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This is my first intro letter for the magazine, and I think it comes at
a really interesting time in the life of US Foods® and the restaurant
industry in general.
I joined US Foods as Chief Merchandising Officer more than a year
ago, and from the start it was clear that the company stands behind
its promise of helping its customers Make It. Not only do we adapt our
product offerings and business solutions to meet the changing needs
of restaurant owners and foodservice operators – we keep a watchful
eye on what’s coming next to keep them in the know.
This magazine is one example of how we do just that.
Take our cover story on takeout, for example. There is a stat in
the article that reads: 70% of all meals will be takeout by 2020.
70%! On-demand expectations from diners aren’t going away and we
are here to help you meet them. We’ve evolved our strategy to help
restaurant operators take on takeout with products and partnerships
that make it easy.
What diners want to eat is also changing – healthy, sustainable and
in a just-right portion size. And it’s not just diners that are looking for
healthier options; chefs and restaurant employees want this too. Once
again, we’ve got you covered with our Serve Good® products and
time-saving, on-trend Scoop™ lineup.
Among these stories, you will find more on managing all aspects
of your business and hopefully some inspiration you can try, as the
season of sunshine begins.
Thanks for reading!

Andrew Iacobucci
Chief Merchandising Officer
US Foods

FOOD

A
GOOD
RIBBING
AMERICAN BARBECUE GOES ROGUE
BY JOAN LANG
PHOTOGRAPHY BY PAUL STRABBING

FoodFanatics.com | FOOD FANATICS

5

Anointing a winner
in the age-old
smoke-filled debate
over who produces
the best barbecue
in the land is futile.
The Carolinas?
Texas or Kansas
City? What about
Alabama?

Chef Sujan
Sarkar’s kashmiri
lamb ribs.

6
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As in politics and professional sports,
everyone’s already picked a side.
The smarter play may be to defy tradition
altogether. According to a recent menu
trends report from foodservice research
firm Datassential, more than a third of
respondents had recently eaten some
version of barbecue, while a whopping
75 percent “love or like” ribs. That’s
incentive enough for chefs to experiment
with border-defying barbecue, especially
ribs that can appeal to barbecue lovers of
all stripes.
Using atypical bones, like fish or lamb
ribs, can cost half the price of baby backs,
but command similar menu prices.
Looking to Asian and Indian classics for
inspiration can offer nuanced spice flavors
that work well as sauces and rubs.
Successful operators across the country
are stoking a smokehouse revolution.
At Junoon in New York, Chef Akshay
Bhardwaj has no trouble selling his coldsmoked masala ribs as an appetizer for
$23. Chef Sharon Nahm of E&O in San
Francisco says tamarind-hoisin spare ribs
are always best-sellers.
“Ribs are a great vehicle for layered
flavors, especially the sweet, salty, tangy,
umami combinations that I grew up with,”
says Nahm, who is Korean.

FROM INDIA
WITH LOVE

Kashmiri Lamb Ribs

At ROOH in San Francisco, Chef Sujan
Sarkar’s Kashmiri lamb ribs infuse the
flavors of kabargah (a classic Northern
Indian dish of mutton or goat cooked in
yogurt and spices) onto gamey lamb ribs.
“Customers don’t expect lamb cooked this
way,” says Sarkar, “because they’re used to
chops and curry.”

2 tablespoons salt

THE PREP: Marinating ribs in yogurt not
only tenderizes, it also drives the spices
deeper into the meat. Braising the ribs
in milk spiked with saffron and chili salt
re-energizes these flavors before the ribs
are short-fried. A jalapeno-spiked apricot
glaze paired with a cool radish and yogurt
chutney creates a spicy-sweet balance
that’s as creamy as a bowl of raita.

Chef Sujan Sarkar
ROOH, San Francisco

2 tablespoons yogurt
1 tablespoon fennel seed, ground
1 tablespoon fresh ginger, peeled and
minced
1 teaspoon turmeric powder
4 cloves
2 bay leaves
4 green cardamom pods
2 black cardamom pods
1 cinnamon stick, 2 inches long
2 pounds lamb ribs
4 cups milk
4 Indian green chilies, slit
1 pinch saffron
2 liters ghee or canola oil
Apricot jalapeno glaze, recipe follows
4 jalapenos, de-seeded,finely chopped
Radish chutney, recipe follows

EXPERT ADVICE: American lamb is
younger and milder than Indian varieties,
so don’t over-season and make sure to
ask your vendor for smaller ribs. Sarkar
recommends lamb bones that are 4 inches
long to ensure maximum tenderness.

Combine yogurt, salt and all dry spices with

THE APPEAL: These lamb ribs are an
important part of Sarkar’s mission to
marry California ingredients with regional
Indian flavors. Using off-cuts like lamb ribs
helps stabilize overall food costs and keeps
prices low.

Heat ghee to 320 F. Working in batches, fry

lamb ribs and marinate overnight. Remove
from marinade and braise with milk, green
chilies, saffron and enough water to cover ribs.
Cover with aluminum foil and braise in a 340 F
oven for two hours or until tender.

ribs for two minutes or until crispy; drain.
Brush with apricot glaze, sprinkle on jalapenos
and roast 4 minutes in a 350 F oven. Serve
with radish chutney and more apricot-jalapeno
glaze. Makes 4 to 6 servings.
For apricot-jalapeno glaze, simmer 1 pound
dried apricots, 2 cups orange juice, 2 cups

RIBS ARE A GREAT VEHICLE FOR
LAYERED FLAVORS, ESPECIALLY
THE SWEET, SALTY, TANGY,
UMAMI COMBINATIONS THAT I
GREW UP WITH.
—Chef Sharon Nahm of E&O in San Francisco

water, 2 tablespoons vinegar, 4 green chilies
and salt for 30 minutes until apricots soften.
Blend mix into fine paste. Pass through a finemesh strainer.
For radish chutney, finely grate 1 cup
radishes. Add 2 tablespoons creme fraiche,
1 teaspoon freshly ground black pepper, 1
teaspoon lemon juice and ½ teaspoon salt.
Mix well.
Menu price: $15; Food cost: $5

FoodFanatics.com | FOOD FANATICS

7

Herringbone’s
pacu ribs.

Rib Tips

Believe it.
These are
fish ribs.

Four golden rules for better ribs

WRAP AND ROAST
If you’re pressed for time, season
and wrap ribs in foil and roast them
at 300 F, which mimics low-and-slow
smoking techniques.

TASTE TEST

REDEFINE SURF
AND TURF

Pacu Fish Ribs

Intent on introducing guests to a new
way to enjoy fish, the kitchen at the
Herringbone Las Vegas lacquers meaty ribs
from pacu, a South American freshwater
fish that’s related to the piranha, with a
cranberry-chipotle barbecue sauce.

2 tablespoons of olive oil

HERRINGBONE LAS VEGAS/KELLY PULEIO

THE PREP: “Pacu have a well-balanced
flavor that’s perfect for baking, frying or
grilling,” says Executive Sous Chef Nick
Aoki. He keeps things simple, seasoning
with salt and pepper, then tossing in
lemon juice and olive oil to keep them
from sticking to the grill. They’re flipped,
brushed with a cranberry-chipotle sauce
percolating with tart, sweet and spicy notes
and finished on the grill for three minutes
for extra crispiness.

8
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EXPERT ADVICE: Butcher pacu ribs like
you would any other rib, making sure to
leave the bone on for extra flavor. They
should look meaty. The key is to grill them
more quickly than pork or beef to maintain
their moisture.
THE APPEAL: Educating the waitstaff on
the intricacies of an unconventional rib
dish is critical to boosting sales. “Some
guests can be a little timid,” says Aoki, “but
once they understand what they are, they
really enjoy them.”

Executive Sous Chef Nick Aoki
Herringbone Las Vegas, Las Vegas

Conduct daily pre-shift tastings with
servers so they can relay what’s
unique about your ribs to guests.

RETHINK LOW-AND-SLOW

Barbecue sauce, recipe follows

At Junoon, Chef Akshay Bhardwaj
generates tenderness by cold-smoking ribs with hickory chips and charcoal before vacuum-sealing them in
a vindaloo glaze and cooking them
sous vide.

Combine lemon juice and olive oil in a mixing

MAKE IT SPECIAL

bowl. Add fish ribs and coat evenly. Place ribs

E&O in San Francisco offers its ribs—
which have become a popular pairing
for drinks—as a happy hour special.

1 tablespoon lemon juice
8 pacu fish ribs
Salt and pepper, to taste

on a baking sheet; season with salt and pepper.
Grill fish ribs over medium high heat, skin side
down. Cook for 2 to 3 minutes, making sure not
to char too much or burn. Flip and brush sauce
liberally on skin as glaze. Continue grilling on
low heat until cooked through.
Arrange ribs on a large round serving plate.
Serve with additional barbecue sauce and
garnish with lemon wedges. Makes 4 servings.
To make barbecue sauce, heat 1 tablespoon
vegetable oil in 2-quart sauce pan. Add
1 tablespoon chopped garlic and ½ cup
chopped onion. Sweat for 2 minutes, add 1 cup
dried cranberries. Cool slightly and stir in 1
tablespoon dried mustard and deglaze with
1 cup red wine vinegar, 1 cup cranberry juice
and 1 tablespoon Worcestershire sauce.
Reduce by half and add ½ cup sugar. Add 4
cups ketchup and simmer for 20 minutes; cool.
Puree until smooth.

Rooh lamb
rib twist.

Menu price: $21; Food cost: $5.88
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Sherry-Glazed Pork Ribs
Chef Adam Wendt
The Delta, Chicago

Brine, your recipe
12 racks Berkshire baby back ribs
Rib rub, recipe follows
4 quarts chicken stock
Sherry caramel sauce, recipe follows
Onion crema, recipe follows
Crispy allium, recipe follows
Brine ribs for 12 to 24 hours. Rinse, coat with rub
and let sit 1 hour. Braise ribs in chicken stock at
300 F for 2½ to 3 hours. Cool in liquid overnight.
Grill ribs and brush with sauce. Spread onion
crema on the serving plate, top with ribs and
crispy onions.
For the rub mix, combine 2 cups brown sugar,
5 tablespoons kosher salt, 2 tablespoons chili
powder, 1 tablespoon smoked hot paprika, 1½
teaspoons tomato powder, 1½ teaspoons black
pepper, ¾ teaspoon granulated garlic, ½ teaspoon
mustard seed, ½ teaspoon onion powder,
½ teaspoon dried oregano, and ¹⁄8 teaspoon

THE SOUL OF
MISSISSIPPI
Inspired by his travels along the
Mississippi Delta, Chef Adam Wendt of
The Delta in Chicago wanted to create ribs
that tasted like an edible travelogue of his
journey, pulling inspiration from dry rubs
in Memphis, steamy cooking methods from
northern Mississippi and the smoky flavors
of Vicksburg, Mississippi.
THE PREP: To achieve a firm yet tender
texture, Wendt brines his bones for 12
to 24 hours, coats them with a spice rub,
then braises in chicken stock until tender.
By letting them cool overnight, the ribs
form a pellicle that protects the meat from
drying out when he hard-smokes them the
following day. On the pickup, the ribs are
grilled over a wood fire and basted with
sherry caramel.
10
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EXPERT ADVICE: Gilding ribs with a little
extra flavor is no sin, which is why Wendt
tops his ribs with an onion crema and fried
shaved shallots to offer a balance of sweet
and savory flavors.
THE APPEAL: The 48-seat Delta sells
close to 80 orders a week. “Ribs are
essential to the Delta experience, but these
are really different,” says Wendt. “(They’re)
ribs from the whole state of Mississippi in
one experience.” n

cayenne.
For sherry caramel, sweat ¾ cups shallots and
¼ cup garlic cloves in olive oil. Add 4 tablespoons
hot paprika, 1 tablespoon red chili flake, 1¼
teaspoons mustard seed, 1¼ teaspoons coriander
seed, 1¼ teaspoons black peppercorn and
toast until fragrant. Deglaze with 3¼ cups sherry
vinegar and reduce by two-thirds. Add 3¼ cups
sugar, ¼ cup honey, 3¼ cup pork stock, ¼ cup
olive oil and salt to taste, and reduce by twothirds. Pass through chinois. Makes 1½ quarts.
For onion crema, whisk together ¾ cup creme

Your
Perfect
Cut.
Ensure a flawless guest experience with hand-selected
cuts that meet the most stringent standards.

S T E R L I N G S I LV E R M E AT S . C O M

fraiche, ½ cup roasted onion puree (your recipe),
½ cup mayo, 1 tablespoon sugar, 2 teaspoons

RIBS ARE ESSENTIAL TO THE
DELTA EXPERIENCE, BUT THESE
ARE REALLY DIFFERENT.
—Chef Adam Wendt of The Delta

kosher salt, 1 teaspoon granulated onion and ½
tablespoon beet juice. Refrigerate until use.
For crispy allium, shave three shallots and 2
heads of garlic. Toss in 50/50 mix of cornstarch
and flour. Shake off excess dredge. Deep fry at
300 F until crispy. Season with kosher salt.
Menu price: $17; Food cost: $4.79

© 2018 Cargill Meat Solutions. All Rights Reserved.

What chefs do when health
is on the line
EXECUTIVE CHEF CHRIS SHEA OF THE WAYFARER IN NEW YORK CITY
Why change? Unhealthily snacked at work,
but promoted and supported healthy eating
habits at home for his kids. “Why wasn’t I doing
it every day at work and in my own life as well?”

You come in early to start prep. Pray you catch the
staff meal and a bite during your break—if you’re
lucky enough, that is, to have one longer than a few
cigarettes during your stressful 12-hour shift.
Wrap up at a time when your only options
are crushing fast food and a sixer. Exercise
and diet? Forget about it.
As much as “healthy” trends have
dominated the food world of late, the fact
remains that most hospitality workers
struggle to practice what they preach.
“When you think about it, we’re in
professions where we’re taking care of
(other) people, and we never take care of
ourselves,” says Chef-owner Steve McHugh
of Cured in San Antonio.
Passion and adrenaline can sustain a
person for a while, but human nature is
fallible—particularly in an environment
as taxing as the restaurant industry.
From job-related stressors, such as
anxiety, depression and obesity, to genetic
predispositions, like inflammatory bowel
disease, Celiac disease and cancer, making
health-focused lifestyle changes has
become more than a mere fad for chefs and
restaurant workers. Change is possible, but
it isn’t easy. Yet these chefs say it’s worth it,
as rethinking the way they cooked and ate
transformed—and saved—their lives.

chefs down healthy
Change appears on and off the menu
BY CARLY FISHER

Kicking cancer in the butt

Get this
smoothie
recipe on
page 14.
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In 2009, McHugh started noticing a
change in his body. It began with treating
bouts of dermatitis with steroids and
creams—and getting called out by his
dermatologist for his lifestyle and eating
habits for the first time.
“You start to realize, ‘if I eat a beet salad
instead of crushing a box of French fries

it’s going to do good things for my body,’”
McHugh says. “It’s going to bring down the
redness in my skin and the things that are
hurting my body.”
Understanding the need to change
the way he ate became a lifesaving decision
when he was diagnosed with blood cancer
a year later. Enduring a year of treatment
that included eight excruciating rounds
of chemotherapy while he tried to keep
weight on and stay healthy, McHugh began
researching and using food to
heal himself.
At home and at the restaurant, he became
even more aggressive in his commitment to
buying local and supporting sustainability.
“When you’re going through treatment,
you’re not allowed to eat fresh fruit except
maybe a banana, so you start to miss
things that you took for granted. You miss
an apple or a nice salad because you don’t
know if the restaurant you’re in is washing
the lettuce,” McHugh says.
“After you get sick, you think about
the way you cook; you kind of fine-tune
things a little bit. So now I’m in the
process of visiting every farm, every
farmer, to understand their practices …
(and) understand what they’re eating,
understand how they’re being raised as
a part of our own health. It’s a challenge,
but it’s one that I believe our customers
wholeheartedly believe in.”
At his restaurant, McHugh always serves
up some variation of a pumpkin pepper
salad, which underscores just how much

What was done: Kicked refined sugars, processed foods, dairy, grains and legumes to the
curb, and watched his salt intake. Added more
veggie and Paleo-friendly items to The Wayfarer menu. Reduced fat, carbohydrates and
sugar on many menu items, making it easier for
guests to realize healthier items were available.
The net net: Noticed a change in
energy almost immediately, which fueled
willpower. Believes it’s easier to reduce or
be conscious of overindulgence than sticking
to a particular diet.

CHEF DAVID NICHOLS OF RIDER IN SEATTLE
Why change? Stepped on a scale, saw weight
at 250 pounds and realized that “the life of a
young, carefree eat-what-and-when-I-want
had caught up to me.”
What was done: Exercises and refrains from
eating after 9 p.m. Eats three meals a day
that are healthy, smaller portioned and full of
vegetables.
The net net: Dropped down to 170 pounds
in six months and has stayed true to eating
and cooking a very vegetable-driven menu at
home and at the restaurant.
CHEF TRACY CHANG OF PAGU RESTAURANT
IN CAMBRIDGE, MASSACHUSETTS
Why change? Noticed a diet of “a lot of coffee,
dinner and/or drinks meetings” while working
on her restaurant and during the construction.
What was done: Added a morning power
smoothie and more exercise, such as yoga,
playing soccer with high school friends and
walking to the park with her pug.
The net net:Looks and feels better but is also
happier having slightly more “me time” even
though she’s still very busy.
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strategic sourcing can bolster the health
benefits of a dish.
The pumpkin in McHugh’s salad delivers
fiber, antioxidants and calcium, which
can help protect against cancer. Then by
swapping in locally grown hard squash
in the fall, he adds an extra punch of
beta carotene, known for fighting free
radicals. Studded with anti-inflammatory
ingredients like pecans, black pepper,
mustard seed and celery, the salad becomes
a targeted roundhouse aimed at combating
inflammation, which can exacerbate health
problems, such as asthma, diabetes and
heart disease.

Dealing with IBD

Chef Jeffrey Stoneberger never ate
during the non-stop 15-hour shifts at the
Michelin restaurants he worked at five
years ago, but he did taste. A lot.
Rich purees thickened with ungodly
amounts of butter, sugary root vegetables
and heavy concentrates were constantly
being whipped up and tested. Working in a
stressful environment, he didn’t notice he
was slowly ruining his gut until he stepped
away from the line.
“I’d come home late at night and crush
calories that I had been lacking throughout
the day,” he says. “You don’t get to burn
those carbohydrates. They sit and ferment
and cause gut rot, fermenting foods inside
your system. So not only did I realize I
needed to change what I ate, but how I ate.”
As his body started to catch up with
him, Stoneberger started exchanging
verbiage about Irritable Bowel Syndrome,
Inflammatory Bowel Disease and
Crohn’s Disease over social media
with fellow chef Ryan Santos of Please
Cincinnati in Cincinnati.
“When you go to a gastroenterologist,
it’s not like going to a surgeon where
they’re like, ‘We need to operate on your
arm because it’s broken,’” Stoneberger
says. “They give you such a barrage of
tests. It’s all trial and error. I went through
all of that, and no one had ever really
experienced any of that stuff. So talking
with Ryan, who is a chef doing things
outside the norms, was really important.”
Stoneberger began incorporating
Japanese fermented foods into his
diet, which immediately and radically
transformed his body. He learned to make
14
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Wild Salmon with Three
Sisters Chow Chow
Chef-owner Steve McHugh
Cured, San Antonio, Texas

3 cups water
2 1/2 teaspoons salt
2 teaspoons sugar
2 bay leaves
4 cloves garlic, smashed
1 tablespoon coriander seeds

Summer Vegetable Miso Soup

Green Machine Smoothie

Chef Jeffrey Stoneberger

Executive Chef Kris Koch

1 jalapeno, halved

2Nixons, Charleston, South Carolina

The Six15 Room, Minneapolis

1 cup onion, medium dice

1 quart dashi

¼ cup cilantro

1 pound corn

2 tablespoons shiro miso

¼ cup parsley

1 cup purple hull peas, cooked

2 teaspoons soy sauce

¼ cup baby kale

7 ounces wild salmon

½ package tofu, small dice

¼ cup spinach

Olive oil as needed

¾ cup rehydrated wood ear mushrooms or

¼ cup blueberries

Kosher salt and freshly ground

shiitake, sliced

1 teaspoon ginger root, minced

black pepper as needed

¾ cup snap peas, cut into pieces

2 cloves garlic

1 tablespoon kimchi

½ cup coconut milk

Simmer water with salt and sugar until

2 tablespoons broken dried wakame

½ banana

dissolved; cool to room temperature. Combine

Garlic chives, chopped for garnish

Ice, if desired

all fermentation ingredients expect the salmon

1 tablespoon dill seeds

1 pound zucchini, medium dice

and olive oil. Seal mixture airtight and ferment

Salt to taste
Blend and serve in a tall glass. Makes 1 serving.
Bring dashi to a very slow simmer. Add miso

at room temperature 3 to 14 days. Refrigerate
to slow the fermenting. Makes 2 quarts.

and soy; stir and add tofu, mushrooms, peas and
kimchi. Simmer for 1 minute, ladle into bowls and

Drizzle salmon with olive oil and season with

garnish with dried wakame, chives and salt to

salt and pepper. Grill to medium and plate with

taste. Makes 4 to 6 servings.

chow chow. Makes 1 serving.
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Grilled Summer Squash
and Pepper Salad
Chef-owner Steve McHugh
Cured, San Antonio, Texas

2 yellow squashes
2 zucchinis
3 tablespoons olive oil
1 tablespoon whole coriander, toasted and
coarsely ground
1 tablespoon whole cumin seeds, toasted and
coarsely ground
Dressing to taste, recipe follows
½ tablespoon Kosher salt
½ cup piquillo peppers, sliced
Preserved celery, recipe follows
½ cup toasted pecans for garnish
½ cup celery leaves for garnish
Trim squashes so they lie flat on each side to
form a rectangle. Brush with oil and grill; cut into
chunks and toss with seasonings, dressing and
peppers. Place a spoonful of goat cheese mousse
on the bottom of each plate and place salad on
top. Garnish with pickled celery, pecans and celery leaves. Makes 4 servings.
To make preserved celery, combine 1 cup water,
½ cup rice wine vinegar, 2 tablespoons sugar,

his own misozuke (rice bran fermented
Japanese pickles), which have natural
microbial benefits for digestion, and
became the foundation for his ramen popup concept, 2Nixons in Charleston, South
Carolina. Whether customers are aware or
not, Stoneberger’s menu is health food he
can swear by.
“People generally look at foods related
to the word ‘diet,’ and it has a negative
connotation,” he says. “People assume
diet means restrictive and bad things. I
wanted to eat differently because I wanted
to feel better. ”
Diners can leave satisfied and nourished
by mimicking the way Stoneberger feeds
16
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himself. When he’s not using his own lactofermented ingredients made in-house, he’ll
reach for vetted products from his pals
at San Francisco’s Cultured Pickle. Their
naturally fermented dulse sauerkraut
brightens dishes like his take on the
Japanese pancake okonomiyaki and sour
shio ramen, which come with the added
bonus of vitamins C and K, and probiotics
that regulate intestinal functions.

2 tablespoons Kosher salt, 1 teaspoon mustard
seeds, 1 teaspoon grated ginger, ½ seeded and
chopped jalapeno and bring to a boil. Pour over
2 stalks of peeled and sliced bite-sized pieces of
celery and allow to marinate for 24 hours.
To make dressing, combine ½ cup red wine
vinegar, 2 tablespoons whole grain mustard, 1½
tablespoons honey and 1 clove garlic in a food
processor. With motor running, slowly add ¾ cup
canola oil and ½ cup olive oil and season to taste
with kosher salt and black pepper. Makes about

Setting an example

In theory, a staff meal is the hallmark of
hospitality—the time when you take care of
your crew. The reality is more of a “kitchen
sink” meal featuring trimmings and cheap,

2 cups.
To make goat cheese mousse, whisk together
¾ cup goat cheese with ½ cup water and salt and
pepper to taste. Makes 1¼ cups.

Healthy ingredients,
from walnuts to ginger,
are finding their way
from a chef’s plate to the
restaurant’s menu.

filling carbs to keep food costs in check.
So if you’re a chef touting the benefits of
a healthy lifestyle, how do you pass that
philosophy onto your staff?
At Cured, McHugh tells his sous chefs to
make salads. “We have to have a salad every
day because I’m going to eat it. I might only
eat that,” he says. “Back in the day, you’d
never have salad. It was shepherd’s pie or
some fish guts fried up. So I always say,
‘Have a healthy side. It can be fried chicken
for staff meal, but let’s have something
healthy to go with it.’”
McHugh takes this practice one step
further, recognizing the economic realities
his staff face might limit their ability to eat
healthy off-hours. Which is why he allows
his employees to eat the staff meal even on
days they’re off. Some, he says, don’t eat
when they’re not working.
“If you’re struggling in life, and you only
have a certain amount of money to spend,
are you going to spend it on vegetables or
fruit? Probably not. You can stretch your
money on starches. These people work for
me, so there’s a greater motive.”
Staff meals are crucial to maintaining
camaraderie and innovation at 2Nixons,
Stoneberger says. Hours often stretch
longer there than at a brick-and-mortar
restaurant. Prepping at a commissary
space as well as picking everything up
and packing it all up at the end of service
takes time, which makes a staff meal an
opportune time to not only feed staff but
also experiment.
Leftover pea pods, for example, are juiced
by one of his sous chefs and added to ramen
broth with raw vegetables for the family
meal. If it’s a unanimous hit with fellow
cooks, then it’s worthy enough to serve to
customers and suddenly the staff meal has
just paid for itself.
“Family meal is usually part of the
creative process,” he says. “I believe that
everybody is part of the team, and people
have a lot to convey and contribute to
various cooking scenarios. That’s how
some of the coolest concepts come about in
the restaurant.” n
FoodFanatics.com | FOOD FANATICS
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BOWLED

Reap the
benefits of
next-generation
salads

OVER

BY AMBER GIBSON
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Amid all the buzzing
proliferation of fastcasual salad spots lies an
invaluable lesson for all
operators: A great salad list
still draws a crowd.
On-the-go eaters. Health-conscious
diners. Millennials. Baby boomers. Penny
pinchers. Expense account execs. They
all can be bowled over by well-dressed
greens, especially when they’re hearty
enough to act as stand-alone entrees and
unique enough to qualify as an Instagramworthy meal.
In fact, a 2016 study by foodservice
research firm Technomic found that 40
percent of diners will choose a particular
restaurant specifically for its salad
offerings. Recently, fast casuals have been
drawing diners away from casual dining
and high-end operations by marrying
ultra-fast service, trendy and nutritious
ingredients with complex flavor pairings.
Understanding why these fast-casual
spots are gaining traction is the first
step in building a next-gen salad menu
that straddles the line between tradition
and innovation.

Change up the lineup

One diner’s kale is another’s little
gem lettuce, which is why it’s become
increasingly important to source
supporting ingredients that discerning
diners don’t often consume at home.
At Clever Greens, a fast-casual soups,
salads and wraps concept in Omaha,
Nebraska, diners clamor for elevated riffs
on classics, including a Greek salad packed
with artichoke hearts, chickpeas and a
yogurt tzatziki sauce, as well as a grainrich salad loaded with red quinoa, brown
rice, avocado, carrots and scallions. These
heavier supporting ingredients provide
plenty of protein and acidity but also
ensure the salads qualify as a complete
meal. To generate healthy profits, Clever
Greens sets the prices for most salads
around $10, but protein add-ons like
chicken, turkey or bacon can bump up the
price to as much as $16.
20
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Tony Gentile, Clever Green’s corporate
executive chef, says sticking with classics
has its advantages. Kitchen staff knows
how to prep them and diners already
know what they like. But clever twists can
generate more word-of-mouth buzz. “We
want to help diners transition over to the
adventurous side and fall in love with their
favorite salads all over again,” Gentile says.
Keep costs down by spreading versatile
ingredients like grape tomatoes, hardboiled eggs and sweet corn across your
menu, which streamlines the prep process
and minimizes waste. Or take the opposite
approach: Build a one-of-a-kind salad
around premium ingredients usually
reserved for exotic fare.
At the national chain Sweetgreen, chefs
heighten Hummus Tahina, a chopped
romaine and shredded kale salad, with
Middle Eastern accents like herb falafel,
za’atar breadcrumbs and cucumber
tahini yogurt dressing, plus exotic vegan
proteins that even carnivores might be
tempted to try.
By changing its salad offerings five times
a year, Sweetgreen ensures it’s always
sourcing fresh seasonal ingredients and
staying on top of emerging trends. A
concerted effort to avoid food waste has
also paid dividends by inspiring the chain
to add kale and cauliflower stems to some
of its salads.
“Sourcing locally supports local food
economies and keeps food fresher,” says
co-founder and co-CEO Nicolas Jammet.
“Fresher food tastes better, so that’s a
win-win.”

Keep it regional

Never underestimate the appeal and
profitability of building salads around
beloved local recipes and seasonal
ingredients. Often, focusing on regional
flavors keeps regulars happy, while luring
in out-of-towners looking for new flavors.
One of the best-selling salads at Fork &
Salad in Maui is built around local papaya
and packed with fiber-rich additions,
including wheat berries, wild rice, sliced
almonds, strawberries and feta cheese.
“Papayas take seconds to cut, seed and
serve, meaning they have a terrific shelf life
and speak to the uniqueness of our brand,”

Inside Artichoke Salad
Corporate Executive Chef Tony Gentile
Clever Greens, Omaha, Nebraska

6 ounces romaine, chopped
¹⁄3 cup artichoke hearts, roughly chopped
¹⁄3 cup garbanzo beans, drained and rinsed
¹⁄3 cup grape tomatoes, halved
¼ cup red onion, sliced
¼ cup feta cheese, crumbled
2 ounces baby arugula
¼ cup red wine vinaigrette, recipe follows
Place all ingredients in a bowl and toss with
vinaigrette until incorporated. Makes 1 salad.
To make red wine vinaigrette, combine ½
cup red wine vinegar, 1 tablespoon pure clover
honey, 1 teaspoon prepared horseradish, 1
teaspoon kosher salt, 1 teaspoon chopped garlic,
1 tablespoon chopped shallot, 1 teaspoon ground
Dijon mustard, ½ teaspoon Worcestershire, ½
teaspoon whole black pepper, in blender. Blend,
slowly adding 2¼ cups olive oil to emulsify. Makes
3 cups.
MENU PRICE: $10
FOOD COST: $2.66

GREEN
MACHINES

53%

CONSUMERS WHO HAVE EATEN A
SALAD IN THE PAST THREE DAYS.
Source: Datassential Salad Keynote Report

Clever Greens
adds artichokes
and chickpeas to
beef up its Greek
salads.
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57%

MILLENNIAL AND GEN Z
CONSUMERS WHO EAT SALADS
BECAUSE THEY PREFER THEM
TO OTHER FOODS.
Source: Datassential 2016 Salad Keynote Report

42%
49%

OVERALL CONSUMERS WHO WISH
MORE NEARBY RESTAURANTS
SPECIALIZED IN SALADS.

says CEO Travis Morrin. “Grains cost less
per ounce than greens do, meaning we can
charge a little less for these menu items
than normal signature salads and still have
a good profit margin.”
Taking a short culinary field trip can
also do wonders. When Chef Tom Dynan,
co-founder of Unleavened Fresh Kitchen
in Dallas, traveled to Georgia and tasted
a killer fried chicken and bacon entree,
he knew his customers back home
would approve. Small tweaks to appease
his health-conscious clientele, like
gluten-free fried chicken breading and
housemade buttermilk ranch, resulted
in the creation of the Weekender, which
became an undeniable hit.
“It’s crave-worthy comfort food that
strikes a balance between being healthy
and decadent,” says Dynan. “Since the
Weekender can be ordered on a bed of
greens, what might be a traditionally
unhealthy dish is actually something
guests can feel good about eating.”

Dress to impress

Traditional operations may not be able
to compete with fast-casuals in terms of
speed or customization, but focusing on
creative presentations and advertising
“secret sauces” can help narrow the gap.
The multi-unit Arizona-based Flower
Child offers seven housemade dressings,
including a lemon tahini with nutritional

yeast for its “vegan ingredient salad.”
Many customers choose salads not just
for taste, but for their health benefits, so
pointing out nutritional key words like
“antioxidant,” “omega-3” and “superfood”
can help boost sales.
Here, tahini adds body while nutritional
yeast adds umami and a superfood health
boost. “The richness of those ingredients
perfectly balance the bright acidity of
the lemon,” says Brad Borchardt, the
company’s director of culinary standards.
Clever Greens’ chefs make all 13 salad
dressings in-house. Ensuring the kitchen
applies the right amount of dressing is
equally important, not only in terms of
flavor and food costs but also the visual
appeal of the salad.
“We preach that each ingredient should
be lightly coated, including the lettuce,”
Gentile says. “The dressing should not
dominate. If at any time the ingredients
stick together and lie flat, you’ve used too
much dressing.”
Fun garnishes like curry golden raisins
and fried garlic chips at Fork & Salad add a
finishing touch that diners might not easily
replicate at home. But in the end, the most
successful salads are often the ones that
reflect the colors and flavors of the season.
“Vegetables offer the most diverse
textures, colors and flavors in the food
world, which keeps it fun, interesting and
delicious,” says Borchardt. n

51%

18- TO 34-YEAR-OLDS WHO WISH
MORE NEARBY RESTAURANTS
SPECIALIZED IN SALADS.
Source: Technomic’s 2016 Left Side of the
Menu: Soup & Salad Consumer Trend Report

Weekender Salad
Co-founder and Chef Tom Dynan
Unleavened Fresh Kitchen,
Dallas and Southlake, Texas

3 cups gluten-free flour
1 ounce light chili powder, or to taste
Salt and pepper, as needed
1½ pounds chicken breast, trimmed into
2-inch strips
2 cups buttermilk
½ gallon vegetable oil
16 cups mixed field greens
1 cup bacon, cooked and chopped
1 cup carrots, julienned
½ cup tomatoes, diced small

Papaya is a
mainstay at
Fork & Salad
in Maui.

½ cup green onions, chopped small
8 ounces ranch dressing, your recipe
Season gluten-free flour with chili
powder, salt and pepper; set aside. Soak
chicken strips in buttermilk and dredge in

GO PREMIUM OR GO HOME
Amp up summer salads with these trending
add-ons.

MISO: A Japanese umami bomb packed with
probiotics and protein; add it to dressings.
SMOKED SALT: Evokes pleasant memories
of smokehouses and bacon.

WOMEN WHO WISH MORE
NEARBY RESTAURANTS
SPECIALIZED IN SALADS.

seasoned flour. Fry breaded chicken strips in

Source: Technomic’s 2016 Left Side of the
Menu: Soup & Salad Consumer Trend Report

with equal parts chicken, bacon and vegetables.

PICKLED/FERMENTED
VEGETABLES: Make them in-house for a

Serve with ranch dressing. Makes 4 servings.

punch of acidity.

MENU COST: $13.50

SEAWEED: Sustainable and nutrient-dense
with endless varieties to choose from.

vegetable oil at 350 F for 5 minutes or until done.
Chop cooked chicken strips.
Divide field greens into four bowls. Top salads

FOOD COST: $3.38

22
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Unleavened’s
Weekender salad
is gluten-free and
chicken-rich.

TAMARI:

A gluten-free soy alternative that’s
not overtly salty but imbues warm tones.

SUMAC: A tart Middle Eastern spice that
adds a red pop of color.
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The Chocolate Resource

BACK-OF-HOUSE

®

––––––––
FOR
––––––––
RELIABILITY

PHOTO © FLOWER CHILD

®

Vegan-friendly ingredients
can make for a healthysalad
that also has serious social
media appeal.

FRONT-OF-HOUSE

SUCCESS.

Vegan Ingredient Salad
Director of Culinary Standards Brad Borchardt

Combine romaine, spring mix, corn, cauliflower,

Flower Child, multiple locations

olives, tomatoes, radishes, basil, salt, pepper and
dressing in a large mixing bowl. Toss.

Customers at multi-unit Sweetgreen are
proving that diners will pay for higher
quality ingredients even after prices were
raised last year.

2½ ounces cut romaine
1 ounce spring mix

Place mix in the center of a salad bowl and top

2 tablespoons roasted corn kernels

with diced avocado and sunflower seeds. Makes

1 pinch thinly sliced cauliflower

1 salad.

1 tablespoon dry cured olives, chopped
8 grape tomatoes, halved

To make lemon tahini dressing: Combine

8 pieces radish, thinly sliced

8 garlic cloves, juice from half lemon, 2½

4 basil leaves, torn in half

tablespoons tahini, 1 teaspoon whole grain

1 pinch kosher salt

mustard, 2 teaspoons evaporated cane sugar,

Freshly grated black pepper

1 teaspoon kosher salt and 1 tablespoon

¼ cup lemon tahini dressing, recipe follows

nutritional yeast, and process while slowly adding

¼ avocado, diced

¼ cup extra virgin olive oil and ½ cup grapeseed

1½ teaspoons salted sunflower seeds, roasted

oil until emulsified. Refrigerate. Makes 1½ cups.

Confidence for you.
Superior flavor for your guests.
Contact your Cargill Foodservice Sales
Representative today or call 800-227-4455.
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gimme hot & crispy
all the way to my door.

30% of customers skip delivery
fries for fear they will be soggy.*

NEW CRISPY ON DELIVERY FRIES
The world’s first comprehensive
fry delivery solution.
Crispy & delicious for up to 30 minutes!†

Revolutionary coating
Designed to help ensure fry
quality up to 30 minutes when
using the Crispy on Delivery cup.

Innovative packaging
Unique patents pending fry cup,
allows moisture to escape while
keeping fries warm.

Delivery support
Expert advice on optimal
back-of-house and
store-to-door practices.

Learn more at LambWeston.com/Delivery

©2018 Lamb Weston Holdings, Inc. All rights reserved.

†

*Technomic Snacking Occasion Consumer Trend Report 2016- US
Optimal consumer liking intervals based on sensory tests 2015 & 2017

TREND TRACKER

The heat index on what’s happening

GREENS
ON GREENS.
Diners just want a really, really
big salad. You know, with a lot
of stuff in it. Find out why on
page 18.

In and out.
With enterprising restaurateurs operating elbow-toelbow in cramped tracts of pricey real estate, pop-up
concepts are becoming a way to build clientele and buzz
for a future opening.

Taking a cue from hipsters across
the pond, European-style wine bars
featuring smaller producers and
bites are beginning to pop up.

From housemade
tsukemono to small-batch
sauerkraut, fermented
foods are getting bigger
and better.
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Find the
flame to see
what’s hot.

#TrendTracker

Make it
Dry-uary
365.

Matcha
made in
heaven.

Wine bars
go Euro.

FERMENTATION
NATION.

It’s the trend we never asked for: vegetables parading
around like pasta. Let’s send it on its way.

Booze-soaked guests are
looking to cut back and dry out
for more than the occasional
cleanse, leading to the
popularity of infused seltzers
and other zero-octane drinks.
See more on page 70.

LAST SEEN: Chef Nico Russell’s roaming concept, Oxalis,
has kept New Yorkers on their toes, eagerly awaiting an
opening since 2016; pop-ups are a weekend ritual in
Charleston, South Carolina, where concepts like 2Nixons,
Kwei Fei and Daps are aiming to be the next big thing.

LAST SEEN: Charleston, South
Carolina, gets a taste of Parisian
bars at Felix Cocktails et Cuisine;
Barcelona lands in San Diego,
California, with tapas and wine
at Bar Bodega.

Zo long, zoodles.

TASTE THE RAINBOW.
Paint the plate with a spectrum of
colorful ingredients to whet diners’
appetites and get them snapping
photos.
LAST SEEN: In New Orleans, vibrantly
hued ceviche offers up enough acidity
to equal its vibrant complexion at
Tito’s Ceviche and Pisco; Muchacho in
Atlanta uses greens, grains and fruits to
plate up Instagram-worthy dishes.

TRY THIS INSTEAD: If you still want to
paint it black, create a sauce using squid
ink or coffee—or simply make a tapenade
to contrast bright colors on the plate.

AVOCADO OVERLOAD.
Does avocado really need to
replace a hamburger bun?
Will there ever be enough
iterations of avocado toast?

Asian-inspired desserts
are hitting the mainstream,
from matcha-infused and
pandan-leaf sweets to
more textural riffs like
mochi.
LAST SEEN: Chiko in
Washington, D.C., serves
a riff on sesame custard
spiked with lemongrassinfused basil seeds and
candied almonds. The
trendy Japanese dessert
taiyaki—soft serve in a
fish-shaped waffle cone—
is making the rounds at
Pisces in San Francisco.

TIME TO DE-ACTIVATE CHARCOAL.
Not too long ago, turning foods black
with a sprinkle of activated charcoal
seemed like great fun. And then it was
everywhere. And sorta useless?

TRY THIS INSTEAD: Rather than serve limp veggie
slices, consider other ways to make vegetables a
center-plate star. Lightly dress roasted, shaved or
blanched vegetables to help them retain their crunch.

POST-ETHNIC IS THE NEW FUSION.
What’s considered “authentic” anymore?
Second- and third-generation chefs are
marrying the recipes of their youth with
influences gleaned from local concepts to
create new culinary identities.
LAST SEEN: Takeout spot Pinky’s in New York
City meshes American Southern food with
French standbys in dishes like braised brisket
with au jus, orange shallot and marmalade.

TRY THIS INSTEAD: Chickpeas
and other creamier beans
can be pureed for spreads.
Pulverize dried chickpeas work
as coatings or even aquafaba,
the liquid left from soaking
beans, can be whipped up into
soft peaks like egg whites.

STEP AWAY FROM
HITTING SEND.
Quit email-bombing your diners
or they’ll quit you.
TRY THIS INSTEAD: Use an online
poll service to ask your customers
what they want from you. Some may
want to know about specials—or not.
Whatever you do, don’t email daily
or even weekly unless you have
something truly meaningful to say.
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FOOD
PEOPLE

The Bonnie

TAKE IT
OUTSIDE

How to keep al fresco diners all year

BY KATE BERNOT
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Sweet Afto in
the winter (top)
and summer
(below).

A REMOVABLE ROOF,

The weather factor

Plonk draws in a more
diverse crowd with a
more casual menu.

FROM FOUR-SEASON CLIMATES TO PERPETUAL
SUNSHINE STATES, WHO DOESN’T GO CRAZY FOR
OUTDOOR DINING?
Adding or upgrading some dedicated al fresco space is a major undertaking,
but one that can pay major dividends, even if you’re not located in the tropics.
At Sweet Afton, a bar in Astoria, New York, upgrading a back patio—which
once served as dead space for seven months of the year—into an enclosed
removable-roof area now generates revenue all year. In Missoula, Montana, the
rooftop terrace at Plonk wine bar nearly doubles the restaurant’s covers when
it’s open from early May to mid-October. And a host of weather-proofing fixtures
installed at The Monarch, a cocktail bar in Kansas City, Missouri, make the
patio operational about 10 months a year.
32
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Here’s how to use the great outdoors to generate
buzz and major profits.

Patio psychology

Understanding the motivations of outdoor diners
is essential. Al fresco dining is generally viewed by
customers as more laid-back than an interior dining
room, which makes it an attractive option for guests
seeking casual dining options.
“Plonk is pushing the boundaries of what some
customers are comfortable with and what they’re
willing to spend on food. It’s not that we offer a
different menu for outdoor seating, but it’s perceived
by guests as more casual,” says Ben Burda, general

No one can control Mother Nature, but you can
mitigate her effects. A glass roof and canvas drapes
on The Monarch’s patio make it usable during rain
showers; heaters suspended from roof beams keep it
operable even when temperatures are in the mid-30s
or 40s. A removable roof, walls and heater are set up
each winter at Sweet Afton as a flexible solution.
If you’re lucky enough to be able to choose
the location for your patio, take into account
where sunlight falls during various times of day
and the year. Without a roof, it’s important to
consider fabrics and furniture that will withstand
the elements.
Sweet Afton recently replaced all of its outdoor
furniture after it became rain-damaged; the bar
still uses wood furniture but sealed it much better
and plans to make weather-proofing an annual task.
Easily cleaned outdoor furniture is also a must; The
Monarch uses a durable umbrella-type canvas for
its curtains. It’s a bonus if the furniture is easily
assembled and disassembled. If you don’t have a way
to secure your outdoor area, cushions and umbrellas
will need to be taken indoors at night.
When weather just won’t cooperate, it’s crucial
to have an overflow area for guests. At Plonk,
the downstairs dining room and bar can almost
always accommodate spillover from the patio during
rain showers.

PHOTO © ALEXANDRA FOLEY

manager of Plonk’s Missoula location. “They’re
more willing to give that a try rather than come in
downstairs for the full experience.”
The dedicated terrace at The Monarch has a more
relaxed dress code than the cocktail/businesscasual attire code enforced by its indoor bar. For
example, sports jersey are permitted only on the
terrace, and only on home-game days.
A smaller patio can also serve as an intimate
retreat from a busy, spacious indoor bar like Sweet
Afton, says owner Ruairi Curtin: “It’s good for
couples who want to vanish away and enjoy their
own company.”

PHOTO © NOAH FECKS

WALLS AND HEATER ARE SET UP
EACH WINTER AT SWEET AFTON
TO UTILIZE ITS OUTDOOR SPACE.
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AT THE MONARCH IN KANSAS CITY, CANVAS CURTAINS CAN BE DRAWN TO KEEP OUT
THE RAIN AND HEATERS HID IN THE RAFTERS KEEP THINGS WARM DURING THE WINTER.
Setting staff up right

The team behind Sweet Afton also owns another Astoria bar, The Bonnie, with
an outdoor patio that seats 120. Staffing that area, especially when weather is
variable, becomes a challenge.
“It’s trying to manage the swells. You’re trying to keep your staff happy but
also your labor costs under control; it’s difficult to manage at times,” Curtin says.
“It’s something that you have to continually work on.”
Burda says that finding seasonal staff has also been a challenge for Plonk
because the wine bar maintains such high standards. Promoting from within,
like bringing a busboy up to a server, keeps training hours to a minimum.
Proximity to a local university doesn’t hurt, either, with plenty of students in
town looking for part-time or summer jobs.
While Plonk does expand its roster of summer servers, the restaurant doesn’t
hire any additional kitchen staff due to square footage constraints. Instead, the
restaurant tweaks its menu to lighten the back-of-house load.
“Menu design becomes incredibly important as we’re now looking at around
200 seats instead of 100,” Burda says. “We get to move more toward cold dishes
rather than all hot dishes on the menu as we roll into summer, so that’s a way to
spread out which stations each dish is coming off of and who’s preparing those.”

Optimize the space

Even with adequate staffing, servers and runners can quickly get slammed
in a busy outdoor area with lots of large parties. Monarch owner David Manica
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plans to debut a dedicated bar for this season that
will not only expedite drink service but also allow
outdoor guests to watch their drinks being made—an
appealing perk for bar guests.
At both Sweet Afton and The Bonnie, ownership
installed POS systems and water stations outdoors
to increase efficiency. Carafes allow servers to refill
enough for an entire table rather than shuttling
individual glasses.
Shareable alcoholic drinks, including pitchers
of margaritas, punch bowls or large-format beer
bottles, are a boon for satisfying large parties.
Designing a menu filled with shareable items cuts
down on runners’ delivery times and bartenders’
drink prep times, thus ensuring everyone is served
at once.
Once these basics are covered, it’s time to sweat
the details that will make your specific outdoor area
memorable: Lush greenery, eye-catching textiles,
funky finishes and variable lighting should match
the rest of the concept. That way, your al fresco
space becomes transportive without straying too far
from your identity. n

IS IT
POSSIBLE
TO END A
BUSINESS
RELATIONSHIP
WITHOUT
GETTING
NASTY?
BY MATT KIROUAC

In an industry
as transient as
the restaurant
business,
parting ways
with a
co-owner or
chef is almost
inevitable.

With turnover rates for restaurant
jobs topping 70 percent in 2017,
according to the Bureau of Labor
Statistics’ Job Openings and
Labor Turnover survey, ending a
professional relationship amicably
has become a critical survival skill.
Professional splits, much like
dissolved marriages, don’t have to
turn nasty and generate unwanted
collateral damage. By employing
the right strategies, both sides
can preserve their reputations,
avoid legal battles and lay the
foundations for future success.
Chefs and operators offer
advice on how to decouple in the
healthiest way.

❱
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CHRISTIAN GRAVES
Executive chef at Citizen Rail, Denver

Backstory: Worked in notable kitchens across
California, including a five-year stint under Chef
Mark Franz at Farallon in San Francisco. He
acted as the executive chef at Jsix in San Diego
before opening Citizen Rail in Denver.

“Whatever your reasons for leaving—
whether you want to start your own
concept or move to a new city—give
plenty of notice and be honest about your
intentions.
These are the best ways I know to be
respectful and protect relationships when
moving on to new opportunities.
For example, I told the team at Farallon
that I’d be moving on eight months before
leaving. And starting an early dialogue
with Jsix and the Kimpton management
team about my intentions to move from
San Diego to Denver led to an opportunity
to become executive chef at Citizen Rail.”

GARRETT HARKER

Proprietor of Eastern Standard, The Hawthorne,
Island Creek Oyster Bar, Row 34, Branch Line and
Les Sablons, Boston

Backstory: Opened his first solo venture,
Eastern Standard Kitchen & Drinks, in 2005 before launching equally successful follow-ups.
Semifinalist for the James Beard Foundation
Outstanding Restaurateur Award.

“While my team and I make every effort
to provide growth opportunities within
our restaurant group, when the time
comes for someone to move on, the best
thing to do is honor their desire for
change and think long-term. Whether
it’s a manager who is leaving to open
their own restaurant or a chef looking
to gain experience with a different type
of cuisine, if they are successful in their
new role, it reflects well on the training
and experience we provided them. I
always extend an invitation for them
to return to the restaurant as a guest.
While parting ways with a talented team
member is bittersweet, knowing that
we will hopefully see them soon on the
other side of the bar or table ensures that
conversations continue and the bonds we
built during their tenure will hold.”
Employees who move on but continue to
celebrate their tenure at our properties are
the best ambassadors for our restaurants.
In addition to sending new talent and
new guests our way, their successes have
helped establish us as one of the top places
in Boston to launch a career in hospitality.”

FoodFanatics.com | FOOD FANATICS

37

DAVE MILLER

Co-owner of Baker Miller and former co-owner of
Ipsento Coffee, Chicago

EVERY TIME I PART
WAYS WITH A CHEF,
CO-OWNER, OR EVEN
AN EMPLOYEE, I
ALWAYS DISCUSS
WHAT COULD HAVE
BEEN BETTER, AND
WHAT HAS BEEN
GREAT.
—Kali Kopley, co-owner of PICO at the
Los Almos General Store
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Backstory: Founder of Bang Bang Pie Shop
in Chicago, who left to open Baker Miller with
wife and business partner, Megan Miller, in
2014. With three locations under their belt,
Miller has won a Zagat 30 Under 30 award and
was nominated twice as Outstanding Baker
Semifinalist by the James Beard Foundation.

“Splitting with someone is never easy,
and it’s seldom seamless. You can do
your best, but there will always be hard
feelings because the other person feels
rejected. I’ve done it many times, and I
can only name a couple times where the
other person hasn’t held a grudge and
tried to seek retribution. In those cases,
it took many years before we could be
friends again, and I only think it happened
because of how we approached it. For me,
that means thinking about things from
the other person’s perspective. Will they
be worried about income? Do they feel
rejected? Will they be embarrassed? Then
I try to make those scenarios easier. Can I
help them financially? Can I announce the
split in a way that builds them up? Can I
sacrifice something so that they walk away
with power?”
At the end of the day, the person
initiating the split holds all the power,
which can be very scary for the other
person. So it’s the initiator’s responsibility
to go above and beyond to stay amicable
and be generous. For us, that’s meant
giving away recipes, selling businesses
for less than their actual value, keeping
negative things quiet, etc. If both people
walk away with something they value,
it’s a win-win rather than a win-lose or
lose-lose.”

KALI KOPLEY

Co-owner of PICO at The Los Alamos General Store,
Santa Ynez Valley, California

Backstory: Kopley, a Massachusetts native,
found success by venturing westward, where
she’s opened five food and wine concepts
in North Lake Tahoe, California. In 2016, she
joined her husband and co-owner, Will Henry,
in opening PICO in Los Alamos.

“It is always better to figure out how to
communicate and be nice. Love, after all, is
one of the most important components of
putting great food on the table. But when
a relationship isn’t good, it generally isn’t
good for either side. Every time I part ways
with a chef, co-owner or even an employee,
I always discuss what could have been
better, and what has been great.”
Talk about the little things as they come
up. Communicate, find a solution and move
on. If you have a similar value system, then
a partnership can continue to grow. Don’t
dwell on anything, especially with a
relative, because we all make mistakes. In
restaurants, if the chef is truly talented,
then he or she is also truly passionate,
and if the business owner is truly an
entrepreneur, then he or she is truly
controlling. That’s me, the controller. Let’s
face it: We know who we are.” n

US Foods® Customer
Jennifer Gillie – owner
NanaTaco
Durham, NC

From finding ingredients that inspire you in the kitchen to
managing inventory, planning your menu, scheduling your
staff and connecting to customers online – the demands
of your restaurant can be hard work.
We have the innovative food products, industry expertise
and business tools you need to make it all easy.

WE HELP YOU MAKE IT. Find out how at www.usfoods.com
© 2018 US Foods, Inc. 02-2018 EB-2017120607

SAVING
A PLATE
How budget-crunched operators keep staff meals alive
BY LISA SHAMES PHOTOGRAPHY BY SEAN MCGILL

FINDING WAYS
TO SAVE MONEY
IS A DAILY RITUAL

—IF NOT STRUGGLE—FOR MANY
RESTAURANTS. IT MAKES SENSE THAT
PERKS SUCH AS STAFF MEALS WOULD
BECOME COLLATERAL DAMAGE, BUT THE
FAMILY MEAL REMAINS ALIVE AND WELL,
AS CHEFS DISCOVER BUDGET-CONSCIOUS
WAYS TO PROVIDE FOR THEIR STAFF.
“It’s not something I’m willing to compromise on,”
says Dan Jacobs, co-owner of Milwaukee ChineseAmerican restaurant, DanDan. “It’s a long day, and
family meal gives everyone a chance to gather their
thoughts and chill.”
Don’t let this timeworn industry tradition fall into
extinction at your restaurant. Take a cue from these
operations that are cranking out solid staff meals
without breaking the bank.

Smart systems

Executive Chef Chris Pandel thinks his family
meals have improved at Swift & Sons since his
modern steakhouse opened in Chicago two years
ago—an impressive feat considering the restaurant
provides two staff meals a day for 120 employees. It’s
a group effort from the entire staff in making it work,
including the front-of-the-house, to create dishes
such as mac and cheese and pho.
“We try to make it diverse and please everybody,”
says Pandel. “It’s not easy, but it’s worth it.”
To keep up with costs, he implemented a tracking
system for items that go toward the family meal,
similar to those used to track waste, voids and
comps. Making the most of available ingredients,
whether it’s less-than-perfect vegetables or trim
from proteins, is a given for Pandel, who buys whole
animals to make use of cuts that won’t make the
menu. (Beef and bone marrow pie, anyone?).
Planning is streamlined through a family-meal
schedule written at the beginning of each month by
the chefs, followed by Friday meetings to discuss the
details and needs of the next week. Morning prep
cooks will often make their own meal, while one of
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At Swift
& Sons in
Chicago,
Chef Chris
Pandel
provides two
staff meals to
all 120 of the
restaurant’s
employees.
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Swift & Sons
schedules its
family meals.

the sous chefs will handle the pre-dinner
one. “It’s an ongoing process and everyone
has a voice and is involved,” says Pandel.
Staff meal is an all-hands-on-deck
affair at Chef Sean Brock’s McCrady’s and
McCrady’s Tavern in Charleston, South
Carolina. Each kitchen takes responsibility
for the planning process on different days:
McCrady’s Tavern takes care of its family
meal Monday through Friday; its pastry
team does pizza family meals on Saturdays;
and McCrady’s preps them on Sundays.
“My team and I can crank out pizzas and
fit that into our daily prep so well that it
doesn’t become a burden,” says McCrady’s
Tavern pastry chef Katy Keefe. “The best
part about pizza is that it’s a great way to
feed a lot of people and fill them up.”

Reuse and recycle

Executive chef Ashlee Aubin is always
on the lookout for ways to use ingredients
already in the restaurant for family meals
at Chicago’s Salero and Wood. A sheet
tray in the walk-in dedicated to family
meals help to make the most of on-hand
42
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ingredients, as does a strict deadline as
to when items are no longer suitable for
the guests. Leftover mise en place makes
a great pizza topping, while trim from
beef tenderloin is ideal for tacos. “There
are a million ways to repurpose mashed
potatoes,” he says.
When Jacobs opened DanDan two
years ago with fellow chef Dan Van Rite,
providing the family meal was a given. But
that also meant setting budgets, roughly
$5 a day per person for staff meal for the
operation’s 22 employees. Making use
of excess ingredients helps keep costs in
check.
“If we have extra chicken thighs, then
it’s fried chicken sandwiches, or if we have
extra eggs, it’s breakfast for dinner,” he
says. To save time, they make the staff’s
favorite ranch dressing in 4-quart batches
once a month.

More than a meal

Along with feeding staff, a family meal
offers other benefits. Not only does it allow
operators to test out potential menu items,
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it also gives staff members an opportunity
to showcase their creativity. One of Aubin’s
cooks from Turkey, for example, created a
carrot slaw dish from her mother’s recipe
for the staff that ended up on the menu.
“It’s practice for the real world and an
exercise in putting a dish on the menu,”
says Executive Chef-owner Erik Niel of
Easy Bistro & Bar and Main Street Meats
in Chattanooga, Tennessee.
While creating staff meals a la minute
from mostly in-house products is more
often the norm, prepping large pans of
lasagna, shepherd’s pie or baked ziti ahead
of time helps save on precious labor during
busy periods. Same goes for the long
physically demanding hours ahead.
“That way everybody is still eating, but
it’s not a production,” he says. “If you aren’t
taking care of your people, it’s hard for
them to take care of your guests.”

Making compromises

The family meal was originally a part
of the community vibe at health-driven
Los Angeles restaurant Botanica when it
opened in 2017. But co-owners Heather
Sperling and Emily Fiffer quickly realized
that if they wanted to stay in business, they
needed to trim front-of-the-house labor
costs. The fact that the city’s $12 minimum
wage doesn’t differentiate between tipped
and non-tipped employees coupled with
the state’s tricky labor laws tugged at the
restaurant’s bottom line, leading the team
to schedule staggered start times and, in
the process, say good-bye to its pre-shift
family meal.
Instead, staff are now offered a 50
percent discount on food when they are
working and 25 percent off the entire bill
on their days off. Whenever a new dish
is added to the changing menu, servers
always get a taste. And at the end of the
night, the kitchen serves the evening’s
leftovers for the staff. “It’s a nice way to end
the night,” says Sperling. n
© General Mills 2018 A41041

For more biscuit inspiration, talk to your
General Mills Sales Representative.
1-800-852-5252 | generalmillscf.com

Austin, Texas

❱ THERE’S NOTHING LOW AND
SLOW ABOUT THE GROWING
RESTAURANT SCENE IN AUSTIN,
TEXAS. If anything, its evolution from

a steak-and-spuds town into one of the
country’s most daring food cities has
ignited with the speed of a grease fire.
In a little more than a decade, Austin’s
food community has cultivated something
quite rare: its own culinary identity. You
can get barbecue, Tex-Mex and farm-totable cooking plenty of places, but not the
way they do it in Austin.
Spend an afternoon waiting in
line for brisket and pulled pork from
44
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Get a mouthful from our resident expert

Franklin’s Barbecue—or Le Barbecue and
Micklethwait Craft Meats for that matter—
and you know you’re in Austin. Ditto if
you’re waking up to breakfast tacos from
Veracruz All Natural or crushing yucca
dumplings from Pitchfork Pretty, where
the kitchen specializes in “Hill Country”
cuisine.
In many ways, Austin’s food scene
is reflective of the entrepreneurs, tech
dreamers and music lovers who’ve recently
been pulled into the city’s orbit. Down
here, authenticity is respected, but aping
convention is a Texas-sized sin.
Years ago, James Beard Award-winning

THE HIGHLIGHTS

chefs including Tyson Cole, Paul Qui
and Bryce Gilmore kindled the fire by
marrying regional ingredients, locally
raised proteins and regional flavors
with multicultural flavors. The results
were harmonies every bit as audacious
as anything you could hear at South by
Southwest.
That rule-bending spirit lives on at
Gilmore’s own Odd Duck, where the menu
is loaded up with broccoli quesadillas,
goat-chili Frito pies and chicken-fried fish
heads. And at the Loro, the long-awaited
Asian smokehouse collaboration between
Cole and pitmaster Aaron Franklin.
An openness to experimentation is the
common denominator among Austin’s
best chefs. Slurp up bowls of jalapenospiked matzo ball soup and bone-marrow
bolognese at June’s All-Day. Or travel to the
more refined Olamaie, where former Per Se
chef Michael Fojtasek redefines Southern
fare with a refined approach.
Austin has become an inspiring melting
pot of culinary influences, equally
welcoming to inexpensive handheld treats
from Tamale House East or inventive
Italian pasta from L’Oca D’Oro in addition
to fare from the city’s legion of food trucks,
including Qui’s fishcake and fried chicken
Thai Kun trailer. In the end, Austin proves
the old adage still has legs: Where’s there’s
smoke, there’s fire. n

FOOD FANATICS
Joey Cruz is a
media specialist
for US Foods
from Austin who’s
always down
for another food
adventure.

@Cruzpix Follow this specialist on Instagram
for more tips.

Dai Due

Dai Due

Hunter and forager Jesse Griffiths’ Texas-themed supper club serves modern cowboy
fare: wild game, chops, skewers, ribs, sausages
and just about anything else that can stand up
to a good smoking. No need for a doggy bag
here, as an in-house butcher shop offers takeout.

Lenoir

The kitchen cooks “hot-weather food,” aka
spicy, acidic, citrusy fare that warm weather
cultures across the globe know and love. Local
ingredients provide a Texas twang, as does the
ultra-tiny dining room, which is about as big as
a 19th-century rural schoolhouse.

Kemuri Tatsu-Ya
Kemuri Tat su-Ya

This gloriously iconoclastic fusion of a Texas
smokehouse and a Japanese izakaya serves up
barbecue no one can refuse: skewered meats,
ribs, smoked fish galore and plenty of pickles.
It’s East-meets-West, redefined.

Launderette

Chefs Rene Ortiz and Laura Sawicki helped
sweep the sawdust off the idea of old-school,
all-day Texas dining by adding subtle Mediterranean and Middle Eastern flavor to everything
from fried chicken sandwiches and burgers to
salads and fried-egg sandwiches.

ILLUSTRATION BY NICOLE ALINE LEGAULT

FOOD FANATIC ROAD TRIP!

Lenoir
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Send their meals off in sturdy Monogram® shopping bags. These FSC®*-certified bags, made from
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Serve Good® program at US Foods®. Available in three sizes, these bags ensure
you’ll be ready when it’s to-go time.
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Off-premise
dining packs
it in
BY MIKE SULA

COVER
STORY

A separate area
for takeout can
ease stress on
the kitchen.

OF ALL THE

potential industry-wide disruptors on the
horizon, none seems destined to make a
greater impact on all restaurants than a
sustained surge in off-premise dining.
Major shifts have already begun with the
advent of mobile-friendly online-ordering
platforms, takeout-only concepts and new
restaurant delivery services. Why eat at
a sit-down restaurant, the digital natives
wonder, when you can surf for a meal
online and have it delivered whenever and
wherever your stomach demands.
The question for operators is whether
they want to react to this evolution
in dining preferences or leverage it to
their full advantage. After all, the ease
of ordering food online is making the
act of phoning in an order—even from
your mobile device—feel antiquated and
inefficient, which should further fuel offpremise dining. The National Restaurant
Association predicts that 70 percent of
meals will be takeout by 2020.
In addition, a 2018 study by Morgan
Stanley, found that 43 percent of
consumers who ordered delivery said
takeout replaced a meal at a restaurant. In
fact, takeout and remote dining is leading
to an “incremental cannibalization of dinein meals,” the report said.
Forward-thinking operators are already
meeting the challenge by establishing new
standards for off-premise dining. They’re
tailoring menus to boost off-site dining
sales, creating delivery-only kitchens
and rethinking packaging so that hot
and cold foods can retain their proper
temperatures. Although pizza and fast
food drive-thru windows once dominated
the space, today just about any food—from
croquembouche and king crab legs to prime
steak and cavatelli with duck confit—can be
dispatched with speed and precision.
And while implementing both takeout
48
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The copper-colored
packaging used to
transport Joe’s seafood
adds a touch of luxury.
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and delivery options isn’t always
necessary, considering the merits of each
operation can be advantageous. “When I
first moved to Portland, nobody ordered
anything,” says Carol Wakerhauser,
owner of Pix Patisserrie and Bar Vivant,
sister operations under the same roof in
Portland, Oregon, which traffic in French
pastry and Spanish tapas, respectively. “It’s
a total 180 now.”

Check the attitude

All too often, operators think that
adding off-premise dining is just a matter
of stocking to-go containers and carryout
bags. But the most successful restaurateurs
devote the same amount of care to offpremise as dine-in sales.
Multi-concept operator DineAmic
Group, which phased in carryout or
delivery at all nine of its Chicago concepts,
is meeting its own success metrics with
such a simple approach.
“It’s just making things systematic,” says
David Rekhson, a partner at BomboBar,
a DineAmic casual concept. “We have to
make sure that we have all the steps down:
ordering, packaging and what the guest
experience is like when they pick it up.
Making sure the quality is the same. If you
can approach that aspect of the business
with the same amount of detail and
thought, then you should be OK.”

Know how your food behaves

When delivery services started moving
into Portland, Wakerhauser knew her
30 different housemade Spanish and
Portuguese seafood conservas were not
only shelf stable but could easily be tucked
into a takeaway bag with some bread and
lemon. Her pastries also kept well in her
eco-conscious recycled paper boxes.
Today’s wide array of packaging choices
makes temperature control easier while
meeting operator price points and
sustainability preferences. But certain
foods need specific considerations. Joe’s
Seafood, Prime Steak and Stone Crab,
which has locations in Chicago and
Washington, D.C., knew that re-creating
the Joe’s experience was chiefly predicated
on protecting the integrity of the food.
The restaurants ran trials, delivering to
people they knew. “That really helped us
understand what items were best and what
50
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The fillings for
BomboBar’s
bombolini stay
fresh in fun-sized
squirt bottles.

(TAKEOUT AND REMOTE
DINING IS LEADING
TO AN) INCREMENTAL
CANNIBALIZATION OF
DINE-IN MEALS.
—Morgan Stanley report

items weren’t,” says partner Dave Quillen.
Steaks are pulled from the broiler slightly
under the desired temperature because
they continue to cook in the container.
At BomboBar, the bombolini fillings are
packaged in playful squeeze bottles so they
won’t cool the doughnuts during transport.
Adding delivery doesn’t necessarily
mean you even have to change your menu.
“We’ve discovered we can pretty much
deliver anything,” says Quillen. “And when
somebody has that weird special request
... we have to tell them, ‘Hey we’re not 100
percent comfortable how this is gonna be
delivered, but we’ll be happy to do it.’”’
At Bar Fiori in Manhattan, the delivery
adjunct to the Altamrea Group’s Ai Fiori,
management found that short pastas work
well for delivery, but long ones dried out. If
a dish loses too much moisture in transit,
it’s a no-go for delivery, which is why its
crudo is reserved for in-house diners only.

Maintain your brand

Packaging has a dual purpose. It helps
ensure food reaches its destination looking
and tasting as close as possible to what
you’d receive in the dining room. But it also
conveys a brand identity. Good packaging
can communicate value and quality.
Stone crab legs from Joe’s sit atop packed
ice so the meat stays moist and cool. But
the black tray has a copper-colored interlay,
conveying an elegance that matches the
seafood’s $42 menu price.
The lesson? While most takeout orders
are casual, don’t sacrifice solid packaging
to save a few cents.

Start a ghost restaurant

Operators already enjoying success with
a dine-in concept are leveraging their
brand’s reputation by opening up “ghost
restaurants,” storefront-free “virtual
eateries” that focus on delivery.
That’s the setup behind Chef-owner
Will Gilson’s carryout/delivery-only
spot in the storage space next door to
his restaurant, Puritan & Company in
Cambridge, Massachusetts. Gilson and his
team focused on creating dishes prepared
from the kitchen’s existing mise en place. It
took little effort for a roasted carrots with
chicken and duck fat potatoes entree to
be repurposed into a mobile-friendly red
curry heirloom carrots offing with coconut,
sultanas, pearl onions and harissa, which
couriers could pick up next door at Puritan
Trading Company.
Even if a restaurant doesn’t allow
dedicated space for a ghost restaurant, a
smaller version of more easily executed
dishes can work as long as it’s adequately
staffed.

Which service is
best for you?
› TRY: ChowNow if you want a customized
online ordering app or system built into your own
website for a flat fee, regardless of order volume.
Allows restaurants to deal directly with customers.
THINK AGAIN: Does not integrate with your
POS system.

› TRY: DoorDash if you want to allow diners to
customize their orders.
THINK AGAIN: Markups can come as a shock
to customers.

› TRY: Uber Eats if you want to capitalize on a
vast network of drivers, decreasing overall
delivery time.
THINK AGAIN: Requires customers to meet
the driver curbside. Also might be hard to
ignore the army of dissatisfied drivers on
Glassdoor.com reviews.

› TRY: OrderUp to reach customers in
smaller cities.

Get buy-in from staff

Adding 14 new dishes to the workload
at Puritan’s kitchen caused some initial
resistance, but Gilson hired a worker solely
for prepping and packaging the carryout
dishes and stationed him in the new space.
He also detailed the benefits to the staff.
“This is a way for us to increase revenue
and to be able to increase wages,” he says.
“I don’t want to be the guy sitting here a
year or two from now going, ‘We could’ve
made a move here or there and we would’ve
have been able to keep revenue coming,
hire more, and keep the core staff.’”

Streamline intake

Dropping direct phone orders for
online ordering is one way to stay ahead
of the digital curve. When Red Farm, a
popular Manhattan dine-in concept with
two locations, began offering takeout,
the switch entailed far more than just
ordering boxes. “It changed our business

THINK AGAIN: No discounts for regular customers.

› TRY: Grubhub if you want to set your own
delivery fees.
THINK AGAIN: You need your own drivers.
The website can also direct traffic away from
your restaurant.

› TRY: Caviar for the most complex menu. It’s
a favorite among higher-priced, chef-driven
restaurants.
THINK AGAIN: Delivery radius can dramatically
shrink during inclement weather, just when
customers need it most.

› TRY: Postmates to reach a broad range of
customers interested in goods besides food.
THINK AGAIN: Drivers will pick up anything, even if
not appropriate, for delivery.

› TRY: Eat24 to leverage good Yelp reviews.
THINK AGAIN: Most restaurants supply their
own drivers.
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ORDERING
ONLINE
BUILDS YOUR
BOTTOM LINE

Is Takeout Worth
the Effort?

Does off-premise income offset the potential
loss of alcohol sales and added labor? Most operators say yes, but the cost of online delivery
platforms must be factored into the profitability.
“Delivery does offset the draw from beer, wine,
etc., since it is incremental sales,” says Dave
Quillen of Joe’s Seafood, Prime Steak and Stone
Crab. “You don’t have a table, a tablecloth,
silverware, glassware and all of that. And you
don’t have to employ drivers (or) have to worry
about insurance and cars.”
Third-party online aggregators, such as Grubhub and Doordash, take a cut of the sales but
the site allows upselling by recommending
additional items and dessert. There’s also an
inherent soft upsell hidden in ordering online.

ONLINE TO-GO
ORDERING HAS GROWN BY

“Customers tend to order more online than they

225%

really need,” Quillen says. “The idea of, ‘Do you
want dessert?’ becomes, ‘Let’s get something
for dessert. We can eat it later.’ Then one piece
of pie becomes two.”

IN THE PAST FIVE YEARS*

pattern because guests willing to come at
5 o’clock to eat could get it delivered at
7 when they wanted it,” says partner
Ed Schoenfeld.
Adding take-out underscored the
importance of maximizing existing
labor to accommodate an efficient intake
system. Between greeting and seating
guests, a host transfers incoming orders
from Red Farm’s two delivery services
from tablets into the restaurant’s POS
system. When pickup couriers arrive, the
host hands over the orders that are hung in
numbered bags from hooks on the wall.
If carryout and delivery become brisk
enough to impact dine-in business, Red
Farm turns off its website for an hour or
two. “There’s no substitute for taking good
care of the customers you have in your
dining room,” says Schoenfeld.

Group offers carryout and delivery at
nine of its 10 concepts, including Costata
Steak and Chef Michael White’s Pasta on
Demand. To save space, each operates out
of the kitchens of existing restaurants.
“We ended up adding an additional
eight menu items to both of those menus,”
says Jonna Gerlich, managing director,
of marketing, events, partnerships and
promotions. “We brought in an additional
line cook in the beginning as we started
getting used to the volume that was pretty
fast and furious for a while. And then
everybody started getting a groove.”

Staff right from the start

Test drive delivery services

Sometimes staffing up early saves
headaches later. New York’s Altamarea

Packaging can make
all the difference
in maintaining the
integrity of the food.

The explosion of online delivery
services means restaurants now have

many options that require research and
questions to find the best fit. Get feedback
from other restaurants and don’t hesitate
to negotiate costs. When in doubt, test
drive a few.
Big Bowl, a Chicago-based pan Asian
concept, offered Postmates, Doordash and
Grubhub at the same time, but dropped one
after complaints about incorrect orders.
Red Farm offers two.
The biggest selling point of third-party
services is their reach. Their databases are
being checked by tons of customers who
might not have even known you existed.
“It’s not just the benefit of not having
the labor (drivers),” Schoenfeld says.
“It’s the additional benefit of having this
exponentially added traffic.” n

Use ChowNow, the leading online
ordering system for restaurants, to
increase take-out revenue and keep
business thriving — commission-free.

For more information, contact your US Foods® Representative
or Save Time. Order Online! usfoods.com

*Google Trends
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Disaster Artists
It takes more than
good insurance
to recover from
a natural disaster
BY JODI HELMER
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Natural disasters can wreak havoc
on a restaurant’s bottom line
far beyond the initial pain of power
outages, flooding and structural damage.
Often, it starts a domino effect.
Fires, floods and earthquakes cripple a
restaurant’s ability to reopen. Food can’t be
cooked, employees can’t be paid and rent can’t be
covered, which results in a financial logjam that
leads to irreparable damage.
Although data on restaurant losses due to natural
disasters is scarce, the cumulative economic
damage from these events totaled $306.2 billion
in 2017, according to the National Centers for
Environmental Information. Add the fact that a 2016
study from Aon found that just 26 percent of global
natural disaster losses were covered by insurance,
and it’s clear just how much is at stake.
Fortunately, operators who have endured these
difficulties can provide invaluable lessons on
weathering the storm.

CREATE A PLAYBOOK

Ralph Brennan, founder of the New Orleans-based
Ralph Brennan Restaurant Group, will be the first
to admit he didn’t have a comprehensive disasteraction plan in place prior to 2006. Until that time,
the company’s hurricane directive was to pile up
plywood and sandbags as a bulwark against the
storm and hope Mother Nature blinked.
Then came Katrina in August of 2005. Although
water damage at his City Park restaurant Ralph’s
on the Park was minimal, neighborhood power
outages went on for months, and Brennan couldn’t
reopen until November. Meanwhile, his French
Quarter concept Red Fish Grill was operational in a
month, serving a minimal menu cooked on a woodburning grill.
After the storm, he immediately created a
detailed 68-page document, which he now reviews

with employees during an annual staff meeting
at the start of every hurricane season. The plan
includes safety precautions, including directives
to unplug appliances, turn off water sources,
purchase charcoal, restock wood supplies to operate
grills and charge backup cellphone batteries for
the management team. He also has “recipes” for
emergency sanitation standards, such as how to
cook with bottled water and serve foods in singleuse bowls, plates and cups.
“We hope we’ll never experience another storm
like Hurricane Katrina, but if we do, we wanted to do
all we could to protect ourselves,” Brennan says.

GET CLEANING

At the first rumor of an incoming storm, it’s
critical to continually monitor weather reports and
reconsider product orders, says Vincenzo Betulia,
chef-owner of Osteria Tulia in Naples, Florida.
When Hurricane Irma approached Florida last
year, Betulia placed smaller, more frequent orders,
requesting only the bare necessities, and altered his
menu to match the ingredients on hand. “We wanted
to have as little product as possible when the storm
hit,” Betulia says.
Thinking about maintaining revenues after a storm
is also critical. Betulia moved sauces and broths to
the freezer, along with 5-gallon buckets of water to
help the freezer maintain its temperature during the
power outage. Bottles were filled with filtered water
to ensure Osteria Tulia had water to keep cooking.
In the wake of the storm, Betulia talked to nearby
chefs, some who suffered up to $20,000 in product
losses. Fortunately, Osteria Tulia’s losses totaled
just $600.

CREATE A
PLAYBOOK
A disaster relief
plan should include
safety precautions:

❱

Unplug appliances

❱ Turn off water
sources
❱ Purchase charcoal
to cook outdoors and
restock wood supplies
to operate grills
❱ Charge backup
cellphone batteries for
the management team.
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We believe that we have an obligation to
help our staff, and if we treat them well,
they’ll come back.
—Ralph Brennan of the eponymous New
Orleans-based Restaurant Group

EMERGENCY
RECIPES
❱

Create emergency
sanitation standards

❱ Learn how to cook
with bottled water
❱ Serve foods in
single-use bowls,
plates and cups.

KEEP COOKING

When Hurricane Irma flattened Snappers in Key
Largo, Florida, co-owner Peter Althuis decided
he’d cook his way out of the disaster. Rather than
wait to rebuild, Althuis set up an outdoor grill and
makeshift bar a few days after the hurricane, serving
hamburgers, hot dogs and alcoholic beverages.
Without power, he went old school, accepting only
cash. Employees returned to work, cleaning the site
and serving drinks. Then, he fired up the Snappers
Key Largo food truck, which sustained minimal
damage during the storm.
Building a menu that reflects the mood of the hour
was critical, including the introduction of a darkhumored “Irmageddon” menu of conch fritters,
chicken wings and nachos.
“Everyone in the Keys was hurting, and the
community needed a place to hang out and talk to
other people in the same circumstances,” Althuis
says. “The food truck is keeping us all going.”

STAY CONNECTED

In the aftermath of Hurricane Katrina, staff at Red
Fish Grill relocated to temporary housing outside of
New Orleans. Brennan established a website and an
800 number to provide updates, including details on
what his employees really wanted to know: when—
and how—they would get paid.
Because the hurricane hit on the last day of a
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pay period, the controller took payroll records
home, assuming she would get the checks out
within the week. Unfortunately, flooding took the
restaurant’s bank offline and options to pay staff
digitally were limited.
Once the restaurant was running again, Brennan
instituted a new policy: If the restaurant closes or
the staff evacuates due to the threat of a natural
disaster, employees will receive $500 checks and a
guarantee that his books will be balanced when they
return to work.
“We’ve done it twice since Katrina, and it’s worked
well,” says Brennan. “We believe that we have an
obligation to help our staff, and if we treat them well,
they’ll come back.”

GIVE A LITTLE, GET A LOT

Although Kitchen 335 in Healdsburg,
California, didn’t suffer damage when wildfires
swept through Napa and Sonoma counties in 2017,
Chef-owner Octavio Diaz wanted to step up to
help local residents.
While the wildfires raged, Kitchen 335 served
countless firefighters and rescue workers, and
began donating 10 percent of proceeds to fire-relief
agencies. He also established the restaurant as a
drop-off point for donations of nonperishable food,
diapers and clothing, all while working with local
churches and shelters to distribute necessities to
fire victims.
“The community has always supported us,
and it was our turn to support the community,”
says Diaz. n

SETTING THE STANDARD
FOR SUSTAINABILITY
At US Foods®, we’re committed to leading the way with
sustainable, responsible solutions. Through initiatives
like our Serve Good® program, we work with vendors to
ensure responsible food sourcing, develop products that
help reduce waste and have established strict packaging
standards. Because we’re dedicated to serving well and
serving the greater good.

For more information, ask your US Foods representative
about our Serve Good brochure or visit usfoods.com.
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“The rest of Naples was on boil notice, but we were
able to serve a full menu,” he says. The restaurant
reopened only five days after the storm.

Endless courses,
massive servings and
even the small-plate
revolution are moving
out of the way for the
“Goldilocks” option:
a mid-range portion
that’s neither too
small nor too large.

Finding Middle Ground
Medium-sized plates land a
sweet spot on the menu
BY JOE CREA

Welcome the medium-sized plate, a
timely approach to portion sizing that’s
conducive to sharing, provides value for
the diner and improves the bottom line.
It eschews the traditional categories of
appetizers and entrees, opting instead
for grouping all the dishes together or
sectioning them based on ingredients, such
as protein or vegetable sections.
The idea is simple: Upscale the small
plates while shrinking conventional dinner
portions to produce something in between
that captures better profits. While small
plates tapped into the diner’s desire to
experience new flavors, those cunning little
portions can be an exercise in frustration
and hunger where often at least one diner
gets shortchanged. Even worse, they often
lacked value, real or perceived.
“You can’t put two pieces of food on a
plate in front of a bunch of people and
expect them to be delighted,” says Zack
Bruell, chef-owner of eight acclaimed
restaurants in Cleveland, including
Chinato and L’Albatros. “That’s because
dining is a social event. It’s not just about
what’s in front of you, it’s about passing
food back and forth, arguing about it,
comparing. Sharing food is a lot of fun, and
there are better ways to share than these
tiny portions.”

Rethinking the plate

Cedric Maupillier was ahead of the
medium-sized plate trend when he
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opened his Washington, D.C., restaurant
Convivial in 2015. As a marketing gimmick,
he adopted the “medium plates” label,
thinking they’d be the solution to the small
plates stigma.
“I needed to find something people would
talk about—(show) that something new and
fresh was happening here. And people were
fed-up with these tiny portions,” he says.
“When you do tapas-style, people tend
to order more plates. But people become
angrier as they keep ordering and don’t feel
full. The medium plates help avoid that.
I think these are the new normal-sized
serving plates.”
Along the way, however, he took a
financial hit. “We were (presenting) our
menu as medium-sized shareable plates
and realized quickly that (an average fourtop) was ordering three plates to share,
rather than four plates,” he says.
After charting falling sales, he decided
to change the menu so that many dishes
remained shareable medium plates, but
weren’t labeled as such. Some appetizers
are larger than usual; some main courses
have shrunk. Adjusting portion and plate
sizes allowed him to selectively raise price
points. Maupillier says there’s a fine line
to keeping portions just right so that
guests can find perceived value and walk
out satisfied.
“By raising the prices, I made some
main courses bigger,” he says. “Instead
of 4 ounces of meat, I’ve gone closer to 6

ounces;
instead of 4
1/2 ounces of fish, I
do a 6- or 7-ounce portion—but
there’s very little else on the plate.”
After restructuring the menu language,
guests began ordering more—typically
a shared appetizer, entree and dessert—
resulting in an overall 10 percent increase
of profits.

Creativity in presentation

Medium-sized plates dominate the
vegetable-driven menu at Chicago’s Clever
Rabbit, giving former Executive Chef Nate
Herrera a chance to better represent what
he and the restaurant can do. Servers
encourage each guest to order two or three
dishes—much like small plates—so that
everyone gets a bite. Plating mediums,
however, poses its own set of challenges.
“It has to be handled a bit differently,”
he says. “In classic restaurant presentation,
the servers are trained to set the dishes
at the same angle. We place small plates
in a certain position in front of individual
guests. (Larger) shared plates are different
because there’s no ‘presentation’ side.
They’re set towards the middle of the table.”
The upshot of medium plate
presentations, he says, is that it allows for
greater creative freedom and more visual
appeal.
“You can do higher-value items on each
and, at the same time, do a bigger, showier
FoodFanatics.com | FOOD FANATICS
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iHELP

An easily shareable
plate of buccatini
at Emmerson in
Boulder, Colorado.

Title Here
Deck Here
BYLINE HERE

‘Just Right’ Plates
Food costs should dictate the portion size of
medium plates but the format and vernacular
should align with your brand. Here’s how some
spots convey the “just right” menu.

plate,” he says. “There’s so much more of a
‘wow’ factor. That’s where the medium-tolarge sharing plates are great. They allow
you to bring more drama to the table.”

Plated to sell

Instead of individual-sized appetizers
and entrees, the menu at ChoLon Modern
Asian in Denver offers different types of
plates all intended for sharing, says general
manager Dani Craig.
“All the proteins on our plates are easy
to divvy up, including our ‘larger’ plates
which are always designed as shareable
entrees,” Craig says.
The menu is divided into four categories:
Small Bites (four-piece servings, priced
$10-$16); Small Plates (salad-sized plates,
priced $14-$29); Share Plates (large sized,
protein-centric fare, priced in the mid-$30
range); and From The Wok (medium-sized,
protein-laced noodle and/or vegetable
dishes, priced $14-$21).
Once a party has had time with the menu,
the server approaches the guests to field
questions and offer suggestions. A table
of four is encouraged to order, say, two
or three “small bites” and two or three
“smalls,” at least one (or preferably two)
of the larger “shared plates” and at least
one wok dish. After the guests put in their
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order, the kitchen will course out the meal
to ensure diners aren’t overloaded or
underserved.
“Our kitchen is not designed so
that everyone gets their entrees
simultaneously,” Craig says. “We don’t
use heat lamps or hold things; when the
scallops are ready, they’ll go out. The flow
is more relaxed and fluid.”
Often the problem comes in the way
they’re sold. Much like Maupillier, Bruell
gave in to the siren’s song of confusing
medium-plate servings with half-portions
at one of his former concepts.
“Where I got into trouble was figuring
customers would order multiple dishes,”
Bruell says. “That’s the way I like to eat:
You order several things, try different
flavors, and if it’s too much food, then you
stop. Well, people jumped at it. But then I
realized, all they were getting was the halfportion; they didn’t order anything else.
Sales dropped, big time.”
To offset these challenges, educate
servers on how to sell medium plates or
restructure the menu, he says, and make
sure that your wording helps reinforce it.
“You can’t exclude anyone from ordering
a medium plate, but your menu and your
server can recommend mid-size portions
as ‘ideal for sharing,’” Bruell says. n

❱ WITH THE SERVERS
Knowing that first-time visitors might view
the lack of appetizer and entree labels as
confusing, servers at Serpico in Philadelphia
take the lead. They explain the format, gauge
appetite and make suggestions on how many
dishes to order, i.e. two to three per person.
❱ BY PRICE
At City Mouse in Chicago, price guides diners,
hinting at the portion size, starting with the
lowest cost first (Country Mouse cheddar,
caramel and caviar shooter, $5) and ending
with the highest-priced dish (skirt steak, sweet
corn elotes and onion salad, $25).
❱

BY INGREDIENTS
The menu at Proxi, an American take on
global street food in Chicago, is sectioned by
ingredients. Vegetables sit on the left side,
seafood perches in the middle, and meat on
the right.

❱ BY COMMONALITY
Republique in Los Angeles categorizes only
hors d’oeuvres, such as eggs on toast and foie
gras torchon, oysters and charcuterie. The
remaining 20-plus options are grouped as
pastas, salads, vegetables and medium plates.
❱ BY THE CONCEPT
At Denver’s Stoic & Genuine, the seafoodcentric restaurant is organized by concept:
Shuck, Eat and Repeat lists a wide variety
of oysters while Maine and Maine includes
paella, sausage-stuffed quail and rockfish with
Brussels sprouts.

Gone
Phishing

Eight ways to avoid getting rooked by
cyber thieves

❱ Attacks often begin without

warning. A cryptic email appears in an
employee’s inbox. Someone opens the attachment
because it appears to be from a boss or vendor.
Suddenly your POS or computer system is
breached, giving cyber criminals access to
everything from customers’ credit card information
to employees’ social security numbers.
Restaurants are a particularly enticing target for
cyber criminals due to the number of credit card and
debit transactions they process every day.
“Restaurants are relatively low-hanging fruit,”
says Dave Hylender, a senior network analyst with
Verizon Enterprise Solutions, which released its 10th
annual Data Breach Investigations Report in 2017.
Vulnerabilities abound, but according to Verizon,
more than nine out of 10 restaurant intrusions
involved external actors, many of whom break in via
third-party-managed cash registers, table-based
credit-card readers or back-office terminals.

Be efficient and tech savvy at the same time

Here are some tips for building a digital rampart that will keep
your data safe and secure.
1. Know the Risks. Hackers can gain access to
POS systems using stolen
passwords or default manufacturer passwords. Once
inside, they install malware
that capture data, then set
up openings so they can
return. The result? Financial penalties from credit
card companies, remediation costs, lawsuits and
bad press. “The last thing
a restaurant wants is to
have its name on the front
page of a newspaper over
a data breach,” said Michael Stovsky, chairman of
the IT practice at the law
firm Benesch, Friedlander,
Coplan & Aronoff.
2. Get a risk assessment. “You can’t protect
what you don’t know to
protect,” says KLR information-security specialist
Daniel Andrea. Find a firm
experienced in cyber
risk. Start with the basics:
What is your system? Who
uses it? Where does the
data go? After sizing up
threats, you’ll learn how
to protect against them.
Costs vary, but for a smallto mid-sized organization,
Andrea estimates between
$20,000 and $75,000.
3. Empower employees.
Establish your security
policies, then train staff
in solo, group or web

sessions to spot dangers,
including unusual emails,
computers lock-ups or
password problems. “I
can’t tell you how many
times a breach happens
not because of an active
brute force attack but
because an employee
left a back door open,”
says Taft data expert Scot
Ganow.
4. Invest in cyber-secure
equipment. Look for safe
hardware and software
that runs the latest virus
scans. Restaurants
offering free Wi-Fi can
get spoofed by hackers
using a “pineapple” device
to intercept data. “If a
customer checks email,
buys a plane ticket or
checks a bank account,
that can all be captured
... and reported back to
the hacker,” says Patrick
Wartan, head of the food
and beverage group at
Taft. Restaurants with
Wi-Fi should apply the
most stringent encryption,
publicly display Wi-Fi
names and instruct guests
to ask for passwords.
5. Start encrypting. The
gold standard is “endto-end” encryption that
makes credit card data
indecipherable to outside
actors when it enters the
restaurant’s POS system

and then protects it, The
PCI Security Standards
Council offers guidelines.
6. Request a review of
third-party vendors.
Make vendor agreements
requiring them to meet
your standards, or ask
to audit their practices.
“There’s nothing to stop
you from saying, ‘Show
me your data protection
policies,’” Ganow says.
7. Head to the cloud.
Storing data on remote
servers managed by thirdparty providers, such as
Upserve and Brink POS, is
usually safer than keeping
it in-house. But also
consider the cloud. Cloudservice providers are
obligated to provide strict
control over your data
and can help restaurants
detect cyber intrusion or
employee theft.
8. Consider cyber
insurance. These policies
can protect you from fines
and fees if your company’s
credit card data is stolen.
They also cover expenses
from breach notifications
to customers, settlements
and judgments, business
interruptions and hiring a
crisis-management firm,
says Jill White of the Sylvia
Group. Prices range from
$1,000 to $5,000. n
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PR MACHINE

Sharp ideas to get butts in seats

Put Your
Heart Into It

❱❱ CREATE COMING ATTRACTIONS.

BY MEGAN ROWE

In today’s ultra-competitive market, the
best way to reach a diner’s stomach may be
by aiming straight for their heart.
Good food and great service are still
prerequisites for success, but recently,
it’s become clear that operators who wear
their hearts on their sleeves—either by
leveraging emotions or pushing positive
narratives—have a greater chance of
winning over diners.
“Anyone can make a great chicken pot pie
or pour a terrific glass of beer, but (forging)
an emotional connection with customers is
one thing a restaurant can do differently,”
says Marlo Fogelman, principal with Marlo
Marketing, a Boston and New York-based
restaurant marketing firm.
Dining out is a memory in the making,
which suggests operators should pay as
much attention to the feelings evoked by a
meal as the flavors on the plate.
Operators who analyze the emotional
triggers that lead diners to choose one
restaurant over another have a leg up on
attracting millennials and cultivating loyal
customers. And unlike other upgrades,
tapping into feelings is a relatively
inexpensive proposition, evidenced by the
success of these feel-good strategies.

❱❱ CREATE FOOD BIOGRAPHIES. The

more you can build engaging stories
around your food, the better, says Andrew
Freeman, founder of San Francisco-based
restaurant branding consultancy AF&Co.
Copita Tequileria y Comida in Sausalito,
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California launched a weekly promotion
called “52 cousins,” which paid tribute to
members of consulting chef Daniel Tellez’s
extended family. Each week, the restaurant
profiled one of Tellez’s cousins and one
of their favorite dishes as a special. It was
a fun, educational exercise that created
a personal connection with guests and
provided them a reason to return.

❱❱ INITIATE THE ‘CHEERS’ EFFECT.

Ensure bartenders remember a regular’s
favorite drink, hosts greet parties by name
and managers visit every table. Quality
people skills still matter even if your pointof-sales system can catalogue preferences
and spending habits. “There’s a clubby
aspect to being on the inside,” Freeman.

❱❱ UPLOAD SOME HAPPINESS. Build

marketing messages around photos of
frivolity, not just pics of food and cocktails.
“If you look at social media feeds, most
restaurants are playing the hunger card,”
says Donald Burns, a restaurant consultant
based in Albuquerque, New Mexico. To
stand out, Burns suggests snapping photos
of guests and staff members having a good
time to plant the seed that diners will
have fun if they book a table. Leverage
your concept’s strengths. Casual spots can
upload humorous posts or explain why a
dish has a “punny” name. Others might
evoke nostalgia by using historical photos
or music. And if you’re a neighborhood
spot, highlight your local charitable efforts.

❱❱ STAGE A COLLOQUIUM. Today’s

guests are hungry to learn about more than
just where their food came from. “Now it’s
about how things are prepared, whether
it’s whole animal utilization or sustainable
seafood. Restaurants are being used as
platforms for social interests,” Freeman
says. Plan special events where guests
can delve deeply into a topic. Bluestem
Brasserie in San Francisco runs quarterly
Seeds for Conversation events, bringing in
farmers, ranchers and other suppliers to
discuss their methods and challenges.

❱❱ COOK WITH THEM. Cooking classes

can give regulars a way to forge lasting
bonds with the staff. Eastern Standard, a
bustling Boston American brasserie that’s
popular among Fenway Park baseball
fans and Boston University students and
staff, recently launched a series of soldout cooking classes. About three-quarters
of participants were new faces who
subsequently became regulars.

❱❱ REPLY TO COMPLAINTS. Kvetching
about restaurants on social media is
common, but restaurants that handle
gaffes deftly can create a lasting halo effect.
It’s important that the owner or managers
are listening. “People just want to be
heard,” Fogelman says. ” n
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How to make deeper connections
to win over diners

Russell House Tavern, a Boston restaurant
that opened in a historic building in 2010,
secured a high-profile chef, mixologist
and operating group, resulting in media
interest before its doors opened. To whet
the public’s appetite, Marlo Marketing
helped create a series of blogs that explored
the evolution of the menu, glassware and
design elements. The media leaked details
to their readership, who then followed
the restaurant’s progress on social media.
Russell House boasted a strong showing
right out of the gate, but if you’re already
established, do the same for dishes or
cocktails that will debut in the future.

A WHOLLY DELICIOUS
EATING EXPERIENCE
SUSTAINABLY SOURCED WHOLE-MUSCLE POLLOCK

Breaded or battered. Seasoned or sauced. Fried or baked. Harbor Banks®
Pressed Alaska Pollock Fillets deliver exceptional quality, consistency and
versatility at a cost-effective price. Contact your US Foods® representative
or visit usfoods.com to learn more.
MSC-C-54870

EXCLUSIVE
BRAND

Transform
uniforms
from tired
to trendy
overnight
BY MIN CASEY

till view staff
uniforms as
little more than
a budget-line
item? Get over
it. Dressing your
staff in the right duds
is one of the simplest and most
effective ways to reinforce your restaurant’s
identity and improve employee morale.
“Uniforms play an important role in how a
customer perceives your brand,” says Amy
Dennis, owner and creative director of Nice
Branding Agency in Nashville, Tennessee.
“Each team member serves as a walking
billboard, and it’s crucial you use that
opportunity wisely to communicate your
message.”
Practically speaking, spiffy uniforms
project a tidy and cohesive look while
ensuring your staff can do their jobs
confidently and comfortably. But
there’s no getting around another
truth: Uniforms deliver an incredibly
important first impression about your
establishment.
“Staff attire must be integrated seamlessly with
the brand, which will help create a connection and
brand affinity with guests,” says Dennis.
Here are some fashionable strategies to help
ensure your employees will dress to impress.

DRESS FOR THE PART

Operators interested in expansion shouldn’t
underestimate how important uniforms are in
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differentiating new concepts from established ones.
Located just 6 miles from each other, Chef-Partner
Matt Abdoo’s two New York City restaurants—Pig
Bleecker and Pig Beach—couldn’t be more different.
Where Pig Bleecker leans toward fine-casual dining,
Pig Beach is an ode to down-home barbecue. In
order to endow each with a unique look, Abdoo made
sure his uniforms highlighted each spot’s distinctive
personality.
Pig Bleecker reflects the studied hipness of its
Greenwich Village neighborhood, where the frontof-the-house staff dons button-down denim shirts,
dark jeans and butcher-style denim aprons. It’s a
polished, monochromatic look that marries ultraclean style with comfortable functionality, including
lots of pockets that allow servers to tuck away check
presenters, wine openers, notebooks and pens
without impeding their work.
“When (guests) are paying a higher price point,
they expect staff to look a little cleaner, a little
tighter,” Abdoo says. “Suits wouldn’t correlate to the
area or to what we’re about. This look does.”
At Pig Beach, a large indoor-outdoor space that
blends the joie de vivre of a backyard summer party
with the feel of an authentic barbecue joint, the aim
was to signal a more laid-back vibe. Contrary to Pig
Bleecker, here the waitstaff don T-shirts emblazoned
with illustrations of a pig’s snout—Pig Beach’s
logo—and everything from baseball caps and visors
during the warm months to knit hats when it’s cold.
Bartenders wear logoed T-shirts and golf shirts that
are available for sale at the restaurant.
“Bartenders can jazz up (their uniforms) as they
will,” Abdoo says, adding that many of them fringe
hems or cut up shirts and creatively sew them back
FoodFanatics.com | FOOD FANATICS
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Knit hats
make a
statement.

Convey a ‘street
cool’ vibe.

— Waraire Boswell,
Los Angeles-based designer

together so they can individualize their look. After
all, a happy staff is a productive staff.

YOU ARE WHAT YOUR SERVERS WEAR

Buying less-expensive shirts, aprons or equipment
may seem like a place to cut corners, but Dennis
says those upfront savings are often outweighed by
burdensome replacements costs and a dip in morale.
“Your team members are living, breathing models
of your brand, so you want their look to align
with how you want customers to feel about your
restaurant,” says Dennis.
Composition and construction are key
considerations. The fabric, whether it’s cotton,
synthetic or a blend, should be soft and fluid rather
than rigid. Look for breathable attire that holds its
color through repeated laundering and resists pilling
and chaffing. Double-stitched seams are a bonus at
stress points around the shoulders and arms.
As with all vendors, look for uniform suppliers who
have a history of being trusted and reliable business
partners. “It’s a relationship you want to create and
develop,” Abdoo says.

Pig Beach’s
quirky pigsnout logos
project a
casual vibe.

High-quality
pants can
boost morale
and improve
performance.

CLOTHES ENCOUNTERS

Stylish uniforms can play a role in recruiting and
retaining staff. Consider, for example, McDonald’s
hiring Los Angeles-based fashion designer Waraire
Boswell to spiff up its brand’s image. Years ago,
Boswell worked at a McDonald’s in California, but
didn’t much like his Mickey D’s duds.
“When I worked there, I always brought a second
pair of clothes to wear when I left; something that
transitioned to my life,” he says.
When tapped by McDonald’s, Boswell designed
professional yet street-ready uniforms that
employees could continue wearing after they
clocked out. His modern yet minimalist WARAIRE
line, made available to McDonald’s U.S. franchises
last spring, leans on a grey color palette to help
“hide” spilled soda stains and burger smudges. But
more importantly, it conveys a “street-cool” vibe.
Boswell says it’s important to create a look that’s
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flattering to different sizes and body types as well as
to create a dialogue with customers and employees
alike. But in the end, it’s absolutely vital to zeroin the central message that your uniforms are
communicating to the public. Are your sartorial
choices truly reflective of your brand’s identity?
“McDonald’s aims to be America’s best first
job,” says Boswell. “I had to make sure the uniforms
say that.” n

Does what a bucket does.

ASK THE EXPERTS

Food Fanatics chefs and restaurant operations
consultants help fix everyday industry issues

PROBLEM:

My servers are order-takers, not salespeople.

SOLUTION:

Change your culture. Foster, empower and reward a culture
of salesmanship. Hold shift meetings daily. Prepare a featured
appetizer, entree and dessert, then instruct staff to practice
selling those items to their peers during a shift meeting.
Create schedules based on performance. Acknowledge top
performers and reward them with giveaways, such as shift
meals, new server aprons, uniform shirts or the freedom to
choose their days off.

BENEFIT:

Increased sales, better execution, increased traffic from
improved customer experiences.
Problem: Customers want
more vegetables than
simple side dishes.

Problem: Labor costs are

Problem: Sales decline

creeping higher.

Solution: Take advantage

scheduling.

during off months, such
as when students leave
a college town for the
summer or other changeof-season fallouts.

of local summer produce
for entrees and salads.
Cut broccoli, zucchini and
cauliflower into thick slices,
grill or roast and then toss
in a vinaigrette with herbs
and a salty cheese like
feta. Also try seasoning
with Middle Eastern spices,
such as sumac and za’atar,
which are huge right now.

Benefit: You’ll win over
guests and close out the
season with good food
costs by purchasing in
season.

Solution: On-call
Benefit: When your
forecasted customer
counts are inaccurate,
scheduled labor must
be adjusted up or down
to meet productivity
standards. Employees wait
to be called; If they don’t
receive a call by a certain
time, they know they’re
not needed. Employees
greatly prefer this to
coming in only to be
sent home.

Got a question for the experts?
68

FOOD FANATICS | SUMMER 2018

Solution: Software with
forecasting features.

Benefit: Analyzing sales
and labor history can
help anticipate needs for
slower or busier months.
History can provide insight
on the impact of a hot or
rainy summer to help with
scheduling and food costs.

Problem: Inconsistent
presence on social media.
Everyone forgets when the
restaurant gets busy. Is it
even worth the effort?
Solution: Try Perch. It’s
Hootsuite on steroids.

Benefit: Hootsuite allows
for a set-it-and-forget-it
approach. You line up the
posts to go up according
to a predetermined
schedule across multiple
channels. Perch does
the same but also tracks
the social activity of
neighboring businesses,
so operators can see
what their competitors are
doing.

Problem: Can’t keep up
with the restrooms during
busy times.
Solution: Create a
schedule for regular
checks, which include
emptying trash, wiping
down counters and
replenishing supplies. To
ensure that the schedule
is followed, assign the
responsibility and check
during busy times.

IN G T HE S T E A K
R
B
E
W

YOU BRING
the

SIZZLE.
THE MOST AMAZING DISHES BEGIN WITH THE FINEST CUTS OF MEAT.
At Stock Yards®, we’ve been providing chefs with expertly cut and portioned
steaks and chops for over 120 years. Our master butchers meticulously prepare
every quality-aged cut so that when it arrives in your kitchen, it’s 100% prepped
and ready for your next masterpiece. Let us cut something special for you.
Contact your US Foods® sales representative or visit www.usfoods.com.

Benefit: Happier
customers and a better
overall reputation. Yes,
customers judge bathroom
cleanliness.

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

© 2018 US Foods, Inc. 04-2018

When it comes to cocktail menus,

fizz is in. The recent sparkling water craze—as
evidenced by a recent Euromonitor report claiming
that LaCroix’s sales more than doubled from 2014 to
2016—has led to a pop in effervescent cocktails.
Hoping to capitalize on the healthy beverage craze,
bartenders have embraced the “sparkle” by tinkering
with DIY seltzers, sodas and bubbly drinks.
“I think this movement of seltzers in bars is a
reflection of a demographic that demands multidimensional drinks,” says Jojo Tucker, beverage
manager at Nick’s Cove and Cottages in Marshall,
California. “It provides a lively, effervescent texture
to cocktails, and adding a textural element to a drink
is reminiscent of what winemakers have done for
years: a conscious effort to add another dimension.”

Highballs 2.0

better with
bubbles
Add some sparkle to
your cocktail list.

BY MATT KIROUAC

The most iconic seltzer cocktail is the highball,
a beloved staple in Japan. The drink consists of
three parts water to one part whisky, with large,
slow-melting ice cubes that create a sipper that isn’t
overwhelmingly strong. Highballs provide a blank
canvas for bartenders to get creative like they do at
Prairie School in Chicago, where highballs are served
on tap, and at Honolulu’s Bar Leather Apron, where
they’re infused with things like maple and shiso.
At Black Tail in New York City, there’s an entire
section on the cocktail list dedicated to highballs,
which branches off from traditional templates to
embolden globally inspired flavors. Making their
own fruit- and vegetable-infused sodas in-house
adds depth to drinks like a vodka-celery highball
with verjus, black peppercorn and celery soda.
Head bartender James Cleland of UNI in Boston
uses sparkling water to showcase four seasonal
highballs inspired by traditional Japanese drinks.
“In Japan, their water is softer than ours,” he says,
adding that most American seltzers are heavier in
terms of bubbles and mineral content.
Cleland reaches for Suntory whisky and Mountain
Valley Spring Water for his base, a seltzer he prefers
for its light body, which is the closest thing to
Japanese water he can find in New England. Bitters
are switched seasonally, using lighter and brighter
flavors in the spring. In the colder months, he
switches to winter melon—paired with a bar spoon
of a domestic housemade bourbon syrup—which
“helps elevate and bring the whisky to the forefront
and provide a more velvety mouthfeel.”

Going Green with Orange Soda

Along with effervescence, seltzer offers a green
bonus. Instead of purchasing bottles to stock
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ITS FIZZY TEXTURE
MAKES HEAVIER
DRINKS FEEL
LIGHTER AND
MORE DRINKABLE,
MAKING
CUSTOMERS ORDER
MORE THAN ONE.

shelves, restaurants are able to reduce their carbon
footprint by recycling and steeping water with
ingredients that would otherwise be thrown away.
Fruit scraps and recycled glassware are used to
make a fermented orange soda at The Walrus and
the Carpenter in Seattle. These eco-friendly seltzers
developed by bar lead Dylan AuBuchon are a natural
extension of the kitchen’s fresh, seasonal approach,
which includes housemade mixers like persimmon
soda and blood orange-honey shrubs. Bar director
Brady Sprouse ferments orange peels with lactose at
refrigerated temperatures for up to two weeks, then
carbonates the mix in a keg with CO2. The results
are poured into reused tonic bottles and sold at the
restaurant.
“Like most cocktail bars, we have
disproportionate amounts of peeled oranges to the
amount of orange juice we actually use,” Sprouse
says. “So once we get our recipes and systems locked
down, this will be a way to utilize as much product as
possible with the smallest amount of waste.”
Will Lee, beverage director of Grey Ghost in
Detroit, says making his own seltzer is not only ecofriendly but also cost-efficient.
“After working at multiple bars that utilize bottled
seltzer, I thought to myself, ‘There’s got to be a more
efficient way to get carbonated water,’” he says.
He uses a carbonator system with lines connecting
to taps behind the bar, which can be used by itself
or to infuse spiced peach, poblano or aloe flavors. In
addition to cutting back on bottles and soda cans,
Lee’s seltzer is a way for the bar to produce endless
fizz at a one-time cost for the carbonation program.

Fizzy Finesse

To make your seltzer bar menu sparkle, it’s about
balance and precision. Timing and stirring are
essential for highballs, says Cleland, who pours
the soda last and incorporates gently with a small,
slow stir of his bar spoon. “Never anything too hard
because the bubbles get destroyed easily,” he says.
Glassware matters, too. Cleland uses slightly
conical glass for his highball program to maintain
the bubbles and ensure a solid mouthfeel.
A carbonated sweet spot is key, says Rick
Blumberg, beverage director of Marlow’s, multiunit concept in Atlanta and Florida. Its fizzy
texture makes heavier drinks feel lighter and more
drinkable, making customers order more than one.
“When we create a cocktail, balance, body and
texture are very important qualities we focus on
during our tasting,” says Blumberg, opting for
sparkling water out of a siphon due to the finer
bubbles they produce. “Carbonated water just adds
life to a drink.”
FoodFanatics.com | FOOD FANATICS
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BY THE NUMBERS

Play these numbers for a bigger payout

TM

SWEET ON DESSERTS

Plant-based proteins, vegetable-focused dishes and the shift toward healthier eating have been hogging the spotlight.
That doesn’t mean desserts are down for the count, but they may have to work harder for a sweet ending. Here’s help.

Sweet potato pie

Load’d Sundaes Unites the
TM

23% in 2015 25% in 2017

CAKE

Source: Technomic survey of 1,500 respondents on the frequency
of ordering dessert.

44%

44% 35%

43%

Profiteroles

Know this: It’s riding on the coattails of
a resurgence in classic French cuisine.

15%
14%
13%

Chocolate layer cake
Mini desserts

18%
17%

PIE

15%
14%

Maple

Brown
butter

Banana
nut

14%

Cinnamon apple

Coconut
cream

34% 29%

Know this:
Regional fruits are
making their way into
pie, including
marionberries
and scuppernongs.

READY TO TREND
Caramelized white chocolate
Cookie butter
Salt-curing (think the salt-cured
egg yolk dessert at Smyth in Chicago)
In-your-face, Instagram-worthy dessert as
a way to stand out
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13%

% who love

27%

6%

6%

9%

% favorite

For more information on Blue Bunny Load’d Sundaes
call 855-331-5083 or email us at bluebunny@kisales.com
TM

®

MORE TO KNOW

wellsfoodservice.com/loadd-sundaes

PANDAN, a Southeast Asian ingredient,
adds sweet, grassy, vanilla-like flavor to
desserts. The leaf gives off a light-green
color, acting similar to matcha tea.
PERSIMMON, the fastest-rising fruit
on U.S. menus last year, provides a
sweet-and-tangy flavor in cake, pudding
and sorbet.
ROSE WATER is making a comeback,
providing a floral note to cake and
ice cream.

SOURCE: Datassential, unless otherwise noted

ILLUSTRATION ROB WILSON

COOKIES

29%

21%

*Source: Datassential SCORES™ database, May 2017. Normative scores
shown, with 100 = max possible score. Percentile scores based on
comparison among 1500 desserts.

CHEESECAKE

Flavors making the biggest gains
on dessert menus

34%

29%

Affogatto

Know this: Look for general coffee
trends, such as cold brew, to show up
in affogatto.

THE SPICE IS RIGHT

41%

Gelato

Once every two to three weeks

Know this:
Premium varieties,
such as gelato
and custard, are
showing traction.

16%

Frozen
Novelty

FROZEN TREATS

58%

#1 Dessert, Ice Cream, with
the Love of Sundaes*

So Serve

Know this: It's growing faster than
pumpkin pie due to its slightly
savory, complex flavor profile
and American heritage.

32% in 2015 32% in 2017
33% in 2015 33% in 2017

21%

Milkshake

More than twice a week

Desserts that made the biggest
gains in the past year

Sundae

Top 5 dessert categories and the
percentage of menus they show up on

At least once a week

whoa.

GROWING UP

DESSERTS THAT
DOMINATE

Ice Cream

DO YOU DESSERT?

©2018 Wells Enterprises, Inc. All rights reserved. 03/18

Deliciously soft.
tons of toppings.

Bunny Tracks®

1131292

Chocolate Brownie
Bomb

Cookie Crunch
‘n Fudge

1131335

1131456

TM

Mint Chocolate
Chunk

1131431

Doing the
right thing.
That’s what
drives us.
—
Discover what we’re doing
to enhance animal welfare.
At Tyson Foods, our compassion for animal
welfare guides our actions every day.
We staff at least one animal well-being
specialist at each poultry plant. And our
independent poultry growers open their doors
to third-party auditors via the Tyson Foods
FarmCheck® program. We’re also piloting new
lighting and enrichments—all to ensure the
well-being of the chickens in our care.
Learn more about what good food can do at
tysonfoodservice.com/sustainability

©2018 Tyson Foods, Inc. Trademarks and registered trademarks are owned
by Tyson Foods, Inc. or its subsidiaries, or used under license.

