
By John P. Hayward

For most of us in the
Southeast food service indus-
try, 2009 will go into the
books as one of the toughest
in memory. Declining sales,
rising unemployment and
market malaise have taken a
toll on nearly every segment.

For food service brokers,
though, the pain has been es-
pecially severe. As the indus-
try’s ultimate middlemen,
brokers serve as catalysts and
liaisons to manufacturers,
distributors and operators in
the flow of products. They’re
at the sharp end of the stick
— and usually the first ones
to get poked in the eye.

Even in the best of times,
the brokerage business is
challenging. But throw in the

worst economic climate since
the Great Depression, and the
hurdles are even higher.

The national unemploy-
ment rate stands at 9.8 per-
cent, according to the U.S.
Labor Department, the high-
est since 1982. Regionally, the
numbers are similar. South-
east unemployment ranges
from a low of 6.7 percent in
Virginia to a high of around
11 percent in both Florida and
South Carolina.

U.S. Food service industry
sales are projected to top $499
billion this year, according to
Technomic Inc. This would be
a decline of 3.8 percent from
2008. The dropoff is concen-
trated largely in the commer-
cial food service segment.
Technomic projects that
travel and leisure-related food

service will see a decrease of
11.3 percent from ’08. Restau-
rants and bars will see a de-
crease of 3.5 percent, with
full-service restaurants ac-
counting for the largest per-

centage of this decline.
It’s a difficult environment

for Southeast food service bro-
kers.

“Our overall business is
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South Carolina Eatery
Now in 20th Year

By Liisa Sullivan

At first glance, you may
think that you’ve had one too
many cocktails, but your eyes
do not deceive. The Seafare
Restaurant in Surfside Beach,
South Carolina, offers a tropi-
cal-island theme where one of
its main attractions is a la-
goon with live mermaids who
swim about entertaining and
interacting with guests.     

Not only is Seafare the only
restaurant with swimming
mermaids, but it also offers
the only seafood buffet in the
Myrtle Beach area with a
gourmet selection of items
and cooking methods. 

This is one area that owner
Stephen Karos attributes to
the Seafare’s 20 years of suc-
cess.

“While other buffets on the
Grand Strand focus on fried
seafood, Seafare offers baked,
broiled, steamed, and raw
seafood selections as well as
unique signature dishes such
as seafood strudel and
Mediterranean spice-rubbed
Mahi-Mahi,” he said.

SeaFare Restaurant Puts Traditional Spin on Seafood Buffet

(See SEAFARE on page 16)

(See SURVEY on page 10)

Survey: Southeast Brokers Battling Recession, 
Consolidation & Market Changes

Diners at Seafare Restaurant in
Surfside Beach, South Carolina, are
treated to two things they can’t find
anywhere else – a true gourmet
seafood buffet and a lagoon with
live mermaids. It’s all part of the
tropical island atmosphere at this
20-year-old Grand Strand eatery
that’s operated by veteran Stephen
Karos and his family.

By Liisa Sullivan

When you combine a 
competitive food industry with 
a shaky financial climate, the 
only formula for success is - 
getting the word out as much 
as possible, building customer 
relationships, and continuing 
to provide quality and value. 
This is just what the Captiva 
Restaurant Group, owner 
and operator of the 131 Main 
Restaurants, has done.

“In today’s market, you have 
to not only improve awareness, 
but also traffic,” said Jim 
Thomas, director of business 
development at JC Thomas 
Marketing Communications. 
“In addition, the focus should 
be on guests within a one- to 
three-mile radius; people who 
may already be guests.”

That’s why this small upscale 
restaurant chain has instituted 
several marketing efforts to not 
only boost revenue, but to show 
some goodwill as well. 

When it’s too late for 
breakfast, but too early for 
lunch, it’s the perfect time for 
Cornbread and Coffee. At 131 
Main, the culinary staff took 
the classic cornbread recipe and 
gave it a kick. 

Cornbread & Coffee

Their chefs mixed in 
just the right amount of 
corn, butter, sugar, and 
cheese to their homemade 
batter and then added just 
a hint of spicy green chilies 
– giving it that perfect “morning 
kick.” Now, add a fresh-brewed 
cup of Caffe Sumatra coffee 
from Royal Cup, and you 
have the perfect mid-morning 
snack. 

Currently, 131 Main has four 
restaurants in North Carolina: 
three in Charlotte and one in 
Asheville. There is a site for 
a fifth location in Raleigh, 
and additional plans to enter 

Captiva Restaurant Group Rolls Out Strategic Marketing Efforts 

Local sourcing of ingredients, 
sustainability and nutrition 
will be the hottest trends on 
restaurant menus in 2010, 
according to a new survey 
by the National Restaurant 
Associat ion 
(NRA). 

L o c a l l y 
g r o w n 
p r o d u c e , 
l o c a l l y 
sourced meats 
and seafood, 
sustainability, 
mini-desserts 
and locally 
p r o d u c e d 
wine and beer 
top the list of 
more than 
200 culinary 
items in NRA’s What’s Hot for 
2010 survey. Rounding out the 
top 10 trends are nutritious 

kids’ meals, half-portions, farm-
branded ingredients, gluten-
free/food-allergy conscious 
meals, and sustainable seafood.

“The top trends this year 
– local sourcing, sustainability 

and nutrition 
– reflect wider 
societal trends 
and consumers’ 
growing interest 
in these issues,” 
said Dawn 
Sweeney, NRA’s 
president and 
CEO. “Many 
r e s t a u r a n t s 
are sourcing 
some of their 
i n g r e d i e n t s 
locally, and you 
often see chefs 

shopping at farmer’s markets 
to create a host of better-for-
you options that today’s diners 

want.”
Michael Ty, CEC, AAC, 

national president of the 
American Culinary Federation 
(ACF), agreed. “This is retro – 
it’s what we did in the past when 
chefs relied on local markets 

because we did not have the 
luxury of today’s transportation 
system. We are going back to 
our roots and the foundation 
of our craft that made it more 
pleasurable.”

Sustainability, Local Sourcing Top List of Hot Menu Trends for 2010
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Photo courtesy of NRA. 

‘Local’ will be one of the industry’s 
buzzwords this year, especially 
locally sourced seafood,  meats, 
produce, and ingredients. 

Fresh, regionally grown ingredients are highlighted at 131 Main, a 
restaurant concept operated by Captiva Restaurant Group. There are 
four units in North Carolina, including Charlotte’s Dilworth area.See Captiva on page 11

See Hot Trends on page 5
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Peppers Unlimited of LA, Inc.

For almost 100 years, the Bulliard family has been making premium quality hot sauce in the heart of Cajun Country. Over
the years we’ve added additional products, including Garlic Sauce, Steak Sauce, Soy Sauce, Teriyaki Sauce, 
Marinades, and more. All are double-checked to ensure that our customers receive only the very finest sauces available.
Food service operators will appreciate our value, variety and consistency. Private label programs are also available.

For more information, call our sales office at 504-733-2402.
Peppers Unlimited of Louisiana, Inc. • P.O. Box 23829 • New Orleans, LA 70183 

Great Country Cooking is a CRAFT!

We start with only Premium Trimmed Fresh Boneless Boston Butts for a consistent finished 
BBQ. These Butts are then slow smoked and cooked to 200 degrees internal temperature to 
insure tenderness all the time! This wonderful, flavorful, smoked meat is then shredded into 
5 lb. Cook-in bags and seasoned with either our “Original Recipe” BBQ sauce or our special 
“Carolina-Style” sauce. These sealed bags are then returned to our ovens and heated to 165 
degrees to simmer in the great flavor of our sauces! The result is wonderful pork BBQ using 
a time-tested, traditional BBQ process and great sauces created by Cades Cove! 

No other brand has the flavor, quality and tradition of

Cades Cove BBQ.
For more information, call 865-986-8005

BBQ
Old Fashion

Serving the Food Service Market in Alabama, 
Florida, Georgia, Mississippi, North Carolina, 
South Carolina, and Tennessee.
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Now is the Time to Soup Up Your Sales

By Mike Taylor

Using my 20 years working for a food 
manufacturer (with soup as an important 
part of its product mix), along with a 
three-year history of new product activity 
identified through Datassential, I have 
assembled a few thoughts to consider if 
you’re thinking about marketing soup in 
your operation.

It’s no surprise that soup sells 
better in the fall and winter than in 
the spring and summer. But the split 

we saw was about 60 percent sold in 
fall/winter and 40 percent in spring/
summer.  Certainly not as significant a 
shift in sales as one might expect. Soup 
remains popular year round.

Seasonality

Operators like Panera Bread and 
Olive Garden (two of the heaviest 
sellers of soup in their respective 
segments) maintain it on their menu 
throughout the year, be it in the north 

or the south. So if you are offering 
soups, consider keeping them on the 
menu even when the weather turns 
warmer. But, if you are looking to add 
some new soups, there is definitely a 
seasonal lean to consider. From the 
Datassential information covering the 
top 200 chains – 45 percent of the 
soup introductions occurred between 
September and November, and 35 
percent fell between January and 
March. The other six months of the 
year accounted for only 20 percent of 
the new soup items.

LTO’s

In 2009, about half of the soup 
additions were featured as either stand 
alone LTO’s or part of a “packaged” 
promotional offering (fall menu, etc.). 
Also, selected operators appeared to 
bring back items annually. For example, 
Au Bon Pain had a Fall LTO featuring 
Butternut Squash and Apple Soup in 
both 2008 and 2009. Similarly, Uno 
Chicago Grill added a pumpkin soup 
during the past two years during the 
fall. These additions enhanced and 
expanded their current soup selection 
as soup sales in general began to 
rise. It helps to remind customers to 
think about soup while delivering the 
message that the operator is keeping 
the menu fresh.

New Items

I found three interesting points as 
I looked at the new items - and who 
introduced them.

1.  Despite overall industry 
softness, 2009 was an active one in the 
soup category.  Through the first 11 
months of the year, there was as much 
activity as in all of 2007 and one-
and-one-half times the introductions 
of 2008. Operators were back to 
generating excitement for their menu 
through the addition of new items.

2. Not only were there more 
items, but this was generated by more 
operators in 2009 than in past years. 
You’d expect Panera Bread and Au 
Bon Pan to be in the mix, but in 2009 
more Family Style and Casual Dining 
operators added or featured soup than 
in the past two years.  As these segments 
are challenged to keep patrons coming 
through the doors, they may be adding 
more items to reduce the trade-down 
to Fast Casual/QSR.  There has been a 
great deal of press about casual dining 
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For nutritional information and additional product information,
visit us at www.viedefrance.com or call 800-446-4404

The Cure for Your Sweet Tooth.
These sweet indulgences are the 
perfect way to top off any meal.

Chocolate & 
Mascarpone Pearl
Chocolate chiffon cake with
Créme de Cacao syrup,
layered with mascarpone
mousse and enrobed with
a delicious layer of 
chocolate.

Pear William
Vanilla chiffon cake layered
with pear Bavarian mousse
and pear chunks, topped
with a caramel miroir glaze
and sliced toasted almonds.

New Cakes from

Vie de France®.

We’ve all heard the phrase new and improved. So often, it doesn’t mean a great deal. But we 
hope to change that. Welcome to the new and improved Southeast Food Service News! 
Starting with this issue, you’ll see a brighter, livelier, easier-to-read SFSN. You’ll still find a 
lot of the same news, photos, features and columns that you’ve come to enjoy, but they’ll 
be presented in an exciting new format. Take a look and let us know what you think.

The industry has been buzzing over the last few weeks about several major broker mergers. 
Southern Food Concepts, Inc., in Alabama and First Flight Foods in Georgia merged 
recently with Innovative Concept Group. Jim Finley is president of Southern Food 
Concepts, which was started in 1997. First Flight Foods is operated by Larry Mays, and 
was started in 1978. Innovative has 12 offices serving Alabama, Arkansas, the Carolinas, 
Florida, Georgia, Mississippi, and Tennessee.  HOPCO Foodservice Marketing has 
acquired Café, Inc., in Charlotte, McCormick Brokerage Company in Atlanta, and 
T.W. Wilson & Son in Alabama and Tennessee. Café was started 24 years ago by Steve 
Nivens, Michael Bolton and Ronnie Fore. McCormick was started in 1962 and is operated 
by Gary McCormick and Mike Nesset. T.W. Wilson & Son is a family-operated firm that 
was started in 1938. HOPCO now has eight offices covering six states.

Professional Manufacturers Representatives, the Georgia-based equipment rep firm, 
has merged with Southern Manufacturers Reps in Alabama. 

Ray’s Pride Brokerage in Hueytown, Alabama, has changed its name to Advantage Food 
Brokerage, Inc.

Legacy Foodservice Alliance, a new food service distributor group, has been started by 
Stephen Push, CEO, formerly of Progressive Group Alliance. Also on the management 
team is David Hughes, who serves as executive vice president of merchandising.

Michigan-based Gordon Food Service has purchased the former Albertson’s LLC 
distribution center in Plant City, Florida. Commenting on the acquisition, Gordon Food 
Service president Jim Gordon said, “We are excited to add the Plant City location to our 
distribution network in Florida. This facility is in a prime location to support our rapid 
growth in Florida. We expect to begin shipping to our customers in central Florida from 
Plant City in the fall of 2010.”        

Balter Meat Company in Miami has joined F.A.B., Inc.

Tyson Foods has named Donnie Smith president/CEO and Jim Lochner COO. 
Mel Deane has been appointed CEO of Church’s Chicken. The National Restaurant 
Association has named Scott DeFife executive VP of Policy & Government Affairs. Greg 
Hilton has been promoted to president of Genesis Group/Answers Systems. Bud Hilton 
continues as Genesis Group’s chairman and CEO. Michael Carter has joined Vienna 
Beef as director of sales for the Florida division. Health Fusion Brands has added Marilyn 
Hunter as food service regional director. Timothy Bowe is the new Southeast regional 
marketing manager for the Wisconsin Milk Marketing Board. Ty Barber has rejoined 
Tampa Maid Foods as a national accounts rep. John B. Sanfilippo & Son has appointed 
Susan Grigsby Southeast regional manager. Dr. Mark McGrath has joined PMR.

Tampa Maid Foods has named HOPCO its broker of record in Florida. Simmons Food 
Sales has been appointed by Jacqueline’s Gourmet Cookies in north and central Florida. 
Ventura Foods has named HOPCO in Georgia. Food-Link has been appointed by 
Hatfield Quality Meats, C&F Foods and Perfect Puree statewide in Florida. Culinary 
Resources has been named by Seaboard Pork and Klement’s Sausage statewide in Florida. 
KeyImpact Sales & Systems has been appointed by B&G Foods and Bagelmania 
statewide in Florida. Cohen Food Brokerage has been named by Stratus Foods and 
Cavendish Farms in Georgia. 

We were saddened to learn of the death of William “Bill” McClain in November after a 
long illness. He was 63. Bill was well known in the Southeast food service market, having 
worked for many years for Uncle Ben’s Foods. He will be missed by his family, friends and 
business associates.

Do you have a news item for People,	Places	&	Things? Send it to John Hayward, editor, 
jhayward@sfsn.com. 

Feeling Left Out?

Norcross, Georgia • 770.416.6350
sunbeltfoodscompany.com

If so, it could be your broker never seems to have time for
you. We’re Sunbelt Foods Company, and we’re different.
Every one of our principals is important to us, no matter
the size. Our business is to serve you. So if you’re looking
for a broker who doesn’t play games, give us a call.

People, Places & Things



ingredients, regional ethnic cuisine, 
non-traditional fish (including 
barramundi and Arctic char), 
and newly fabricated cuts of meat 
(including Denver steak and pork flat 
iron). 

Simplicity as a culinary theme and 
smaller portions for a smaller price are 
also menu trends for 2010, reflecting 

the shift in consumer preferences 
toward value and comfort during the 
economic downturn.

Topping categories within the 
survey are: amuse bouche and mini-
burgers/sliders in appetizers; quinoa 
and braised vegetables in side items/
starches; ethnic-inspired and traditional 
ethnic items in breakfast/brunch; 
bite-sized desserts and artisan/house-
made ice cream in desserts; regional 
and fusion in ethnic cuisines; artisan 
cheeses and black garlic in ingredients; 
and specialty iced tea and organic 
coffee in nonalcoholic beverages.

TM

Finally... a whole grain pasta that 
is healthy AND delicious.

Excellent source of fiber, 28g of whole grains per serving, and 100% Natural.

For more information call 1-800-9-BARILLA or visit us at barillaus.com.

Ray’s Pride Brokerage has a new name.
We’re now Advantage Food Brokerage!

Same Great People
Same Great Philosophy

Same Great Market Coverage
New Ideas for the Food Service Industry in Alabama & the Florida Panhandle

Let us tell you how we can build your sales in 2010

Hueytown, AL • 205-744-4815 • afb@afbnow.com

NRA surveyed 1,854 ACF 
member chefs, asking them to rate 
214 individual food/beverage items, 
preparation methods and culinary 
themes divided into categories as a 
“hot trend,” “yesterday’s news,” or 
“perennial favorite” on restaurant 
menus in 2010.

The leading culinary theme 
revealed by the survey is sustainability. 
Whether applied to produce, meat, 
seafood or alcoholic beverages, the 
concepts of environmentally friendly 
practices and local sourcing (farm to 
fork) are appealing to both restaurant 
operators and consumers for several 
reasons, including freshness, minimal 
transportation and supporting local 
communities and businesses.”

Nutrition also ranked high on the 
list of trends. Healthful options for 
children, produce, superfruits, bite-
sized and half-portions, and food 
allergy conscious and gluten-free meals 
all rank in the top 20. This illustrates 
that consumer interest in health and 
nutrition continues to grow and that 
restaurants are responding.

Other menu trends in the top 
20 include farm-/estate-branded 

Top 10 Menu Trends for 2010
1.	 Locally	Grown	Produce
2.	 Locally	Sourced	Meats	&	Seafood
3.	 Sustainability
4.	 Bite-Sized/Mini	Desserts
5.	 Locally-Produced	Wine	&	Beer
6.	 Nutritionally	Balanced	Children’s	Dishes
7.	 Half	Portions/Smaller	Portions	For	a	

Smaller	Price
8.	 Farm/Estate-Branded	Ingredients
9.	 Gluten-Free/Food	Allergy	Conscious
10.	 Sustainable	Seafood
Source:	National	Restaurant	Association
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Continued from page 1

Hot Menu Trends for 2010

Photo courtesy of NRA. 

‘Farm to fork’ meats and locally 
sourced seafood will be hot this year. 

Photo courtesy of NRA.

Bite-sized and half-portions, like the 
on-trend mini-burgers, will continue 
to be popular. 



For nutritional information and additional product information,
visit us at www.viedefrance.com or call 800-446-4404

Because healthy customers are repeat customers.
Made with Ultragrain® whole wheat flour, these 
delicious all-butter croissants add healthy appeal by
bringing more fiber and nutrients to your menu. With
thaw-and-serve convenience, they prove yet again that
no one makes croissants like Vie de France. 
Contact your sales representative today.

A
healthy
option
that's 
sinfully
good.

By Liisa Sullivan

It started with cutting fish. Chef Jeff 
Acol, a native Hawaiian, was born and 
raised on the Big Island. He started 
cutting fish when he was a teenager 
and his initial plan was to join the 
U.S. Air Force – that is until his sister 
sent him a culinary brochure. “I’m not 
one of those chefs who has 
a story like, ‘I was born to 
cook, or my mother greatly 
influenced me,’ it just sort 
of happened,” Chef Acol 
said.  

Today, he is a graduate 
of the Western Culinary 
Cordon Bleu of Portland, 
Oregon, and has several 
fine dining establishments 
under his belt that include 
Lafite at the former Registry 
Hotel in Naples, Florida; 
the Hyatt Lake Tahoe; and 
Alan Wong at the Four 
Seasons in Kona, Hawaii. 
He was also a member of 
Amy Ferguson’s culinary 
team in Kona, Hawaii, as 
the Executive Chef of O’s 
Bistro. (Amy Ferguson was 

the first female executive chef to work 
for the Ritz Carlton.) 

In addition, in 2006, “Top Chef” 
visited Hawaii and Chef Acol was 
hired to be the show’s culinary advisor. 
He recalls that he received one of his 
most treasured culinary tools from the 
show’s culinary producer – a Korin 
knife.   

Apart from his love for the culinary 
arts, Chef Acol has a real passion for 
free diving and spearfishing. Set him 
lose and he is sure to return with a 
lobster for dinner.

Chef Acol is married to Jessica, 
who was born in France and raised 
in the suburbs of Paris. She is a 
graduate of the Ecole Hoteliere de 
Lausanne, Switzerland, and holds a 
Bachelor’s degree in Hotel/Restaurant 
Management. Today, she works 
alongside her husband to run their 
restaurant, “A Table Apart” in Bonita 
Springs, Florida. 

“I consider this my greatest 
culinary achievement to date,” Chef 
Acol said. “We first opened the 
restaurant in October 2008, right at 

the time when people were beginning 
to worry about the financial markets. 
We managed to overcome this and 
other challenges along the way and 
today, are happy to report, that 
we have a loyal client base and are 
holding our own.”

The menu at “A Table Apart” is 
global and brings a breath of fresh air 
to the “chain dominated restaurant 
scene” in southwest Florida. They strive 
to keep prices low and food quality 
high. Some of the popular menu 
items include honey bourbon pork 
chops, pan seared scallops in a curried 
corn sauce, and sautéed mussels with 
Mexican Chorizo. 

For more information, visit: www.
ATableApart.com.
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Chef Jeff Acol is A Table Apart from the Rest
A	Chat	with	Chef	Acol

Who is your culinary hero?
It’s really a combination of many chefs that I have worked with in the past; 
the unsung heroes if you will. 

What is your favorite cooking technique?
I enjoy them all, but sautéing is the most technical. This is where you will 
show your faults. You have to adjust the heat all the time and technique is 
everything. 

What are three must-have ingredients? 
Salt, pepper and rice.

What would you order as a last meal?
Meatloaf.  I like it in any shape or form.

If you could sit down and talk food with anyone, who would it be?
Julia Child.   

What is your main philosophy when it comes to food?
Cook food that is personal and remain consistent. 

Do you buy local?
I try to buy local as much as possible, but with the Southwest Florida 
growing season, it is often difficult.   

Chef Jeff Acol, a native of Hawaii, has an eclectic 
culinary background, including serving as an 
advisor for the Top Chef  television program.

Salt and pepper the fish, preheat sauté pan to medium heat. Add 3 t of olive 
oil.  Sauté fish for 3 minutes on each side or until desired doneness; remove the 
fish from the pan. Keep fish in an oven set on the lowest setting (170 degrees to 
avoid overcooking). Add shallots, garlic and capers to the pan. Sauté until the 
shallots become translucent. Deglaze the pan with the white wine and reduce by 
half. Swirl in the butter. Reduce heat to low.  Add lemon juice and diced tomato. 
Add salt and pepper to taste and then add parsley. In a separate preheated pan, 
add 2 t of olive oil and sauté the spinach until slightly wilted. Place the fish on 
top of the spinach and pour sauce over the fish. Bon Appétit!

1 x 6 ounce fresh fish (i.e., pompano, 
snapper, Mahi Mahi)
5 T extra virgin olive oil
1 t minced shallot
1 t minced garlic
1 t capers (rinsed)
4 ounces white wine

2 ounces butter
½ cup lemon juice
¼ cup diced tomato
1 t chopped parsley
3 cups spinach
Salt and pepper to taste

Fish Provençal 
Yields 1 serving



COHEN FOOD
BROKERAGE

We know the Customers
We know the Market Intelligence

We know the Sales Forces
We know the Objectives

We know how to SELL FOOD!

Cohen Food Brokerage
Georgia for 38 years

Local, Home Grown, Sustainable

1351 Dividend Drive, Suite N • Marietta, GA 30067
Phone: (770) 955-3166 • Fax: (770) 955-3035

J.colella@cohenfoods.com
www.cohenfoods.com

Member: FSMA, S.M.A.R.T, ACF of Atlanta, Georgia Restaurant Assoc.

a personal life. 
After a few years, 
we took advantage 
of a handsome 
offer and sold 
it. I then accepted 
the position of 
assistant to the 
executive chef 
at the new hotel 
at the Tampa 
airport. It was 
Serendipi tous , 
as I met my 

future wife there 
and opened an exciting new chapter 
in my life as husband and father. 
My life was full and rewarding. 
About 20 years ago I was offered 
a part-time teaching position at a 
local community college in their 
hospitality department. It was a 
perfect way to indulge my love of 
teaching while keeping my regular 
job in the industry. In addition to my 
classroom responsibilities I coached 
the junior/student team, which tied in 
with my love of culinary competition.   
Coaching turned out to be a two-
way street as I learned from them 
as much as they learned from me.   
I regard teaching as one of the noble 
professions. Like medical professionals 
are blessed with knowledge to 
heal, teachers are blessed with 
knowledge to share with upcoming 

generations. What 
we accomplish in 
our classrooms is 
no less than the art 
of creation.  

We give our 
students the 
treasures of our 
a c c u m u l a t e d 
knowledge and 
stand back and 
watch their 
minds grow and 
expand. Excellent 
and even brilliant 
students are a 
special joy. But 
it’s even more 
exciting watching 
a mediocre 

student suddenly take off and 
achieve great things. And, we 
are the ones who lit those fires. 
If my students remember anything 
about me and my classroom, I would 
hope they remember my consuming 
passion for the culinary arts. It has 
been a passion in my life since I was 
10 years old and first went to work 

in the kitchens of a religious retreat 
center where my mother worked. 
I would hope they remember my 
personal philosophy which includes 
high standards, integrity, my love of 
family, my faith, concern for my fellow 
man, and respect 
for learning. I 
would hope 
they remember 
not only the 
lessons they 
learned in my 
classroom, but 
the man who 
taught them as 
well.

My personal 
m a x i m , 
‘Responsibility 
a n d 
accountability 
are the stepping 
stones to 
taking charge and making a change,’ 
was the driving force behind what 
I achieved in my life. Not only did 
the positive events in my life make 
me a better person, even the negative 
events were great learning experiences 

that colored the fabric of my being. 
I would encourage every student 
to join our industry’s professional 
organizations (i.e., American Culinary 
Federation, Dietary Managers 
Association, Research Chefs of America, 

or Professional 
Bakers), in their 
particular area 
of interest to 
network, share 
knowledge and find 
contemporaries who 
share a common 
goal.

Last, I would 
remind them 
that, in the great 
scheme of things, 
how much we earn 
and the awards 
and honors we 
achieve are nothing 
compared to the 

people we touch and the experiences 
we share with those we love. Our 
lives are too short to waste on petty 
grievances, so get out there and live 
each moment to the fullest with no 
regrets.

By Frederik J. Lucardie, 
CEC, CDM, AAC

As a part-time chef instructor at 
my school, I am required to take 
continuing education classes to enhance 
my skills as a teacher. Not unlike 
continuing education requirements 
for my American Culinary Federation 
certification as a certified executive 
chef, these continuing education 
classes ensure I am keeping abreast of 
the current trends in the industry.

In one class I recently completed, 
an assignment required us to share 
our individual teaching philosophy. 
I never thought about having 
a philosophy, per se. But after 
much thought I came up with the 
following, which I consider to be a life 
philosophy more than anything else. 
I was brought up in an era where 
students sat quietly in their seats, never 
questioned a teacher, absorbed what 
was being thrown at them, and returned 
what they ‘learned’ to the teacher on 
test day. It was not an atmosphere 
that encouraged outside educational 
pursuits or kindled any passion in 
us. Not a very exciting or challenging 
experience at all, with rare exceptions. 
When I went to the Culinary Institute 
of America at age 17, I was introduced 
to an entirely different classroom 
atmosphere. The legendary Joseph 
Amendola (author of the classic, The 
Baker’s Manual) 
was my first chef 
i n s t r u c t o r.  H e 
was impassioned 
about his subject 
and imbued his 
students with that 
same passion. 
Joe encouraged us 
to ask questions 
c o n s t a n t l y , 
reminding us 
that we couldn’t 
learn anything 
if we didn’t ask 
questions. Joe 
would walk 
the kitchen 
d e m o n s t r a t i n g 
his incomparable 
techniques and relating anecdotes about 
his career in baking. His love for baking 
was evident even to our untutored eyes. 
Upon graduation I was offered a 
fellowship at the school but decided 
to follow a fellow chef to Florida and 
open a restaurant. The restaurant was 
very successful but very demanding. 
It was 24/7 with never a moment for 

“I regard teaching 
as one of the noble 

professions. Like medical 
professionals are blessed 
with knowledge to heal, 
teachers are blessed with 
knowledge to share with 
upcoming generations.”

“I was brought up in 
an era where students 

sat quietly in their 
seats, never questioned 

a teacher, absorbed 
what was being thrown 
at them, and returned 
what they ‘learned’ to 

the teacher on test day.”

TM

JANUARY 2010   SOUTHEAST FOOD SERVICE NEWS  7

Education is Key to a Fulfilling Culinary Career



Surviving and thriving in today’s 
economy is a challenge, but for the 
Marietta, Georgia-based barbecue 
sensation, The Rib Ranch, facing 
challenges and rebuilding against the 
odds seem to be all in a day’s work.

Serving the metro-Atlanta 
area for more than 26 years, the 

restaurant opened in 1983, and was 
proudly considered the “ultimate dive 
restaurant,” according to co-owner 
Barbara Newman-Folwell. Complete 
with holes in the floor, unreliable heat 
and seating for fewer than 30, the 
restaurant thrived thanks to a hard 
work and staying true to its barbecue 

mission. 
One of the restaurant’s biggest 

challenges came in 1995 when 
Newman-Folwell and co-owner/
brother David Newman were faced 
with the decision of whether to rebuild, 
after the Rib Ranch was devastated by 
tropical storm Opal. Never ones to be 

held back, the sister-brother team used 
insurance proceeds to rebuild bigger 
than ever, but small enough to remain 
true to their barbecue roots. 

These days, the Rib Ranch is a 
large, one-room barbecue “joint” 
serving unique, award-winning 
family-food with what the owners 

fondly refer to as “down-
home service.” The self-
branded “Texas-style with 
a smile” location is great 
for large parties or out-
of-town guests who love 
great barbecue. With 20 
employees serving more 
than 300 barbecue lovers 
a day, the Rib Ranch is a 
far cry from its early 80s 
beginning. 

Barbecue is the name 
of the game at the Rib 
Ranch, and chicken is 
clearly the patron favorite. 
A smoked half-chicken 
with tender meat on the 
bone is one of the most 
popular dishes on the 
menu. Other chicken 
favorites include barbecue 

chicken and cilantro quesadillas topped 
with cheddar cheese, jalapeños, black 
olives, scallions, tomato, lettuce, 
sour cream, and salsa, 
as well as barbecue 
chicken nachos 
topped with the 
works. 

Ne w m a n -
Folwell said 
other top sellers 
include Tex-
Mex chicken 
sandwiches—
So u t h w e s t e r n 
marinated chicken 
breasts topped with 
salsa and guacamole—
and Textatos, piping-hot 
baked potatoes stuffed with chicken 
and cheddar cheese, bacon, jalapeños, 
or mushrooms. 

The key to great barbecue is great 
taste. Rib Ranch has exclusively served 
CATTLEMEN’S® barbecue sauce 
with all its meat dishes since opening. 
“We use CATTLEMEN’S Kansas 
City Classic™ barbecue sauce as a 
base and add our own ingredients to 
make a signature sauce that goes well 
with any menu item, especially our 
poultry,” Newman-Folwell said. “It’s 
the superior taste of our sauce that our 

customers most routinely compliment 
us on—they love the sweetness 
balanced with just the right amount 
of heat.”

All great entrepreneurs are looking 
for the next opportunity, and these 
forward-thinking restaurant owners 

are no different. “In 2008, we began to 
explore new ideas to bolster revenue,” 

Newman-Folwell said. They decided 
to add breakfast on weekends, 

serving traditional 
American items such 

as buttermilk, 
blueberry, and 
banana and pecan 
pancakes, and 
five different 
combinations of 
stuffed omelets—

the most popular 
being the barbecue 

pork or beef omelets 
served with their 

famous barbecue sauce 
and Monterey-Jack cheese.

“We revamped our lunch 
and dinner barbecue menus to 
contemporize them from their 1980s 
origins,” she said. “We also expanded 
day parts to appeal to a new group of 
daytime barbecue lovers, while still 
keeping our long-standing customers 
satisfied.” 

CATTLEMEN’S offers eight 
regional barbecue sauce flavors. 
Unmatched in taste and quality, they 
have been used in the winning recipes 
of Grand Champions at the Memphis 
in May* World Championship BBQ 

Competition for the past 16 years. 
Great BBQ and great service mean 
everyone wins at the Rib Ranch.

* Memphis in May is a registered 
trademark of the Memphis in May 
International Festival, Inc.

Atlanta’s Rib Ranch
Perseverance and Great Barbecue are Keys to Success

The Rib Ranch is 
a large, one-room 
barbecue “joint” 
serving unique, 

award-winning family 
food with what the 
owners refer to as 

“down-home service.”
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The Rib Ranch revamped the lunch and dinner barbecue menus to ‘contempo-
rize them’ from their 1980s origins. They also expanded dayparts to appeal to 
a new group of daytime barbecue lovers.

Barbecue is the name of the game at The Rib Ranch, and chicken is clearly 
the patron favorite. A smoked half-chicken is one of the most popular dishes 
on the menu. Other chicken favorites include barbecue chicken and cilantro 
quesadillas, and barbecue chicken nachos topped with the works.
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By Bryan Sullivan
 
Historians say the history of soup 

is more than likely as old as food 
itself.  It’s versatile when it comes to 
ingredients and technique, but what 
remains the same is that soup has 
always been viewed as comfort food 
and is commonly used to treat mild 
illnesses because of its medicinal and 
comfort-like properties. When all else 
fails, have a bowl of chicken soup – it 
can’t hurt.

Today, food service operators not 
only create soups for comfort, or as a 
great way to start a meal, but they also 
make soup to create profit by reutilizing 
by-products. Great chefs have always 
tried to save scraps and transform 
them into something of beauty and 
great taste. Soups are a perfect example 
of this food preparation philosophy.

Soup’s On at Carmine’s Gourmet 
Market & La Trattoria 

On a daily basis, this Florida 
operation takes full advantage of what 
soups have to offer. 

In 1972, Carmine’s Gourmet 
Market and La Trattoria Restaurant 
originally opened as a meat market. A 

few years later, they realized that their 
customers wanted more than a one-stop 
shop for meats; they craved a full-scale 
specialty market with quality offerings 
of bakery goods, fresh seafood, deli 
items and authentic pizza. In 1988, 
the Palm Beach Gardens location was 
opened to offer all this and more. 

Within the market, Carmine’s has 
two unique restaurants: The four-star, 
white tablecloth, La Trattoria, and 
the casual pizzeria. The restaurants 
attract additional customers to the 
retail market via cross-merchandising 
through operations. 

The uniqueness of these restaurants, 
with show kitchens, front-end 
pizzeria ovens and preparation areas, 
encourages customers to pass through 
the market on their way in and out, 
making purchases in the market an 
integral part of their dining experience 
– and vice versa.

The same high-quality fare served up 
in their restaurants can also be special 
ordered for private and public events 
and occasions at the customer’s location 
of choice. Due to their reputation for 
world-class cuisine, Carmine’s Catering 
Service is continuously attracting new 
customers in search of yacht, home 
and party catering. 

They offer the following soups: Pasta 
e Fagioli , lentil, Italian wedding (best 
seller), chicken rice and minestrone. 
Executive chef Abelardo Beltran also 
has daily soups that are added to the 
regular list. Some of these include, but 
are not limited: Strachiatelli, cream 
of broccoli, butternut squash, split 
pea, cream of asparagus, cream of 
cauliflower, Manhattan clam chowder, 
New England clam chowder, and 
Bahamian conch chowder.

The primary soups that are offered at 
all times are made according to recipes 
that are kept consistent with each 
batch. However, the daily changing 
soups offer the chef the opportunity to 
utilize products and by-products from 
other recipes so as to ensure zero waste 
in the kitchen. A well-trained chef can 
turn almost anything into a tasty soup 
offering.

“Soups are a relatively low food 
cost item compared to main courses 
on our menu,” chef Beltran explained. 
“And selling these low food cost 
items increases the profitability of the 
operation.” 

 
Souper Salad

This operation has built its main 
concept around – you guessed it – 
soups and salads. 

In 1978, Souper Salad opened its 
first restaurant in Houston, Texas. 
They were driven by the desire to 
provide customers with tasty, healthy 
menu options that there were always 
fresh. Today, the Souper Salad chain 
stands at more than 80 locations, most 
of which are located in Texas, New 
Mexico, Arizona and Colorado, but 
are now expanding into the Southeast 
in the Carolinas, Georgia, Tennessee, 
and other markets.    

Danny Meisenheimer, chief brand 
officer for Souper Salad explained, “We 

have 84 locations, five of which are 
franchised. Our future growth strategy, 
however, is based on franchising as a 
priority.”

Souper Salad offers four to five soups 
daily, based on a monthly calendar 
– keeping variety and seasonality in 
mind when developing its menu. All 
the soups are prepared from scratch 
at each of its locations. By using this 
calendar approach, Souper Salad is 
able to keep the cost low – largely due 
to transportation costs.

Create Fan Base for Soups

All of the soups that Souper Salad 
offers have a certain “fan base.” For 
example, vegetarian and vegan guests 
are extremely fond of the Butter Bean 
soup.  And, for meat lovers, one of 
the most popular protein soups is the 
seasonal “Holiday Harvest” which 
they bring back every November 
through January. This soup combines 
fresh vegetables and chicken with 
traditional wild rice.

Almost all of the ingredients they 
use in their soups are fresh, and 
produce is delivered to the restaurants 
three to four times a week. With some 
of their more unique soups they are 
able to utilize other ingredients that 
they have available on their buffet. 
A good example of this is “Cherokee 
Joe’s Cornbread Soup.” This soup 
uses their popular cornbread as the 
thickening agent and also gives it a 
unique cornbread flavor. 

 So, as you can see, soups are 
the perfect way to utilize products 
within your operation and to keep 
profit margins high and customers 
coming back for more. During these 
challenging economic times, you will 
find that soups are not only good for 
your body, but they are also good for 
your bottom line. 
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Soup Provides Warmth, Taste & Profits for Operators
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COMPLETE MARKET COVERAGE

Sharin Foodservice
Sales Inc.

800-741-1319

into other markets as the economy 
improves.  

Right now, Cornbread and Coffee is 
available at the Dilworth and Asheville 
locations. 

 “The first location to implement 
this program was Dilworth, due to its 
close proximity to downtown offices 
and its more urban environment,” said 
Michael Vaughn, COO of Captiva 
Restaurant Group. “We then saw a 
similarity between this location and 
the Asheville store and decided to give 
it a go there as well.”

The Asheville location is situated 
in a mixed-use development where 
offices, condos, private homes, and 
retail stores co-mingle.   

Cornbread and Coffee is being 
marketed to businesses as a way to 
perk up and reward employees while 
keeping their creative juices flowing.

“It’s important to involve strategy 
by market,” Thomas said. “You need 
to alter the programs based on the 
area’s demographics. For instance, 
Cornbread and Coffee would probably 
not work at a more rural location, but 
something like “date night,” might.   

Date Night

Every Friday and Saturday night is 
Date Night at 131 Main in Dilworth. 
Two people can enjoy their freshly-
prepared food and exceptional service. 

The Date Night Menu 
for two includes appetizer, 
salads, entrees, and dessert,  
all for under $50. The menu offers a 
choice of roasted vegetable bruschetta, 

seared scallops or smoked salmon 
appetizers to share; individual salads; 
and a choice of entrees: grilled 
Carolina trout with wild rice salad; 
sautéed chicken paillard with angel 
hair pasta and red pepper tapenade; 
or slow roasted prime rib and mashed 
potatoes. Desserts are shared.

Boxed Lunches

The Boxed Lunch program is 
currently available at the same 
locations as Coffee and Cornbread. 
This program is growing steadily and 
has allowed 131 Main to get their 
names in front of people.  

It has been somewhat more cost 
driven than the Cornbread and Coffee 
program. The latter is more of a 
marketing effort. 

Boxed Lunches are also being 
marketed to area businesses. Many 
morning meetings spill over past 
lunch, making breaking for a meal a 
challenge. 131 Main makes it easy and 
will deliver an upscale lunch, on time 
and ready to serve. People can choose 
from appetizers, salads, sandwiches, 
and desserts starting at just $7. 

The Double Dip, a starter, includes 
a roasted red pepper queso and fresh 
guacamole with warm tortilla chips for 
only $2 per person. What a great way 
to chase away those meeting blues.    

Shaking Hands & Kissing Babies

Goodwill also prompts people to 
check out 131 Main Restaurants. 

“We work within the community,” 
Vaughn said. “We do radio, street 

level marketing, and have lots of 
involvement in local charities. You will 
often find my wife knocking on doors 
and getting out there in the community 
talking to people about what we do. It’s 
more than just handing out coupons, 
you really need to get out there and 
talk to people.”     

 He added that their overall key 
to success is their great teammates at 
all levels, their relentless pursuit of 
perfection and their commitment to 
freshness. 

“It’s all about providing our 
customers with quality and that 
personal touch,” Vaughn said.

TM
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Continued from page 1

Captiva Restaurant Group Rolls Out Strategic Marketing Efforts 

131 Main has four restaurants in North Carolina: three in Charlotte and one in 
Asheville. There’s also a site for a fifth location in Raleigh.

The Boxed Lunch program allows customers to choose from a selection of 
sandwiches, appetizers, salads, and desserts.



touting new burger offerings to lure 
back patrons. Featuring soup may offer 
a similar opportunity. Plus, the price 
point of soup is affordable in today’s 
value conscious world.

3. Many of the new soup items 
didn’t tend to be “radically” new. 
(Again, this was for the top 200 
chains; data for smaller independents 
could be different.) Comfort items 
like chili, pot pie soup, stew, and 
chowders lead the list. While some 
incorporated a unique flavor twist, 
many were quite traditional. There 
were ethnic additions but the greatest 
activity came in regional Americana, 
in particular gumbo and jambalaya. 
Several operators added bread bowls 
– both in fast casual and in the casual 
dining segment. 

New item selection is one area 
where the larger chain activity may 
diverge from that of independents 

and smaller chains. Signature soups 
are often featured by operators, and 
many of the newer items tend to 
reach beyond the “standards.” But 
with that as a qualifier, over several 
years, the top 10 varieties of soup 
remained pretty constant with only 
slight movement.  Experimentation 
and adding excitement are important 
considerations to keep your menu 
fresh, but unless you offer a signature 
soup, the majority of sales will continue 
to come from the core flavors.  

If you haven’t looked at your soup 
offering in awhile, it may be time to 
explore ways to refresh that area of 
your menu. As you do, think about 
seasonality, item selection and how 
you introduce it to your patrons. All 
can have a significant impact on the 
results.

Mike Taylor is an independent 
marketing consultant with 30 years 
of experience in the food service 

industry. Mike can be reached at 
mikei.taylor@yahoo.com , or at his 
website www.michaelitaylor.com.  For 

By Mike Taylor

COEX, The Chain Operator 
Exchange’s Annual meeting sponsored 
by the International Foodservice 
Manufacturers Association (IFMA), 
will be back in Orlando from February 
28 to March 3.

Registration is FREE for chain 
restaurant operators. Operators both 
large (Darden) and small (Boloco, with 
seven units) found value in last year’s 
program. This year’s theme is Menu, 
Value & Innovation: Consumers Rule!  

Industry experts and operator panels 
will cover relevant topics, including 
The State of the 2010 Foodservice 
Consumer, Warp Speed to Market, and 

more information on Datassential and 
MenuTrend INSIDER, please contact 
jana@menus.com.

LTO’s, Bundling & the Discounted 
Menu.  This is only a portion of the 
offerings. For a complete rundown, 
visit www.ifmaworld.com. On the 
COEX 2010 page you’ll find a Program 
Details link. While the seminars are a 
great place to gather current insights, 
just as valuable is the opportunity 
to interact with other chains facing 
challenges similar to yours.

For those in the Southeast, and 
particularly Florida, travel costs are 
manageable. For more information 
or to register, go to www.ifmaworld.
com. Last year, the operators I spoke to 
felt the investment of time (and travel 
dollars) was well worth it. Hope to see 
you there.

200 chains, but on a broader
basis Datassential found
this to be gaining momen-
tum as a developing trend.
Focusing more on the adult
consumer (therefore not in
your typical QSR),  ingredi-
ents such as rum, Bailey’s,
Grand Marnier, amaretto,
and other brands and fla-
vors are creating provoca-
tive and taste tempting
desserts. Think Mojito
Mousse as a simple exam-
ple, or the Chocolate-
Kahlua Brownie Sundae at
Chevy’s Fresh Mex.

On the flip side, I saw
several examples from the
top 200 that did non-alco-
holic versions of drinks to
offer the taste to both adults
and children. Some exam-
ples are Cosi’s Mojito
Lemonade and Old
Chicago’s OC Mists with
various fruit juices, mar-
keted as alcohol free sip-
pers.

Ethnic & Ethnic Inspired

While found primarily in
full service restaurants, pa-
trons’ cravings for mini ex-
otic excursions through the
menu continues to expand.

At chains, you see items
consistent with their ethnic
themes. Taco Bueno offered
Mixed Berry Cheesecake
Chimichangas, Fazoli’s in-
troduced a Chocolate Chip
Cannoli, Romano’s Maca-
roni Grill added a Chocolate
Caramel Tiramisu.
Datassential also found
sopapillas, dessert egg rolls,
baklava, gelato, and churros
popping up on more and
more menus.

Sweet & Savory Combos

This trend is in its early
stages, with visibility pri-
marily at full service inde-
pendent restaurants. It
features savory herbs, spice
preparations and even veg-
etables to add interest to
traditional desserts. Again,
this is a bit “out there” but
it’s making an appearance. 

There were a few other
elements that popped out.
There seems to be a re-
newed interest in bananas.
On my list of new items I
found Bananas Foster more
than once, including a Ba-
nanas Foster Crepe Sundae
at Mimi’s Cafe, banana
cream pie, Banana Split
Sundae, and even a Banana

Pudding Shake at Sonic.
Chocolate has always

been a key component in a
dessert menu, but chocolate
flavors are getting more ex-
otic, including Belgian
chocolate, chocolate hazel-
nut and white chocolate
macadamia. Tropical flavors
like mango, passion fruit
and kiwi are still gaining
traction.

The classics are still the
classics, but in times when
customers are hesitant to
spend that extra few dol-

lars, spend extra time or
consume extra calories, pro-
viding something new may
be just what’s needed to
push them over the edge.

Mike Taylor is an inde-
pendent marketing consult-
ant with 30 years of
experience in the food service
industry. Mike can be
reached at
mikei.taylor@yahoo.com.
For more information on
Datassential and “Menu-
trend Insider,” contact
jana@menus.com.
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George Timothy “Tim”
Greene died on September
24, 2009, after a long battle
with cancer. He was 53.

Greene was one of the
original employees of
Sharin’ Foodservice Sales,
Inc., a Carolina food serv-
ice broker. He was a part-
ner in the firm and COO.

Johnny Smith, Sharin’
president, said, “Tim’s bat-
tle with cancer was a per-
sonal one, but his courage
throughout gave inspira-
tion to all who knew him
before, and all that met
him along the way. His
family, faith and friends
sustained him as he fought
the disease with all he
had.”

Greene is survived by
his wife, Kaye, and his two
sons, Matthew and Ryan.

(Continued from page 8)

Dessert: Operators Explore Options to Sweeten Sales

Moore Cheesecake, Please...

“I then started cooking
professionally in 1998 at a
fine-dining restaurant in
Jackson, Mississippi, called
Nick’s. The owner, Nick
Apostle, is a legend in the
Mississippi restaurant in-
dustry.”

However, after two years,
Moore moved to New York
to pursue a career in acting.
He toured with a theatre
company for a few years, did
commercials in Los Angeles
and then returned to his

home town in 2005 to get
married. He also went to
work for Nick Apostle as his
pastry chef at his newest
restaurant, The Mermaid
Café. 

“I worked there trying to
get my ‘cheesecakery’ to a
self sustaining point,”
Moore explained. ”

To date, the Cheesecak-
ery’s best-selling dessert is
the Banana Pudding
Cheesecake. “Southerners
LOVE banana pudding,” he
said. 

(Continued from page 4)

Obituary

Tim Greene

gagnefoods.com
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Now is the Time to Soup Up Your Sales
Continued from page 2

Orlando to Host Chain Operator Exchange 2010



Frank’s® RedHot® Buffalo Wing & Buffalo Sandwich Sauces
Introducing the new and improved Franks® 

RedHot® Buffalo Wing and Buffalo Sandwich 
Sauces. 

The benchmark for Buffalo has been raised:
•Irresistible Flavor and More Balanced Heat 

Profile
• Thicker, Richer Recipe for Better Cling
• Now with No Trans Fat, Zero Calories, Ko-

sher Certified, and No Dairy Allergens
For information, call 800-442-4733 or visit 

frenchsfoodservice.com.

New Cakes From Vie de France®
Vie de France has introduced two new, 

delectable cakes for food service.
Chocolate & Mascarpone Pearl fea-

tures chocolate chiffon cake with Crème 
de Cacao syrup, layered with mascarpone 
mousse and enrobed with a delicious lay-
er of  chocolate. 

Pear William is vanilla chiffon cake lay-
ered with pear Bavarian mousse and pear 
chunks, topped with a caramel miroir glaze and sliced toasted almonds.

For more information, call 1-800-446-4404 or visit viedefrance.com.

Coleman All Natural Hot Dogs
Coleman Natural has introduced All Natu-

ral, Fully Cooked Hot Dogs.
Coleman All Natural Hot Dogs contain no 

antibiotics, no added hormones, no preserva-
tives, and no trans-fat. They’re Gluten-free and 
contain no MSG, with no nitrates or nitrites 
added. Our animals are 100-percent grain fed 
with no animal byproducts or animal fats.

Operators will appreciate the convenience 
of  Coleman All Natural Hot Dogs – they’re fast and easy to heat and serve.

For more information, visit colemannatural.com.

Farmland 
Black Angus Sliders

Keep your menu on trend with 
Farmland’s new Black Angus Sliders, a 
perfect combination of  bite-sized ap-
peal and bold taste.

Right-sized at 2 ounces, they can be 
dressed up in a variety of  ways – with 
cheeses, bacon, sauces, veggies and 
more. They come already portioned, 
so you use only what you need when 
you need it.

Black Angus has great consumer 
appear because it all starts with the 
very best beef  – 100-percent USDA 
Choice or better.

For more information, call 1-888-
FARMLAND or visit farmlandfoodser-
vice.com.

Tyson® Chicken Twists™
Everybody loves them. Nobody else has them. New Chicken Twists Cra-

veable Chicken from Tyson Food Ser-
vice.

Chicken Twists are the most share-
able, affordable, snackable, pliable, and 
totally enjoyable chicken to come along 
since Tyson’s Popcorn Chicken Bites®.

Excellent plate coverage helps opera-
tors manage food costs. Get in on the 
action with this new twist on chicken 
and value.

For more information, call 1-800-24-TYSON or visit tysonfoodservice.com.

Cavendish DakotaSkins®
Your customers will think you made them yourself. New DakotaSkins 

from Cavendish Farms have a hearty skin-on appearance and look like they 
just came from a country kitchen.

The fantastic look and flavor of  DakotaSkins 
add a rustic appeal to any dish like steak, 

ribs or chicken. Even sandwiches and 
burgers.

DakotaSkins are available in Thin 
Cut Skin-on and Regular Cut Skin-on  

varieties.
For more information, call 800-561-7945 

or visit cavendishfarms.com.

Go Green With 
Re:newal Water

Oil and water 
will never mix. 
That’s why 
petroleum-based 
bottles make such 
great containers, 
except for one 
thing: they’re made 
from oil. The same 
oil that’s been at 
the center of  an 
ongoing energy 
crisis for decades. 
And they’re turning 
up in landfills by 
the tens of  millions every year.

Re:newel Water is different. Our 
bottles are made from plants grown 
in the U.S. Switching to Re:newel is 
smart living and smart thinking.

For more information,  
call 800-393-1160 or visit  
renewal-water.com.
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Ron Son Foods-Paul	Writer;	
Food Supply-Dominick	Coppola

Food Supply-Sherry	Clough;	
Brakebush-Linda	Andrade,	Tracey	Astleford

Cafe Panuzzo’s-Roberto	Santiago,	Richard	
Porter;	Food Supply-Stephen	Bayne

Barilla Pasta-Chef	Bruno	Wehren;	
Food Supply-Paul	Riley

Food Supply Food Show 
Nov. 18, 2009 

Daytona Beach, FL

Product Spotlight 
is an advertising 

service of 
Southeast Food 
Service News.



The Southeast food service 
industry lost one of its luminaries 
with the recent passing of William 
“Bill” Joseph McClain. There was 
only one Bill McClain, who was 
known for his sense of humor, 
practical jokes, and ever-present 
cigar. Always doing for others, 
Bill loved playing Santa for 
neighborhood children each year. 
Bill was born into a military family 
in 1946. He played football for the 
Appalachian State Mountaineers 

and then went on to a successful career in the food business. He 
started out with Kraft and then joined Uncle Ben’s, where he worked 
for 28 years and broke numerous sales records. Bill was Salesman 
of the Year many times, and winner of the Uncle Ben’s Triple Crown 
in 1974-‘76. As a testament, an Uncle Ben’s/M&M Mars plant even 
shut down for a moment of silence in his memory. He spent the 
latter part of his career with Innovative Concept Group in Georgia 
as a consultant and mentor. Bill was devoted to his wife, Michele; 
his daughter, Shelly; and his son, Ryan. Those of us who were lucky 
enough to know or work with Bill will not mourn but smile as we 
remember the times we shared.

In Memory of
William “Bill” Joseph McClain

JANUARY
January	26-28
Hotel,	Motel	&	Restaurant	Supply	
Show	of	the	Southeast	
Myrtle Beach Convention Center, 
Myrtle Beach, South Carolina
800-261-5991/hmrsss.com

FEBRUARY

February	17-19
FSMA	Top2Top	Conference
Ritz Carlton Grand Lakes, Orlando, 
Florida
410-715-4084/top2toponline.com

February	28-March	3	
COEX	2010
JW Marriott, Orlando, Florida
312-540-4400/ifmaworld.com	

MARCH

March	15-18
Seatrade	Cruise	Shipping	Convention
Miami Beach Convention Center, 
Miami Beach, Florida
609-759-4774/cruiseshippingmiami.
com

The outlook for the restaurant 
industry improved slightly in the 
last quarter of 2009, as the National 
Restaurant Association’s index of 
restaurant activity registered a 0.5 
percent gain in October.

NRA’s Restaurant Performance 
Index (RPI), a monthly composite 
that tracks the outlook for the U.S. 
restaurant industry, stood at 98.0 in 
October, up from its September level. 
However, the RPI still remained below 
100 for the 24th consecutive month, 
which signifies contraction in the 
index of key industry indicators.

“Although restaurant operators 
continue to report soft same-store 
sales and customer traffic levels, they 
are somewhat more optimistic about 
improving conditions in the months 
ahead,” said Hudson Riehle, senior 
vice president of NRA’s Research 
and Knowledge Group. “Restaurant 
operators reported a positive six-month 
economic outlook for the fourth 
consecutive month, and the proportion 
planning for capital expenditures rose 
five percentage points.”

Restaurant operators reported 
negative same-store sales for the 17th 
consecutive month in October, with the 
overall results similar to the September 
performance. Twenty-two percent of 
restaurant operators reported a same-

store sales gain between October 2008 
and October 2009, matching the 
proportion of operators who reported 
positive sales in September. Sixty-
percent of operators reported a traffic 
decline in October, down slightly from 
62 percent who reported lower traffic 
in September.

Although sales and traffic levels 
remained soft, operators reported a 
modest increase in capital spending 
activity. Forty-percent of operators said 
they made a capital expenditure for 
equipment, expansion or remodeling 
during the last three months, up from 
37 percent who reported similarly last 
month.

Restaurant operators remained 
mixed about their expectations for sales 
growth in the months ahead. Twenty-
nine percent expect to have higher 
sales in six months (compared to the 
same period in the previous year), 
matching the proportion who expect 
to have lower sales in six months.

Despite the mixed sales outlook, 
restaurant operators remained 
cautiously optimistic about the 
direction of the economy. Thirty-
percent said they expect economic 
conditions to improve in six months, 
while 20 percent expect economic 
conditions to worsen during the next 
six months.

March	26-27
Alabama	School	Nutrition	
Association	Expo
Birmingham-Jefferson Convention 
Center
alabamasna.org

March	31
Orrell’s	Food	Service	Show
RCR Complex, Welcome, North 
Carolina
336-752-2114/orrellsfoodservice.
com

APRIL

April	5-7
NACUFS	Southern	Regional	
Conference
Gaylord Texan, Dallas, Texas
517-332-2494/nacufs.org	

April	8-10
Georgia	School	Nutrition	
Association	Annual	Conference
Cobb Galleria, Atlanta, Georgia
770-934-8890/gsfsa.com

April	29-May	1
Florida	School	Nutrition	
Association	Annual	Conference
Orange County Convention Center, 
Orlando, Florida
850-878-1832/
floridaschoolnutrition.org

MAY

May	22-25
National	Restaurant	Association	
Restaurant-Hotel,	Motel	Show
McCormick Place, Chicago, Illinois
202-331-5900/restaurant.org

OCTOBER

October	14-16
South	Carolina	School	Nutrition	
Association	Annual	Conference
Charleston Convention Center
803-782-0951/schoolnutritionsc.org
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Calendar of Events

Restaurant Sales Showing 
Modest Improvement, NRA Says

Coming Next in
Southeast Food 
Service News

February
School Nutrition/Wellness

 Meats • Frozen Foods
Closes	for	Advertising	Feb.	12

March
Food Service in the Carolinas

Barbecue • Ethnic Foods
Closes	for	advertising	Mar.	12

april/May
Regional Restaurant Chains

Protein • Vegetarian
Closes	for	advertising	Apr.	23



Cattleman’s® Master Reserve™ Barbecue Sauce
French’s Foodservice has introduced Cattleman’s Master’s Reserve, a full line of  

authentic regional barbecue sauces.
There are eight unique sauces, each with a different flavor profile: Carolina 

Tangy Gold™, Memphis Sweet™, Kansas City Classic™, Texas Smoky™, Mis-
sissippi Honey BBQ™, Louisiana Hot & Spicy™, Kentucky Sweet & Bold™, and 
St. Louis Original™.

Cattlemen’s BBQ Mixology 
program offers thought-start-
ing ideas to help operators cre-
ate their own unique sauces. 
For more information, call 
800-442-4733 or visit frenchs-
foodservice.com.

Clux Deluxe Chicken 
From Kings Delight 

Kings Delight provides many chicken 
options for the versatility that will keep 
school food service programs fresh and 
exciting.

All Clux Deluxe and Kings Delight 
School Nutrition products are fully cooked 
to enhance food safety. They’re easily heat-
ed and served. Child Nutrition (CN) label-
ing is always available with complete and 
extended nutrition information. NOI ap-
proved to stretch USDA commodity pro-
cessing food 
service dol-
lars.

C h o o s e 
from a wide 
variety of  
C h i c k e n 
Breast Fillets, 
Tenderloins 
and Wings.

For more 
information, call 770-536-5177 or visit 
kingsdelight.com.

Farmland Smoked 
Bone-In Ham Steaks

Farmland’s Smoked Bone-In 
Ham Steaks are the perfect side item 
at breakfast, but don’t forget about 
lunch and dinner applications, too.

Consistently cut and fully cooked, 
these ham steaks make preparation 
fast and easy. But we never sacrifice 
taste for convenience, so you get the 
rich flavor and stunning presentation 
of  a ham steak that customers ask 
for again and again.  

For more information, call 1-888-
FARMLAND (327-6526) or visit 
farmlandfoodservice.com.

Barilla Introduces a 
Better Whole Grain Pasta

Finally... a whole grain pasta that is 
healthy and delicious.

Made with 51% whole wheat, it is 
an excellent source of  natural fiber.

For information, visit barrillausa.
com.

Salmon Magic Seasoning
Chef  Paul Prudhomme’s Salmon 

Magic is a unique blend of  carefully 
selected herbs, spices, salt and sugar 

with sub-
tle accents 
of  dill and 
dry mus-
tard seeds. 
The balance 
of  flavors 
c o m b i n e s 
to enhance 
the natural 
g o o d n e s s 
of  salmon 
or any other 
type of  fish, 
shellfish or 

seafood. Whether you are grilling, 
baking, broiling or bronzing Chef  
Paul’s Salmon Magic adds the right 
flavor.

For more information call 1-800-
457-2857 or visit chefpaul.com.

Hatfield Quick Ribs
Hatfield Quality Meats has announced a 

new addition to their Red’s Legendary Line, 
Quick Ribs.

Quick Ribs are individually quick frozen to 
ensure freshness, flavor and tender juiciness. 
The ultimate in convenience, they can be pre-
pared in as few as four minutes in a fryer, or 12 
minutes in a convection oven.

The Red’s Legendary Line also includes the 
popular Ribeez, Baby Back Ribs and Pulled 
Pork.

For more information, call 1-877-3HATFIELD (342-8343) or visit theporkexperts.com.

Cavendish Farms® SweetCut™ Fries
Sweeten your profits with Cavendish Farms Sweet-

Cut sweet potato fries.  Served as a side or as an ap-
petizer with your signature dip, SweetCut fries of-
fer a natural, sweet taste and vibrant orange color.  

Customers love their crispy flavor and the added 
health benefits – they’re a good source of  

Vitamin A, fiber and potassium.
For more information, call 800-

561-7945 or visit cavendishfarms.com.

Nature Valley® Soft Baked Bars
Nature Valley® made these bars with 

Foodservice Operators in mind.
•Minimal prep - just place, bake and 

serve
• Can be served warm or at room tem-

perature
• Each compact case contains 2 great fla-

vors - less space, less waste, more variety.
For information, vist generalmillsfoodservice.

com.

Vie de France 3-Inch Individual Tartes
Vie de France has introduced 3” individual tartes for food service.

These mouthwatering tartes are made with 
an array of  premium ingredients. The Apple 
Cinnamon Tarte uses New York State apples. 
The Blackberry Peach Tarte features Mari-
on blackberries and Freestone peaches. The 
Chocolate Pecan Tarte boasts the smooth 
taste of  Barry Callebaut® chocolate with 
crunchy pecan halves. They all have 0 grams 
trans fat per serving.

For more information, call 1-800-446-4404 or visit viedefrance.com.
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Italian	Olive	Oils
Spanish	Green	&	Ripe	Olives	
Greek	Olives	&	Specialties	

Anchovies	•	Artichokes
Mushrooms

Pantanella	Pasta
For	Information	Call

Product Spotlight
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IN TODAY´S ECONOMY, IT´S GOOD TO HAVE
SOMETHING YOU CAN COUNT ON .

 www.cavendishfarms.com

FOR DETAILS CALL
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PER CASE

Our unique coating gives Clear Coat fries enhanced heat retention, 

long hold times and crispy, plate-clearing taste.

You be the judge: try Cavendish Farms Clear Coat fries today. Discover why your

customers and your accountant will rave about these fries.

YOUR

PROFITS
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