
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.

	 Vol.	34	No.	8	 www.sfsn.com	 October/November	2010

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

PRSRT STD
U.S. Postage

PAID
Southeast
Publishing

Company Inc.

P.O. BOX 2008
OLDSMAR, FL 34677-7008
Change Service Requested

Culinary competitions are
an excellent way to hone
professional skills – espe-
cially for students. Chef
Lucardie tells about his
own experiences working
with young chefs.

PAGE 14

Chef and restaurateur
Robert A. Dickson, a.k.a.
the ‘Singing Chef,’ reflects
on 45 years in the restau-
rant business.

PAGE 6

Read about the newest 
products in the food service 
industry.

PAGE 22

A Chef’s Life

Chef Spotlight

Product Spotlight

People, Places & Things

Catch up on the latest 
industry news and events.

PAGE 8

Vol. 33 No. 8 www.sfsn.com October/November 2009

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.

has been named 2010-2011 
director of the School Nutrition 
Association (SNA).

SNA is the national 

organization representing more 
than 53,000 school food service 
professionals.

A registered dietitian, Rice 
has worked in school nutrition 
for 25 years. She has served stints 
with the Pike County Board of 
Education from 1993-1996, 
the Griffin-Spalding County 

Board of 
Education 
from 1996-
2 0 0 6 , 
and the 
C l a y t o n 
C o u n t y 
Board of 
Education 
from 2006-
2 0 0 8 . 
Rice also 

served as an adjunct professor at 
Georgia State University from 
2001-2009, where she taught 
nutrition services and food 
service management. 

Rice started in her current 
position as state director in 2008. 
She oversees child nutrition 
programs throughout Georgia, 
where 1,188,000 lunches and 
516,000 breakfasts are served 
each day.

A winner of numerous 
industry awards and honors, 
Rice received the Georgia School 
Nutrition Association’s highest 
designation in 2000 – the Dr. 
Josephine Martin Award of 
Excellence. She has also been 

Sustainability is the buzzword for 
James Clark, the award-winning 
executive chef at WaterScapes 
in Myrtle Beach, South Carolina. 
Clark and his culinary team have 
been lauded for their creative 
contributions to the sustainable 
cooking trend. PAGE 13

The holiday season has many 
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Lucardie explores some of the 
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Something Bold Day’ and ‘National 
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By	Liisa	Sullivan

Despite a rocky economy, 
Sweet Peppers Deli continues to 
grow. 

“Good things are happening,” 
said Arma de la Cruz, marketing 
manager for Eat With Us Group, 
the Mississippi-based parent 
company of Sweet Peppers Deli. 
“We are excited about opening 

our first location in Athens, 
Georgia, this past September, and 
current franchisees are starting 
to look at opening their second 
- and even third - locations in 
2011 thanks to sales increasing 
each month.” de la Cruz added 
that they are also starting to 
receive qualified applications for 
new franchisees, and they hope 
to continue this mushroom effect 

of opening more locations in the 
Southeast. 

“We have already started 
online ordering which accounts 
for 3 percent-4 percent of total 
sales,” de la Cruz said. “Individual 
sales are good, but we want to 
grow our group ordering sales. 
We are always reviewing our 
menu and listening to our guests; 
it’s all about, making people 

happy.” 

Where are your 
locations? We have 
19 locations in 
Alabama, Georgia, 
Louisiana, Mississippi, 
South Carolina, and 
Tennessee.

How much does 
a start-up cost? We 
require at least $300,000 
in liquid capital on our 
application, but start up 
is $750,000+. 

What are your 
primary forms of 
marketing/advertising? 
Do you do any social 
media? We understand 
that each market’s 
demographic is varied. 

However, we strongly believe 
in television, social media and 
word-of-mouth. A program that 
is unique in most of our areas 
is our “Business Blitz,” where 
we go into the community 
and give out our menus and 
cookies to business. We are also 
looking into enhancing our 
e-mail marketing campaign, and 
adding a text mobile marketing 
program that will tie in together 
with our e-mail and social media. 
Finally, we are testing a Grab-
N-Go program which seems 
to be successful, and we hope 
to expand that to our franchise 
locations.

Describe the décor. Our 
décor and set-up is consistent. 
We use bright colors; there is 
canvas artwork on the walls 
with paintings of Sweet Peppers 
and various other fruit. We 
usually have outdoor dining 
with brightly-colored umbrellas. 
Guests will walk in and place their 
order at a counter where they can 
also see our dessert selection. 
Afterwards, they sit down and a 
server will bring them their meal. 

Sweet Peppers Deli Thrives With Southeast Focus

Mississippi-based Sweet Peppers Deli opened its first restaurant in 
1997. Today, there are 19 units scattered throughout the Southeast. 
And more growth is expected in 2011.

Nancy Rice, M.Ed., RD, LD, 
SNS, state director of the school 
nutrition division of the Georgia 
Department of Education, 

Georgia’s Rice Elected President of School Nutrition Association
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Another way  
to go green.
Improve monthly cash flow, 
profitability and ROI with  
your existing vendor programs  
through the ValuTrak® solution
from Answers Systems.

Request an online demonstration at
info.answerssystems.com/sfsn-valutrak

800-225-6127     www.answerssystems.com

Growing Your Business–
From the Street!
•	 60+ Years of Foodservice Experience 

•	 Coverage of All Industry Segments

•	 A Stable Option in the Georgia Market

• kta-inc.com

Keith Taylor & Associates, Inc.
Keith Taylor
770-928-4580

ktaylor@kta-inc.com

Craig Chandler
770-855-9929

cchandler@kta-inc.com

Southeast Food Service Brokers Adapt to Changing Times
There’s an old business adage that 

nothing happens until someone makes 
a sale. For food service brokers around 
the Southeast - indeed, throughout the 
country - getting that elusive order has 
become more challenging than ever.  
And as goes the brokerage business, 
so goes the rest of the food service 
industry.

Data from industry trade groups 
point to an industry in malaise:
• Over 5,000 restaurants closed their 

doors last year;
• Restaurant sales are expected to grow 

less than 1 percent  in 2010; and 

•Restaurant traffic is expected to grow 
less than 1 percent annually over the 
next decade.
But the news isn’t all bad; there are 

bright spots in the non-commercial 
segment at hospitals, nursing homes 
and retirement facilities. Food service 
sales at c-stores and grocery stores are 
increasing. And consumer spending 
overall is showing signs of a modest 
rebound in 2011.

Yet, the recession’s residue is 
lingering for the market’s brokers. And 
that’s not the only challenge they’re 
facing. Consolidation is continuing, 

with several more major, independent 
brokers being absorbed by regional 
companies over the past year. Bottom 
lines are also shrinking, and brokers 
who were already scrutinizing expenses 
and operational costs are searching for 
even more ways to cut back.

It’s the recession, though, that’s 
creating the greatest challenge for 
brokers.  

“I’d love to say that we’re insulated 
from the economic slowdown, but I 
think that would be a pretty foolish 
comment,” said Richard Heidt, 
president of HOPCO Foodservice 
Marketing in Tampa, Florida. HOPCO 
has offices in seven Southeastern states. 
“Given our focused segment selling 
approach (B&I, healthcare, leisure, 
K-12, C&U, and multi-unit), there 
is no doubt that specific segments are 
feeling the pinch more than others.”  

Michael “Rosie” Rosenfeld, president 
of Action Brokerage Consultants, Inc., 
in Altamonte Springs, Florida, agreed. 
“The Great Recession is alive and well. 
It appears that it will take several years 
before our economy will create new 
jobs.” 

The story is the same in the 
Carolinas, according to Gilbert Moore, 
president of Charlotte-based Gilbert 
Foodservice, Inc. “Obviously,” he said, 
“the double-digit growth of past years is 
no longer an expectation.”

To battle the slowdown in business, 
brokers are employing a number of 
different strategies, such as focusing 
on efficiency and concentrating their 
efforts on areas that have remained 
strong.

Nuco is a Tampa, Florida-based 
company that covers Florida and 
Georgia. CEO Gregory Bunn 
commented, “Fortunately, several years 
ago Nuco diversified its business. Nuco 
is servicing the broadline, healthcare, 
cruise, Hispanic, school, specialty, 
deli/bakery, and independent retail 
segments. This strategy has paid big 
dividends, especially in the last two 
years.”

Efficiency is also a focus at Nuco, 
Bunn said. “Understanding our costs,  
and a heavy emphasis on training 
to maximize sales efficiencies and 
productivity, has helped keep expenses 
in check while delivering greater 
profitability.”

Gilbert Foodservice’s Moore added, 
“Fortunately, our business remains 
steady as a result of placing a major 
focus on the non-commercial segments 
of our industry. Healthcare continues 
to be a major focus, while we have 
broadened our presence in both the 

See Broker Survey on page 18
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© 2010 Tampa Maid Foods 

For more information, call 888-347-0776  
ext. 350 or visit us at www.tampamaid.com.

Tampa Maid’s line of Dipt’n Dusted® seafood products with our unique flour coating 

system adds homemade signature taste and appearance to every bite.  Each variety  

is lightly seasoned and tossed in our signature flour to create the freshest flavors perfect  

for any foodservice menu. Treat your customers to that “homemade” 

 savory, golden-crisp seafood they expect and enjoy!  

Introducing NEW! Dipt’n Dusted® Varieties.

Calamari Rings & 
Sweet Bell Peppers

Mahi-Mahi TendersPub Style Shrimp

TM

 Dipt'n Dusted Final 4 color process Logo

100% Cyan
50% Magenta
0% Yellow
0% Black

0% Cyan
100% Magenta
100% Yellow
0% Black

0% Cyan
60% Magenta
60% Yellow
0% Black

0% Cyan
40% Magenta
40% Yellow
0% Black

Black

Signature Tastes
Catch the Wave 
   of our NEW

10-0010 TMI DND SFS 9.7511.75 v2.indd   1 4/23/10   4:16 PM
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People, Places & Things

A tip of the hat goes out to Tyson Foods for lending a hand to Gulf Coast 
residents who were suffering from the BP Oil Spill. Tyson chairman John 
Tyson teamed up with music legend Neil Young to donate 35,000 pounds 
of chicken – enough for 100,000 meals – to the Bay Area Food Bank 
in East Milton, Florida. Donations also went to food banks in Alabama 
and Mississippi. Funding came from Gulf Coast benefit concerts. “John 
Tyson and Neil Young got together and talked about what they could do 
to help the Gulf Coast victims of the oil spill,” said Chris Barrett, Tyson’s 
Southeastern food service sales director. “They came up with the idea of 
doing the benefit concerts and some food contributions to local food 
banks.” Paul Clements, Bay Area Food Bank manager, added, “This is 
a substantial donation. We rarely get a full truckload of one type of food 
item like this. Meat is a hot commodity; it’s not something we see coming 
in a lot in day-to-day donations.” In other news, Tyson Foods has received 
the 2010 Supplier of the Year Award from McDonald’s USA.
Chefs with a flair for creativity will want to enter a new recipe contest 
sponsored by French’s Foodservice and the American Culinary Federation. 
First prize in the French’s French Fried Onion Recipe Contest is $2,000. 
To enter, chefs can submit their favorite French’s French Fried Onion 
creation in one of three categories – appetizer, sandwich or entrée.  Chefs 
from The Food Channel will judge the entries on a variety of criteria, 
including taste, aroma, texture, and creativity. There’s a second-place prize 
of $1,000, and a third-place prize of $500. Entries must be received by 
November 16, 2010. For contest rules and details, visit frenchsfoodservice.
com/ACF/recipe-contest.php or acfchefs.org.
Congratulations to Bonefish Grill, which took several top honors in the 
2010 ZAGAT Survey of National Chain Restaurants. The Tampa, Florida-
based restaurant concept was honored for Top Food and Top Service in 
the full service category; Best Seafood and Top Healthy Options; and 
Most Popular, Top Facilities, Best Appetizers, and Best Desserts in the full 
service category. Kudos also go to WaterScapes Restaurant at The Marina 
Inn at Grand Dunes in Myrtle Beach, South Carolina, which won the 
2010 Culinary Hospitality Award from Sante’ magazine. James Clark is 
executive chef at WaterScapes.
Three Southeast culinary programs have been accredited by the American 
Culinary Federation Education Foundation:  Bishop State Community 
College in Mobile, Alabama; Manatee Technical Institute in Bradenton, 
Florida; and Sheridan Technical Center in Hollywood, Florida. The three 
are among 25 culinary programs in the U.S., Caribbean, Philippines, and 
Switzerland to be recognized by ACF. 
U.S. Army Master Sgt. Mark Morgan has been named pastry chef for the 
ACF Culinary Team USA. Master Sgt. Morgan is chef and senior enlisted 
aide to General Martin E. Dempsey of the U.S. Army Training and 
Doctrine Command at Ft. Monroe, Virginia. He’s a recipient of the bronze 
service medal and an avid culinary competitor, having earned numerous 
gold, silver and bronze medals in ACF-sanctioned competitions. He joins 
six other chefs in preparing for the IKA/World Culinary Olympics in 2012.
Chris Martha is the new general manager for Livingston Restaurant and 
Café Mims at the Georgian Terrace Hotel in Atlanta. He has more than 
15 years of operations experience, having previously worked for La Pietra 
Cucina, South City Kitchen and Spice Restaurant.   
Congratulations to Georges Illes, owner of Taste of Boston Restaurants, 
who won a Vespa motor scooter from Lamb Weston in their “Sweet 
Things” branded sweet potato promotion. Taste of Boston has locations in 
South Tampa and Wesley Chapel, Florida. 

Though the recession took a toll 
on most restaurant sectors in 2009, 
fast-casual chains benefitted from 
consumers trading down from full-
service to lower-priced but still higher 
quality fresh foods. 

A new study by Technomic finds that 
2009 sales for the Top 100 fast-casual 
chains reached $17.5 
billion, a 4.5-percent 
increase over 2008, 
and grew by 4.3 
percent to 14,777 
locations. The study 
findings revealed:

•	 Bakery café/
bagel was the most 
prevalent type of 
fast-casual chain, 
jumping from 17 
percent to 21 percent 
of Technomic’s 
Top 100 in 2009. 
Mexican and other 
sandwich (not 
hamburger) were 
the second and third most common 
menu categories. The other sandwich 
category took the biggest hit, dropping 
to 16 percent from 19 percent of fast 
casual chains in 2008.

•	 Fastest-growing menu 
categories among the Top 100 fast-

casual chains were hamburger (up 16.7 
percent), Asian/noodle (up 6.4 percent) 
and Mexican (up 6.3 percent). Most of 
this sales growth was a result of unit 
expansion throughout the year.

•	 Fast-casual menus are 
differentiating themselves through the 
service of adult beverages. While they 

still have more 
room to grow, beer, 
wine or spirits are 
sold in nearly 40 
percent of fast-
casual chains. 

“Growth within 
the fast-casual 
segment reveals 
positive consumer 
preferences for the 
service format, 
concept and menu 
positioning, and 
price points,” 
said Technomic’s 
Darren Tristano. 
“But competition 

is still fierce and dining-out dollars 
are still minimal. Fast-casual operators 
will have to continue being creative 
with value-oriented menu offerings; 
uniqueness in terms of flavor, 
preparation and quality; and new ways 
to bolster the bottom line.”

Fast-Casual Restaurants Benefitting From Recession

Fast-casual restaurants have fared 
surprisingly well in the recession, 
as consumers have traded down to 
lower priced dining options.

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. 

COHEN FOOD
BROKERAGE

The Choice!

Continued on page 12
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To learn more about why more and more Florida operators are selecting Gordon Food Service® 
and GFS Marketplace® stores as their distributor of choice, call (800) 968-6515. |   www.gfs.com/florida

“�Customer�is�king”�has�been�our�philosophy�for�over�100�years.�We�are�committed�

to�providing�the�products,�solutions,�and�reliable�service�our�customers�need�to�

be�successful�in�the�ever-changing�foodservice�industry.�To�deliver�on�this�promise,�

we’ve� expanded� our� Florida� presence� with� a� 1-million-square-foot� distribution�

center.�This�facility�in�the�heart�of�the�state�puts�us�right�where�we�want�to�be:�

closer�to�our�customers.

Customers are at the center of everything we do.

Now we’re not only near by, we’re right in Central Florida.
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For nutritional information and additional product information, 
visit us at www.viedefrance.com or call 800-446-4404.

Less is More.
New Mini Petit Pain Rolls from Vie de France

Our new Mini Petit Rolls offer maximum taste in a mini package. These 
parbaked rolls come in four distinct flavors: French, Sourdough,  

Multigrain and Romano Swiss & Parsley. They may be small, 
but they will fill your breadbasket with big flavor.

We’re Advantage Food Brokerage! 

Great People
Great Philosophy

Great Market Coverage
Let us be your Advantage in Alabama & the Florida Panhandle

We can show you how we can build your sales in 2010

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

US Foodservice, J.B. Bryant; Little Rock AME Church, Stephanie Haynes; 920 Services, 
Jeff Hunt.

White Oak Manor, Yolanda Jeter; Oak Grove Center, Kim Harrison; White Oak Manor, Jean 
Smith, Gail Kidwell.

Friends Homes, Warren Smith; US Foodservice, Jonathan Evans.

Pinky’s Westside Grill, Dave Rhames, Greg Auten, Tony Gladden, Andy Cauble.

US Foodservice Food Show
Charlotte, North Carolina      August 31

recognized by the Georgia Dietetic 
Association.

Rice was introduced as SNA’s 
63rd president at the association’s 
annual conference in Dallas, 
Texas.

Nancy Rice Named SNA President
Continued from page 1

Nancy Rice brings extensive 
experience to her position 
as SNA president. She has 
worked in child nutrition for 
25 years and won numerous 
awards and honors.
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10 locations and over 100 experienced foodservice professionals

Offering Best-Of-Class service to our Principals and Customers

Local owner-partners in every market – experience and expertise

Your Success is our Chief Concern.  

       We are…

Contact Johnny Smith

www.paramount-mg.com

800-741-1319

Charlotte
Columbia
Raleigh
Atlanta

Knoxville
Nashville
Memphis
Jackson

Little Rock
New Orleans

By Michelle Herrin

As any resident of Charlotte, North 
Carolina, can tell you, the Queen 
City is home to a number of popular 
tourist attractions. Th ere’s Lowe’s 
Motor Speedway and Verizon Wireless 
Amphitheater, to name just two. 
Situated in the middle of this bustling 
area is the Hilton Charlotte University 
Place, which is home of the popular 
Lakefront Restaurant. 

As the city’s only lakefront-view 
eatery, Lakefront Restaurant recently 

appointed a new chef and unveiled a 
new menu. Henry Jordan took over 
the kitchen seven months ago with the 
dream of “bringing North Carolina 
farms to your fork,” and this theme 
is creating great southern fl avor using 
local foods and produce. 

Jordan was raised in Narragansett, 
Rhode Island - near the ocean and fresh 
seafood. His father was a lobsterman/
fi sherman, and Jordan considers 
himself a “seafood guy.” He learned his 
trade under the tutorage of Charlotte 
chef Tom Dyrness, when they worked 

together for 
three years at the 
Mimosa Grill.  

“He (Dyrness) 
taught me how to 
run and manage 
the kitchen, 
develop recipes, 
prepare the food, 
manage the 
employees, and 
locate the fi nest 
and freshest 
i n g r e d i e n t s ,” 
Jordan said. 

Jordan has 
been in the 
food business 
his whole 

life. Along with some 
formal training and the 
infl uence of Dyrness, 
his expertise evolved. 
Th is led to Jordan going 
out on his own and 
taking over the kitchen 
at Lakefront.

Jordan came to 
Lakefront with new and 
fresh ideas; old menu 
items were discarded. 
“Charlotte is a foodie 
town,” he said, so Jordan 
wanted the new menu to 
refl ect the town’s taste.  

Th e restaurant’s 
menu changes with the 
seasons - four times a 
year. It is “small and 
inspired,” according to 
Jordan. Many of the 
items on the menu are 
purchased locally.  Most 
of the fresh herbs and 
produce are grown in 
the Carolinas.  And 
those that aren’t are of 
the highest standards 
and quality. Th e chicken 
is organic free-range. 

Lakefront Restaurant Brings Local Carolina Fare to the Table

A popular item on Lakefront’s menu is Short Rib Stew, 
served with smoked tomato goat cheese grits and 
wilted arugula.

A self-described “seafood guy,” Henry Jordan was 
born in Narragansett, Rhode Island. He brought his 
love of the sea – and natural foods - to Lakefront 
Restaurant in Charlotte, North Carolina.See Lakefront on page 10
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By Frederik J. Lucardie, 
CEC, CDM, AAC 

November and 
December, just as every 
other month in the year, 
have their share of unique 
celebrations. Many of 
these center around food, 
which is not surprising 
given the holiday time 
of the year in which food 
plays a starring role. 

I have three particular 
favorites for November. 
On November 8, one 
should cook something 
extraordinary or unusual for ‘Cook 
Something Bold Day’. Think outside 
the box and journey through the 
plethora of unusual dishes in various 
ethnic cuisines. 

If it’s a hit, you’re a family hero and 
you may have added a new favorite to 
the house menu. If it’s not, just stick it 
in the refrigerator until November 15, 
which is ‘Clean Your Refrigerator Day,’ 
and you can toss it with a happy heart. 
What a great combination of holiday 
days. It’s not often we can have such a 
partnership that works so well.

In an ironic twist, the day after 
Thanksgiving is ‘Buy Nothing Day.’ 
Obviously, the founders of this day 
were not aware that Black Friday 
is the single biggest shopping day 
of the year. Retailers pray for a line 
outside their doors prior to opening, 
and shoppers pray for bargains that 
will ease their wallets. In this tight 
economy, I am grateful that we will 
not be part of 
the shopping 
throng that 
p a r t i c u l a r 
weekend.

Thankfully, 
I’m married 
to a woman 
who shops 
for bargains 
year-round for 
the following 
year. Pat hasn’t 
paid retail for 
various holiday-
themed paper 
products, cards, 
toys, books, 
or decorations 
since I’ve known her. If she can utilize 
a coupon on top of a sale price, she is 
dancing at the register. She wears the 
crown as ‘Coupon Queen’ at our local 
grocery store.  

December is packed with national 
food-related celebrations, including 
roast suckling pig, maple syrup, fruit 

New Food Traditions Mark the Holiday Season 

cake, eggnog, date nut 
bread, pumpkin pie, 
cotton candy, and Pat’s 
favorite – ‘National 
Chocolate Covered 
Anything Day.’ There are 
very few food items that 
could not be bettered 
with a dollop of chocolate 
in her book. She is also 
a fan of cotton candy 
and would be in ecstasy 
if the food world would 
figure out a way to make 
a chocolate-flavored 
variation.

Actually, I like cotton 
candy, too. It’s one of my favorite 
snack food items when we go to 
the school carnival and state fair. 
Surprisingly enough, despite the fact 
that it is almost pure sugar, it has 
only 100 calories for a single cone. It’s 
mostly air, which gives cotton candy its 
ethereal appearance. This also probably 
accounts for its original name – fairy 
floss. In the United Kingdom, it is still 
referred to as candy floss.

An early precursor of fairy floss 
was made in the 15th century by the 
Italians. It spread to Europe through 
the next four centuries, but it was a 
time consuming process that was both 
labor intensive and high cost. Usually, 
only the wealthy could afford to 
enjoy this sugary confection that was 
drizzled over sweetmeats.  

In the late 19th century, William 
Morrison and John Wharton invented 
a machine that melted the sugar and 
used centrifugal force to produce the 

sugary strands 
that were 
twisted around 
a paper cone 
and then served 
to the public. 
They premiered 
their Fairy 
Floss candy at 
the 1904 St. 
Louis World 
Fair. They sold 
cotton candy 
for 25 cents, 
which was 
an incredible 
price when one 
considers that 
entrance to the 

fair cost 50 cents. But sell they did - to 
the tune of almost 70,000 boxes.  

The first machines were constantly 
breaking down. In 1949 Gold Metal 
Products produced a machine with 
a spring base. Not only was it more 

Cotton candy traces its roots to the 15th 
century. But producing it was time-
consuming and expensive, making it a 
luxury for the wealthy. That all changed with 
advancements in cotton candy machines.

See Lucardie on page 12
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You can be sure that every strip of Farmland® Bacon is 
flavored with nothing but real hickory hardwood, heat 
and time. While others choose to cheat this painstaking 

process, we let the authentic hickory smoke slowly 
permeate every hand-trimmed belly. It’s a difference 
you can see in the deep mahogany color and taste in 

every naturally hickory-smoked bite.

Hickory smoke. Always.
Liquid smoke. Never.
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Flavors from the Five Boroughs 
to the Florida Keys.

Eight delicious reasons to celebrate every occasion.

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

New Cheesecakes
from Vie de France®

Tropical Breeze

New York

Strawberry

Sublime Key Lime

Italian Ricotta

Caramel Crunch

Country

Raspberry Kiss

Grills Seafood Restaurant, John Kammerr, Scott Barbeau; C and G Food Brokerage, Rick 
Mountz.

Sysco, John Kane; Aramark, Thomas Gentile.

Sysco, Scott Concelman; Action Brokerage, Rosie Rosenfeld.

Orlando Predators, Friz Nelson; Sysco, Bill Rutledge; Orlando Predators, Mark Robinson.

Sysco Central Florida Food Show
Kissimmee, Florida                         September 1

Th e lamb is domestic, hormone-free, 
organic, and holistic. Th e pork is 
organic and the “healthiest available.” 
Th e mussels are rope-grown in Prince 
Edward Island, the scallops are from 
Georges Bank, the Arctic Char from 
Iceland, and the Wild Striped Bass 
from the eastern seaboard. 

Lakefront’s menu is inviting.  A 
local favorite with a twist is the Soup & 
Sandwich, which consists of pimento 
cheese sandwich and roasted tomato 
soup. Th e southern-inspired appetizer, 

Carolina Stuff ed	 Hushpuppies, are 
stuff ed with rock shrimp, crawfi sh and 
a leek fondue, served with a Creole 
sauce. Th e Prosciutto Grilled Georgia 
Peaches are served with arugula, grilled 
asiago bread, and a bourbon glaze.

Th ere are a wide range of entrée 
choices. Th e Arctic Char is served with 
fava beans, hearts of artichoke, and 
asparagus with barigoule vinaigrette. “It 
is a fun alternative to salmon, without a 
lingering fi sh taste,” Jordan said. 

One of the turf options is Steak 
Frites, a New York Strip paired with 
Gruyere black truffl  e fries, served with 

a cracked mustard and 
maple steak sauce. Th ese 
entrees are indicative of 
Jordan’s menu - fresh, 
fun, local, and inspiring.  

Lakefront fi ts perfectly 
into Charlotte’s foodie-
style. Whether you 
live in Charlotte, are 
staying at the Hilton 
or visiting the area, this 
restaurant is a must.  
Jordan brings more than 
North Carolina farms 
to your fork; he brings 
inspiration and passion 
to your plate.

Grilled Beef Tenderloin is another Lakefront 
specialty. It’s served with potato au gratin, 
cipollini onions, hen of the woods, and natural jus.

Carolina Fare Highlights Lakefront Menu
Continued from page 8
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Continued from page 1

What do you consider to be one 
of the best features of Sweet Peppers 
Deli? We have good food. Th at is what 
guests expect. However, what sets Sweet 
Peppers Deli apart from other delis is 
our service. We are a fast-casual deli 
where orders are placed at a counter. 
However, once seated, guests have a 
dedicated server to refi ll drinks, take 
dessert orders, obtain extra napkins, etc. 
Our motto is, “Making People Happy.” 

Do you do special events? Our 
biggest event that we are very proud of 
is our Memorial Day Service Program. 
Every Memorial Day we serve - for free 
at all of our locations - all servicemen 

and women in uniform to thank them 
for their time and dedication. We 
encourage our community veterans, 
policemen and women, fi remen and 
women, EMTs etc. to come in and 
have lunch or dinner on us. Th en 
throughout the year we hold Celebrity 
Wait Nights with various non-profi t 
organizations as a fundraiser. Th is is 
when the organization will provide 
“celebrity” servers who may be their 
board members, local politicians or TV 
personalities who will shadow our servers 
during a certain time period. It is at that 
time that they have an opportunity to 
speak with our guests and educate them 
on their cause. Th en all of the tips made 
during that time will be donated fully to 

the organization.
Are you 

involved in any 
c o m m u n i t y 
activities? We 
encourage our 
f r a n c h i s e e s , 
managers and 
employees to 
be involved 
with their local 
Chambers of 
C o m m e r c e , 
Y o u n g 

P r o f e s s i o n a l s 
groups and Main 
Street programs. 
We believe in 
giving back to 
the communities 
that support our 
establishments. 
Our owners even 
serve on tourism 
and restaurant 
association boards.

What are your 
most popular 
menu items? Our Club Sandwich and 
Club Wraps are best sellers, along with 
the California Club, Chicken Salad and 
Cuban Panini. Th e Loaded Potato Soup 
and Crawfi sh Bisque are also big hits.  

What are your busiest times of 
year? Every market is diff erent, but 
we are busy all year-round, with spikes 
when school starts back, summer camp 
season, football season, and holidays 
with catering. Our goal has always been 
to obtain a community calendar and 
to compare prior-year events to what is 
about to happen in the community, and 
stay ahead of the game.

 Have you seen much of an eff ect 
from the current economic recession?
2009 was a tough year. However, we 

stuck to our plan and program. We 
didn’t start BOGO promotions and we 
do not believe in couponing regardless 
of the economic climate. Due to sticking 
to our plan, we believe we recovered 
quicker this year than other restaurants.

What is the ideal franchise owner 
profi le for Sweet Peppers? We look for 
motivated individuals with a desire to 
be in the food industry – people who 
are community-minded and like to 
work on a team.

In addition to Sweet Peppers Deli, 
Eat With Us Group also operates 
Harveys, Jackson Square Grill, Central 
Station Grill, Fairpark Grill, Bulldog 
Deli, and Park Heights. Th e company is 
located in Columbus, Mississippi.

Sweet Peppers Deli Thrives With Southeast Focus
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People, Places & Things

SYSCO Corp. has appointed Larry Glasscock to its board of directors. 
Nuco has added Monica Brock to their Georgia team as an inside sales 
specialist. Ulyssa Martin has joined Stone Mountain Park in Georgia as 
food operations manager. Advantage Food Brokerage in Alabama has added 
Doug Lee as an account rep. Ron Harrison is a new account executive 
and seafood specialist for C and G Food Brokerage. AdvancePierre Foods 
has named Skip White business development manager for the Florida 
market. Chris Cruz has joined Sally Sherman Salads as a rep for Florida. 
General Mills has added Sandi Brodsky to their sales team in south 
Florida. Michael Federico has joined Armour Eckrich as regional manager 
for Florida. Sunbelt Foods Company has added Ken Chambers to their 
sales team. Harvest Time Breads has added Connie Holston as national 
director of food service sales, Mike Peacock as Florida sales manager, and 
Eileen Weiland as Georgia sales manager. Eric Cole has joined Vienna 
Beef as a rep for the Florida west coast market. 
Jerry Bash of Kellogg’s Company has announced his retirement after 30 
years in the food business.  Jerry began his career with Keebler 22 years 
ago, and then joined Kellogg’s when it acquired Keebler in 2000. He will 
be missed by his many long-time customers and fellow Kellogg’s associates.
The fall season has been a busy one for food service brokers around the 
market. Bill Price and Walt Moore have joined B&A Food Sales. The 
company currently represents Carriage House, Clement Pappas, Kayem 
Foods, King’s Command, Ocean Tech, Snyder’s, and Southfresh. Cohen 
Food Brokerage has been appointed by Good Harbor Fillet and Lawrence 
Foods in Georgia. Advantage Food Brokerage has been named by 
Continental Mills in Alabama and the Florida Panhandle. Ole Foods has 
appointed Nuco in Georgia. Quality Sales has been named by Wanchese 
Fish in the Carolinas. International Gourmet Products has been 
appointed by Harvest Time Breads and Hope’s Cookies in Georgia, and 
by Syracuse Italian Sausage in Georgia and the Carolinas. National Deli 
and Manchester Farms have named Horizon Food Brokers statewide in 
Florida. Costanzo’s Baking Company has appointed Culinary Resources 
statewide in Florida.  
Eagle Foodservice has been appointed by Peppers Unlimited in Tennessee, 
Mississippi and Arkansas. Albertville Foods has named Simmons Food 
Sales in central and north Florida. Bunge Oil and Regal Seafood have 
appointed C and G Food Brokerage statewide in Florida. Food Sales 
East has been named by Cheesecake Factory in the Carolinas. Kulinary 
Classics has been appointed by Cheesemakers Inc. in the Georgia market. 
Wise Potato Chips has named Bob Rowe Sales statewide in Florida. 
Crown Sales & Marketing has been appointed by Epi Breads statewide 
in Florida. La Chateaux de France and Nick’s Sausage have named Food-
Link statewide in Florida. Hopco has been appointed by CSM Bakery 
Products, Viking Seafood and SunCup Juice in the Carolinas. AFM has 
been named by Continental Mills and Whole Harvest in Georgia, and 
by Foxtail Foods in Georgia and Florida. Winona Foods has appointed 
Anchor Florida Marketing statewide.
We were saddened to learn of the death of George Cobb, a veteran of 
more than 40 years in the paper industry. George was instrumental in the 
formation of Gilbert Paper & Supply Sales in 2007, a division of Gilbert 
Foodservice in Charlotte, North Carolina. George was well known and 
respected by all in the paper business, and he’ll be greatly missed.
Do you have a news item for People, Places & Things? E-mail it to our 
editor, John Hayward, jhayward@sfsn.com.                  

reliable, it increased production which 
allowed candy makers to sell more 
cotton candy. Gold Metal cotton 
candy machines are still the preferred 
machine of candy makers today.

William Morrison was a true 
Renaissance man. He was a dentist, 
lawyer, children’s book author, and 
politician. In addition to co-inventing 
the cotton candy machine, he invented 
a machine that could extract oil from 
cotton seeds to be used as a lard 
substitute. He also devised a chemical 
process to purify Nashville’s drinking 
water.  

Morrison authored several children’s 
books and was a strong advocate for 
encouraging children to read. He was 
a leader in community service events 
and was politically active. He counted 
President Woodrow Wilson as one of 
his closest personal friends.  

Both at work and at home, I’m 
gearing up for the special holiday-
themed dinners and parties. At work, I 
have the added restriction of providing 
heart healthy menu items as well as 
incorporating traditional holiday fare. 
There are also those clients who are on 
restricted diets, which makes it a bit 

more challenging.  
My property has Christian and 

Jewish clients as well as many 
ethnically diverse clients. We take 
this into consideration and try to 
provide holiday menus that appeal to 
everyone. Thus far it seems to work, 
and everyone leaves the dining rooms 
sated and satisfied.  

At home I have free rein, and most 
everyone has an open mind to trying 
anything and everything. Even the 
younger ones have become accustomed 
to new and unusual dishes. As our 
children have grown and married we 
have added new ethnic backgrounds to 
our Pacific Islander, Dutch, southern, 
and Italian family mix.  We now have 
Mexican and European to blend in.  

Whatever you decide to serve for 
the holidays, take the time to relish 
(no pun intended) each moment with 
family and friends. In these busy, 
stressful times, it is a relaxing haven to 
rebuild and renew.

Afterthought: Is it just coincidence 
that December 30 is ‘National 
Bicarbonate of Soda Day’ or does it 
naturally follow a month of glutting 
oneself on every occasion?

Chef Lucardie can be reached at 
plucard1@verizon.net.

Lucardie: New Food Traditions Mark Holidays

Continued from page 4

Continued from page 9

Subscribe to 
SFSN’s

FREE online 
newsletter at 
           .com



TM   SOUTHEAST FOOD SERVICE NEWS  13OCTOBER/NOVEMBER 2010

to Chef Paul!
Leave the

to Chef Paul!

Choose from 28
Magic Seasoning 
Blend products

You Work Hard on Your Menu…

Order Direct 800-457-2857
Questions? Contact Gregg Villarrubia (504) 731-3519

for Distributor and Product Information

www.chefpaul.com

Leave the

As Chef Paul says,

“Life’s Too Short for Dull Food™”

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.

By	Liisa	Sullivan	

Always keep things simple, clean 
and start with a well-cared-for product. 
This is the basic philosophy of James 
Clark, executive chef at WaterScapes 
at the Marina Inn in Grande Dunes in 
Myrtle Beach, South Carolina.

“When you start with fresh, well-
treated, well-raised and well-cared-for 
products, you get a solid ground to 
create good food. Taking short cuts, 
mistreating food and purchasing poor 
quality products does not interest 
me at all. Our guy, Wayne Mershon, 
always says, ‘Good fish aren’t cheap; 
cheap fish aren’t good.’ I think that 
applies to everything,” says Clark. 

Clark leads a culinary team that 
is dedicated to providing the finest 
in sustainable dining. Fish served at 
WaterScapes is hand-selected from 
fishing boats in Murrell’s Inlet and 
featured nightly on the “Fish Board” 
with local selections like hog snapper, 
rock hinds, triggerfish, black bass and 
amberjack. Rounding out the menu 
are items that include beef, chicken 

and pork, which are complimented 
with fresh fruits and vegetables from 
local farms such as the Indigo Farms 
in Little River and Ovis Hill Farm in 
Timmonsville.

Prior to working at WaterScapes, 
Clark attended the New England 
Culinary Institute in Vermont 
and worked in Washington D.C., 
Colorado, Louisiana, Michigan and 
Georgia.  

Originally from Orangeburg, 
South Carolina, he’s been cooking for 
15 years and started with WaterScapes 
in 2008 – two years after it opened.  

Clark’s culinary talents have been 
recognized by judges at culinary 
competitions along the coast. Most 
recently he earned first place in the 
Judge’s Choice category at the Trio 
Dinner sponsored by the Myrtle Beach 
Area Hospitality Association. 

Additionally, WaterScapes is the 
only business in the Carolinas to 
receive a Santé Culinary Hospitality 
Award. Santé is the magazine for 

Carolina Chef James Clark on Cutting 
Edge of Sustainable Cooking Trend

The fish at WaterScapes is hand-selected from boats in Murrell’s Inlet. 
Nightly selections include local species like hog snapper, rock hinds, 
trigger fish, black bass, and amberjack.

See James Clark on page 14

South Carolina native James Clark has worked in restaurants throughout 
the country. He came to WaterScapes in 2008 and has built a menu 
around sustainable, locally produced seafood, meat and produce.
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FOR ALL OF YOUR FOODSERVICE AGENCY NEEDS IN THE STATES OF VIRGINIA AND WEST VIRGINIA

The only contact you need in                    
Virginia and West Virginia

(757) 473-0661 VA

(304) 638-1076 WVA

(757) 473-0791

john@jlwfoodsales.com • www.jlwfoodsales.com

349 Southport Circle

Building 108

Virginia Beach, VA 23452

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

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

restaurant professionals and the award 
was in the sustainability category for 
the Southeast division of the U.S. 

 
A Conversation With Chef Clark

Who is your culinary hero? 
Frank Lee. I have never worked for 
him, but his philosophy on food and 
cooking are inspiring. My mother and 
grandmother also taught me a lot.

What is your favorite cooking 
technique(s)? Braising meats. But, 
since I got my thermal circulator, I 
love the results.

What are three must-have 
ingredients? Fresh local fish and 
shellfish, country ham and sea salt.

What are some of the most 
popular menu items? Crispy Oysters 
with Country Leek Reduction and 
Artichoke Relish; anything we do with 
Trigger Fish or Lionfish; and seared 
Scallops with Truffle Mac. 

What would you order as a last 
meal? Fried chicken gizzards, mac and 
cheese, collard greens and cornbread 
from Carrie’s Restaurant – a small place 

in Plantersville, South Carolina where 
everything is made in-house. Some 
things are grown in the restaurant’s 
garden and everything is made with 
care, soul and perfection.

How did the sustainability dinner 
in April go? What was served? It 
went great. The dinner was on Dewees 
Island, which is only accessible by boat 
and I was there with two other great 
chefs – Kurt D’Aurizio from Divine 
Dining and Drew Hedlund from Fleet 
Landing in Charleston. My dish was 
roasted jolt head, spring vegetable 
ragout and ramp (wild onion) 
emulsion.

Are there any fish you will 
not serve due to their “non 
sustainability”? I don’t sell Chilean 
Sea Bass, shark and blue fin. I mostly 
serve fish that are caught locally; 
sometimes I get fish from North 
Carolina. We never serve anything 
raised or caught from another country, 
especially shrimp. Locally, I never sell 
gag grouper, but I do use scamp and 
sometimes, rockhind grouper. I never 
serve swordfish because it’s a billfish 

See James Clark on page 15

Continued from page 13

Carolina Chef James Clark on Cutting 
Edge of Sustainable Cooking Trend

By	Bryan	Sullivan

While grilling typically brings to 
mind juicy steaks, tender chicken 
and smoky seafood, grilled desserts 
are making their way onto more 
and menus. They are on the rise as 
chefs continue to explore new and 
innovative ways to present dessert and 
provide new options. 

From grilled pound cake topped 
with fresh grilled peaches and whipped 
cream to, yes - even grilled banana 
splits - there are many exciting grilled 
dessert ideas to explore. 

If you are a restaurant operator, it’s 
an easy way to expand your dessert 
offering and a good way to increase 
those check averages. 

Easy and Ready in Minutes

Grilled fruit are so easy to prepare. 
In addition, fruit are mainly composed 
of sugar and water, and grilling will 
intensify their flavors. Fruit such as 
apples, peaches, pears, and pineapples 
are all very easy to grill. All you need to 
do is slice, oil, season, and place on a hot 
grill. Harder fruit will take more time; 
softer fruit need to be watched carefully. 
Never over grill any fruit. Once they 
begin to soften, they are ready to plate 
and combine with other ingredients for 
unique and cost-effective desserts that 
will tempt any customer.

Grill Techniques
 
Most fruit need little more than 

a knife to prep. Apples, oranges, 
mangoes, peaches, and other tree fruit 
are just cut in half. Remove seeds and 
leave the rest up to the heat from the 
grill. Soaking fruit in infused water will 
help the fruit remain juicy, but it’s not 
always necessary.  Experiment and find 
what works with your menu and your 
operation. There are endless ways to 
incorporate this cooking technique into 
your daily operation. Don’t be afraid 
give it a try – you won’t be disappointed.

Grilling is Not Just For Center-of-the-Plate Anymore
Grilled Pears with Honey and Creme Fraiche

Serves 4       Prep time: 15 minutes       Cook time: 8-10 minutes

•	 4 pears
•	 ½ cup of honey
•	 Creme fraiche

Wash and peel the pears; slice them in half.
Grill pears over medium-high heat for 3-4 minutes; flip.
Brush each pear with a small amount of honey and grill for an additional 3-4 minutes. 
If the pears are not ripe, the cooking time may be longer.
Remove the pears from the grill and place in a bowl. 
Top the pears equally with the remaining honey and a dollop of creme fraiche. Serve 
and enjoy.  

Grilled Banana Split
Serves 6         Prep time: 15 minutes       Cook time: 10 minutes

•	 6 under-ripe bananas
•	 1 (1.55 ounces) Hershey’s chocolate bars, broken into small pieces
•	 1 quart vanilla ice cream or other flavor
•	 ¼ cup chopped peanuts or pecans (optional)

Prepare the grill to cook at medium heat. 
Using a sharp knife and leaving the peel intact, split the banana from end to end so that 
the flat part is on the bottom. Go deep into the banana, but do not cut the bottom peel 
as this will be your bowl for the finished product. Force the slits wide open by pressing 
on the ends of the split banana and stuff it with the chocolate pieces. The amount you 
put into each banana is usually determined by the size of the banana.  
Wrap the bananas in foil. Place them on the grill for about 10 minutes or until the 
chocolate is melted. Open the foil and use this as a catchall to keep from making a mess.
Add some vanilla ice cream and top off with chopped nuts (optional).
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Softer and less chewy than traditional Ciabatta, our new Ciabatta 
Tenera rolls come in three versatile sizes, great for any occasion.

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

A Modern Take on an 
Old-World Classic.

New Ciabatta Tenera Rolls from Vie de France

2.5” x 2.5” Mini
Simple Dinner Roll • Slider Bun

4” x 4” Square
Sandwiches • Table Bread • Bruschetta 

3” x 5” Mini Loaf
Sandwiches • Table Bread • Bruschetta 

Stuffed Acorn Squash 
This should be prepared the day before serving: 

2 acorn squash 
2 sticks of unsalted butter
1 cup of brown sugar
1 cup of toasted pecan pieces
1 cup of Panko bread crumbs (Japanese bread crumbs)

Preheat oven to 300. Cut the acorn squash in half from the point end to the 
root end so it is an oval shape. Scoop out the seeds, discard them and set the 
squash aside.
In an electric mixer, whip the two sticks of butter until they have almost 
doubled in size (6 to 8 minutes.) Turn the mixer to a slow speed and add in 
the rest of the ingredients; make sure they are mixed well. 
Scrape the butter mix out of the bowl and stuff inside the acorn squash 
cavity until it is right to the top; make sure it’s packed tightly. If you have 
remaining butter, place into a Ziploc bag and save to do again later. 
Once the squash are stuffed, place them on a cookie sheet and slide into the 
oven; cook for 90 minutes. Pull them out and if the flesh is soft, they are 
ready. Place them in the refrigerator overnight so the stuffing can firm up. 
The next day, place the squash skin side up and slice into half moon shapes, 
about 1-inch think; shingle them into a baking dish. Pour about a half cup 
of water into the dish and cover with foil; re-warm them in the oven at 300 
degrees and serve.

Customer loyalty is a key driver of 
restaurant sales. And it has become even 
more important during the economic 
downturn, with over 75 percent of 
operators in a new survey saying they 
use guest loyalty programs to grow 
their business. 
In addition, 90 
percent say loyalty 
programs give 
them a competitive 
edge, and most are 
planning to invest 
more in programs 
because of their 
proven success.

The survey, 
which was 
conducted by 
the National 
Restaurant Association, Loyalty 360 
and rDialogue, investigates the level 
of penetration of loyalty programs 
in the restaurant industry. It also 
identifies the types of loyalty practices 

that are being used, and determines 
the level of resources supporting their 
implementation and management.

The study revealed:
•	 Seventy-seven percent of 

respondents said loyalty programs 
helped drive business 
during the economic 
downturn;

•	 N i n e t y 
percent said loyalty 
programs give 
them a competitive 
advantage;

•	 Of those 
that currently 
operate a guest 
loyalty program, 
84 percent plan to 
maintain or increase 

their program investment this year;
•	 41 percent currently operate a 

loyalty program, and nearly half – 47 
percent – are planning to launch one; 
and

Restaurants Turning to Customer Loyalty Programs to Build Business
•	 Almost 75 percent use 

social media to support their loyalty 
program. Facebook was the most 
common social networking site used 
(65 percent), followed by Twitter (40 
percent) and blogging (17 percent).

  “Repeat customers are a very 
important demographic for restaurant 
operators to grow their business, and 
loyalty programs can provide strong 
incentive to increase visits from those 
individuals,” said NRA’s Hudson 
Riehl. “This new research clearly shows 
the value of operating guest loyalty 
programs, and offers great insight into 
loyalty strategies.”

Mark Johnson, Loyalty 360’s 
CEO, added, “These findings clearly 
show that dining loyalty programs 
continue to grow because they work 
to accomplish strategic business 
objectives. We know that restaurants 
want the insights from these loyalty 
programs to provide or create 
sustainable behavioral change. And 
with the economy continuing to 
put pressure on marketing budgets, 
we also know that this study gives 
industries across the board deeper 
insights as how best to drive the 
proven bottom line impact of loyalty 
programs.”

Loyalty programs have 
become a key driver of 
restaurant sales during  
the recession. Over 75  
percent of operators  
in a recent survey  

said they use them.

and falls in the category of marlin. 
What is your most valuable 

kitchen tool? There are more than 
one – my Vita-Mix blender, Benriner, 
boning knife and fish tweezers.

1 tablespoon of cinnamon
½ teaspoon of allspice
½ teaspoon of nutmeg
A pinch of kosher salt 

Continued from page 14

James Clark Lauded for Use of 
Local, Sustainable Seafood 

If you could sit down, eat and 
talk food with anyone, who would 
it be? Eric Ripert about fish; and 
Marco Pierre White because I’ve 
always enjoyed his simple, yet elegant 
approach to food (and he enjoys 
hunting and fishing).



abc-fl.com

allens.com

cal-texjuice.com

smuckerfoodservice.com

farmlandfoodservice.com

paramount-mg.com

ffsinc.com

cohenfoods.com

innovativeconcept.com

hopcobroker.com

tampamaid.com

kta-inc.com

fsmaonline.com

tysonfoodservice.com

answerssystems.com

chefpaul.com

harvestfoods-inc.com

horizonfoodbrokers.com

tfurr.com

viedefrance.com

castellaimports.com

texaspete.com

crownsm.com

frenchsfoodservice.com

frenchsfoodservice.com

lagniappesales.com

spiceworldinc.com

conagrafoodservice.com

kisales.com
$700.00 per year for dual listing in the  SFSN Internet & E-mail Directory and at www.SFSN.com 

 Elliott R. Fischer  •  (239) 213-1248     John P. Hayward   •  (678) 395-6270

Searching for New Products or Ideas Online? Be sure to visit these websites!

Foodpartners.us

FOOD PARTNERS OF GEORGIA
For New & Repeat Business
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Carla’s Pasta, Mark Faircloth; Sysco, Massimo Balacchi. Sysco, Ivan Martinez; The Kid Gourmet, Ken Murrell.
Villagio at Boca, Fernando Giraldo, Enrico Giraldo; Sysco, 
Sergio Gonzalez.

Sysco, Athena Stennis; ICG, Dino Dwyer; Sysco, Debra Hicks.Sysco, Brad Sawyer; Casa Marina, Jerzy Nowak.

The Palace Suites, Ricardo Martinez, Gabriel Garrido, 
Fernando Rosales, Alon Hershkowitz; Sysco, Abel Trigoura.

Fontanini, Carlo Casagrande, Jeff Maddaluna, Basil 
Klosteridis, Louis Crisci.

Ocean’s Catch, David Jedrey; Horizon Food Brokers, Stefano 
Delverme.

Sysco Miami Show
Ft. Lauderdale, Florida                                                  October 20

Vie de France, Derik Studenroth, Tom Studenroth; 11th 
Avenue Diner, Isabelle Fernandez; Sysco, Michael Robins.
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Cap’n Joe® Crab Specialty Products

Cap’n Joe’s original recipe of  
crabmeat, vegetables, spices, and 
bread crumbs are carefully combined 
for a stuffing that brings out “all the 
flavor of  the bayou.”

Available in tubs or stuffed in our 
natural blue crab shells, as well as in 
other unique stuffing items such as 
Flounder fillets.

For more information, call 800-
237-7637 or visit tampamaid.com. 

Farmland Fully Cooked Bacon

Are you looking for more ways to serve 
the great taste of  bacon in your food service 
operation? Farmland Fully Cooked Bacon is the 
answer. 

Farmland Fully Cooked Bacon is versatile, 
consistent and delicious. It gives more 
opportunities to serve bacon on menu items 
all day long.  It’s available in several varieties, 
including regular, round, bits, pieces, chips, Natural Smoke, and more.

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

GIVE YOUR CUSTOMERS THE BEST

Italian Olive Oils
Ghigi Pasta

Spanish Green & Ripe 
Olives 

Greek Olives & Specialties 
Anchovies • Artichokes

Mushrooms
For Information Call

1-800/237-8598 
www.ronsonfoods.com

Italian Olive Oils
Spanish Green & Ripe Olives 
Greek Olives & Specialties 

Anchovies • Artichokes
Mushrooms

Pantanella Pasta
For Information Call

Spice World Squeezable Garlic

The next generation of  garlic 
packaging is here – Spice World 
Squeezable Minced Garlic.

This new 20-ounce garlic package 
offers value-added convenience.  
There’s no mess, no waste, no product 
separation, no drips, and no cross 
contamination with other utensils. 
It’s ready 
when you are 
to squeeze 
flavor into 
any dish.

S p i c e 
W o r l d 
Squeezab le 
M i n c e d 
G a r l i c 
eliminates the tedious task of  
cleaning, peeling and chopping fresh 
garlic. It’s table-ready for restaurants 
that feature garlic, especially Italian 
restaurants and pizzerias.

For more information, call 800-
433-4979 or visit spiceworldinc.com.

Mini Petite Pain Rolls From Vie de France
New Mini Petite Pain Rolls from Vie de France offer maximum taste in a 

mini package. 
These parbaked rolls come 

in four distinct flavors: French, 
Sourdough, Multigrain, and 
Romano Swiss & Parsley. 
Health conscious customers 
will appreciate that they have 
0 grams trans fat. And they’re 
easy to prepare in just minutes 
right out of  the freezer. 

Petite Pain Rolls may be small, but they will fill your breadbasket with big 
flavor. For more information, call 800-446-4404 or visit viedefrance.com.

 

NEW! 

                   
 
 
 

SPICE WORLD 
 

 
 

MINCED GARLIC 
 

12/20 oz. 
 

 
 

Item Pack UPC Case 
Weight 

Case 
Dimension 

 “SQUEEZE” Minced 
Garlic  12/20 oz 0 70969-00415 9 18 lb 11 5∕16 X 10 ½ 

X 6 5∕8 
      

 
 

Sysco, Jerry Garrett; Moncrief Army Hospital, 
Emily Slusher, Darlene Wilbur.

Old McDonald’s Fish Camp, Jay Bass, Judd Carlisi; 
Sysco, Kyle Seconi; Old McDonald’s Fish Camp, 
Jerry Bass.

Seafood Shack, Billie Inman; Sysco, Stephanie 
Smith; Seafood Shack, Ernest Inman. 

Sysco, James Bradley; King’s Kid Center, Martha 
Gainey.  

Sysco Food Services of 
Columbia Trade Show

Columbia, SC                           October 6

Tyson® Red Label™ Hot ‘N Spicy 
Filets & Patties

Americans are eating hundreds of  
millions of  spicy chicken sandwiches 
each year. Operators can get their 
share of  this hot category with Tyson 
Red Label Hot ‘N Spicy Breaded Filets 
and Patties.

Tyson takes 
1 0 0 - p e r c e n t 
chicken breast 
meat and adds 
the bold flavor 
of  cayenne and 
smoky notes of  black pepper. They’re 
balanced by the savory foundations 
of  garlic and onion to produce a 
mouthwatering filet with just the right 
amount of  heat. Paprika and red pepper 
amplify its vibrant orange appearance.

Choose from Premium Chicken 
Breast Filets, Select Cut Chicken 
Breast Filets, Chicken Breast Patties, 
Premium Chicken Tenderloins, and 
Select Cut Chicken Tenderloins. 

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

Mel-Fry® & Mel-Fry® Free Oils From Ventura Foods
Operators can get clearly superior food quality with Mel-Fry and Mel-Fry 

Free oils from Ventura Foods.
Mel-Fry is further processed to remove 

impurities and fat-solids, which shorten fry 
life and cause greasy aftertaste. The result is a 
premium, 100-percent vegetable shortening that 
seals in flavor and produces delicious fried foods. 
It’s cholesterol-free and low in saturated fats.

Mel-Fry Free makes frying foods healthier and better tasting.  Available in 
Canola, Soy and Cottonseed/Canola Blend varieties. They’re cholesterol free, 
low in saturated fats, and contain zero grams trans fat per serving,

For more information, call 877-VENTURA or visit venturafoods.com.
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Calendar of Events Coming Next in
Southeast Food Service News

DECEMBER/JANUARY
Soups

Poultry
Closes	for	advertising	December	17

FEBRUARY
School Nutrition/Wellness

Meats
Closes	for	advertising	January	25

Hit the target in Georgia – call Target Foodservice Sales!

Alpharetta, GA • 770.294.0150 • info@targetfoodservicesales.com

Target Foodservice Sales
Manufacturers! Are you getting your share of  the $14 billion Georgia food service market? If  
not, call us. We’re Target Foodservice Sales, and no one knows The Peach State better. Our 
team has more than 50 years of  combined experience developing personal relationships with 

the market’s key operators and distributors. We live in Georgia, work in Georgia 
and are dedicated exclusively to Georgia.

  Single-market focus

  Coverage of  all industry segments

  Reinvesting for the future 

school and military segments. We are 
also enjoying significant growth in our 
non-foods division, which is just over 
two years old. Gilbert Foodservice, Inc. 
seems to be weathering the storm just 
fine.”

“All of us need to return to the value-
added proposition causing positive 
results,” Rosie Rosenfeld stressed. “ As 
independent operators and regional 
chains struggle through this economy, 
the non-commercial operators become 
more of the focus. Schools, colleges and 
universities, and healthcare have more 
consistent ROI for our manufacturer-
partners.”

Time management is key at Action 
Brokerage. “We have encouraged our 
team to reevaluate their schedules to 
plan what is important rather than 
conduct business in the reactive 
(urgent) mode,” Rosenfeld said. “This 

mindset takes great discipline and 
continues to be a work-in-progress 
with the demands of the food service 
industry.”

HOPCO is also placing more 
emphasis on efficiency, 
according to Heidt. “In 
lieu of reducing headcount 
in our sales teams, our 
leadership group (IT 
director, CFO, etc.) has 
been aggressively focused 
on cost reductions in 
other areas, such as shared 
services for our expanded 
geographical footprint. It 
is this significantly greater 
operating efficiency that has 
allowed us to maintain staffing levels, 
and continue to invest in having the 
best trained sales teams (selling skills, 
negotiating skills, computer skills, etc.) 
as well as increasing expenditures on 
technology that will ultimately drive 

greater customer data, and allow our 
sales team to work more efficiently.”

As food service brokers adapt 
to the recessionary environment, 
they’re watching (and in some cases, 

participating in) the streamlining of the 
market. Terms like regional footprint 
have entered into the industry’s 
lexicon, as regional and multi-market 
brokers have expanded their reach and 
influence. Yet, major, single-market 
brokers continue to flourish. So what’s 
the future for the market?

“I am still a firm believer in 
locally-owned, single-market food 
service brokers, due to the fact of our 
familiarity within our markets,” Moore 
said. “The average tenure for our sales 
organization in the Carolina market 
is 19.5 years. I am not sure regional 
brokers can make the same claim. The 
benefit is the comfort level from our 
distributor customers and the long-
term relationships with the operator 
base.

“Having said that,” Moore added, “I 
do realize the importance of alignment 
with other food service brokers for 

the exchange of ideas and systems, 
and to offer a regional approach to 
those principals desiring such. We 
have aligned our company with other 
brokers in the Southeast who share our 

philosophy and who maintain 
a strong presence in their 
individual markets. As a group, 
we can offer the same services 
regionally as the mega-regional 
brokers while maintaining a very 
strong local presence.”

HOPCO is a “single 
corporation with a single message 
and operating procedures,” 
Heidt explained, “not a 
partnership, LLC or association 
of independent agencies sharing 

a name with different ownership 
in multiple markets. We are firmly 
established in each of our markets 
with tenured, active and empowered 
leadership.”

Nuco’s Bunn also draws distinctions 
in the way their company operates. 
“Nuco is not a regional broker. Nuco 
is the premier independent broker in 
the Southeast. Nuco has an expanded 
footprint covering Florida and 
Georgia. Regional brokers make sense 
for some manufacturers, but certainly 
not for all. Nuco’s management team, 
those who started the company, work 
directly in and manage all markets 
from Miami to Atlanta.”

Whether a single- or multi-market 
company, Rosenfeld stressed that the 
basic mission of food service brokers 
is the same. “We have to create more 
value for our manufacturer-partners,” 
he said.” Simply put, ‘walk the walk.’”

“Fortunately, our business remains steady 
as a result of placing a major focus on the 
non-commercial  segments of our industry. 
Healthcare continues to be a major focus, 
while we have broadened our presence in 
both the school and military segments.” 
Gilbert Moore, Gilbert Foodservice, Inc.

Continued from page 2

Southeast Food Service Brokers Adapt to Changing Times

JANUARY
January	25
Cheney	Brothers	Ocala	Buying	Show 
Gaylord Palms Resort & Convention 
Center
Orlando, Florida
800-266-0231,	ext.	5262

FEBRUARY
February	16-18
FSMA	Top2Top	Conference
Langham Huntington Hotel
Pasadena, California
410-715-4084	or	top2toponline.com	

February	27-March	2
COEX	2011
JW Marriott
Orlando, Florida
312-540-4400/ifmaworld.com

MARCH
March	9-12
NACUFS	Southern	Region	Conference
Georgia Southern University
Statesboro, Georgia
517-332-2494/nacufs.org
 
March	14-17
Cruise	Shipping	Miami
Convention Center
Miami Beach, Florida
609-759-4774/cruiseshippingmiami.com

APRIL
April 14-16
Georgia	School	Nutrition	
Association	Annual	Conference
Savannah International Trade Center
Savannah, Georgia
770-934-8890/gsfsa.com
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Cattlemen’s® Master Reserve™ Barbecue Sauce
French’s Foodservice has introduced Cattlemen’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-starting 
ideas to help operators create 
their own unique sauces. For 
more information, call 800-442-
4733 or visit frenchsfoodservice.com.

     Tampa Maid Pub-Style Shrimp

Pub-Style Shrimp are part of  Tampa Maid’s 
premium line of  Dipt’n Dusted® Seafood.

Premium peeled and deveined round shrimp 
are dipped in our homestyle batter and then lightly 
coated in seasoned flour for a crisp, light bite. 

They cook from frozen in just 3 ½ minutes, and feature a made-from-scratch 
appearance and flavor.

Tampa Maid Pub-Style Shrimp are as versatile as they are delicious. They can 
be served as hors d’oeuvres, appetizers or entrees. And operators will appreciate 
their excellent value and maximum profitability.

For more information, call 1-800-237-7637 or visit www.tampamaid.com.

Bonici® 
Brand 
Recipe 

Collection

Giving customers the traditional 
pizza classics they’ve come to love 
is even easier with the new Bonici 
Brand Recipe Collection.

The new collection features 
trend-based recipes and ideas that 
operators can use to make their place 
an anticipated destination. It was 
developed to satisfy characteristics 
consumers desire when dining out, 
such as Italian-influenced meals, 
unexpected ethnic combinations and 
on-the-go.

The Bonici pizza brand features a 
full line of  toppings, dough, crusts, 
wings, and other pizzeria products. 
It’s backed by the business-building 
merchandising materials and insights 
of  Tyson Food Service.

For more information, call 800-
248-9766 or visit bonici.com. 

Frank’s ® RedHot ® Sweet Chili Sauce
Asian flavor influences are everywhere, and patrons are 

ready to explore and discover. Capitalize on this trend with 
the distinctive new flavor of  Frank’s RedHot Sweet Chili 
Sauce.

Frank’s RedHot Sweet Chili Sauce is produced in Thailand 
with authentic Thai chilis and real garlic. It delivers a perfectly 
balanced kick of  sweet and spicy, and complements many 
items across the menu.  Use it as a zesty stir fry sauce for 
chicken, shrimp and vegetables. It’s also great as a dipping 
sauce or a base ingredient for delicious dips and dressings.

For more information, call 800-442-4733 or visit 
frenchsfoodservice.com.

Holten Thick ‘N Juicy Angus 
Beef  Patties

Thick ‘N Juicy Black Angus Beef  
patties from Holten Meat combine 
the rich, full flavor of  Black Angus 
Chuck Beef  with the unique process 
and artful flavoring of  the world’s 
greatest line of  beef  patties.

The outstanding quality and flavor 
of  Black Angus Beef  is enhanced with 
Holten’s secret seasoning and process. 
They’re perfect for hotels, buffets, 
catering, commercial restaurants, and 
wherever fine quality is required. And 
food safety is ensured with HACCP 
processing.

For more information, call 800-
851-4684 or visit holtenmeat.com.

Mexican Original® Specialty 
Tortillas from Tyson Food Service

Customers would like to see healthier 
items on menus. The Mexican Original 
brand from Tyson Food Service offers a 

full line of  specialty 
tortillas that help 
meet the needs of  
health-conscious 
customers without 
sacrificing flavor.

Four unique 
specialty tortillas 

are available. Whole-Wheat Heat-Pressed 
Tortillas provide important natural fiber, 
vitamins, minerals, and phytonutrients. 
Reduced-Sodium Heat-Pressed Tortillas have 
25-percent less sodium per serving than 
traditional heat-pressed tortillas. Low-Fat 
Heat-Pressed Tortillas have 3 grams or less 
of  total fat per serving. Carb Conscious® 
Heat-Pressed Tortillas contain only 32 grams 
of  net carbs and 17 grams of  protein. 
The tortillas are available in different size 
options, from 6-inch to 12-inch. 

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

Jones Breakfast Tartlets

Jones Breakfast Tartlets are a delicious, high-quality 
reason for customers to choose your establishment in the 
morning.

They’re made with a delightful combination of  fluffy 
scrambled egg mixed with potatoes, sitting atop a Jones 
All Natural sausage patty. Piled with a flaky pastry crust and covered with cheddar 
cheese, it’s an unexpected treat that will keep your customers coming back.

Breakfast Tartlets are homemade, so the ease of  preparation is your secret. Just 
heat in a convection oven.

For more information, call 1-800-635-6637 or visit jonesdairyfarm.com.

Cades Cove Seasoned Beef  Roast

Cades Cove takes comfort food to a 
new level with their new Cooked Seasoned 
Beef  Roast with Onions.

This hearty Cooked Seasoned Beef  
Roast will have your customers coming 
back again and again. Serve with vegetables 
and other fixins for a down-home lunch or 
dinner.

No other brand has the flavor, quality and tradition of  Cades Cove.
For more information, call 865-986-8005.

Vie de France Individual Tartes
Vie de France has introduced 3” 

Individual Tartes in a variety of  delicious 
flavor combinations.

These new Tartes are trouble-free 
and require minimal labor to serve. With 
easy handling and quick preparation, 
they save operators time and money.

Each Tarte is made with an array 
of  premium ingredients. The Apple 
Cinnamon Tartes use New York State 
apples. The Blackberry Peach Tartes 
use Marion blackberries and Freestone 
peaches. The Chocolate Pecan Tartes 
integrate the smooth taste of  Barry 
Callebaut R chocolate chunks with the 
same crunchy pecan halves used in the 
new Pecan Tartes. There’s an irresistible 

flavor for 
everyone.

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