer tomato, basil and grilled
tofu on plate. Drizzle soy sauce and olive oil and season
with salt and pepper.
Menu Price: $6
Food Cost: 25 percent

LAST SEEN
Executive Chef Heather Terhune of Tre Vali
in Milwaukee pairs two kinds of heirloom
tomatoes with apricots, burrata, aged

BURGER at The Grind,
Phoenix, Arizona
The Italian Burger with
house roasted tomato,
whole roasted garlic,
pulled mozzarella, charred
onions, fresh basil and
arugula, $14.
SANDWICH at Antico
Noe, New York City
Prosciutto di Parma,
tomatoes, basil, fresh
mozzarella, extra-virgin
olive oil, balsamic glaze
and Antico Noe’s famous
pesto sauce, $13.
PASTA at Blind Faith
Cafe, Evanston, Illinois
Pasta Caprese features
spaghetti, basil, mozzarella
and Kalamata olives, $19.

sherry vinegar and Marcona almonds for
her version of the summer salad.

8
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Form Follows Function
Impress with presentation

Tim Stevens grew up eating avocados, a feel-good
food memory that inspired him to create a beefed-up
version of a tomato mozzarella salad. At The ABGB
in Austin, Texas, a halved avocado serves as the bowl
for the salad.
“The customers are impressed by the presentation,” he says. “It has a ‘whoa’ moment when it hits
the table.”
Seasonal Considerations: Tepid winter
temperatures in the Lone Star state allow for yearround tomatoes. But for each season, Stevens rotates
representatives like peaches in the summer and
citrus in the winter. n

Avocado
Caprese Salad
Chef Tim Stevens
The ABGB, Austin, Texas

½ avocado
6 ciliegine mozzarella balls
2 tomatoes, quartered
1 peach, sliced
¼ cup arugula
2 tablespoons arugula
pesto, recipe follows
2 tablespoons Marcona
almonds
Pinch of microgreens
1 tablespoon Texas
olive oil
1 teaspoon balsamic
vinegar
Position avocado half at the
center of the plate and fill
with mozzarella, tomatoes,
peaches and arugula so
ingredients cascade onto
the plate. Top with almonds,
pinch of microgreens, olive
oil and balsamic reduction.
Makes 1 serving.
To make arugula pesto,
place 3 packed cups
arugula, 1 cup toasted
pecans or pine nuts, 3
cloves garlic, 1 tablespoon
salt and ½ tablespoon
black pepper into a food
processor. Pulse and
process while slowly adding

Catering Disposables
Designed for Entertaining

From drink to appetizer to dessert the NEW!
Disposable Martini Glass by Monogram® serves
up endless versatility. Featuring a slim metalized
stem, a widened brim and thin glass-like walls
the Disposable Martini Glass by Monogram® is
every bit a pedestal of modern day perfection.

1 cup extra virgin olive oil.
Menu Price: $9
Food Cost: 18 to 20 percent
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2017 US Foods, Inc.
All rights
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Get more sundae
ideas and recipes at
FOODFANATICS.COM

❱ Ice cream topped with only
sauce and whipped cream
isn’t much to scream about,
which is why sundaes have long been bypassed in
favor of other pastry showstoppers.
Chefs thinking a little deeper, though, know that
a few texture tweaks and contrasting flavors can
make sundaes worthy of commanding attention and
boosting more of the bottom line.
“One of the reasons people order sundaes is
because they want more than plain ice cream,” says
Beth Kellerhals, chef at Playa Provisions, which
includes the dessert concept, Small Batch, in Playa
Del Ray, California. “They want something special
and it’s our job to take it to the next level.”

Create a Concept

Take a crash course on
this trending dessert
BY FOOD FANATICS STAFF

Inspired by last summer’s
successful promotion at
Bar Boulud in Boston, this
sundae unites strawberry
mascarpone mousse,
strawberry ice cream,
mascerated strawberries
and toasted coconut.

Sundaes can work on virtually any menu, whether
they play off nostalgia or experiment with trending
flavors to fit the concept.
Variations on sundaes can be found throughout
Daniel Boulud’s concepts, including his three New
York City-based Epicerie Boulud and Cafe Boulud in
Boston and Toronto.
“People feel comfortable and happy going back
to childhood memories via food,” says Pastry
Chef Robert Differ of Bar Boulud at the Mandarin
Oriental in Boston. “All our sundaes are based on
flavors everyone knows and loves. We take those
flavors and elevate them with a few surprises.”
His mint chocolate sundae is a throwback
to the beloved Girl Scout Thin Mints cookies,
highlighting mint chocolate cookie ice cream,
semi-sweet chocolate sauce, chocolate wafers and
whipped cream. Differ also taps into nostalgia
with a strawberry shortcake inspired sundae that
includes warm marshmallow, strawberry ice cream,
strawberry sauce and sable cookies.
Pastry Chef Megan Garrelts of Rye in
Leawood, Kansas, also draws inspiration from
traditional desserts.
Her ‘anything goes’ policy drives her
reinterpretation of baking classics. Garrelts’
FoodFanatics.com | FOOD FANATICS
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Lemon sorbet,
pistachio ice cream,
preserved meyer
lemon, feuilletine
and a lemon
madeleine provide
a study in crunch
and contrast.

complements the creaminess of the ice cream,
and finishes it with a bright note of lime zest and
whipped cream.

Build Your Layers

take on German chocolate cake features coconut
ice cream, a dulce de leche sauce smeared into
the glass, toasted coconut, chocolate soda and
chocolate cake diced on top with whipped cream.
“If you are working with a familiar recipe, you can
rearrange the components and the customer will
still enjoy it because it’s something that they know
and understand.”

Find Your Base

The same unbending principles for cooking apply:
a strong foundation and quality ingredients. To that
end, Differ, Kellerhals and Garrelts make their own
ice cream so that they can control the quality and
balance flavors through texture.
For example, the cream cheese base for
Kellerhals’ cheesecake ice cream is creamier and
thicker, much like a custard. Pairing it with a
caramel sauce would be counterintuitive, she says.
It would be too creamy, “too one-note.” Instead,
she pairs the dish with a blueberry compote, which
14
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Much like iced cocktails, the melting speed of
a sundae changes its viscosity. Layered toppings
are essential to maintaining complexity and balance
of textures.
Kellerhals credits the hot fudge sundae at Dairy
Queen for helping her understand the importance
of layering. “That sundae, in my mind, was the
first step to realizing that layers are very special
and important,” she says. “It wasn’t just a hot
fudge sundae. It was tasting how the salty peanuts
highlighted the hot fudge.”
Chrysta Poulos, corporate pastry chef for Ford
Fry restaurants in Atlanta, layers flavors so that
the diner can evenly experience the components
together. The special she served at the steakhouse,
Marcel, for example, featured a heated, crumbled
brownie covering the entire surface of an oblong
serving dish topped with two scoops of vanilla
bean ice cream, drizzled salted caramel, hot fudge
and roasted salted peanuts. Piped chantilly cream
finished the dessert.
Layering should account for the amount of each
ingredient, says Differ. For his hazelnut rocher
sundae, adding Nutella into the glass like a hot
fudge was too overpowering for the hazelnut gelato,
which was the component he wanted to highlight.
Smearing the Nutella onto the glass in a swirl motion
added just enough effect, along with the addition
of praline feuilletine, which introduces a delicate
crispy texture and maintains its body even as the
ice cream melts. The sundae is also topped with tiny
chocolate covered crunchies he calls carmelia and a
housemade hazelnut rocher.
Temperature is also an important consideration
when layering a sundae. “Ice cream is cold and I am
always thinking about how we complement that
with texture and a warm component,” says Garrelts.
Rye’s carrot cake sundae illustrates her method
by starting with scoops of ice cream at the base of
the glass and alternating layers of walnuts, raisins,
pineapple and caramel sauce. She pours orange soda
over the sundae and tops it with whipped cream and
chunks of carrot cake.

T ELL
ME A
SToRY

THE HUMBLE SUNDAE
isn’t so simple when it
comes to its past. Here’s
some fodder for your
servers, courtesy of Anne
Funderburgh, historian and
author of “Sundae Best.”
❱ Several cities claim to
have invented the sundae.
They include: New Orleans;
Ithaca, New York; Two
Rivers, Wisconsin; and
Evanston, Illinois.
❱ The original sundae,
which can be traced
back to the late 1800s,
consisted of a small
bowl of ice cream with
chocolate syrup. Over the
next five years, whipped
cream, nuts and a cherry
were added.
❱ During the 1890s Blue
Laws prevented the sale
of sundaes on Sunday
because it became a
widely popular Sunday
treat and competed with
the Christian Sabbath.
❱ Retailers adopted the
spelling of “sundae”
because advertising a
“Sunday Special” would
lead consumers to believe
that the treat was only
available on Sunday.

Blueberry
Cheesecake Ice
Cream Sundae

Sweet Rewards

Diners aren’t saving ice cream for after dinner
anymore. Of all restaurants serving sundaes, 45
percent offer the dessert all day compared to 15
percent exclusively sold at dinner, according to the
research firm Datassential.
Bar Boulud enjoyed success last summer for its
sundae promotion, accounting for 16 percent of
overall dessert sales including a significant portion
ordered during lunch, which is typical.
“It was a big success monetarily and in creating
buzz,” he says. “People were splitting them and there
were many who came in just for the sundaes.”
Sales at Rye echoed those results. “Seasonal
sundaes are very easy for us to create and present an
interesting option for diners, specifically those who
are looking to share,” says Garrelts.
Along with an increased interest from diners,
pastry chefs can benefit by getting scrappy with
customization. At Small Batch, Kellerhals keeps
food costs in check by stretching ingredients such
as the blueberry compote used in the coffee cake
during Playa Provisions’ breakfast and brunch
programs for her sundaes. Variety in the dessert
pantry also allows for flexibility by accommodating
diners with dietary restrictions, swapping sorbet for
ice cream to create a dairy-free option.
“Being able to offer something that is unique and
really well done is what makes people come back,”
Kellerhals says. “We are fortunate that we can just
make a big batch of things and spread the love across
the menus.” n

THE DESSERT
THAT
RULES
Sundaes show up
far more often on
menus than their
cool counterparts.
Sundae

22.8%
Ice cream float

7.8%

Milkshake

7.4%

according to the ice cream
maker’s instructions.

Chef Beth Kellerhals

Combine blueberries,

Playa Provisions

½ cup remaining sugar

Playa Del Ray, California

and balsamic vinegar in a
saucepan and cook over

2 cups sugar, divided use

medium heat until thick,

6 ounces cream cheese,

about 15 to 20 minutes to

softened

make compote; set aside.

1½ teaspoon vanilla
extract, divided use

Whisk together remaining

½ teaspoon lemon juice

1 cup heavy cream,

¼ teaspoon salt

powdered sugar, lime zest

2 cups whole milk

and remaining ½ teaspoon

2½ cups heavy cream,

vanilla until soft peaks form.

divided use
2 cups blueberries

To assemble, place 3

½ cup sugar

scoops of cheesecake ice

½ teaspoon balsamic

cream in the bottom of a

vinegar

small bowl or tall glass.

¼ cup powdered sugar

Alternate with thin layers

Zest of 1 lime

of graham crumble and

½ teaspoon vanilla extract

blueberry compote. Finish

Graham cracker crumble,

with the lime whip cream

recipe follows

and a few blueberries.

Blueberries for garnishing

Cup of ice cream

3%

Cone

2.7%
Source: Datassential and Techomic

To make graham cracker
Beat 1½ cups sugar with

crumble, combine 2 cups

cream cheese until smooth

graham cracker crumbs

and add 1 teaspoon vanilla,

with ½ cup sugar, 1

lemon juice and salt. Slowly

teaspoon salt and ¼ cup

whisk in milk and 1½ cups

melted butter. Slack onto

heavy cream and beat until

sheet pan in a 325 F oven

smooth. Chill and freeze

for 10 minutes. Cool.
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Wood-fire
cooking directs
the churrascaria
menu at El Che
in Chicago.

COVER STORY

fire

PLAYING WITH

Fan the flames for flavor and
profit without getting burned

BY MIKE SULA

PHOTO BY FRANK LAWLOR
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BEGINNER’S
GUIDE TO
WOOD-FIRE
COOKING

Live fire is unpredictable,
making the inexperienced
prone to wasting product.
Check out these tips to
avoid going down in flames.

Leave space away from the
walls to maintain a free flow
of oxygen for a clean burn
with little smoke.
To save oven floor
space, build your wood
up vertically in a crosshatched tower formation.
For food that requires
intense high heat and
short cooking time (like
flatbreads), maintain a
constant flame by adding
wood before it reduces
to ember.
For lower and slower
cooking times, build
your fire, seal off the oven
and let the wood burn
down to embers, adding
more only occasionally
during service to maintain
the temperature.

18

Publico, St. Louis

2 pounds of baby octopus,
cut into pieces
1 lemon, zested
1 jalapeno, chopped
1 bunch of cilantro
2 roma tomatoes, chopped
2 tablespoons paprika
1 tablespoon oregano
3 bay leaves
Olive oil, as needed
2 tablespoons agave nectar
2 tablespoons lime juice
Combine octopus, lemon
zest, jalapeno, cilantro,
tomatoes, paprika, oregano
and bay leaves into a

Find the Sweet Spots
Use properly cleaned and
cured or kiln-dried wood to
avoid smoking your kitchen
out with moisture and dirt.

Chef-owner Mike Randolph

TOP AND BOTTOM PHOTO BY FRANK LAWLOR

C

Grilled Baby Octopus

HANNELING THEIR INNER CAVE-COOK,

chefs are turning away from gas lines and
sparking up something more primal. Woodfire cooking is lit, driving concepts and open
kitchen designs.
It’s blazing up rotisseries, grills, hearths and brick
ovens, imparting the wild flavors of smoke and char to
dishes you might have thought couldn’t take the heat.
But wood fire can be tricky, and whether you
inherit an old tiled brick pizza dome or install a
new double door hearth with gas assist and internet
connectivity, each oven comes with its own learning
curve. Any chef who has cooked with fire—and has
the burns to prove it—will tell you there’s no short
cut to taming the flames.
Before you fire the first order, spend time
getting to know its sweet spots, its heat retention
capabilities, and when to tamp or stoke the fire.
Once you grasp the ways of the fire, you can cook just
about anything.

Knowing where to position your food and wood in
the oven is critical to avoiding unhappy accidents.
Executive Chef Fernando Darin of Ray’s & Stark Bar
in the Los Angeles County Museum of Art stages his
fire in the middle of the oven to maintain the roughly
850-degree temperature that produces the ideal
char on his pizzas. Too close to the oven’s mouth and
oxygen will spike the temperature. It’s also the right
spot to char his multicolored cauliflower, which he
serves with sweet potato puree, grapefruit, crushed
candied walnuts and date vinaigrette ($15).
Nearby at ROKU, Executive Chef Roger Lee marks
a temperature gauge between 380 and 400 degrees
for delicate dishes such as miso baked cod ($24). The
fish is marinated in three varieties of soybean paste
before it is positioned as far from the embers as
possible, roasting low and slow for about 15 minutes.
“If you cook it quickly it doesn’t get as flaky and
delicious,” he says.

Gather Around the Fire

Different ovens require different tending
protocols. In St. Louis, Chef-owner Mike Randolph
maintains hot embers at all times in the 8-foot,
custom-made hearth at Publico. Two doors down
at Randolfi’s, he keeps a 900-degree fire in the pizza
oven, where seasoned cast iron pans make a good
medium for transferring the heat of the oven floor
onto delicate proteins like scallops. The extra work,
vigilance and cost of the wood comes with a built-in
added value to his customers.

FOOD FANATICS | SUMMER 2017

Chef-owner John Manion, above,
says almost all of the menu
gets the wood-fire treatment,
including this spiced quail with
saffron couscous, coriander salsa
verde and pomegranate seeds.

braising pot and add enough
water to reach 1-inch above
the ingredients. Braise
octopus for 1 ½ hours until
tender. Strain and reserve
liquid. Toss octopus in 1
tablespoon of oil and then
grill over live embers until
charred; set aside.
Heat a pan with olive oil
and cook chorizo.. Add
reserved braising liquid.
Season with agave nectar
and lime. Add grilled
octopus. Plate with sauce
and garnish with cilantro.

Deviled Ember Eggs
Chef Chris Coleman
Stoke, Charlotte, North Carolina

5 large eggs
Embers, as needed
Cornmeal, as needed
3 tablespoons mayonnaise
1 tablespoon lemon juice
1 teaspoon horseradish
½ teaspoon smoked
paprika, plus extra
for garnishing
Kosher salt to taste
1 teaspoon parsley, minced
½ cup bread and butter
pickles, small dice
Crispy chicken skin,
recipe follows
Combine enough equal
part embers and cornmeal
to fully cover eggs in a small
hotel pan. Bake in preheated
200 F oven overnight or 8
hours. Cool, peel and halve
widthwise. Scoop out yolks;
set aside.
Slice a sliver of egg white
from the bottom of each egg
so it remains stationary.
Combine mayonnaise, lemon
juice, horseradish, paprika
and salt to taste. Whisk in
yolks and pipe mixture into
each shell. Garnish with
paprika, pickles and chicken
skin. Makes 2 servings.
To make crispy chicken
skin, lay chicken skins onto
a parchment-lined sheet
tray. Top with another piece
of parchment over the top
and another sheet tray on
top, to flatten out the skins.
Bake in preheated 250 F
oven until fat is rendered
Eggs are immersed in a
mixture of embers and
cornmeal and cooked
overnight for a creamy,
smoky flavor.
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and skin appears cooked.
Fry in shallow oil over
medium heat until crispy.
Break into shards.

“It pays itself back not only in the flavor the wood
imparts on the food,” he says, “but the fact that every
customer who walks into either of these restaurants
very clearly sees the time, love and effort we’re
putting into it.”
The appeal of a wood-fired oven is also evident at
Shaya in New Orleans, where its blue tiled pizza oven
that does little more than bake pita occupies prime
real estate in the middle of the dining room. Chef de
cuisine Zachary Engel says the restaurant couldn’t
operate without it.
During the build-out of the restaurant, giving up
the table space was debated. “It would have been a
huge mistake because it’s such a focal point. People
are automatically drawn to it,” Engel says. The pita is
free, however, it sells as an occasional, but profitable
special. Kebabs el Babour features a meatball stew
with pita baked atop the bowl, a sort of Israeli pot pie
($14 to $16).

Don’t Sleep on the Embers

Throughout service at 21 Greenpoint in Brooklyn,
New York, the roaring 900-degree oven cranks out
pizzas, large steaks and whole fish. During down
time, Chef Sean Telo puts it to other tasks.
When the restaurant opens, the prep cooks light
the fire and close the lid, which creates an intense
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smoker that produces a smoked olive and taleggio
butter for the bread service. When the fire dies
down, whole potatoes with seaweed are cooked in
the embers, New England clambake style. Once
cooled, they’re cooked further in duck fat and
seasoned with creme fraiche, turmeric and lemon
for a warm potato salad ($10).
Chef Chris Coleman of Stoke in Charlotte, North
Carolina, hits extraordinarily high temperatures
with his oven, which features a gas assist that makes
starting the fire a snap and ensures it never drops
below 650 degrees. The consistency allows for slow
roasting larger cuts of meat such as lamb shoulder,
chicken and pork shank. When the fire dies, his
cooks sweep out the ashy embers, mixes in cornmeal
and covers 10 dozen eggs with the mixture. The eggs
bake in a 200-degree oven for eight hours.
“When you pull it out, the white has caramelized
so when you open it up it smells like roast chicken,”
he says. “The yolk is still yellow and creamy, almost
like a fudge.”
It’s that kind of result that makes the heat, soot
and flames all worth the effort, he says. n
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Wood-fire cooking
has grown 31 percent
over the last four
years, according to
foodservice research
firm Datassential.

BEECH
ROUND WOODFIRED OVEN
$40,000
Stoke, Charlotte,
North Carolina

The concept benefits from
efficiency and style.

THE DAY MAY BE ROUGH,
BUT YOUR BEURRE BL ANC IS SMOOTH.
Land O Lakes® Butter Sauce Base brings real dairy deliciousness to savory entree sauces, sweet
dessert sauces and more – without breaking or burning. So what’ll you make today?

Mike Sula is an award-winning writer who travels the
world for wood-fired cooking.

FOODSERVICE
©2017 Land O Lakes, Inc.

Today is what you make it.

™

LandOLakesFoodservice.com

SPECIAL ADVERTISING SECTION

Alaska pollock is
having a moment,
making newfound
inroads on menus.

EFFECTS
Signs point to
Alaska pollock
as the catch
of the times

The fish possesses attributes that chefs
want: It’s wild and versatile while consistent
in quality and pricing. Among the world’s
most abundant and sustainable species,
Alaska pollock is also a solid alternative to
overfished seafood.
The points couldn’t line up better with
current trends. Alaska pollock answers the
demand for healthy choices and the public’s
interest in the source of their food.
Chefs like Adam Hegsted are down with
Alaska pollock, putting it on menus at his six
restaurants in Spokane, Washington, including
the Wandering Table.
But he knows that some chefs might be
hesitant. Alaska pollock is available as a frozen
product, which runs contrary to those who
think only fresh can be equated with quality.
“There are different qualities of frozen fish,”
says Hegsted. “Some may have been frozen,
thawed cut and then frozen again. That really
degrades the product”—but that’s not what
we’re talking about here.
“Depending on the species and on the
application, (frozen) just makes sense,” he says.
“Also with technology and how quickly the fish
is frozen, the quality is very good and the fish
keeps most of its moisture. Price also does not
fluctuate as much, so menu pricing is a little
easier.”
In fact, Alaska pollock is frozen at its
freshest state
“Ceviche and poke are two hot trends right
now,” Hegsted says. “That is a place where frozen
fish fits very well—frozen Alaskan halibut, cod,
and pollock all make delicious ceviche.”
Hegsted also gives Alaska pollock the Asian
treatment, marinating the fish in miso before
roasting it. He says the fish’s light and delicate

flavor works well pan-seared and braised in wine.
But he admits that fried is the most popular
preparation among diners.
Take the fish tacos and the fish and chips served
at Hegsted’s The Yards Bruncheon. For the tacos,
the Alaska pollock is dredged in rice flour and then
dipped in a beer batter made with a light Northwest
beer and vodka.
“We keep the fish and batter pretty lightly seasoned
to let the subtle beer flavor and delicate fish flavor
stand out, only finishing with sea salt,” he says. “You
want a nice effervescent beer flavor that’s aromatic
but not bitter. The vodka in the batter evaporates
faster than water and causes a lighter batter.”
The fish is then paired with salsa verde, cabbage
slaw, cotija cheese, cilantro and smoked pepper
mayo on corn tortillas.
The same batter is used for the fish and chips,
which is paired with the traditional accompaniments
of malt vinegar, coleslaw and tartar sauce.
“We like to make great versions of food people
are familiar with then add small touches or update
techniques to make them standout,” Hegsted says.
For example, Hegsted has made a General Tso
version as well as other variations of Asian flavors
by including kimchi, Korean pepper mayo, cilantro,
sprouts and lime with fried Alaska pollock.
For the fish and chips, he’s added the Japanese
seasoning, furikake, to the crispy fish before pairing
it with wakame coleslaw, rice vinegar and yuzu
tartar sauce.
“Alaska pollock is extremely versatile and
consistent,” he says. “And that makes for good
food costs.” n

DID YOU
KNOW?

Every menu item should have
a story to help severs engage
diners. Alaska pollock has
attributes that make for an
impressive storyline.
➜ Caught in the middle of
the Bering Sea to the west
of Alaska.
➜ Certified as sustainable
by the Marine Stewardship
Council since 2004.
➜ Young Alaska pollock eat
zooplankton (tiny marine
animals) and small fish. Adult
Alaska pollock eat other fish,
including young pollock.
➜ Alaska pollock is caught
primarily by cone-shaped
nets towed behind boats.
The net is designed to
operate in mid-water, off the
bottom, where the fish spend
much of their time.
Source: Alaska Seafood
Marketing Institute
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SPECIAL ADVERTISING SECTION

WILD ALASKAN POLLOCK
VERSATILE. SUSTAINABLE.

AFFORDABLE. DELICIOUS-ABLE.
OUT OF
THE BOX
THINKING

Fried Alaska pollock as a
taco or sandwich can fit any
global cuisine by changing
up spices or accompanying
ingredients. Here are ways to
serve the fish unfried.

WILD CAUGHT
ALASKAN POLLOCK

DELIVERS ON THE
SUSTAINABILITY
your customers demand and

SANDWICHED IN

CRISPY FISH
Wild Pollock Taco,
cabbage, chimichurri,
chipotle mayo, radish
and cilantro
Taco Factory, Buffalo
New York

Some quick and fast casual concepts have
known the attributes of wild Alaska Pollock
for years (Rubio’s, circa 1983) while others
are just jumping on board, making an
impressive showing this year for crispy fish
sandwiches. A sampling: ➜

BOJANGLER FISH
SANDWICH
with cheddar, “zesty”
tartar sauce on a
buttered bun
Bojangles, nationwide
locations

FISH TACO ESPECIAL
beer battered fish taco
with salsa, white sauce,
guacamole, cheese and
cilantro-onion mix
Rubio’s, nationwide
locations

REDHOOK
BEER-BATTERED
FISH SANDWICH
co-branded with Seattlebased brewery of the
same name, lettuce,
tomato and tartar sauce
Carl’s Jr., nationwide
locations

CEVICHE TOSTADOS
Alaska pollock marinated in
lemon juice and mixed with
pico de gallo, cucumber and
avocado served with corn
tortillas and garnished with
sliced avocado.
El Palacio,
Chandler, Arizona
MASSAMAN CURRIED
CLAMS AND
ALASKA POLLOCK
The seafood is steamed in a
housemade curry of sauted
onions, garlic, ginger, five
spice, cumin, lemongrass,
cayenne pepper, dried red
chilies, turmeric and coconut
milk. Potatoes and coriander
also accompany the dish.
The Wandering Table,
Spokane, Washington
ZUPPA DI PESCE
Lobster, clams, mussels,
octopus, prawns, Marine
Stewardship Council
certified wild Alaskan
pollock and calamari.
Cinque Terre, Seattle
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the versatility you need for
your menu. It’s mild flavor
works in a variety of menu
applications from tacos to
sandwiches to fish and chips
and more!

Visit tridentseafoods.com
for more information.

Stay tuned for results
of the Food Fanatics™
Alaskan Pollock
Recipe Contest in
the Fall Issue.
FoodFanatics.com | FOOD FANATICS
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A baguette with
seaweed butter is
one way L’Oursin
in Seattle gives
the French bistro a
subtle Asian twist.

The

PHOTO BY FRANK LAWLOR

FRENCH
EVOLUTION

28
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Retooled
classics and
renewed
hospitality rule
BY LAURA YEE
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Mainstays such as steak frites and moules
frites represent but standout through technique,
untraditional flavor combinations and influences
from the concept’s location. Add French-ified
American favorites like burgers and fries and the
new age bistro begins to emerge.
But how is the latest reboot different from the
bistros and brasseries that dominated the late ‘90s
and early 2000s that were described similarly?
They’ve evolved to be simpler, smarter and served
with warmer, more genuine hospitality.

PHOTOS BY FRANK LAWLOR

❱ FRENCH FOOD IS BACK
IN A BIG WAY.

Technique Gets the Credit

Ludo Lefebvre, the Los Angeles-based French
chef who leaves a trail of gushing dining critics with
each new concept, laughs at the suggestion that his
casual 22-seat bar-bistro, Petit Trois, is defining new
nouvelle cuisine.
“I grew up with this kind of food,” says Lefebvre
who is from the Burgundy region of France.
“It’s the just what I love to eat, what I miss eating. I
can’t get it here so I make it.”
Consider his omelet, regarded as a bucket list item
for food obsessed diners who wait up to 2 hours
for stool-only seating at Petit Trois that opened in
2014. Given the opportunity to discuss the $18 dish,
Lefebvre concedes that the simple dish of eggs,
butter, salt, pepper and sometimes a creamy cheese
such as Boursin, seems innovative simply because it
requires a certain technique.
“It’s just an omelet, but you have to be gentle with
it,” he says. “You have to take your time.”
Touches like browning the cream for the $28
moules frites (mussels) or including housemade
Russian dressing and a foie gras bordelaise sauce
for an otherwise ubiquitous $18 cheeseburger add
complexity to deceptively simple standbys.
30
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Petit Trois Chef-owner Ludo
LeFebvre, bottom left, pulls
off twists to classic French
dishes, such as the Big Mec,
left, in limited space at by
ensuring that staff have
techniques and their given
roles down to a science.

A harder-working
addition to your
kitchen.
With Diamond Crystal® Fine
Kosher Salt, you can serve up
more satisfying tastes.
The finer cut of Kosher Salt
can be used as a flake salt for
dusting. The finer flakes provide
superior functionality compared
to granulated salts for fried
foods and seasonings.

Moules Frites
Chef-owner Ludo Lefebvre
Petit Trois, Los Angeles

¾ pound Dutch Arcadia
mussels
1 shallot, sliced
2 garlic cloves, thinly sliced
2 tablespoons grape
seed oil
¼ teaspoon chile flakes
2 thyme sprigs
1 fresh bay leaf
3 ounces white wine
3 ounces butter
4 ounces creme fraiche
1 tablespoon parsley,
chopped
Fleur de sel, to taste
White pepper, to taste
1 slice French bread,
toasted
French fries, if desired
Heat oil in saute pan over
high heat until smoky and
then add shallots, garlic, chili
flakes, thyme and bay leaf.
Sweat until aromatic.
Add mussels, saute 1 minute
and then white wine; cover.
Uncover when contents
come to a boil and add
butter and creme fraiche.
Swirl pan to emulsify liquids.

Add parsley to pan, correct
seasonings with salt and
white pepper. Place toasted
bread at the bottom of the
bowl and fill with mussels.
Serve with fries if desired.
Makes 2 servings.
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Cover until mussels open.

®

www.diamondcrystalsalt.com

Simplicity Drives Innovation

Evoke a Feeling

Bellecour fully embraces its Frenchness by paying
homage to Lyon, France, the birthplace of his mentor
and former boss of seven years, Chef Daniel Boulud.
34
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—Chef Ludo Lefebvre of Petit Trois in Los Angeles.

Food, design and hospitality are all inspired by
Kaysen’s numerous visits to Lyon restaurants, along
with the more intimate experiences sharing meals
with Boulud’s family who still live on the farm where
the French chef grew up.
An open front window of the bakery allows the
aromas of warm bread and buttery croissants to waft
onto the street, a memory reminiscent of walking
through the streets of Lyon, he says. Lining the
restaurant wall is a map of the city that also produced
Paul Bocuse, the grandfather of modern French and
another Kaysen mentor, along with childhood photos
of Boulud. By sharing the smells, sights and memories
of Lyon, Kaysen does more than simply replicate a
traditional recipe at Bellecour.
“The majority of the meals that I’ve had in Lyon,
what makes them special has not just been the food
but also the people I’ve been with,” Kaysen says.
“When you’re surrounded by great people, the food
and the experience are that much more delicious.”

Among the latest:
Diners wait up to
two hours for a
spot at Petit Trois,
which only has 22
bar stool seats.

PETIT TROIS
Los Angeles
The second location of
Ludo Lefebvre’s bistro-bar
concept will offer more
seats but in Sherman Oaks,
a neighborhood in the San
Fernando Valley. A July
opening is scheduled.

ANDRE’S BISTRO & BAR
Las Vegas
Andre Rochat created a
new partnership to roll
out a concept that
combines American and
French classics.

Renewed Hospitality

BARDOT BRASSERIE
Las Vegas
Michael Mina’s latest
addition to his array of
concepts “embraces the
culture and feel of dining
in a Parisian cafe with
the focus and detail of a
modern craft kitchen.”

PETIT MARLOWE WINE
BAR & OYSTERETTE
San Francisco
Emphasis on raw bar with
classics such as steak
tartare and charcuterie.
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Identifying local ingredients or the highest quality
products as the cornerstone of redefined casual
French cuisine might sound like an echo from
the late ‘90s. But the standard for the quality has
evolved. Operators behind casual French concepts
have far more access to local and regional artisanal
purveyors and can commission farmers to grow
specialty produce.
Westermann, for example, wouldn’t be able to pull
off his concept without the farmers raising heritage
birds in the New York and New England areas, a
discovery that took a year’s worth of research. Birds
are raised past the requisite 90 days with a specialty
diet to achieve a deeper flavor profile and texture,
he says.
Including seasonal and locally grown produce is a
given for most chefs, but Chef-owner Gavin Kaysen
says having more choices of where he sources from
is essential.
At Kaysen’s restaurant-bakery Bellecour, which
opened earlier this year in the Minneapolis suburb
of Wayzata, Minnesota, he taps locally grown and
milled grains as the base for breads and locally
made cheese.
“Creating simplicity in your food is harder because
there’s nothing to hide behind. Like with rotisserie
chicken, it’s roast chicken, grilled leeks, and pommes
puree. All components have to sing,” Kaysen says.

A French bistro can be
anywhere, such as off
the beaten path and be
not in the city per se,”
says Gavin Kaysen of the
recently opened Bellecour
in a Minneapolis suburb.
“It tends to be those
restaurants supported
so perfectly by the
neighborhood.”

PHOTOS BY FRANK LAWLOR

Ingredients Still Run the Show

I ALWAYS SAY I DON’T TREAT
A CUSTOMER LIKE A KING BUT
AS A FRIEND—THAT’S WHAT
MAKES IT A BISTRO.”

WHAT MAKES
A FRENCH
RESTAURANT
FRENCH?

Last year, chickens came home to roost when
Antoine Westermann imported his Paris bistro,
Le Coq Rico, to New York. The everyday protein
is the menu star supported by twists to familiar
dishes. Dubbed what he calls “the bistro of beautiful
birds,” the restaurant specializes in heritage-raised
chickens, first poached and then finished on the
rotisserie. Featuring poultry by terroir and age, it’s
available as an entree for one ($25) and a whole bird
for four ($98). Westermann also plays out his love
for chicken with several French-inspired dishes
featuring eggs and other chicken parts, such a slow
cooked egg with chanterelles, asparagus and peas in
a chanterelle emulsion ($14) and a chicken soup of
poultry both, cream and mushrooms ($16).
“Everyone knows chicken but not chicken like
this,” Westermann says. “This is what surprises
people and makes it fun.”

Indeed, the customer experience couldn’t be more
personal or purposeful for those evolving the French
bistro.
“You walk in and it’s small, it’s crowded. There’s
a welcoming smell, a great feeling,” says Kaysen,
describing his restaurant. “In Lyon, there are so
many restaurants like this on hidden streets and in
little alleys. Feeling welcome has always been the
idea behind everything.”
Perhaps nowhere is the transformation of
place more obvious than Petit Trois, next door to
Lefebvre’s tasting menu-only sibling Trois Mec, both
located in a bland, easily overlooked Los Angeles
strip mall. Petit Trois lives up to its name, a long
narrow space with both sides flanked by stool-only
seating. Diners share the marble countertop space
with cooks and the bartender, all within arm’s reach.
”“I always say I don’t treat a customer as a king
but as a friend,” Lefebvre says. “That’s what makes it
a bistro.” n

FRENCH
THROUGH
THE AGES

Cookbook author and
television personality
Julia Child introduced
the U.S. to French cuisine
in the ‘60s, inspiring
generations beyond
her years to become
chefs. Though she never
worked in a restaurant
or considered herself a
chef, Child is regarded
as shaping French dining
in America. Other major
players in the French
culinary evolution include:

The Originals
(LATE 1800S - EARLY 1900S)
Georges August Escoffier
Fernand Point

Nouvelle Cuisine
(1960S-1970S)
Paul Bocuse
Roger Verge
Jean and Pierre Troisgros
(1980S-1990S)
Jean Louis Palladin
Andre Soltner
Alain Ducasse
Michel Richard
(1990S TO PRESENT)
Daniel Boulud
Thomas Keller
Eric Ripert
Jacques Torres

New Nouvelle Cuisine
(PRESENT)
Daniel Rose
Gavin Kaysen

LAST SEEN
After opening Rebelle in New York
two years ago, Daniel Eddy recently
launched a “Little Rebelle” all-day menu
program with dishes like herb roasted
chicken on a baguette with aioli, pan jus
and watercress ($15).

Ludo Lefebvre
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TREND TRACKER

The heat index on what’s happening

Say halo-halo
to Filipino
cuisine.
Slowly simmering as other Asian
cuisines took off, Filipino food is
ready to launch. Influenced by
indigenous tropical produce along
with Spanish and Chinese cuisines,
this is one trend to watch.

GO NATURAL.
Wine geeks have
been riding the
natural wine trend
for years, but it’s finally
hitting the mainstream
as restaurants pick
up these funky,
unadulterated
bottles loaded with
surprising character.

LAST SEEN: Customers are known
to line up two hours early to get into
the buzzy Bad Saint in Washington,
D.C. Philippine, Korean and ChineseAmerican flavors converge in lumpia
Shanghai egg roll at Mission Chinese
in New York.

@ny.foodie

REMAKE,
REMODEL.

Even with the most prestigious
awards and customers to spare,
hitting the reset button can be
a good thing. Long-timers like
Union Square Cafe in New York
and Niche in St. Louis freshened
up in the past year and are
reaping the benefits.

Nordic
exposure.
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Ploughman’s platters and
cheese boards served on
requisite wooden cutting
boards are so 2014.
TRY THIS INSTEAD: Custom
ceramic and vintage China will
brighten up your snacks with
a signature, more elegant look
that can also build your brand.

Much like farm-to-table
helped bring New American
into the 21st century,
new French nouvelle is
redefining classics with
homegrown contemporary
touches. See page 28.

PUT A CHERRY ON IT.
Sweeten your bottom line with
cerebrally-crafted sundaes by
considering the intent of every
ingredient and the technique of
layering. See page 12.

UNDER THE INFLUENCE.
Most chefs would love to kick this
trend to the curb, but there’s no
denying the PR power of social
influencers on Instagram
and YouTube.

Slushies spiked with
booze are always a safe
bet during summer,
so why not ditch the
bottom-shelf liquor
for a cooler, crafty
version? See page 80.

BORED WITH BOARDS.

Ditch the
cartoonish
concepts.

If your city’s restaurant row
is starting to look like culinary
Disneyland, it’s probably
time to turn down the volume
and re-concept.
TRY THIS INSTEAD: Go back
to the basics. Concentrate on
refining your concept with subtle
design touches, quality service
and consistent execution.

FRENCH NOUVELLE
GETS A REBOOT.

This isn’t the first time new Nordic
cuisine has tried to catch on but it
looks like this might be the year diners
embrace those light, healthy and
heirloom-centric flavors.
LAST SEEN: Danish restaurateur Claus
Meyer launched a mini-empire inside
New York’s Grand Central Terminal: a
Nordic food hall, a deli/Danish hot dog
shop, and fine dining restaurant, Agern.

Keep
that
frosty
flowing
freely.

KNOCK ON WOOD.
Anyone who’s anyone
these days is cooking with
live fire. And if you want
to do it right, chefs say
wood-burning hearths
are more than worth their
weight for smoking and
quick-fire execution. See
page 16.

Find the
flame to see
what’s hot.

#TrendTracker

KISS
CRUDO GOODBYE.
Much like tartare, this trendy
raw protein has outworn its
welcome on menus.
TRY THIS INSTEAD: Go
raw with a playful riff on
carpaccio using thinly sliced
and dressed vegetables for a
healthy, unexpected dish that
won’t break your bottom line

TWITTER
QUITTERS.

Want to connect with your diners?
You won’t find them on Twitter.
Hungry social addicts looking for
their next meal aren’t flocking to the
140-character platform.
Try this instead: Throw your
marketing weight into Instagram,
a hot spot for showing off
cool dishes, fancy cocktails and
behind-the-scenes action. Even
better, use video.
foodfanatics.com | FOOD FANATICS
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“Avero gives me data and
answers to help me make
informed decisions to…
improve our business
at every level, product,
process and profit.”

Fresh Trends for Summer
Summertime is always the best of what might be. Whether it’s the
abundant sunshine, fresh air, cold drinks or perfect produce, summer
is a great time to try new things and learn what just might be the next
best thing for your business.
The new issue of Food Fanatics® is all about “how-tos” for seasoned
pros and newcomers alike, all with summer and the latest trends in
mind. To inspire summer menus, check out our article on how the
smoke and char of wood-fire cooking is driving menus and open
concept kitchens. You can also read about how to boost your bottom
line by helping diners cool off with a new take on sundaes.
But what is summer without some travel? Building on the continued
trend of culinary tourism, we have a great article that shows how you
can bring France to your diners! Learn how chefs across the country
are making French food more approachable while maintaining the
renowned techniques that define this classic cuisine.

- Bar & Grill Managing Partner, New York, NY

AVERO EVERY DAY

Now that we have your menus covered, let’s dig into tried-and-true
tactics that can help keep your business humming this summer and
feature them in this issue’s Restaurant Operator’s Survival Guide. Also
on the business side is an in-depth article on food fraud – how to spot
it and how to avoid it – as well as an inside look into Generation Z and
the impact they may have on your restaurant business.
Bringing you – our valued customers – these industry insights, inspiring
articles and the products and solutions you need to be successful this
season and next are what we’re most proud of. Let us know what you
think @foodfanatics, and be sure to check out more great content to
help you make it on foodfanatics.com.

Until next time!

Pietro Satriano
President and Chief Executive Officer
US Foods

CONTACT YOUR US FOODS® REPRESENTATIVE NOW
TO LEARN MORE.
© 2017 US Foods, Inc. 01-2017-FOF-2017011104

BY MEGAN ROWE
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GET READY FOR

Sustainability begins with
renewable resources

REAL TALK

FOOD
PEOPLE

UNDERSTANDING GEN

DELIVERING
SUSTAINABILITY
TO food service
We recognize that our customers care about the
environmental impact of disposable food
service products. To answer this concern, G2 has
partnered with world class factories to
produce a full line of eco-friendly disposables with a
primary focus on total life cycle impact.
Through packaging and container maximization,
reduced handling through direct distribution, and
more efficient logistics channels, we have reduced
the carbon footprint every step of the way.

Socially responsible
manufacturing at state of the
art facilities

Container maximization and optimization
of our global supply chain helps to shrink
our carbon footprint

PAVES THE WAY TO LOYAL DINERS

The heart of G2 is pumping through a sustainable
and ethical supply chain to make our planet a
better place.

Reduced handling with direct
container deliveries to food
distributors

Our products allow you to
take advantage of responsible
disposal options through
recycling and composting
facilities

For more information, visit G2byChefsChoice.com
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WHO IS GENERATION

SEGMENT OF DINERS
STANDS TO DISRUPT THE
RESTAURANT INDUSTRY
IN A WAY THAT’S NEVER
BEEN SEEN.

With more adventurous palates, deeper concerns
about social welfare and the environment, ingrained
affinity for technology and the most diverse
demographic to date, Generation Z is driving an
evolution in restaurant menus, design and service
models. Engaging these young customers, defined
as anyone born after 1996, will pay off in decades
of loyalty.
“Every parent, employer, marketer and neighbor
needs to understand this new generation that is
poised to change everything,” says Jason Dorsey,
co-founder and chief strategy officer of the Center
for Generational Kinetics, a firm that studies and
provides insight on different generations.
“In generations, the changes and trends we’re
seeing are actually rippling up instead of down,” he
says. “That means that trends are now starting
with teens and rippling up to the rest of us in a
way that makes iGen (another term for Gen Z)
the true trendsetters for everyone, including
their grandparents. This explains why iGen’s
grandparents use Facetime and may make the jump
to Snapchat even if right now they think it is the
most ridiculous thing ever.”
If Dorsey is correct, restaurateurs will need to find
ways to slay their young diners but not come across
as thirsty. Here’s a start to speaking their language
and getting to the K.

➤ KEEP UP WITH TECH

A decade ago, purse hooks at the bar were a nice
touch. Today, the must-have amenities are charging
stations and Wi-Fi, two items important to alwaysplugged-in Gen Z. Online ordering capability runs a
close third.
Because they are tech natives, Gen Z is often
cashless. That phenomenon has driven several
restaurant chains, including Sweetgreen, to adopt a
cashless payment model. Not only does it speed up
service, it also supports the company’s 30 percent of
digital orders.
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Jinya, a ramen concept
based in Los Angeles,
attracts Gen Z at its first
outpost outside of California
in Chicago, with its familiar
Asian flavors.

A MOVING TARGET

Eatsa, a fully automated quick-service concept,
takes things a step further: “No lines. No cashier.
No nonsense.” Customers order from the menu of
quinoa bowls and salads using either their phone or
an in-store iPad, and orders (prepared by back-ofthe-house humans) pop out of a cubby.
But there’s a caveat.
“You might think Gen Z would be less concerned
about the personal touch and more interested in
technology, but service is incredibly important to
this group,” says Robert Byrne, senior manager
of consumer insights for Technomic. “If I’m only
connected digitally all day, this might be the one
time to connect with a person.”

➤ STAY ON TREND

Between the Food Network and “Top Chef,” an
explosion of better dining options and their status
as the most ethnically diverse group yet, Gen Zers
aren’t likely to settle for so-so food. They favor local,
organic ingredients and global flavors, along with
cage-free, grass-fed, humanely raised meats and
plant protein options.
Flower Child, a 3-year-old Fox Restaurant
Concepts brand, taps into those values in a hippie/
farmhouse chic setting that appeals to all, but
especially families with young Gen Zers in tow.
The most popular dish, the Mother Earth Bowl,
combines ancient grains, roasted sweet potato with
red pepper miso vinaigrette, cucumber relish with
broccoli pesto, arugula, portobello mushroom,
avocado and hemp seeds. “It’s hot, it’s cold, greens,
grains—a little bit of everything,” says Peder
Bondhus, the concept’s brand chef.

Depending on the source,
it’s defined as those born
in 1996 and later. About
one quarter of Americans
(roughly 83 million) fit
into that demographic,
approximately the same
proportion as millennials
and baby boomers,
according to the U.S.
Census Bureau.

DIVERSE
By 2020, half of the
under-18 population will
be part of a minority race
or ethnic group. These
kids are coming of age
in an era when same-sex
marriage and fluid gender
identity are moving toward
the mainstream.

TECH-DEPENDENT
They are never without
their phones, and they
embrace new ways of
leveraging technology.

VALUE-CONSCIOUS
Teens like to spend in
restaurants but don’t have
the resources their older
counterparts do; younger
Gen Zers are too young to
have their own money.

ADVENTUROUS EATERS

What’s “real talk?”
Learn Gen Z speak at
FOODFANATICS.COM

Many have been exposed
to world cuisines from an
early age.
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WHAT’S SO
SPECIAL
ABOUT THESE
RESTAURANTS?
They’re chain
operations liked
by Gen Z.

QUICK SERVICE
Potbelly Sandwich
Shop, In-N-Out Burger,
Chick-fil-A

FAST CASUAL
Raising Canes, Habit
Burger Grill, Corner
Bakery Cafe

CASUAL DINING
Chuy’s, Cheddar’s Scratch
Kitchen, Chili’s
Source: Technomic Consumer
Brand Metrics

At the University of Massachusetts in Amherst, a
variety of ethnic choices reflect the award-winning
dining program’s core values of health, world flavors,
sustainability and community. Surveys show that
students value healthy, convenient, authentic and
exciting food choices, says Ken Toong, auxiliary
enterprises executive director. They also favor
noshing over full-blown meals, so smaller portions,
such as 2-ounce grass-fed beef sliders in place of
quarter-pounder burgers, have gone over well.

➤ BE SOCIALLY CONSCIOUS

Like millennials, Gen Zers tend to align with
companies that behave responsibly. Gen Z
customers “are not putting up with basic food and
beverage,” says Fred LeFranc, founder of Results
Thru Strategy. “They are making conscious
decisions to do business with businesses that have
a higher cause.”
Tender Greens, a fine casual health-focused
concept based in California, is a model citizen.
The founders have worked with growers to develop
hydroponic gardens, addressing California’s
extended drought. They also established the
Sustainable Life Project, which provides six-month
culinary internships to young adults aging out of
the foster care system in Southern California. The
project evolved from an earlier practice of hiring
homeless teens.

➤ OFFER VALUE

Much of Gen Z is still counting on Mom and Dad
or a minimum wage job to finance their tastes. That
doesn’t necessarily mean they are looking for the
cheapest food—remember, they value high quality
and support sustainability—but they need some
affordable options, or at least value for the money.
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WHERE THE

KIDS HANG

➤ SHOW, DON’T TELL

Gen Zers want to know where the food was born
and see how it’s made, meaning open kitchens and
fast-casual assembly lines. Digital menus that list
ingredient sources along with food allergy and
special dietary labels are important.
Some restaurants have taken transparency a step
further, adding a sense of showmanship, such as the
biscuit theater at newer units of Bojangles’ where
customers can watch team members knead fresh
dough from a window behind the front counter.
Domino’s tracking app, which follows a pizza from
order to delivery, plugs into Gen Z’s desire for
transparency and has helped the chain remain
relevant. More than half of the brand’s sales come
through digital channels, half of those via mobile
ordering.

FOOD FANATICS | SUMMER 2017

Potbelly Sandwich Shop, which ranks among the
Gen Z’s top three favorite quick-service restaurants
in Technomic’s latest brand metrics study, scores
high on the value equation. The hot sandwiches are
a good value, “but it’s also a fun place,” says Robert
Byrne, senior manager of consumer insight. “Most of
their units have live musicians, and the decor, which
hearkens back to Potbelly’s origin as an antique
store, is unique in today’s environment.”

➤ TUNE IN TO THE RIGHT CHANNEL

Peer recommendations rule for this generation,
but they aren’t using the same channels that older
groups favor. According to investment firm Piper
Jaffray, which conducts a semi-annual survey of
teenagers, they prefer Snapchat and Instagram to
Twitter and Facebook (see sidebar). After watching
those before them bare it all on Facebook, this
younger audience prefers more private, anonymous
vehicles for sharing.
Tender Greens taps popular teen vloggers Brennen
Taylor and Colby Brock for regular live vlogs on
YouTube and Snapchat, which has fueled visits from
eager fans. Spokesperson Christina Wong says the
company supports their habit with gift cards. “We
love rewarding our rabid fans,” she says.
For Gen Z, brand loyalty depends on many moving
parts. “If you want to make a concept relevant to a
generation, you need to be thoughtful about curating
the overall guest experience,” says LeFranc. n

THE NET NET
7 Ideas To Get Gen Z To Like You Now

➊ Consider a few communal tables. Gen Z guests

are more likely to use restaurants to meet up and
socialize with friends, and bigger tables are more
fun and inviting to groups.

Cleveland-based Megan Rowe covers trends in restaurants, hotels and travel. Follow her @ontherowed.

➋ Cultivate a lifestyle, with hip Instagram shots

showing off more than food, a relaxed, authentic
interior vibe and sleek menus.

➌ Engage Gen Z socially: Invite a popular local vlogger
or local musicians for a meet-and-greet and reward
the first fans to show up with gift cards. They’ll
spread the good vibes through social channels.

PINTEREST

25%

FACEBOOK

52%

SNAPCHAT

➍ D esign in digital where possible—online and on-site

80%

ordering, payment, check splitting, menus. This
generation likes information and efficient service.

➎ O ffer coupons, especially the digital variety. Gen Z is
price-sensitive.

➏ Connect with younger diners with a food-prep

Gen Z are adventuresome eaters, exposed
to world cuisines like
Asian and Mexican
foods at an early age.

TWITTER

56%

INSTAGRAM

79%

display: pizza tossing, biscuit prep, in-house baking,
tortilla making.

➐ Provide choices. Food-savvy Gen Zers like to
customize their meals.
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Emily Hahn

Executive chef at Warehouse in Charleston,
South Carolina
Backstory: Worked at Mamma Zu in Richmond,
Virginia, FIG in Charleston and Martin Pescador Lodge in
Patagonia, Chile. Appeared on season 14 of “Top Chef.”

“While I have experienced misogynistic behavior
in the past, I created a learning moment out of my
experiences and promised myself that no such
behavior would be tolerated in any kitchen or
workplace where I am responsible for teaching,
training and leading by example. I do not ignore
reality and am very aware that equal opportunity
in the workplace doesn’t always exist, so I choose to
run my kitchen and stack my team with individuals
who respect themselves and the job that they do.
All people are different in how they choose to
handle situations that are not ideal. I certainly do
not tolerate bad behavior and unfairness in the
workplace. I have never been one to walk away
from a problem, but some people never change. If
the going gets tough and you are truly stuck in a
situation, you have to do your best to get out.”
Takeaway: Create a learning moment.

Lorena Garcia

Executive chef of Lorena Garcia Cocina in Miami, Atlanta and Dallas
Women are making strides in the restaurant industry. They have an ownership role in half of
the country’s restaurants and 46 percent are
in management positions, according to the U.S.
Department of Labor.
Aggressive sexist behavior, however, continues
to be a hallmark of the male-dominated back of
the house. It’s tough to quantify the impact but
aspiring female chefs are making inroads.
The following women share their experiences
and offer insight on what they’ve learned from
dealing with gender discrimination.

BY LISA ARNETT
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Backstory: Appeared on TV shows such as “Top Chef Masters” and “Food
Fighters.” Runs Lorena Garcia Culinary Loft, a private space in Miami for events
and TV production.

“In a male-dominated industry, the biggest challenge would have to be earning
respect in the kitchen. As the job can be physically demanding, it takes a female
chef that extra push to earn her place in the kitchen to avoid being perceived as
weak. I handle the push back by making sure I enter the kitchen and my role in
the right way. Credibility is key in the role of a chef; it needs to be built in order
to earn respect. Carrying myself with strength from the moment I enter the
kitchen is crucial.
I always ask the question: Do you enter the kitchen every day to be dominated,
or do you enter each day fighting to earn respect? You always need to work
harder, smarter and better to ensure that you not only earn respect, but that you
create the ability to grow in your role. The industry is becoming more open when
it comes to accepting and respecting women in the culinary world. For up-andcoming female chefs, I urge them to be positive, strong and shine in the industry
I am so proud to be a part of.”
Takeaway: Be confident and let your credibility shine.
FoodFanatics.com | FOOD FANATICS
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Amanda Turner

Chef Will McCormick
Executive Chef &
Entrepreneur
MOD Restaurant

Chef de cuisine at Juniper in Austin, Texas
Backstory: Cooked at Uchi and Odd Duck in Austin; named Rising Star Chef of the
Year by CultureMap Austin.

“When I was younger, before I started cooking, I was a server at a fast-casual,
chain restaurant for several years. I was really interested in learning how
to cook, and realized that it was something I felt passionately about. When I
approached my culinary manager with my interest, he laughed at me and told
me that I would never be a cook because, ‘One, you don’t speak Spanish, and two,
you’re a woman.’ (So) I quit my job and went to culinary school. Pursue your
passions and don’t let someone else’s discrimination keep you from achieving
your goals.”
Takeaway: Prove them wrong. n

Leslie Pineda

Head chef at Il Fornaio in Santa Clara, California
Backstory: Worked as executive chef for Francis
Ford Coppola Winery in Napa and Palo Alto, California,
and is the first woman to lead a location of Il Fornaio
in the company’s 30-year history.

“(Misogynistic behavior) is not as obvious as it
once was, and people have conformed to the idea of
having a woman as a chef, but, yes, it’s still there.
It’s funny that there are still silly people in this
current day who have such an ignorant mentality.
I let it slide off of my back like a duck does water.
Ignore your doubters if it’s not a big deal that
really affects you. But if it does, then speak up
and bring it to the attention of someone who can
help mediate the situation. In one of my very first
management positions, I walked onto a staff of all
men that had been at that restaurant for years and
who were full of machismo. They refused to do
anything I asked them because I was just a young
girl in their eyes. I had to go through HR and the
motions of reprimanding them, writing them up for
insubordination and telling them that they needed
to get on board or they were no longer welcome on
my team. Eventually, they got the message, and I
proved myself as their leader. They turned out to be
one of my best teams.”

What’s on the line is about more than just choosing the perfect “location,
location, location,” for your new restaurant. Or taste testing your new menu
for the umpteenth time.
Our Tyson Restaurant Team shares your passion for success. We know the
pursuit of the perfect meal takes hard work. Grit. And sweating every detail
along the way.
That’s why we put together our Tyson Restaurant Team and Tyson Partners Program.
From grand visions to grand openings.
From menu changes to menu printing.
From creating a concept to creating a stir.
We’ll help you ﬁnd new ways to realize your vision, increase sales and earn
real rewards.
We’re listening. And we want to know,
What’s on the line?™

Takeaway: Bring in someone to mediate.
Learn more: tysonfoodservice.com/promotions
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❱ THE CALL OR TEXT

YOU’RE
NOT THE
MOST
IMPORTANT
PERSON

You’re Not the Most Important
Person
It’s the dishwasher who’s your
secret weapon to success
By Michael Tsonton

The DISHWASHER is your
secret weapon to success
BY MICHAEL TSONTON
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that instantly turns
your life into a living
hell isn’t about death
or taxes. It’s the
dishwasher calling off,
right before pre-shift, on
a fully booked night.
Without a dishwasher,
the dish tank grinds to
a halt and so does your
restaurant. They may be
on the bottom rung with
the hardest, nastiest,
worst job ever, but it
happens to be the
most important role
in the restaurant.
So, keep your dish crew
happy. Feeding them and
being respectful is common sense, but it doesn’t
buy skin in the game.
Recognize that dishwashers are essential to
your overall success and
you’ll see the benefits
touch everyone.
Train the
dishwasher
to take on
prep roles
like peeling
vegetables.

More Means Better

First, decide that
dishwashers can and
should do more than
wash dishes. This
means prep work, such
as chopping herbs,
slicing fruit and
peeling vegetables.
Asking an employee to
take on more work that
deviates from their dayto-day duties isn’t easy.
It’s even harder when
the worker earns around
minimum wage. But
here’s the carrot: Taking
on more responsibilities
prepares the dishwasher
to move up the ladder,
leads to higher pay
and creates a work
environment that proves
hard work pays off.

Getting your dish crew to embrace prep work is
as important as them actually doing it. Seeing is
believing, which is why promoting from within has
so many advantages.
When dishwashers see their coworkers move up
and vice-versa, it’s infectious. Better pay also contributes to a contagious positive attitude, all of which
makes the entire kitchen run more successfully.
That said, it’s important to clearly communicate
the trajectory. Make sure your dish crew understands that if they listen, learn and apply the skills
you’ve taught, they will have the opportunity to
be promoted.

Prep the Dishwasher

The concept of teaching dishwashers to prep
is straightforward. Your kitchen will run more

efficiently if the more talented, higher paid
production staff and cooks aren’t peeling potatoes
or chopping celery.
Make a list of the mundane and tedious tasks
better left to the beginners. Prep chores that
my dishwashers do include peeling turnips and
asparagus, washing lettuce, and shelling and
deveining shrimp. Every kitchen is different, so take
some time to figure out what your dish crew can
accomplish with your tutelage. If you’re one of those
chefs who would never buy peeled garlic, leave it to
your dish crew.
Growth from within helps ensure consistency
because lessons learned correctly the first time tend
to stick versus breaking bad habits acquired in some
other hash house. When prep cooks make mistakes,
everyone on the line slows down and costs you money.
FoodFanatics.com | FOOD FANATICS
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MORE
BIG NEWS!

Fennel and Chili-Rubbed
Rib Roast

Training
dishwashers to
take on other roles
such as chopping
herbs can help
lower labor costs.

Tea-Brined T-Bone Pork Chop
Get Out the Knife

Start with basic mirepoix prep for stock,
picking and chopping herbs, letting them
get a feel for a knife. Gradually add dicing
and slicing to their repertoire.
As dishwashers gain confidence,
introduce different shapes to the mix,
such as a julienne or chiffonade cut. Like
any employee, the smart and ambitious
ones will show themselves. Not every
dishwasher can or wants to move up.
Dishwashers who resist can continue to
peel vegetables and pick herbs. Invest in
the cat that shines, which won’t take long
to figure out. Then schedule a few hours a
week on the prep roster for your new star.

Now THIS IS BIG.
What are we doing now? A big, bad bone-in rib roast – brined and rubbed with toasted fennel
seeds and chili. And yes, those ribs are cut away and crisped with more rub for even greater flavor.
To say it’s a flavor explosion is an understatement. To see what we’ll do next, look right, visit
PorkFoodservice.org and sign up for our newsletter, The 400.
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Lay on the Praise

Aside from telling whiny cooks, “Don’t
make your problem my problem—figure
it out,” I like to catch workers doing
things right and complimenting them.
Our business is known for power-hungry
chefs who get off on crapping all over their
employees when they make mistakes.
This may work for certain high-wattage
celebrity chefs, but for most of us, it just
reinforces an unstable kitchen.
At pre-shift, make a point of recognizing
good work in front of other staff members.

RECOGNIZE THAT
DISHWASHERS ARE
ESSENTIAL TO YOUR
OVERALL SUCCESS AND
YOU’LL SEE THE BENEFITS
TOUCH EVERYONE.”
Training dishwashers to do more than
handle the dish tank is no different from
cross-training cooks on every station:
There are no short cuts and mentoring
takes time.
Poor performance is on you. The payoff,
however, is less stress, a kitchen that runs
more smoothly and a crew that feels good
about coming to work. That dishwasher you
spent time teaching just may become your
next sous chef—or at the very least, cut the
likelihood of you working the dish station. n

Country-Fried Ribeye Chop
Bone-in loin is the next big thing.
And it’s here now. For all things pork,
visit PorkFoodservice.org

Michael Tsonton has been a working chef for
more than 20 years. Follow him on Twitter
@ChefTsonton.
©2017 National Pork Board, Des Moines,
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FOOD FANATICS ROAD TRIP!

Boston

Get a mouthful from our resident experts

SET THE
RECORD
STRAIGHT

Lynch opened B&G Oysters and The Butcher Shop.
In fact, you could make it an All About Lynch trip,
checking out each of her restaurants, including
Menton, her award-winning French-Italian hybrid.
You’ll emerge with a good sense of what it looks like
to run five restaurants and a catering business.
In recent years, some of the most notable
restaurants have opened in neighboring cities
Cambridge and Somerville. Take lessons in comfort
food at Highland Kitchen, find proof that a little bit
of everything works at Juliet and discover solid takes
on localized Mexican and Italian at La Brasa and Fat
Hen, all in Somerville.
Should your visit to Boston includes the Cape (aka
Cape Cod), it’s worth checking out concepts that
know how to maximize tourism season. TwentyEight Atlantic in Harwich, Massachusetts offers
expansive views of Cape Cod Bay that never tire no
matter the time of year while the nightly affordable
tasting menus at Clean Slate Eatery in West Dennis
has locals booking the next reservation right after
their meal.
If you can maintain a steady clientele of locals
during the offseason, you’ve got to be doing
something right. n

The official dessert of
the state debuted at the
Parker House Hotel (Now
the Omni Parker House
Hotel) and has no traits
that warrant its “pie” name.
It’s yellow cake with pastry
cream and chocolate glaze.
The exact year of its debut
is disputed but the dessert
for sure has been around
since the late 1800s.
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FOOD FANATICS
ILLUSTRATION BY TIM MARRS

@chefmarphy/ @chefkube

STEAMERS
Anything other than
an Ipswich clam is an
imposter. This appetizer
arrives at the table piled
high with a side of clam
broth to rinse residual
sand and clarified butter
for dipping.

Did you think Boston could serve up all that surf
without turf? The city has no shortage of steakhouse
but this one is among the most revered and lives up
to its reputation for stellar service and straightforward
takes on seafood and meat. Takes notes.

Brewster’s Fish House

A respite from the traffic and the walk-up clam shakes,
this longtime local and dependable restaurant serves
up New England favorites with seasonal ingredients.

Oy Ya

Tim and Nancy Cushman remain among the most
underrated operators in the country, despite awards,
two New York City restaurants and an izakaya concept,
Hojoko, in the Fenway neighborhood. Deft execution
and unwavering attention to detail are traits likely to
impress any chef.

This always means clam
and it’s never gloppy thick.
You can taste the ocean.

Traditionalists toss the
meat lightly with little more
than mayonnaise. Other
New Englanders dress it
with warm butter. The bun
is always top loading, both
sides brushed with salted
butter and toasted on the
flattop. If the roll has grill
marks, you’re dealing with
an amateur.

See our pic-wothy dishes on Instagram

Bluefin toro
with wasabi
oil and green
onions.

CHOWDER

LOBSTER ROLLS

Like true native New Englanders, Food Fanatics
Chefs Martha Leahy and Christopher Kube
live and die by the seasons, which means there’s
always room for ice cream and crispy seafood.

Abe & Louie’s

BOSTON CREAM PIE

❱ EVERY CITY HAS ICONIC FOODS that all industry pros should try.

For Boston and the surrounding area, that means plenty of chowder, lobster,
steamers (a.k.a. “chow-dah,” “lob-stah” and “steam-ahs” if you want to sound
local), scrod, cod, and whole-belly fried clams.
But to optimize your visit, you’ll need to maximize your time and appetite to
inspire your business. We’re here to help.
Seafood will always dominate the conversation in Beantown. Even after
49 years, Legal Seafood remains a dependable Massachusetts staple for clam
chowder, lobster rolls, and fried clams. Now at 34 locations, it also means that no
matter where you are in Boston, an outpost is likely nearby.
Fresh and simple typically prevail. If you’re unsure about a lobster roll lightly
dressed in mayonnaise over one tossed in clarified butter, order both.
But if the sky is clear and the temperature is warm, hightail it north to
Winthrop and knockout your seafood fix at Belle Isle Seafood. Along with solid
sea critters, this no-frills, cash-only joint has ample outdoor seating and some of
the best views of the city about 2.5 miles north of Logan International Airport.
Several neighborhoods will draw you in, notably Chinatown for dim sum
(China Pearl is your best bet), the North End for Italian and Newbury Street for
high-end shoppers. Boston’s restaurant scene first made waves about 20 years
ago in the South End, when the neighborhood started gentrifying and Barbara

THE HIGHLIGHTS

Little Donkey
Fried chicken
with pickled
herb dust.

The menu is a compilation of two accomplished chefs—
Ken Oringer and Jamie Bissonnette—determined not to
be hemmed in by culinary borders. It can be done.

Shepard

Imagine two restaurant veterans James Beard awardwinning chef Susan Regis and Hi-Rise Bread Company
founder Rene Becker. Then imagine a French take on
a New England restaurant that Julia Child would have
appreciated and you’ve nailed this much-acclaimed
restaurant in Cambridge.

Union Oyster House

Tourist trap? Definitely. But it gets props for being the
longest-operating restaurant in the country. The next
time one of your cooks complains about making the
same dish for the umpteenth time, just say 1826, the
year this restaurant first began serving traditional New
England fare.

Waypoint

Michael Scelfo, who made a name for himself with Alden
& Harlow, proves that running a second Cambridge
restaurant that’s walking distance from his first one
helps with being on point as in Waypoint. Casual and
sleek, the restaurant offers coastal fare such as uni
bucatini with smoked egg yolk and pecorino and locally
raised lamb shoulder with anchovy, marrow beans and
pickled lemons.

FoodFanatics.com | FOOD FANATICS
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WE DON’T JUST MA K E S O UP S.
WE MAKE MOMENTS.

GET THE RIGHT FIT
EVERY TIME
US Foods® is your partner in the cleaning
and disposables category. Monogram®
Can Liners are the best in the market, with
star seals, premium resins and easy-to-use
dispensing boxes. Talk to your US Foods
representative today and ask about the best
can liners in the USA.

SOUP HAS THE POWER TO TRANSPORT YOUR CUSTOMERS TO ANOTHER TIME AND PLACE.
WE KNOW THAT’S WHY THE RECIPE IS SO IMPORTANT. SO WE CLOSELY EVALUATED EACH OF OURS TO
CRAFT OUR SOUPS THE WAY YOU WOULD. WE USED HIGH-QUALITY INGREDIENTS SUCH AS SUSTAINABLY
SOURCED CLAMS, LOBSTER, SHRIMP AND CRAB, AND REMOVED ARTIFICIAL FLAVORS, HIGH-FRUCTOSE
CORN SYRUP, ANY COLORS FROM ARTIFICIAL SOURCES, ADDED PRESERVATIVES AND MSG.
FROM OUR KITCHEN TO YOURS, LET’S MAKE MOMENTS.

© 2017 US Foods, Inc. 01-2017-FOF-2017011104

• Available in High Density,
Linear Low Density and Reprocessed Resin
• Many thicknesses and colors for any need
• Multiple sizes to fit any container

MONEY
& SENSE

SIGNATURE SIDES. FEATURING

YOUR SIGNATURE FLAVOR.

BBQ

Anchor ® Spicy Jalapeño Cheddar Corn Nuggets – 1000002784

Almost a third of guests think great sides are essential for a memorable BBQ experience.1
Create signature sides with products that fi t your menu—like fire-roasted corn nuggets filled
with spicy jalapeño slices and cheddar cheese—and you’ll deliver unforgettable experiences.
For menu inspiration and products perfect for BBQ, visit McCainIdeaFeed.com/MySignatureSide

Datassential Menu Trends Keynote Report: Barbeque and Southern, October 2015
©2017 McCain Foods USA, Inc. The trademarks herein are owned by or used under license by McCain Foods Limited or by one of its subsidiaries.

1

Restaurant Operator’s

SURVIVAL

GUIDE
Review and repeat
these time-proven tactics
to improve longevity
BY PETER GIANOPULOS
PHOTOGRAPHY BY FRANK LAWLOR
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Find ways to use
restaurant space
for every part of
the day.

2. Party Like It’s 2017

❱ A STORYLINE
JUST LIKE
YOURS IS
PLAYING OUT
ACROSS THE
COUNTRY.

Your business has cheated death,
stretching past the five-year mortality
marker that claims 70 percent of
restaurants, according to the National
Restaurant Association.
But no sigh of relief for you—only fear
stoked by rising food costs, slimmer
margins and government uncertainty
surrounding immigrants who are the
backbone of the industry. Competition is
increasing which means millennials, the
largest demographic since baby boomers,
will need a compelling reason to revisit
your restaurant when new ones seem to be
opening all the time.
Is it even possible for today’s restaurants
to reach a decade milestone, let alone a
quarter-century one? Longtime operators
and industry experts nod yes, but unlike
in the past, it requires the multifaceted
approach outlined here.
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1. Up Your Social Game

Social media is a push-pull medium,
so collect as much information as
you dispense.
Consider Spoons Bar & Grill in Santa
Ana, California, which puts its audience
to work. In one instance, the restaurant
provided 10 percent-off deals to any
customer who shared a mobile number.
When nights are slow, the restaurant sends
alerts on specials. The tactic has turned
slow shifts into profitable ones and has
incentivized regulars to tap into the social
channels, resulting in a 400 percent jump
in Instagram followers.
Gina Stefani, scion of Stefani Restaurant
Group in Chicago, makes it a priority
to personally respond to social media
posts about her restaurant, Mad Social.
Followers appreciate the effort and feel
a personal connection, which she views
as the digital equivalent of visiting a
customer’s table. “I could pay someone to
do it,” says Stefani, “but I want them to
know it’s me responding.”
Regular Instagram worthy dishes can
generate instant buzz, but if your photos
aren’t resonating, change tactics. Enlist
staff to be the eyes and ears on the digital
landscape. Managers at Houston-based
Peli Peli restaurants are responsible for
reading online reviews. They look for
patterns of complaints, just as they do
when surveying diners on the floor, owner
Thomas Nguyen says.

Too many operators fail to consider
the importance of a restaurant’s vibe
and the social aspects of dining. Use it
to attract customers, say Jonathan Segal
and Celeste Fierro, the leadership behind
New York-based The One Group, a lifestyle
hospitality company with a global portfolio
of restaurants.
For example, build or refocus your
restaurant around the bar where the
energy is contagious. Small alterations
can also yield major dividends. Swap out
the set playlist for a DJ who will read the
room and play music appropriate for that
night’s customers.
Playing up the vibe translates into
higher bar tabs and check averages.
Even changing the lighting can make a
difference to establish an energetic mood.
“You want customers to tell their friends
that they had more than great food,” says
Segal. “You want them to say they had
an amazing experience. Guests will come
back to places that they associate with
special memories.”
Working the room, however, only works
if staff is trained to identify the right
approach. A couple on a date should be
treated differently than a group of women
on a night out.

YOU WANT CUSTOMERS
TO TELL THEIR FRIENDS
THAT THEY HAD MORE
THAN GREAT FOOD. YOU
WANT THEM TO SAY
THEY HAD AN AMAZING
EXPERIENCE.”
—Jonathan Segal, The One Group

3. Give Kids Real Service, Not
Lip Service

Teens with their friends and kids with
parents in tow are your future customers
(see story on Gen Z diners, page 41),
which means it’s vital to treat children
like “princes and princess,” says Andrea
Anthony, owner of Lobster Roll Restaurant
in Amagansett, New York.
Seriously rebuild the kid’s menus with
healthier options that impress parents and
little ones, says Anthony. Go with global
flavors, such as Japanese crispy chicken
instead of chicken tenders or protein
charged grains like quinoa as sides instead
of mashed potatoes. Set aside marketing
dollars for meaningful freebies, not just
crayons and coloring placemats.

4. Be a Smart Penny Pincher

Stop resisting digital inventory tools,
which can fit all types of operations,
including mom and pop restaurants.
Depending on the software, food inventory,
procurement, menu planning, accounting
and other needs are consolidated into
one system and linked to suppliers. When
inventory levels wane, alerts pop-up with
the option for one-click ordering.
Cost savings can be significant.
Operators can expect a 52 percent drop
in food waste and an 87 percent decrease
in purchasing errors, according BlueCart,
a Washington, D.C., -based inventory
software company.
When margins are so thin, even the
smallest changes make a difference, says
Ken Halberg, owner and managing partner
of H2 Hospitality in New York, which
include Harding’s. Keeping the circulation
of flatware to a minimum can, for instance,
pay dividends. When flatware is abundant
in the dining room, pieces tend to get
lost. But when the amount is reduced and
servers are responsible for it, they monitor
tables vigilantly and return the flatware
to the kitchen at more regular intervals.
As a result, fewer pieces are lost, Halberg
says. Savings also can be found in cleaning
supplies, he says, which should not cost
over 1 percent of revenue.

LAST SEEN
Eleven Madison Park is closing its
New York City restaurant this summer
to renovate the kitchen and dining
room and is opening a casual satellite
location on Long Island in the interim.

6. Make the Space Count
5. Get A Face Lift

Some of the country’s most celebrated
and longstanding successful restaurants
have remodeled, including the French
Laundry in Yountville, California, and
the Union Square Cafe in New York City.
Operators agree that upping your game
while you’re on top is a smart pre-emptive
move, but changes don’t need to be multimillion dollar undertakings.
Refinishing floors, repainting walls
and refurbishing bathrooms can pay
dividends in attitude alone. Renovations
can be packaged with menu promotions
to alert regulars to revisit and attract new
customers to quickly recoup costs.
Before scanning your dining room for
updates, think about the current setup.
If you offer views into a disorganized or
messy kitchen, block off the area or you’ll
turn off customers, says Eric McBride
of the McBride Company, a restaurant
design firm.
Renovations that invite walk-ins
during warmer seasons can work magic,
McBride says. Replacing the facade of
your restaurant with folding windows
that turn the area into a patio will draw
customers. Sometimes, it’s just a matter of
opening windows or strategically placing
televisions to face the street. “Often
operators, especially independents, should
think less in terms of themes and more in
terms of lifestyles,” says McBride. “The key
question is, ‘What kind of lifestyle do you
want your space to project?’”

Since you’re paying rent and utilities
whether the business is open or closed,
it makes sense that more dinner-only
restaurants are extending service hours.
Operators should look for ways to use
their space every minute of the day, says
Josh Wolkon, owner of the Secret Sauce
restaurant group in Denver. Consider
offering restaurant buyouts and private
events when the restaurant is closed,
as well as dedicating staff and space
for catering

7. Reboot the Basics

Revisiting the basics on a continuous
loop is crucial for success, says John T.
Bettin, CEO of Tavistock Restaurant
Collection. As elementary as it sounds, the
importance of “hot food hot, cold food cold,
served in a timely manner,” matters as well
as the ABCs of service, such as genuine
greetings and farewells.
Bettin expects his managers to walk and
monitor the floor and interact with guests
while supporting their staff. Staff members
are trained to know the menu inside and
out, so that they can drive up check averages
with appropriate recommendations. He
lives by the mantra: “hire slowly, fire
quickly.” Hire on personality, he says, and
you can train the rest. n

Peter Gianopulos is an adjunct professor
and critic for Chicago Magazine. He has
reported on the restaurant industry
for more than 15 years.
FoodFanatics.com | FOOD FANATICS
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REAL

FAKE?
OR

Knowledge, vigilance and trusted
vendors prevent food fraud
BY JODI HELMER

San Marzano
tomatoes
grown in Italy
or domestic
imposters?
Wild caught or
farm-raised?
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Grass-fed or not?
Ask questions and
keep a watchful eye
to avoid food fraud.

WHAT IS
FOOD FRAUD?
The U.S. Food and Drug
Administration defines food
fraud as “the fraudulent,
intentional substitution or
addition of a substance in a
product for the purpose of
increasing the apparent value
of the product or reducing the
cost of its production.”

UST ABOUT EVERY MENU offers fertile ground

for imposters, from the lower-cost tilapia posing as
higher-priced grouper to the honey labeled as pure
but laced with high fructose corn syrup. And what
about the imported hothouse tomatoes passing
themselves off as local heirloom varieties?
“Food fraud is a major problem,” says Chris Coleman,
executive chef of Stoke in Charlotte, North Carolina.
Food falsehoods cost the industry up to $15
billion each year, taking up to 15 percent out of
annual restaurant sales, according to the Grocery
Manufacturers Association. No one wants to get
conned by shady suppliers offering false information
about the provenance of an ingredient or even worse,
a fraudulent or deceptive claim that damages your
restaurant’s reputation.
Protect yourself by staying vigilant with these
common sense strategies.

❱ DE V E L OP R E L AT ION S HIP S

The importance of chef-supplier relationships is a
tried-and-true adage that bears repeating.
“You have to buy from people you know and trust,”
says Coleman. “It’s a lot easier to be misled when you
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place an order online (from an unknown source)and
it shows up on a truck the next day and gets wheeled
into the kitchen.”
Developing relationships with all suppliers, from
national foodservice distributors, such as US Foods,
to specialty food purveyors, provides opportunities
to ask questions directly and increases the
likelihood the purchases will meet expectations.
Scheduling meetings can be inconvenient and a
time suck, Coleman admits, but there’s no substitute
for developing trust through face-to-face interactions.

❱ PA S S ON PA R T S

Purchasing whole fish makes it harder to pass off
pangasius or king mackerel as grouper and, while
ground coffee can be cut with leaves or roasted corn,
whole coffee beans cannot be adulterated.
“Buying whole products like fish or primals is
a better way to gauge freshness and quality and
prevents tampering,” Coleman says. But remember
the trade-off of balancing the labor required to break
down large animals and scale fish versus already
prepped parts.

JUST BECAUSE A FOOD HAS
A CERTAIN LABEL DOESN’T
MEAN IT’LL BE GOOD. FOCUS
ON MAKING THE BEST DISHES
YOU CAN RATHER THAN GOING
DOWN THE RABBIT HOLE
OF MISLABELING.”

—David Lucarelli, executive chef at The Cowfish Sushi Burger Bar

❱ GO T O T HE S OURCE

Chef-owner Gregory Seymour headed to local
farms when he began sourcing pork, milk and
tomatoes for house-made fennel sausage, mozzarella
and tomato sauce at Pizzeria Gregario, a 50-seat
restaurant in Safety Harbor, Florida.
“People trust me to be transparent about what
I’m putting on their plates and I have to do the due
diligence to make sure the ingredients are the real
deal,” Seymour says.
Avoid those who are reluctant, however, “to throw
open the pasture gates,” he says.
“Farmers who are doing the right thing will want
to show it off.”

❱ L OOK F OR S A F E GU A R D S

When Pizzeria Gregario opened in 2013, Seymour
worried that the olive oil labeled “Product of Italy”
might be made with olives from other countries.

This kitchen staple shows
up diluted with cheaper
oils, such as palm,
sunflower, vegetable or
no olive oil at all.

To protect against imposters, Seymour partnered
with a local importer, making it clear that the
product carried the Protected Designation of Origin
(PDO) label.
The European Union label ensures that all aspects
of production, processing and preparation originate
in a specific region. PDO labeling applies to a range
of imported products, from olive oil and cheese to
sausage and pasta.
For seafood, David Lucarelli purchases fish with
gill tags. “Gill tags are difficult to counterfeit,” says
Lucarelli, the executive chef at The Cowfish Sushi
Burger Bar based in Charlotte, North Carolina.
The tags help ensure that the tuna is tuna and the
snapper is not rockfish—an important safeguard
against an increasing amount of bait and switch. A
2017 University of California, Los Angeles report
found that 47 percent of sushi served in area
restaurants was mislabeled.

HONEY

❱ UNDE R S TA ND T HE L IMI TAT ION S

IMPOSTERS
REVEALED

Some foods are more
susceptible to being
impersonated than
others. These five foods
account for the highest
number of reported cases
of fraud, according to a
Congressional Research
Service report.

OLIVE OIL

The natural sweetener
is often cut with cheaper
alternatives such as
high fructose corn
syrup. FDA guidelines
prohibits labeling of
versions that are not
100 percent honey.

SAFFRON
The most expensive spice
in the world might contain
added barium sulfate,
borax, sandalwood dust
and glycerin. A yellow
dye called tartrazine is
often used to give fakes a
golden color.

ORANGE JUICE
One of the most
oft-reported fraudulent
foods, orange juice can
be diluted with juices
from other less desirable
fruits or bulked up with
additives including
corn syrup.

FISH
Fakes include escolar
sold as tuna and farmed
species marketed as wild
caught fish.

If restaurant’s price points make it difficult to
budget for USDA prime cuts of beef, wild-caught
salmon, heirloom vegetables and artisan maple syrup,
focus on making great dishes with more affordable
ingredients. Avoid foods most frequently associated
with fraudulent claims or limit the ones that come
with safeguards to arrive at a better price point.
“Just because a food has a certain label doesn’t
mean it’ll be good,” says Lucarelli. “Focus on making
the best dishes you can rather than going down the
rabbit hole of mislabeling.”

❱ T RU S T YOUR IN S T INC T S

A trained palate helps. Sampling products such
as extra virgin olive oil, honey, coffee and other
fraudulent-prone foods helps determine if the
ingredient is the real deal.
Lucarelli recommends trying the ingredient
before purchasing. “You can’t source and serve the
best products without trying them,” he says.
Instinct is essential for recognizing red flags in
labeling and price. For example, products with a
longer-than-expected shelf life might be cut with
preservatives. Rock bottom pricing on premium
products are almost always a sign of a fake. Taking
the initiative to protect against food fraud is about
more than watching out for the bottom line.
“The dining public is more informed than ever
and asking a lot of questions,” says Coleman.
“Getting caught committing fraud can cost a
restaurant its reputation.” n

Jodi Helmer is a North Carolina-based journalist and
beekeeper. She would never eat (or sell) fake honey.
FoodFanatics.com | FOOD FANATICS

65

iHELP

YOUR QUICK-HIT GUIDE TO CHOOSING AN ON-DEMAND DELIVERY SERVICE

Make Out
With
Carry Out

On-demand delivery is ready to be
your new cash cow
BY PETER GIANOPULOS
PHOTOGRAPHY BY FRANK LAWLOR

❱ THE AGE OF ON-DEMAND DINING—the
ability to hail a meal as easily as a ride-share
service—has arrived, creating an indispensable
revenue tool.
Some 37 percent of restaurants offer online
ordering, according to the National Restaurant
Association. It’s smart business considering that
70 percent of foot traffic will happen outside of
restaurants by 2020, says the NRA.
“For some consumers, especially in urban
markets, time is valuable enough that they are
willing to pay the delivery fees to get their food
where they want it, when they want it,” says
Darren Tristano, president of industry research
firm Technomic.
In the last few years, on-demand services have
grown to capitalize on the seismic shift in the
way consumers, particularly younger diners, use
restaurants. The services, which provide an online
platform for ordering with or without a delivery
option, tout their ability to expand a restaurant’s
reach and increase delivery sales as a result.
Check out our roundup of leading on-demand
platforms on the opposite page. Dig around and
you’ll find plenty of others not mentioned offering
similar services, such Olo and DoorDash.
For more details on the platforms mentioned here
including their differences (they’re all aggregators
except for ChowNow which is a white label.) and
insight from operators who have banked in ondemand delivery, visit FoodFanatics.com. n
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I WANT IT NOW

Be efficient and tech savvy at the same time

70

%

of restaurant traffic will
be off-premise in 3 years.

—National Restaurant Association

Find more details
on choosing and
using on-demand
ordering platforms
exclusively at
FoodFanatics.com

CAVIAR

GRUBHUB

POSTMATES

UBEREATS

YELP EAT24

CHOWNOW

Best For:

Restaurants of all sizes
—including those with
more complex menus.

Restaurants with
existing delivery
capabilities or ones
that want to offer
delivery externally.

Any merchant who
wants to provide ondemand delivery to
their customers.

Menu variety
and speedy and
reliable delivery.

Restaurants that
want to leverage their
Yelp reviews.

Operators that build
business from customer
loyalty and want consistency of its brand.

Standout
Factor:

Partners directly with
every restaurant on its
platform and performs
delivery tests to determine which dishes are
suitable for carryout.

Industry leader due
to its size, scope
and experience.

Courier of food
and goods.

App uses advanced tech
to tap into vast network
of Uber drivers to deliver
faster than competitors.
Also leverages vast
data to provide insights
and analytics tools
to operators.

Restaurants set menu
prices, delivery fees and
service areas, allowing
greater freedom with
costs and profits.

Customized app
for online ordering.
Restaurateur owns
the relationship with
the customer.

Platform
Provides
Drivers?

Yes

Yes, Grubhub currently
offers delivery capabilities in nearly 70
markets nationwide.

Yes; has tens of
thousands of walkers,
riders and drivers
making deliveries in
44 U.S. markets.

Yes

No

Yes, through UberRush.

Cost to
Restaurant:

Varies based on terms
of the partnership.

Grubhub takes a
small percentage of
each order that the
platform sends the
restaurant’s way.

Commission taken on
each sale.

Service fee based on
percentage of sales.

Commission taken on
each order.

Monthly subscription.

Cost to
Customer:

Based on distance, not
size of order.

Restaurant sets delivery
fee and is transparent
to the customer—even
prior to checkout.

$3.99 per order or
$9.99 monthly subscription fee. Service
fees are waived for
subscribers. Out-ofnetwork customers pay
according to distance.

Varies by market.

Restaurant sets
delivery fee.

Restaurant determines.

ROI:

Thanks to longstanding
relationships with thousands of restaurants,
understands the art
of foodservice.

Small restaurants using
Grubhub saw a revenue
increase of 50 percent.

On average, online
orders quadruple.

Restaurants increase
sales, lower marketing
costs and hire new
employees to capitalize
on UberEATS demand.

Turn millions of Yelp
visitors into paying
customers.

Restaurant benefits
from access through
Facebook and
customer loyalty.

Bonuses:

Performs photo shoots
for each dish and
offers pickup in addition
to delivery.

Restaurants that use
Grubhub grow their
monthly takeout
revenue by 30 percent.
Revenue growth by restaurants using Grubhub
was 6x those without.

Expanding on-demand
delivery for clothing,
home goods and other
items allows operators
to reach a wider variety
of customers.

Expands reach for
late-night concepts;
helps restaurants
gain better access to
their customers. Helps
operators interested in
delivery-only concepts.

Email, phone and 24hour live chat support
for customers and
restaurants.

Operators can create
their own promotions
and reward loyalty.

Website

trycaviar.com

get.grubhub.com

postmates.com

ubereats.com

eat24hours.com

chownow.com

PR MACHINE

Sharp ideas to get butts in seats

Can PR
Save You?

Can You Create New Buzz?

If the chance to promote your new restaurant is over, do something different.
Launching a refreshed happy hour or adding a twist to an existing promotion can be
just enough to create buzz and bring media
in the door to see all that your restaurant
has to offer.

Ask yourself these hard questions
to decide your restaurant’s fate

Does the Concept Fit a Label?

BY ANDREW FREEMAN AND
CANDACE MACDONALD

❱ A HIGHLY SUCCESSFUL RESTAURANT

starts to see sales decline. Perhaps increased
competition is the culprit or a wildcard menu
special designed to attract new customers
that only ended up confusing regulars. This
is usually when our public relations agency
gets the call: Help! We need PR.
Here’s the hard truth: that PR life jacket
will never help in the long run. A solid PR
firm with great media relationships can
put an ailing restaurant in the spotlight,
but when the buzz wears off, you’re back to
where you started.
To turn media hits and promotions into
dollar signs, take a hard look at the business
to understand where the guests are and
why they aren’t coming in. Asking yourself
these questions will help.

Do You Have a Story to Tell?

Consider the following: Everyone has
a story—what’s yours? To stand out,
you must give guests a reason to dine at
your restaurant.
With our high-end steakhouse client,
we found that their best guests dined
at the restaurant because of how they
felt walking into the restaurant. VIP
treatment was standard; staff recognized
them. Customers also enjoyed the
luxe setting and appreciated the care
staffed showed, accommodating dietary
preferences and needs. This became a core
part of the PR strategy.
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No matter what your concept or price
point may be, it is essential to clearly
identify what makes you different so that
the message resonates.

Is the Location In Sync?

Whether your restaurant is a neighborhood
gem or a culinary destination, location
affects the communications strategy. We
recently worked with a restaurant that
seemed to have everything going for it,
yet seats were empty. Digging deeper, we
realized that the restaurant was a foodie
destination in a neighborhood that didn’t
give culinary matters a second thought.
To appeal to the neighborhood and
attract new regulars, we highlighted
the more casual bar menu as well as
the craveable, everyday types of dishes.
Implementing a frequent dining program
and connecting to local businesses also
created stronger ties to the area.

Are You Serving What Diners Want?

A celebrity chef offers a menu of
authentic Neapolitan pizzas, pastas and
delicious salads, but the neighborhood
expected a red sauce Italian restaurant
with traditional Americanized pizza. So
how do you balance what the guest wants
with the artistry of a chef? Provide balance
to the menu. In this case, the chef included
his best version of those traditional classics
such as a more familiar cheese pizza and
spaghetti and meatballs.

Media and guests need to be able to
categorize restaurants so they can easily
remember them. Asking “where do you
fit in Zagat” is a simple exercise to define
yourself. While many restaurants take
elements from different ethnic cuisines
or dining environments, it’s important to
have a quick definition.
Nobody creates lists of “Best Thai meets
Vietnamese meets California with a touch
of French,” so don’t buck the category
concept. Make sure that staff is aware and
can describe the restaurant in the same way.

Take the waste
out of take-out

What’s the Final Consideration?

Sometimes a sinking ship can’t be saved.
PR can’t compensate for a restaurant that
is out of touch with what guests want or
counteract a failing revenue model.
At one concept that offered live music,
for example, more people turned out
for the music than the food. And guests
who did come for the food couldn’t enjoy
their dinner because the music was too
loud. Either way, the show portion of the
concept meant that the restaurant wasn’t
turning tables more than once a night,
killing its profits.
Perhaps the biggest issue PR can’t fix is a
bad service experience or food that underdelivers on expectations. PR can get people
in the door, but it’s up to the operations
team to turn them into loyal guests. n
Andrew Freeman is president of Andrew
Freeman & Co., an innovative hospitality
consulting agency based in San Francisco.
Candace MacDonald is director of concept
strategies for the agency.

Pactiv® has developed a line of “to-go” hinged lid containers that captures the latest innovations in hybrid materials.
EarthChoice® SmartLock® hinged lid containers are made from mineral-filled Polypropylene which, contains on
average 40% less plastic polymers than standard polypropylene containers, and are recyclable. This hybrid material is
microwaveable up to 250 degrees F (121 degrees C) and is ideal for your hot food take-out menu items. These sturdy
hinged lids are available in five popular sizes, white or black, to fit any “To-Go” application.

®

DEAR FOOD FANATICS

Seasoned advice on the front and back of the house

NO MATTER WHERE
GREAT SEAFOOD COMES FROM

What can I do about rising costs of
seafood and the higher prices for
organic foods?
Farm to table is not a fad but a standard in the
industry. You can come out ahead by structuring a
seasonal menu when locally grown food offers the
best prices. The same goes for seafood. Certain types
of seafood are priced better at various times of the year. You can
also lower costs by purchasing less popular fish.

FOOD FANATIC
Matthew Dean is a
Food Fanatics chef
for US Foods from
Streator, Illinois, with a
passion for teaching.

For more tips, follow the
Food Fanatic on Twitter at
@chefmathu.

Q. I will be opening another location of my
restaurant and want to avoid the headaches I had
with some of the equipment with my original place.
When the equipment started acting up, it was tough
getting help or anyone to own up. Any suggestions?
A. This is when customer service becomes an
important determining factor. Prior to purchasing or
leasing, check for extended warranties as well as the
manufacturer’s record for customer service. See if the
equipment or supply company offers help from its own
in-house specialists, which can be an invaluable tool to
help facilitate repairs. It’s always worth checking online
to see if common problems have been discussed in
group chats. They could come in handy later.
Q. I’m a big believer in staff training but I can see
the staff is looking bored. What are some ways to
get them interested?
A. Nothing gets staff more excited than freebies and
choice shifts. Assign each worker a topic that he or she
thinks everyone could improve upon and comes up with
ideas. If staff looks at you blankly, throw ideas on paper,
toss them into a bowl and let them choose. The worker
who leads the training gets rewarded with a choice shift
or a comp meal to enjoy on a day off.

Q. I may be a latecomer to sous vide but that
doesn’t mean the local health department is more
cooperative. Our local officials don’t think the
cooking method is safe. Do I have any recourse?
A. The great thing about jumping on the
bandwagon later is the trail has already been blazed.

Got a question for the Food Fanatics?

You need a thorough and detailed plan that documents
every stage of prep, from receiving to plating. You can
find HACCP (Hazard Analysis and Critical Control Points)
guidelines and software online to help you.

Q. Business is slow during the really hot months in
the South. What can we do to drum up sales?
A. Give locals a discount for coming in and call the
promotion something fun, such as “Loco for Locals” (if
tourists comment on this, offer them the discount as well
as long as they pledge to become a local. The point is to
make it fun.). Offer special pricing for bestsellers with the
biggest profit margins and make sure to take a hard look
at labor to ensure that all the profitability numbers align.
Q. To increase sales, we’re doing more private
dining and off-premise catering. But we want to
control labor costs. Any ideas?
A. Think about what you are known for and what
you do well and decide which ingredients or products
you can purchase already prepped to save time and
labor. Crunch the numbers and see what works best for
your operations. n

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

IT COMES FROM US.
Patrons today want to know where their seafood came from and how it
was sourced. And no one has a better story to share than High Liner Foods.
Our best-in-class sourcing model enables us to procure the world’s best
seafood more efficiently than any other company.
To learn more about our full line of delicious seafood products,
please contact your US Foods representative.
©2017 High Liner Foods. All rights reserved.
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How individual
staff style can
benefit business
BY LISA ARNETT
ILLUSTRATION BY RYAN TODD

❱ A FLEET OF IDENTICAL-LOOKING

express
YASS!

yourself

staffers buzzing through the front of the
house may be a sight of the past. To the joy
of employees, more restaurant operators
are relaxing dress codes and allowing
individual styles to shine.
“Branding is certainly important,
but the value of a logo diminishes if the
staff isn’t happy wearing the logo or the
uniform,” says Suzanne Perry, owner of
casual Tampa, Florida-based restaurants
Datz and Dough. She says the servers are
happier now that they no longer wear dated
uniforms that made everyone feel out-oftouch with diners.
Allowing room for self-expression can
foster employee loyalty, bolster your brand
and resonate with your audience. But
before heading down that road, be sure the
look supports your brand.

Add an Accessory

Encouraging staffers to customize
their uniform with an accessory is a small
but effective way for them to show their
individuality on the job.
Servers at Dough and Data used to wear
a company logo T-shirt and jeans only;
Perry now encourages staff to show their
personality with accessories. A fun apron?
Quirky socks? “We love the playfulness
and so do our guests,” Perry says.
Servers are free to wear accessories to
liven up the traditional black-on-black at
Slightly Toasted, a bakery-bar concept in
Chicago, as long as it doesn’t interfere with
service or distract diners, says partner
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Tyler Mendoza. “If you have a ring that’s
2-inches (big) on, you can’t grip glasses,”
he says. “If you can’t do your job as well or
better with it on, then you shouldn’t have
it on.”
Benefits: Wearing something personal,
however small, can make staffers feel more
like themselves and less like another cog in
the wheel. “I think we want our staff to be
comfortable in their own skin,” Mendoza
says. “Everyone who walks in the door,
staff included, should be comfortable.
Unique accessories also allow servers to
stand out among a sea of similarly dressed
employees, forming a stronger impression
with guests. “My customers like my stores
because they have personality, and a lot
of that comes from the front of house staff
themselves,” Perry says. “I want the staff to
be memorable enough that guests ask for
them by name on return visits.”

Show Off Your Ink

Tattoos used to be something that
restaurant operators required employees
to cover up. At Crushed Red, a custom salad
and pizza restaurant with locations in
Missouri and Colorado, employees all wear
black T-shirts with the company logo and
are free to express their individuality and
creativity in tattoos, piercings and makeup.
“As long as it’s not offensive, we’re cool with
it,” says Chris LaRocca, co-founder and
CEO. “I think if it’s highly controversial,
like a gang sign or political, if we think
it’s going to damage the brand or cause
controversy, we will draw the line,” he says.

Benefits: Doing away with the coveryour-tats rule reinforces the image of
your staff’s creativity and authenticity,
ideas that resonate with millennials. It’s
a boon for a brand such as Crushed Red
that emphasizes artisan-made items and
create-your-own combinations. “We want
to give off the experience to our guest that
our teams are all creative,” says Candace
LaRocca, director of brand experience for
Crushed Red.

Weird Hair, Don’t Care

If you have staffers who want to make a
statement with offbeat hair colors or styles,
look for a way to embrace it and bolster the
brand at the same time. At Crushed Red,
management has encouraged employees to
dye their hair to match the tomato-red hue
that’s found on their logo, packaging and
salad bowls. “We continue to encourage it
and we’ve had a handful of employees take
us up on it,” Chris LaRocca says. “There
are brands out there … that they have team
members that have tattooed their logo on
their arms; we’re not that extreme, but
we’re kind of proud that we’ve got our (redhaired) folks.”
Benefits: Out-there hair is a conversation
starter between the staffer and the diner,
Candace LaRocca says. In many cases, it
allows staff to form a bond with customers
and talk about something other than the
food they’re ordering or serving.

Play Dress Up

Holidays and special occasions are
an easy time to let employees get festive.
Perry says her staff busts out pirate hats
and corsets to celebrate Gasparilla,
Tampa’s legendary pirate festival in
January celebrating the legend mythical
Spanish pirate Jose Gaspar, who
supposedly operated in southwest Florida
in the early 1800s. During the winter
holidays, management encourages staff to
wear anything festive from ugly Christmas
sweaters to red and green tutus. “It is a
really fun, staff-organized initiative,”
she says.
Benefits: Stand out silly looks can
spur social media buzz from snaphappy customers.
“The costumes definitely create a fun
atmosphere of camaraderie,” she says. n
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Goodness for Generations

Proud supplier of premium quality American Grass Fed Beef, Humanely Raised Veal, and Lamb. Learn more: straussmeats.com
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Go ahead and add

ice
wine.
to the

UP THE

SLUSHIE
FUN

Frozen wine drinks are having a moment
BY JODI HELMER

Get the recipe
for this peach
wine slushie at
FoodFanatics.com.
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Slushies have advanced from a kitschy craft cocktail
fad to full-on summertime staple status as bartenders
are now adding bottles of wine to the mix.
“Wine slushies are extremely versatile and have
tons of flavor,” says Cat Seger, bar manager at urban
winery The Infinite Monkey Theorem in Austin,
Texas. “It’s a great summer drink and a nice,
refreshing way to drink wine.”
Rose, a varietal that has been riding the
summertime trend circuit for the past few years, was
the obvious first pick for many, creating its own buzz
dubbed “frose.” Last summer, Chef-partner Kelly
Fields added frose to the menu at her New Orleans
restaurant Willa Jean after a friend sent a Snapchat
of her frozen rose. The slushie, called Frose Y’all,
was an instant hit.
“I was on a serious rose kick,” says Fields. “I had
rose in the (slushie) machine within the hour.”
Although lighter summer wines like rose, prosecco
and fruit wines made from summer fruits like
peaches and blackberries are the staples of wine
slushies; bolder wines can also be turned into frozen
favorites. At The Infinite Monkey Theorem, Seger
serves up slushies made with merlot and muscat.
Seger experimented with different ratios of wine
and simple syrup for the right flavor and consistency
to avoid a watery and overly sweet drink. He prefers
simple syrup over ice because it dilutes the flavor
of the wine less than ice. Her go-to ratio is three to
four ounces of simple syrup in a three-liter pitcher
of wine.
When it comes to wine, balance quality and
budget-friendly with percentage of product cost and
the pricing that your customers will tolerate. “You
don’t want high-end rose for this, but you don’t want
the cheap stuff either. The beauty of this drink is its
simplicity,” Fields says.
Don’t feel limited to wine and simple syrup to
make a solid mix. Sangria or other ingredients like

soda, fresh fruit, herbs and liqueurs can create an
excellent summertime slush.
Glassware is also an important consideration.
Colorful frozen drinks served in traditional or
stem-less wine glasses, champagne glasses and even
mason jars are guaranteed to turn heads—and more
than the ones you’d think.
The wine slushies became so popular that Seger
often refills the machine multiple times in a single
shift to keep wine slushies flowing. A single batch
makes 30 to 40 slushies, taking up to 20 minutes
for the machine to turn the wine and simple syrup
mixture into a slushie. With drinks ranging between
$8 at The Infinite Monkey Theorem and $11 at Willa
Jean, it stacks up to solid profits.
Still, reaping the benefits of high-turnover isn’t
without a few pitfalls. Space becomes an issue
for housing large slushie machines, which is why
The Infinite Monkey Theorem rents a margarita
machine to make its wine slushies.
The cost to purchase a slushie machine ranges
from $800 to upwards of $4,100. Rentals range from
$45 to $400 per month. To keep up with demand and
offer multiple flavors, Seger is considering renting a
second machine this summer for a drier, spicier or
heavier wine for a different flavor profile.
Before you go all in, remember that you don’t need
a slushie maker or margarita machine to create wine
slushies. A blender works; it’s just not as fast. But if
customers are hooked, you might find them coming
in year-round like Seger and Fields.
“Customers start asking in February when we’re
bringing them back,” Seger says. n

THE BEAUTY
OF THIS DRINK
IS ITS
SIMPLICITY”
—Chef-partner Kelly Fields,
Willa Jean, New Orleans

Frose Y’all
Willa Jean, New Orleans,
Chef-partner Kelly Fields

¾ cup chilled rose
4 cups ice
¼ cup simple syrup
Combine ingredients into
a blender and mix until
smooth. Pour into a wine
glass and serve with a straw.
Makes 1 serving.
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Sourced from all over the world – Harbor Banks® brings a complete selection of the best
wild-caught and farm-raised fish and seafood to your kitchen. Harbor Banks is committed
to providing consistency, quality and integrity. This includes products that are a part of
our Serve Good™ program of items that are responsibly sourced or contribute to waste
reduction. Contact your US Foods® Sales Representative to learn more.

protect your business with proGressive today!
Visit ProgressiveCommercial.com.
Progressive Casualty Ins. Co. & affiliates. Business insurance may be placed through Progressive Specialty Insurance Agency, Inc. with select insurers, which are not affiliated with Progressive,
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BY THE NUMBERS

Play these numbers for a bigger payout

THE SCOOP ON
ICE CREAM

92%

People who
eat ice cream

Here’s the dish on what should be your favorite frozen asset.
FASTEST GROWING
ICE CREAM FLAVORS*

138%

WHERE'S THE LOVE?

FAVORITE
ICE CREAM TOPPINGS

Average number of ice cream dishes on menus:

3

C A SUA L
F INE
DINING

3.3

MID S C A L E

4.4

P UMPK IN

FA S T
C A SUA L

129%

QUICK
SERV ICE

THE KETTLE CORN FLOAT!
Featuring NEW
Blue Bunny® Salted
Caramel Ice Cream,
kettle corn,
fizzy cream soda,
whipped cream,
butterscotch drizzle
and a whole
lotta love.

43%

5.1
12.4

P OMEGR A N AT E

100%

Introducing

LEADING ICE CREAM PREPARATIONS

CHER R IE S

46%

SPR INK L E S

R ED V ELV E T

6%

89%

BL ACK CHER RY

88%
H A Z EL NU T

26%

SUNDAES

71%

22%

MILKSHAKES
& MALTS

5%

Floats &
Sodas

Sorbets &
Granitas

3%

3%

Yogurts &
Sherberts

57%

NU T S

Fried
Ice Cream

59%

PREMIUM PAYS

GR A PE

56%

S T R AW BER R IE S

SPICED
HORCHATA

C A R A MEL

KIWI

43%

C OOK IE S ‘N ’ CR E A M

42%
L EMON

42%

C A PP UC CINO

*Over the past five years
Sources: Mintel, Datassential Menu Trends and Technomic MenuMonitor.
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35% Consumers who
agree that premium
frozen treats taste
better than regular
frozen treats.

34% Consumers

willing to pay
more for premium
frozen treats.

22% Consumers who
purchase frozen
treats that they
consider premium.

ANYTIME IS A GOOD TIME FOR ICE CREAM

49%

51%

Percentage
of consumers
eating frozen treats
as a snack.

Percentage
of consumers
eating frozen treats
after a meal.

FLOAT
BLUE BUNNY®
CINNAMON
ICE CREAM

50%

C A NDY PIECE S

75%

CHOC OL AT E
S Y RUP

49%

COOK IE PIECE S

ILLUSTRATION BY POP CHART LAB

57%

LEMON
MERINGUE
FLOAT
BLUE BUNNY®
VANILLA BEAN
ICE CREAM

EXTREME
BACON

FLOAT
BLUE BUNNY®
PB ‘N CONES™
ICE CREAM

Premium ice cream from Blue Bunny® can help
you build an Extreme Floats menu filled with
exciting flavor combinations and over-the-top
executions that your customers will love!

For more intriguing recipes, trends
and profit stories, visit
© 2017 Wells Enterprises, Inc. All Rights Reserved.

wellsfoodservice.com/floats

bring them back

WITH EVERY BITE

You cook to bring people together. Only Sterling Silver Premium Meats brings together guaranteed tenderness, juiciness and
flavor in every cut. Your patrons deserve it. So do you. Great dishes have never been easier. Learn more at sterlingsilvermeats.com

SterlingSilverMeats.com
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