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N
on-fungible tokens 
(NFTs) are about more 
than exclusive inter-
net art and speculative 

online investment. Set to open in 
early 2023, under the ambitious 
and revolutionary leadership of co-
founders David Rodolitz (CEO) and 
Gary Vaynerchuk (Chairman), Fly-
fish Club will become the first pri-
vate dining club in the world where 
membership is purchased on the 
blockchain as an NFT, right here in 
New York City.

At a to-be-announced location 
the restaurant focused on commu-
nity, membership experience, glob-
ally-inspired seafood, and one-of-
a-kind cocktails, will combine the 
values of old world fine dining and 
bewildering innovations of the digi-
tal age. Members who purchased 
their NFT token have exclusive ac-

cess to Flyfish.
“I found a new, modern way or 

financial model of monetizing 
around this industry. So, what that 
allows me to do is deliver what I be-
lieve is going to be a better experi-
ence. We can pay better talent, or 
you know, incentivize people more. 
We can provide more value to the 
customer,” Rodolitz said. 

NFTs appeal to many investors 
because they can be seamlessly 
and transparently sold, leased, and 
transferred. In the world of internet 
art, this creates a vibrant ecosystem 
of trading, a virtual economy. In the 
restaurant world, there seems to be 
a similar opportunity as far as prof-
it, with added utility. Last month, 
token sale launched publicly with 
the release of 1151 tokens. 

“Imagine the people that are 
grandfathered into their tables at 

Rao’s. Imagine if they could actually 
sell that — if they not only could just 
allow somebody else to dine there, 
but if they could transfer owner-
ship,” Rodolitz said. “What would 
that be worth?”

In the world of Flyfish and VCR 
Group, the restaurant’s operating 
company, apparently, quite a bit. 
From the initial release of tokens for 
sale, the free market has taken its 
course, generating profit and free-
dom for operators at VCR Group. 

“We’ve generated over $14 mil-

lion in less than a minute of selling 
out our tokens in the initial launch,” 
Rodolitz said. “But in the last two 
weeks, over $20 million has traded 
hands on the secondary market, 
which [VCR group] takes 10% of.”

In the restaurant world, where 
ambitious Manhattan projects typi-
cally come with boards of opinion-
ated investors and obligations, this 
kind of financial freedom translates 
to almost unheard of operational 
freedom. 

“We have no investors that we 
owe money to — no anything. We’re 
financially very stable and healthy. 
There’s nobody for us to answer to. 
We make the decisions based on 
what we believe is best,” Rodolitz 
said. “It cuts out a lot of that chal-
lenging layer which could really 
hold you down or be very stressful.” 
Rodolitz also brings extensive res-
taurant operational experience. The 
Manhattan native teamed with Chef 
Alex Stupak to build the successful 
Empellon Restaurant Group.  

Rodolitz’s partner Gary Vayner-
chuk has emerged as one of the 
world’s leading social media voic-

continued on page 98

By Hank Bedingfield

VETERAN RESTAURATEUR RODOLITZ  
TEAMS WITH ICONIC VAYNERCHUK  
TO LAUNCH NFT DINING VENTURE

FINANCING STRATEGIESNEWS

“Imagine the people that are grandfathered 
into their tables at Rao’s. Imagine if they could 
actually sell that — if they not only could just 
allow somebody else to dine there, but if they 
could transfer ownership.” — David Rodolitz

VCR Group Founders (L-R) Gary Vaynerchuk, CEO David Rodolitz, and Chief Culinary Officer Josh Capon
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A dippable twist on chicken parmesan, tasty tacos, and savory Mexican style pizzas are just a few of 
the possible creati ons that come from every case of Redpack® Pizza, Marinara and Tomato Sauces. 
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Order a free sample of Redpack® tomato products at RedGoldFoodservice.com.

From the Makers of

Scan to see the 
latest trend

 worthy recipes
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O
ak View Group (OVG), 
the global venue devel-
opment, advisory, and 
investment company for 

both the sports and live entertainment 
industries, today announced that 
Kenneth Gaber has joined the com-
pany to lead its hospitality division, as 
president, food services, OVG Facili-
ties. Based in Philadelphia, Pennsylva-
nia, Gaber starts his new role effective 
immediately and will report to Chris 
Granger, CEO, Oak View Group Facili-
ties. 

With more than 20 years of experi-
ence, Gaber will lead the food and 
beverage line of business within OVG 
Facilities, setting and overseeing the 

culinary, technology, and operational 
strategy for the division. Gaber’s ap-
pointment follows OVG’s acquisition 
of Spectra, one of the industry’s lead-
ing food and beverage and hospitality 
providers, to create a leading full-ser-
vice live events company. 

Granger commented, “Since com-
pleting the acquisition of Spectra, 
bringing in talented, innovative, val-
ues-driven people to grow the OVG 
Facilities team is of the highest impor-
tance. Ken brings decades of valuable 
industry experience, creativity, and a 
fresh approach, and we’re pleased to 
welcome him aboard.”

“With so many different arena proj-
ects in the works, as well as the expan-

sion of OVG’s new food and beverage 
division, it’s an exciting time to join 
the world-class team at OVG,” said 
Gaber.  “I look forward to working with 
OVG and our clients to re-imagine the 
hospitality space.”

Before joining OVG, Gaber served 
as vice president of operational excel-
lence / strategic operations since 2019 
with Delaware North Sportservice. 
While there, he was responsible for 
business growth strategies, location 
openings, menu planning, technology 
deployments, and operational strate-
gies for current and new accounts.  In 
this capacity, he was also responsible 

OAK VIEW GROUP APPOINTS KENNETH GABER 
PRESIDENT, FOOD SERVICES, OVG FACILITIES

LEADERSHIP HIRESNEWS

continued on page 82 Kenneth Gaber
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I
magine not being able to use 
the bathroom at your place of 
work. For many New York City 
food delivery drivers, that has 

been the reality because restaurants 
aren’t required to provide them with 
bathroom access. At least not until 
now.

Last month, Mayor Eric Adams 
and Peter A. Hatch, Department of 
Consumer and Worker Protection 
(DCWP) commissioner, announced 
a set of provisions aimed at protect-
ing app-based workers. The provi-
sions, which took immediate effect, 
include a rule requiring restaurants 
to make their toilet facilities avail-
able to any delivery worker picking 
up a food or beverage order.

But the announcement went fur-
ther. Starting April 22, third-party 
food delivery apps like Uber Eats 
(NYSE: UBER), DoorDash (NYSE: 
DASH) and Grubhub (NASDAQ: 
GRUB) will be required to pay driv-
ers at least once a week, provide 
routing details before each delivery 
and allow drivers to limit the dis-
tance they travel from restaurants 
during trips. Additionally, begin-
ning in 2023, the apps will have to 
pay drivers a minimum rate that will 
be set by the city.

This legislation marks and enor-

mous victory for delivery 
drivers. “Delivery workers 
risked their lives and served 
as a lifeline to our city dur-
ing the pandemic despite 
them being denied basic 
worker protections,” Adams 
said in “With this legislation, 
we are taking a transforma-
tive step in protecting these 
essential workers, and also 
supporting our city’s restau-
rants, to ensure a fair and 
equitable recovery for all 
New Yorkers.”

Besides bathroom access, 
the city adopted three more 
provisions that went into ef-
fect.  One requires apps to 
tell drivers how much cus-
tomers tip for each deliv-
ery, which wasn’t the case 
until Monday despite years 
of accusations that companies like 
DoorDash pocketed tips. DoorDash 
settled a lawsuit for $2.5 million on 
that exact issue in 2020.

Another provision mandates that 
they inform drivers how much they 
earned the previous day in tips and 
total pay, and the third requires the 
apps to obtain a license with the 
DCWP.

The key issue is that as indepen-

dent contractors, food delivery driv-
ers sacrifice the benefits of full em-
ployment for increased flexibility. In 
return should they have to sacrifice 
all of those benefits, and the fact 
that it’s taken half a decade and a 
number of city mandates for third-
party delivery apps to grant simple 
provisions like bathroom access . 

“This is a great step forward by 
the Department of Consumer and 
Worker Protection to better protect 
restaurants and delivery workers 
as this city works to recover,” said 
Council Member Francisco Moya. 
“Enforcing these new labor stan-
dards ensures there is more trans-
parency, supports better working 
conditions and gives the businesses 
an opportunity to increase their rev-
enue without fear of being charged 
exorbitant fees. I am proud to have 
sponsored and supported this legis-

lation in the City Council.”
Moya has been at the 

forefront of the fight for 
expanded protections for 
delivery workers since last 
year, when he was instru-
mental in passing perma-
nent commission caps 
that limited how much 
third-party apps could 
charge their restaurant 
partners. Several of them, 
including Uber Eats, 
DoorDash and Grubhub, 
are jointly suing the city in 
an attempt to block those 
rules.

The City Council also 
approved a provision in 
September that would es-
tablish a minimum pay-
ment per trip for delivery 
drivers. According to the 

city, the DCWP is conducting a min-
imum wage study to determine the 
rate, which Adams and the organi-
zation announced last month Sun-
day will take effect in 2023.

On the heels of the legislation, 
food delivery workers in New York 
City, groups representing about 
100,000 such app employees have 
announced the formation of a new 
coalition, Justice for App Workers, 
that would push for new measures 
they say would “achieve dignity” for 
drivers and the city’s fleet of deliv-
ery workers.

The coalition said it is focused on 
advocating for living wages, better 
safety, quality health care, reliable 
bathroom access, the right to form 
a union, and protections against be-
ing unfairly blocked from receiving 
work.

NYC GRANTS COMPREHENSIVE PACKAGE OF 
NEW RIGHTS FOR FOOD DELIVERY WORKERS

“With this legislation, we are taking a 
transformative step in protecting these 
essential workers, and also supporting 

our city’s restaurants, to ensure a fair and 
equitable recovery for all New Yorkers.” 

 — Mayor Eric Adams 

LEGISLATIONNEWS
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O
ver the course of the 
past two years the hos-
pitality and foodservice 
industries have faced 

numerous questions and chal-
lenges due to the pandemic. One 
of the major questions is, how are 
food service operators and hospital-
ity managers meeting the changing 
needs of their clients? With an eye 
towards answering those questions, 
the Society for Hospitality and 

Foodservice Management (SHFM) 
has appointed Rob Gebhardt as 
their new president. Gebhardt, who 
also serves as the Director of Cus-
tomer Experience Services at JLL, 
has worked in the workplace food-
service and hospitality industries 
for decades managing foodservice 
operations for both national and 
global corporations. 

“I chose JLL because what I saw 
was tremendous opportunity, and 
I had great respect for the services 
they were providing their clients,” 
said Gebhardt. “JLL was just starting 
to dabble in workplace hospitality, 
so the opportunity was very appeal-
ing to me. JLL started as a real es-
tate services company that mainly 
focused on investment banking 
and land services, property man-
agement, and multitenant spacing. 
Roughly fifteen years ago the idea 
of integrated facility management 
really started to grow and JLL has 
become a leader in the space. Com-
panies are seeking a partner to help 
manage and operate their facilities, 
so that they can focus on their core 
offering.”

Through his position at JLL, Geb-
hardt has had the ability to see how 
the pandemic has affected work-
place hospitality and foodservice. 

“The office function has 
changed and will continue 
to change,” said Gebhardt. 
“The purpose of the office 
will be much different than 
it was before the pandemic. 
The office will now be about 
community, and it will be 

about alignment with the culture 
of that company. JLL is in a unique 
position of working with over 600 
different clients and seeing 600 dif-
ferent company cultures, allowing 
us to see what is important for each 
client. The office is not going away, 
but the way the office is designed 
is going to change. The way the of-
fice is utilized is absolutely going to 
change and what employees expect 
from the office is changing.”

In terms of specific changes 
made to workplace foodservice op-
erations, Gebhardt says that it is all 
about adapting to what employees 
are now accustomed to. “Hours of 
operation are now different. We can 
no longer look at a breakfast period 
with a break then a lunch period, 

continued on page 102
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“The purpose of 
the office will be 
much different 

than it was before 
the pandemic. The 
office will now be 

about community, 
and it will be about 

alignment with 
the culture of that 
company.” — Rob 

Gebhardt

continued on page 92

By Brian O’Regan

Rob Gebhardt
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F
amily-owned and operated 
Red Gold® recently launched 
a new advertising campaign 
to benefit families of fallen 

heroes. The integrated TV, billboard, 
radio, and social media campaign 
will alert consumers and restaurant 
customers of the positive impact they 
can make when they choose Red Gold 
Folds of Honor Ketchup.

“We’ve invested in one of our most 
ambitious ad campaigns to show our 
true colors as an All-American com-
pany who honors and respects the 
men and women of our military and 
their families,” explains Colt Reich-
art, Senior Director of Marketing at 
Red Gold and a 4th generation family 
member of the company’s ownership. 
“The origin of Red Gold dates back to 
1942 when we began to feed the GIs 
of World War II, so the campaign is 

truly part of our company’s heritage.”
Folds of Honor is a veteran-run 

charity that provides educational 
scholarships to the families of fallen 
military heroes. Red Gold has pledged 
that a portion of the proceeds from 
the sale of its Red Gold Folds of Hon-
or Ketchup will go to the scholarship 
fund. To date, nearly $200,000 has 
gone to the fund through sales of the 
ketchup by participating supermar-
ket retailers and restaurants who ser-
vice the ketchup either at their tables 
or in portion control dipping cups or 
packets.

The campaign, developed by ad-
vertising agency Creative Energy, 
features a TV commercial called “The 
Letter” that focuses on a mother who 
finds a college acceptance letter to 
her son in the kitchen trash can. She 
confronts him during a meal at a res-

taurant, saying that he doesn’t have 
to forget his college dreams thanks 
to a Folds of Honor scholarship that 
is funded by the Red Gold Folds of 
Honor Ketchup she points to at the 
restaurant’s table. 

“The new campaign offers a 
glimpse at the types of experiences 
that occur when families realize the 
wonderful benefits of one of our 
scholarships,” says Ben Leslie, Ex-
ecutive Vice President of the Folds of 
Honor organization. “Red Gold is one 
of our cherished partners who are 
constantly looking for ways to raise 
awareness about our cause and pro-
vide us with much needed dollars to 
fund our scholarships.” The charity 
has provided over 35,000 life-chang-
ing scholarships totaling more than 
$160 million. 

Red Gold Folds of Honor Ketchup 
not only does good, it taste good too.  
The Award Winning Taste recently 

won the ChefsBest Excellence Award 
for 2022. The ChefsBest Excellence 
Award is awarded to brands that sur-
pass quality standards established by 
professional chefs.

The campaign supports supermar-
ket retailers and restaurants that of-
fer Red Gold Folds of Honor Ketchup. 
Television commercials show partici-
pating retailer and restaurant brand 
logos at the end of the commercial 
and on billboards in selected markets 
to direct consumers to where they 
can purchase or use the ketchup in 
the restaurant. Launched in the fall of 
2021 in Chicago and Dallas, the cam-
paign has expanded to include Tam-
pa and Nashville markets this winter. 
The campaign will support their re-
tailers and restaurants through 2022. 

For more information on Red Gold 
Folds of Honor Ketchup visit Red-

The Red Gold Folds of Honor TV commercial focuses on a family of a fallen hero.
Red Gold Folds of Honor products include ketchup in various packaging and Red Gold 
Folds of Honor Mustard.

continued on page 90

RED GOLD LAUNCHES NEW AD CAMPAIGN 
BENEFITING FOLDS OF HONOR CHARITY

CHARITABLE CAUSESNEWS

With Every Bottle of Red Gold’s Folds of Honor Ketchup, 
Families Of Fallen Heroes Benefit
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W
ith so many chang-
es on our minds 
throughout the pan-
demic, there is no 

shortage of misconceptions that frus-
trate our industry. One myth at the top 
of that list, as we talk to our Imperial 
Dade customers across the country, is 
that foam is banned everywhere. That 
is simply not true. However, there are 
some areas of the country that do 
have bans on foam packaging and 
other plastic products. With that in 
mind, I reached out to Paul Krachuk, 
who has been one of our go-to people 
as we look to help our restaurant and 
hospitality customers respond to the 
ever-changing laws in their local juris-
dictions. 

I thought a good place to begin 

would be the obvious question of why 
foam is thought to be bad for the en-
vironment. “It has been researched 
and reported, and the verdict is that 
moving away from foam, or expand-
ed polystyrene, to more sustainable 
packaging is what consumers want. 
The prevalent concern is that foam 
particles, which are very lightweight, 
become airborne and end up in water-
ways and other areas where they have 
a negative environmental impact.” He 
also noted that although foam is recy-
clable, there is not enough demand to 

make it economically viable to build 
out the recycling infrastructure. 

One of the on-going challenges 
through the pandemic has been to 
balance the momentum of the ‘green 
and sustainable’ movement with the 
immediate need for ‘clean and safe’. 
Paul gave me an interesting answer: 
“The restaurant industry has suffered 
tremendously during this pandemic. 
Many owners lost everything they 
have worked for. Those who remain 
open are experiencing record infla-
tion in food, labor, supplies, and third-

party delivery fees. These 
bans, albeit environmen-
tally focused and reflect-
ing the consensus of the 
public, perhaps could 
have been postponed al-
lowing restaurants to re-
group, get their finances 
shored up, and weather 
today’s supply chain 
challenges.”

Part of our role at Im-
perial Dade is to advo-
cate for our customers 
in terms of creating op-
tions that can control 
pricing. With that goal in 
every product segment, 
we will lead the search to 
find multiple product op-
tions. This has proven to 
be a challenge as we look 
for replacement for in-
expensive foam. “There 
have been pilot programs 

over the years using different types of 
materials, but they were expensive 
and there was limited production ca-
pacity,” Paul added. “Today, expanded 
polystyrene is the only widespread op-
tion for foam foodservice packaging.”

With New York’s ban going into ef-
fect last month, the challenge of help-
ing our customers find alternatives is 
here now. I asked Paul to give us a read 
on what we are seeing as restaurant 
and hospitality operators seek to fol-
low the new law. “It is early in the pro-
cess. We’re keeping our ears and eyes 
open to see how the market reacts,” he 
explained. “The higher end operators 
have already transitioned to foam al-
ternatives but smaller operators that 
are more budget conscious will need 
to address this change. We’re offering 
to work with them to find creative so-
lutions.”

It’s time for New Jersey operators to 
also prepare their strategy as the Gar-
den State ban will go into effect on May 
4th, 2022. “These types of changes can 
force an owner to really evaluate their 
business practices and analyze what 

continued on page 100

WITH LAURA CRAVENREOPENING STRATEGIES

FOAM? I THOUGHT THEY 
BANNED THAT YEARS AGO Laura Craven is the Vice 

President, Marketing & Com-
munications at Imperial Dade. 
Laura oversees marketing and 
corporate communications 
for Imperial Dade, a national 
distribution company head-
quartered in Jersey City, NJ. 
Her responsibilities include 
marketing communications, 
brand and reputation manage-
ment, internal and external 
communications, experiential 
marketing events, and me-
dia relations. Laura has been 
with the company for over 17 
years and has contributed to 
the organization’s growth and 
brand awareness. A LEED AP, 
Laura consults on sustainabil-
ity initiatives and as a GBAC 
Trained Technician she assists 
customers develop cleaning 
programs. 

“A fresh look at costs, functionality, guest 
satisfaction, and product life cycle are all 

important.” — Paul Krachuk
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T
he hospitality industry, like 
others, have had to reinvent 
themselves since the start 
of the pandemic. Pushing 

businesses towards a model where an 
essential point of contact with con-
sumers is online, these changes have 
resulted in the development of new 
websites, mobile apps, increased digi-
tal content, and heavier online traffic. 
However, with this enhanced pres-
ence, comes an enhanced exposure to 
cyber risk. 

Cyber-attacks are not relegated 
to certain hours, operating environ-
ments, or location. The hospitality 
industry is especially vulnerable due 
to various required brand partner 
software or networks, influx of cus-
tomers that could be the attackers, 

high staff turnover rate, and the mul-
titude of vendors required to run your  
operation.

According to the 2022 Allianz Risk 
Barometer, an annual report identi-
fying the top corporate risks for the 
next 12 months and beyond, cyber 
incidents top the barometer1 for only 
the second time in the survey’s history 

with business interruption (BI) drop-
ping to a close second. 

As the cost of data breach recovery 
continues to rise each year, it’s hardly 
difficult to recognize the cost benefits 
of protecting a business from cyber 
risks by properly training staff and en-
forcing up-to-date best practices for 
cybersecurity.

When addressing concerns about 
your operation’s online safety, the 
first step is to acknowledge the exist-
ing cybersecurity risks that expose an 
organization to a hacker’s malicious 
attacks. Some of the most common 
cyber risks and threats for businesses 
are:

• Malware: Malware is malicious 
software that cybercriminals insert 
into a company’s web pages or web 
files after they’ve penetrated the busi-
ness’s site. Bad actors then use mal-
ware to steal sensitive corporate data, 
including customers’ personal infor-
mation. Malware can also redirect a 
company’s web pages to other sites 
and insert pop-up ads onto a compa-
ny’s web pages or website. Common 
malware examples are viruses, trojan 
viruses, ransomware, and spyware.

Recent malware attacks have ex-
filtrated data in mass amounts. Re-
moving malware requires constant 
network scanning so hackers can be 
identified quickly and malware re-
moved from the company’s network.

• Ransomware: Ransomware is 
malicious software that gains access 
to sensitive information within a sys-
tem, encrypts the information so the 
user cannot access it, and then de-
mands a financial payout for the data 

FIORITO ON INSURANCE

Robert Fiorito serves as  
Vice President with HUB Internation-
al Northeast, a leading global insur-
ance brokerage, where he special-
izes in providing insurance services 
to the restaurant industry. As a 25+ 
year veteran and former restaura-
teur himself, Robert has worked with 
a wide array of restaurant and food 
service businesses, ranging from 
fast-food chains to upscale, “white 
tablecloth” dining establishments. 
Robert can be reached at 212-338-
2324 or by email at robert.fiorito@
hubinternational.com. 

SAFEGUARDING YOUR 
RESTAURANT FROM COMMON 

CYBER SECURITY RISKS
The hospitality industry is especially 

vulnerable due to various required brand 
partner software or networks, influx of 

customers that could be the attackers, high 
staff turnover rate, and the multitude of 
vendors required to run your operation.

continued on page 96
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Soft and delicate, with a slightly sweet, milky
fl avor, BelGioioso Burrata is made with hand-crafted 
Fresh Mozzarella fi lled with Stracciatella, a mix of soft 
mozzarella shreds and cream.

Enhance your menu by creating a deluxe Caprese salad with spooned 
sections of Burrata beside ripe tomatoes and fresh basil, drizzled with extra 
virgin olive oil. Or enrich your pizza or pasta by topping with a garnish of this 
fresh, creamy cheese just before serving.

BURRATA 

belgioioso.com/Foodservice

For more info and samples, please contact:
foodservice@belgioioso.com
877-863-2123

Available in 2 oz., 4 oz. and 8 oz. Burrata balls,
4 oz. balls with Black Truffl es, and 
8 oz. and 1 lb. Stracciatella.
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A
s we bob and 
weave through 
the opening 
act of 2022, 

there is a seemingly end-
less agenda on a restau-
rateur’s proverbial plate. 
I’ve created a new goal/vi-
sion: “The End-Demic”. As 
many restaurants continue 
hiring and bringing back 
their staff, the emphasis 
needs to be on the paper-
work, paperwork, paper-
work. Operators need to 
make sure they have their 
documentation right. I’m 
still surprised at how many people still 
aren’t doing that. And the paperwork 
is going to be your biggest cause of is-
sues. I know your business moves too 
fast to do it, so at least ask for help in 
advance. I promise it will avoid head-
aches and unnecessary expense. 

Let’s start with a fairly simple step. 
A lot of operators aren’t implement-
ing or giving out HERO Act (New York 
Health and Essentials Rights Act) plans 
to their employees. The HERO Act was 
passed by the state to require employ-
ers to establish safety guidelines and 
protocols outlining the efforts they are 
taking to protect their employees and 
what standards they have in place to 
ensure the restaurants are as safe as 
possible. There are a lot of potential 
trip-ups with improper distribution of 
the HERO Act plan. Again, it’s simple 
and we can help. 

Given that the HERO Act plan must 
be included in your employee hand-
book, our advice is to redistribute an 
updated employee handbook, includ-
ing the HERO Act plan, to all of your 
employees. Given all the notices, poli-
cies, everything nowadays, it’s cer-
tainly advisable to have an employee 
handbook in place.  It is a simple 
mechanism to use for distribution of 
all the legally required notices to your 

workforce. There’s just so much infor-
mation you must give employees and 
a comprehensive employee handbook 
can be your one stop shop to have all 
your policies and required notices, 
and it will be something you will au-
tomatically give out at hire and to all 
employees when you make updates.

Next on our suggested agenda is 
addressing all things Takeout & Deliv-
ery. With the drastic increase of take-
out and delivery business, employers 
also must consider whether to employ 
delivery employees or to use a third 
party delivery service. Your decision 
depends on many factors.  If you have 
your own people doing it, they’re em-
ployees so you have the expenses as-
sociated with that. For third party 
delivery services, you’re giving them 
a cut of your business, but you’re not 
necessarily dealing with the addi-
tional employees. This decision could 
also impact your employee count. You 
need to think the decision through be-
cause those two or three extra employ-
ees may bring you over the threshold 
for certain laws at play such as family 
medical leave (FMLA) and New York 
State’s COVID Sick Leave Law.  When 
you’re looking at New York State CO-
VID sick leave, if you have 95 em-
ployees and then you hit the 100-em-
ployee threshold when adding five 

delivery employees to 
your employee count, 
you’re looking at pro-
viding employees with 
14 days of COVID sick 
leave as opposed to 
five days.

We were thrilled 
to see that New York 
Governor Hochul and 
Mayor Adams are 
focused on helping 
restaurant operators 
through these most 
challenging of times. 
The Governor has 
made an effort to bring 

back to-go cocktails, which are highly 
profitable for restaurants. Any addi-
tional revenue sources certainly must 
be welcomed. Businesses just have 
to be careful to make sure that they 
have protocols in place to ensure only 
people that are 21 and older and can 
legally consume alcohol are getting 
these to go cocktails.

In the ‘City, Mayor Adams has also 
made a strong effort to eliminate the 
red tape involved in opening a restau-
rant business. Anything that can be 
done to eliminate costs and barriers to 
entry is going to help small businesses 
because it helps improve the bottom 
line as it is being cut too small under 
the current business conditions. 

One of the biggest challenges that 
we are seeing with our MSF restau-
rant clients are shortages and sup-
ply chain issues with everything from 
food & beverage to equipment & sup-
plies being unavailable or more ex-
pensive. The short term solution lies 
in decreasing expenses without sac-
rificing the customer experience. In 
response, we’re seeing a lot of people 
streamlining their menus. A smaller, 
tighter menu, aside from helping from 
a shortage supply chain issue, also 
helps from a staffing issue point of 
view because when you have a smaller 

workforce in the back of the house, 
a smaller menu is obviously going to 
help your short staff handle the menu.

Among the most significant of solu-
tions through the Pandemic has been 
outdoor dining. It also looks like there 
is legislation pending to allow the use 
of propane once again. Mayor Adams 
is in support of propane heaters,and 
as restaurants cope with business as it 
gets colder, I imagine that legislation 
should pass in the near future to allow 
restaurants to use propane heaters.

With an eye towards what we are 
calling the “End-Demic” there is cause 
for restaurants and operators to be 
cautiously optimistic. The industry 
has survived two years that many 
could never imagine. Many of these 
strategies we used as an industry will 
serve a building blocks for the restau-
rant industry’s future. 

Businesses should learn how to 
navigate the legal complexities, as the 
restaurant industry wades out of CO-
VID, by contacting 212-655-3500 or 
emailing the New York office, at sbm@
msf-law.com and gmk@msf-law.com.

Article contributions by Brian 
O’Regan

BUSINESS LAW FOR THE REAL WORLD

WORKING TOWARDS THE “END-DEMIC”
WITH MEISTER SEELIG & FEIN LLP

Gregg Kligman is counsel at Meister, 
Seelig & Fein LLP. The New York City-

based law firm 
deals in all as-
pects of busi-
ness litigation. 
Mr. Kligman spe-
cializes in the 
m a n a g e m e n t 
side of employ-
ment counselling 
and litigation. As 
many businesses 
look to rebound 
and rebuild from 

the COVID-19 pandemic, employer-
employee relations, and the law that 
follows, remain as complicated as ever. 
In the glimmer of light at the end of the 
COVID-19 tunnel, Mr. Kligman provides 
the latest, need-to-know information 
for owners and operators in the restau-
rant and hospitality industry.
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T
hroughout the course of 
the pandemic individual 
restaurants and foodser-
vice operations have been 

forced to learn as they go, adapting 
to the changing world. Excitement 
is brewing as the industry is set to 
reconvene in person once again. 
The International Restaurant and 
Foodservice Show of New York will 
be held from March 6th through 
March 8th at the Javits Center. At 
the show, attendees will have the 
opportunity to build the framework 
for their “Post-Pandemic” strategy. 

The show floor will provide aisles 
of exhibitors with the very latest 
food, beverage, equipment and sup-

plies that simply cannot be 
demo’ed or tasted on the inter-
net. The International Restau-
rant and Foodservice Show of 
New York also will offer a com-
prehensive educational track, 
with a wide variety of topics. 
To guarantee a successful and 
educational show, trade show 
expert and Clarion Vice Presi-
dent for Food and Beverage 
Portfolio Rita Ugianskis has 
been charged with directing 
the show’s planning. 

“I have been in trade shows 
virtually all of my profession-
al life,” said Ugianskis. “I started 
at Reed back in the 90’s, where I 
worked across a multitude of indus-
tries. I was then recruited to what 
is now called Informa, to run their 
waste and recycling portfolio. After 
15 years at Informa, I ran a member-
ship driven company for the pro-
motional products space. For their 
members the company produced 
multiple trade shows, buyer events 
and road shows. After running that 
company for 7 years I began work-
ing at Clarion.”

As to what the show looks to focus 

on, Ugianskis has the answer. “Now 
the question is what will the show 
look like and how will it deliver what 
our customers need? To answer that 
question, we have developed three 
pillars for the show,” said Ugianskis. 
“The first pillar is information, that 
means information from subject 
matter experts but also from peers, 
especially peer to peer networking 
which comprises our second pillar. 
Our third pillar is product sourcing. 
We will be using a brand-new con-
ference program that is organized 
into summits.” 

“Three of the summits center on 

the identity of the individual 
foodservice provider. The oth-
er two summits are more topic 
based, with focuses on tech-
nology and health and well-
ness,” Ugianskis continued. 
“Another part of my vision 
for the show is that there are 
abundant ways for people to 
participate. If you are a buyer 
or an attendee, we’ve got am-
ple opportunities for informa-
tion, ample opportunities for 
networking, and want to help 
you product source. Addition-
ally, we can help you get in 

front of the people you want to meet 
with. If you are looking for one-on-
one or small group meetings, we can 
help you with that. What we want to 
do is create curated experiences. 
For example, if you attend the show 
and self-identify as belonging to a 
certain category of business, we will 
provide our recommendations on 
the most beneficials ways for you to 
go through the show.”

The NY Seafood Summit will 
make its debut at the Javits. A group 
of enthusiastic professionals with 
vested interest in seafood will meet 
to foster active communications 
and build relationships among the 
various seafood producers and us-
ers in New York. This year’s summit 
will focus on Seafood and Health.

Among the show highlights will be 
honoring  the work of World Central 
Kitchen and its’ CEO, Nate Mook. 

INTERNATIONAL RESTAURANT AND 
FOODSERVICE SHOW OF NEW YORK SET 
TO RETURN TO JAVITS NEXT MONTH

“For me this show is about evaluating and 
reevaluating everything we have done 

and why. Are we doing it because we have 
always done it that way, or because it is the 
right thing to do, as well as being what our 

customers want and need?” — Rita Ugianskis

SPECIAL EVENTSNEWS By Brian O’Regan

continued on page 100
Rita Ugianskis
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EXPERTS
READY TO

RESPOND & ADAPT

OVER 30,000
PRODUCTS
IN STOCK

GLOBAL
SUPPLY CHAIN

NETWORK

(201) 437-7440  |  ImperialDade.com

Today’s supply chain challenges 
require a team who can deliver.

Contact us today for a product review, and 
discover options to meet your changing needs.

Foodservice Packaging

Paper Products 

Kitchen Sanitation Supplies 

Restroom Supplies

Dish Machines

3-Compartment Sink Systems

Chemical Dispensing Equipment

Floor Care Equipment
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By Hank Bedingfield

A
s sous vide transcends 
“fadhood”, with recog-
nition and popularity in 
kitchens at home and in 

the restaurant, Cuisine Solutions, 
the world’s leading manufacturer 
and distributor of sous vide foods, 
hosted a virtual celebration of Inter-
national Sous Vide Day on Jan. 26. 

Sous vide is a method of cook-
ing various foods in vacuum-sealed 
plastic at low temperatures for an 
extended period of time. It boasts 
consistent restaurant-quality taste 
and texture with minimal labor. Its’ 

inventor, French Dr. Bruno Gous-
sault collaborated 50 years ago with 
top chefs and state-of-the-art labs 
to perfect this method. His birthday, 
Jan. 26 is internationally recognized 
as Sous Vide Day, and an apt time 
for Cuisine Solutions to present the 
ambitious future of sous vide.

“Sous vide was a true partner-
ship between chef and scientist. 
The scientists didn’t learn how to 
cook. They went to the chef and 
said, show me the quality. Show me 
what you’re looking for,” said chief 
strategy officer at Cuisine Solutions 

Gerard Bertholon. “And I’ve tried as 
much as possible to duplicate ex-
actly what you just did.”

The Jan. 26th event focused on 
the breadth of applications sous 

vide cooking could lend a kitchen, 
documenting the evolution and cu-
linary artistry of this method. Cui-
sine Solutions has also compiled an 
all-star lineup of chefs highlighted 
by Daniel Boulud, celebrity chef and 
restaurateur, and Marc Ehrler, pres-
ident of culinary at Hilton Ameri-
cas. Chefs will be showcasing the 
capabilities of sous vide with reci-
pes both accessible and, admittedly, 
delicious sounding, like Glazed Pork 
Belly with beluga lentil ragout, beef 
short rib with shiraz sauce, braised 
endives and baby carrots and a Cali 
roasted turkey melt.

“[ Jan 26] is all about sharing 
knowledge and creating a commu-
nity. There are so many people who 
are passionate about sous vide. It’s 
really about a community, and it’s 
not just in the U.S. or in France. It’s 
around the world from Singapore 
to Australia to everywhere in be-
tween,” said Bertholon. 

“So what we did was make ev-
erybody understand the quality, 
because when you cook with sous 
vide, it’s about quality first — it is 
about adding the perfect color, the 
perfect texture every single time. So, 
we have decided to train some of the 
best chefs in the world,” Bertholon 

CUISINE SOLUTIONS LEADS CELEBRATION 
OF INTERNATIONAL SOUS VIDE DAY

“So what we did was make everybody 
understand the quality, because when  

you cook with sous vide, it’s about  
quality first — it is about adding the  

perfect color, the perfect texture every  
single time.” — Gerard Bertholon 

continued on page 102(L-R) Cuisine Solutions chief strategy officer Gerard Bertholon, sous vide inventor Dr. Bruno Goussault, and celebrity chef Daniel Boulud

MENU SOLUTIONSNEWS



February 2022 • Total Food Service • www.totalfood.com • 21 

http://issuu.com/action/openurl?url=https://www.cuisinesolutions.com/our-industries/food-service/


22 • February 2022 • Total Food Service • www.totalfood.com

F
ood store customers and 
employees are aligned on 
one thing: they want to 
know stores are taking ev-

ery safety precaution to limit the 
spread of germs. Many store poli-
cies now reflect more frequent and 
thorough sanitation procedures and 
efforts to prevent bacteria transfer. 

Ice machines are a potential hub 
of bacteria transmission. Whether 
behind the counter or customer-
facing, commercial ice makers are 
high traffic appliances. Keep read-
ing to learn which ice machines are 
safer, how and when units should 
be cleaned, and rules for usage that 
will reduce ice or ice machine con-
tamination.

Types of Ice Makers in Food 
Stores

Ice machines are typically used 
for two purposes in food stores such 
as grocery stores, fish markets, bak-
eries, and other food-related shops.

Machines located in the back of 
the store produce ice that is used 
for cold displays, food storage, and 
other store needs. Employees scoop 
ice from the ice bin into transport 
containers such as 
buckets, pitchers, 
or tubs. This type 
of machine most 
likely produces 
flake ice, which is 
a small, soft cube. 
Flake ice looks 
good in displays 
and can even be 
used to hold food 
items in place.

Machines lo-
cated in a custom-
er-facing area are 

self-service beverage and ice dis-
pensers. These usually supply mod-
ular cubed ice or something similar. 
Typically, the ice maker is stacked 
on top of a beverage dispenser, and 
ice is dispensed via a lever, button, 
or handsfree sensor. These units 
may also consist of an ice bin on top 
of a dispenser; in this case, employ-
ees fill the bin with ice from a high-
capacity ice maker in the back of the 
store.

Rules to Post Near Grocery Store 
Beverage Dispensers

Post these rules near every bev-
erage dispenser and ice machine. 
Actively train existing and new em-
ployees in the importance of adher-
ing to these rules. 

For Your Safety and the Safety of 
Others, Please Follow These Rules:

• Sanitize your hands before and 
after using this drink machine.

• This is not a drain. Do not dump 
any beverage into the tray unless it 
comes from this dispenser.

• Do not put food of any kind in 
the tray.

• Do not refill used cups. Use a 
new or clean cup every time.

Grocery Store Ice Bin Rules
Bacteria grows best in dark, damp 

environments, such as ice bins. If 
bacteria is introduced to the ice bin, 
it will grow rapidly, which is obvi-
ously a problem for the ice stored 
in that bin. The rules below are the 
key to preventing germs from en-
tering the ice bin. Ensure the rules 
are posted and that employees are 
trained on how and why to follow 
them. Provide necessary accessory 
storage options like hooks for ice 
transport buckets, a scoop holder, 
and more.

For Employee 
and Customer 
Safety, Please 
Follow These 
Rules

• Do not leave 
scoop in the 
ice at any time. 
Store ice scoop 
in holder or in 
designated spot.

• Do not leave 
ice shovels in-
side the ice bin. 
Hang up shovels 

to store.
• Always sanitize or thoroughly 

wash hands before scooping ice 
from the bin.

• Wear a mask when scooping ice 
from the bin.

• Never eat or drink while scoop-
ing ice from the bin.

• Shut the bin door immediately 
after use.

• Do not stack ice transport buck-
ets. Hang or store them off the 
ground on a shelf.

• Never scoop ice with the bucket, 
a glass, a pitcher, or with another 
container. Only remove ice with the 
scoop.

Cleaning Grocery Store Ice Ma-
chines

Cleaning is important both for re-
moving germs and other substances 
from ice machines, ice bins, and 
ice dispensers and for modeling to 
employees an expectation of clean-
liness. Hand washing and other 
sanitary requirements fall flat on 
the ears of employees who scoop ice 
from a filthy ice bin each day.

There are two different levels of 
ice machine cleaning. Deep clean-
ing is infrequent but more in-depth, 
involving the cleaning, disinfect-
ing, and sanitizing of all ice mak-
ing components plus the interior 
and exterior of the ice machine and 
bin. The industry recommendation 

RULES FOR FOOD STORE  
ICE MACHINE SAFETY

Whether behind the counter or customer-facing, commercial ice 
makers are high traffic appliances. Keep reading to learn which ice 

machines are safer, how and when units should be cleaned, and rules 
for usage that will reduce ice or ice machine contamination.

ICE EQUIPMENTNEWS By Easy Ice

continued on page 89
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2
020 was like a raging wild-
fire. Then 2021 came, with 
some good and some hard 
stuff. For example, custom-

ers came back, but you also saw rising 
wages, rising food prices and some of 
those customers were mean as hell. 
Now that 2022 is here, I want to share 
to my five biggest predictions for the 
restaurant industry. 

1. Food costs, which have al-
ready increased 4-5 percent, ac-
cording to the USDA, will increase 
another 3-4 percent. 

The consumer price index in No-
vember of 2021 was up 6.8 percent, 
telling us what we already know, that 
inflation is happening. That increase 
in prices that came so quickly on the 
restaurant side was passed on to the 
consumers so you could survive. As 
costs for you continue to rise, the 
question is when will your prices rise 
to a level where the price may not 
equal the value of the product you’re 
selling? The industry may be getting 
to a point where you’re charging your 
guests, and they’re going to push back 
because what they’re paying doesn’t 
match what they’re getting in return. 
They’ll stop going out to restaurants, 
cooking more at home. 

To combat this, you have to exam-
ine your menus. Some concepts are 
going to have to make major changes 
to their menus. I’ve seen it. I’ve been 
coaching members for a long, long 
time. In the last two years, I have seen 
my members have to make some ma-
jor changes just to make it. The chang-
es you make will depend on your con-
cept, but you may be looking at ways 
to prepare food so that it’s handmade, 
fresh, and has a high-perceived value 
that you can raise the price on but has 

a lower food cost. 

2. By mid-year, the pesky prod-
uct shortages of 2021 and early 
2022 will be alleviated. 

There will still be those normal com-
modity challenges we see every year, 
like when a freeze in Florida crushes 
the availability of lemons, limes and 
oranges, or bacterial contamination 
in meat. Those things are still going 
to happen, but these other shortages 
should be back to normal by mid-year. 
The reports show that consumer de-
mand has peaked for just about every-
thing, which affects all food industries 
including grocery stores and markets, 
as well as restaurants. Reports also 
show that most manufacturers have 
inventories back up to pre-COVID 
levels. The government is also work-
ing on it as well as all the different 
companies increasing their shipping 
capacity. There are more trucks, more 
freight, more ships, and more people 
to get the containers unloaded. 

The other part I want you to look 
at is reports show that global trade 
growth is predicted to rise 5.4 percent. 
That’s a good thing for us because a 
lot of the food that our farms and food 
created for export is producing more 
to meet the demand, which makes me 
think we won’t see the shortages again 
as soon as all this equals out, which 
again, is mid-year 2022. 

3. The labor shortage that we 
are living with right now is going 
to continue to be a struggle. 

But my personal observation from 
working with the members of my 
restaurant owner coaching group, in 
the fourth quarter of 2021, is a lot of 
my members were getting back to full 
staff or near full staffing, and I think 
that’s going to continue. The industry 
is still going to struggle, but as an inde-
pendent operator, if you take certain 
steps, you can find your way to a reli-
ably full staff. What kinds of changes? 
Reduce prep, change the menu lineup 

so you don’t need as many cooks, re-
duce the number of tables, these will 
continue to be ways to limit the labor 
demands in your restaurant. 

In November 2021, unemployment 
was down to 4.2 percent and experts 
are predicting that we may see rates as 
low as 3.8 percent in 2022. That means 
it’s going to continue to be tough for 
us to find good employees. However, 
if you focus on becoming an employer 
of choice and treat people like they 
need to be treated, offer solid wages, 
good supervision, flexibility in the 
workplace, and a positive work envi-
ronment, you can attract people and 
retain people back in your restaurant. 

4. Operational changes are def-
initely on the horizon. 

Drive throughs have been popular 
over the last couple of decades, but 
the last two years woke us up as an in-
dustry. We’re going to see more restau-
rants with drive throughs, and we’re 
going to see more multi-lane drive 
throughs because that’s how we’re go-
ing to speed people through. 

Also, third-party delivery is here to 
stay. Until there is some sort of regula-
tion to make sure restaurant owners, 
especially independent operators, are 
not getting screwed so badly on the 
commissions, you need to find a way 

WITH DAVID SCOTT PETERSRESTAURANT EXPERT

5 BIGGEST RESTAURANT 
BUSINESS PREDICTIONS FOR 2022 David Scott Peters is an author, 

restaurant coach and speaker 
who teaches restaurant op-
erators how to take control 
of their businesses and finally 
realize their full potential. His 
first book, Restaurant Prosper-
ity Formula: What Successful 
Restaurateurs Do, teaches the 
systems and traits to develop 
to run a profitable restaurant. 
Thousands of restaurants have 
worked with Peters to trans-
form their businesses. Get his 
three principles to restaurant 
success at https://dsp.coach/
three-key-principles. 

continued on page 94
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YOUR BUSINESS NEEDS 
HAVE CHANGED —  

EXPERIENCE A REDESIGNED 
EVENT TO MEET THOSE NEEDS.

reunite:
GATHER IN PERSON 
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5 NEW EDUCATIONAL 
SUMMITS designed to 
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By Eva Scott

A
s the market for vegetarian 
and plant-based options 
in foodservice operations 
has grown, so have the 

ingredient labels for vegetarian prod-
ucts. While many of these products try 
to imitate meat with expansive labels 
full of protein supplements and ingre-
dients that are difficult to pronounce, 
Ruth’s Gourmet has created vegetarian 
options with homemade recipes. Us-
ing Doris Ruth’s family recipes, Ruth’s 
Gourmet produces clean, simple veg-
etarian alternatives.

“My mother Doris Ruth, began to 
make vegetarian food after her and 
my father became connected with the 
only blue zone in the United States,” 
said Ruth’s Gourmet Founder, Bruce 
Bacon. “A blue zone is an 
area of the world where 
people live substantially 
longer and healthier lives 
both physically and men-
tally when compared to 
the rest of the popula-
tion. People think that 
vegetarianism and veg-
anism is a relatively new 
idea, but it’s not. This 
group has been advocat-
ing that eating style for 
150 years, and they are 
really the root for a lot of 
these recipes. Through 
the network of people 
that my mom met, she 
was able to learn some 
of these recipes and with 
her knowledge of flavor 
profiles and texture, was 
able to tweak old recipes 
and create new ones.”

As for what inspired 

him to turn his mother’s recipes into 
a business, Bacon said it was because 
of taste and the ingredients. “I always 
had the idea of making my mom’s reci-
pes into a business and the idea really 
came into fruition as I grew older,” 
said Bacon. “When I would go to the 
store and buy vegetarian foods from 
the available brands, the thought that 
my mom’s food is better than this al-
ways crept into my mind. Not only was 
my mom’s food better, but the ingredi-
ent label was much cleaner. The fact 
of the matter is anyone can go to the 
market and buy the ingredients in our 
product. 

The restaurateur has the conve-
nience of being able to create healthy 
flavorful menu additions without 

them having to figure out how to re-
invent the wheel. “One of our corner-
stone ideals is that we are not trying to 
imitate meat. What that means is that 
we can create a product that is simple, 
has great taste, great texture and is 
something that people can enjoy,” he 
said.

As for what Ruth’s Gourmet prod-
ucts include and how they can be used 

in foodservice operations, 
Bacon has the answer. 
“We offer a hamburger 
patty replacement, as 
well as a breakfast patty 
replacement which can 
be used for a multitude 
of breakfast options. It is 
great for breakfast sand-
wiches, it can be sliced 
and served as a breakfast 
wrap or breakfast burrito, 
and it can also be cubed 
and put into a gravy mix to 
be poured over biscuits,” 
said Bacon. “We also offer 
a crumble which is used 
in place of burger and can 
be added to lasagna or as 
a topping for pizzas. 

Ruth’s popularity with 
chefs and foodservice 
professionals across 
the country is centered 
around its flagship ball 

product. “We currently make it in two 
variations the first being our home-
style original ball,” Bacon continued. 
“This is designed for chefs to put their 
own twist on it. Our product is de-
signed to be friendly to flavor infusion, 
and it can be cooked in many different 
sauces or flavorings that allow a chef 
to plate our product along sides that 
are already a part of their menu. The 
other item we make in a ball shape is 
our own sweet and tangy ball, which 
is made ready to serve using our own 
in-house barbecue sauce.”

Ruth’s vegetarian line’s flexibility 
through each daypart has driven its 
growth with restaurant and hospital-
ity professionals. “For foodservice op-
erations it really depends on the time 
of day that an operator is trying to 
serve, to decide what product to use. 
For breakfast, our breakfast patty is an 
easy option that has had great success. 
I personally prefer using our home-
style ball for lunch or dinner, because 
it is designed to be served with a va-
riety of sides, based on the sauce it is 
paired with,” Bacon concluded. 

For restaurant owners and food-
service operators who are look-
ing to make the switch to clean, 
homemade, vegetarian products 
more information can be found at  
https://www.ruthsgourmet.com/.

RUTH’S GOURMET OFFERS SIMPLE CENTER  
OF THE PLATE VEGETARIAN SOLUTIONS FOR  
THE FOOD SERVICE PROFESSIONAL

“Our product is designed to be friendly to 
flavor infusion, and it can be cooked in many 

different sauces or flavorings that allow a 
chef to plate our product along sides that are 
already a part of their menu.” — Bruce Bacon

MENU SOLUTIONSNEWS
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T
hree recent surveys hit my 
desk, I’m sharing the trends 
you need to know about 
that may impact your busi-

ness for what you buy, sell and serve 
in 2022.

According to Gen-Z Specialty 
Food Consumers: What They Want

Gen-Zs, adults ages 18- 24, are 
driven to purchase specialty foods 
from diverse suppliers, small or local 
companies, and those that are bet-
ter for the environment, according to 
the SFA’s Today’s Specialty Food Con-
sumer report, 2021-2022 Edition. The 
annual report surveyed consumers to 
understand the demographics, behav-
iors, usage occasions, and shopping 
habits by different generations.

Here are highlights of some Gen-
Z drivers, preferences, and attitudes 

that are helpful to makers, buyers, and 
marketers when trying to reach these 
consumers. 

What Gen-Z’s Want
Top purchase drivers: support 

smaller and or local/regional com-
panies, better for the environment 
(upcycled, sustainable, etc.), dietary 
or health reasons, better for animals, 
and to support diverse suppliers (e.g., 
women-,black-, BIPOC-, LGBTQ+-, 
veteran-, disabled- owned compa-
nies).

Top specialty food uses: breakfast, 
lunch, treats, ingredients to add to 
something special or upgrade a recipe, 
ingredients never tried before to fol-
low recipe

Popular retail channels: conve-
nience stores, home stores, depart-
ment stores

What they value in a store:
• Products from diverse sup-

pliers (e.g., women-,black-, BIPOC-, 
LGBTQ+-, veteran-, disabled- owned 
companies)

• In-store cafes/restaurants
• Smaller retail stores that are easier 

faster to shop in
• Recipe and meal planning tips, so-

lutions
• Grab-and-go or on-the-go items
• Employees are knowledgeable 

about health and wellness issues
• Company commitment to recy-

cling and reducing packaging waste
• Company commitment to elimi-

nating food waste, composting, and/
or selling “ugly” produce

What they value at foodservice:
• Ability to recommend specialty 

food or beverages to restaurant staff 

• Clearly identify menu options that 
align with special diets that suit life-
styles (e.g., keto, paleo, gluten-free)

• Information about ingredients 
themselves (e.g., where they come 
from, what makes these ingredients 
special)

• Clearly identify plant-based menu 
options (i.e., free of meat and/or other 
animal products like cheese and eggs)

Deloitte Details the Restaurant of 
the Future

The restaurant industry has been on 
a roller coaster for nearly two years, as 
changes fueled by COVID-19 continue 
to unfold at a rapid pace. Deloitte’s 
new report, “The Restaurant of the Fu-
ture: A Vision Evolves,” examines how 
consumer demand for convenience, 
digital experiences, and safety are 
permanently influencing restaurants’ 
business models.

“The pandemic has accelerated 
the progress of the restaurant of the 
future, calling for fundamental shifts 
in business models to meet new de-
mands,” said Jean Chick, principal, 
Deloitte Consulting LLP, and U.S. 
restaurant and food service leader, in 
a statement. “Now, amid continued 
pressures in areas like supply chain, 
safety-related costs, and labor avail-
ability costs, restaurants should work 
strategically to build loyalty among 
on-premises and off-premises din-
ers. Those that can quickly adapt and 

continued on page 88

WITH JOYCE APPELMANTREND TALK

3 RECENT TREND SURVEYS 
HIGHLIGHT INDUSTRY CHANGES Joyce Appelman is the SCOOP 

News Editor and Senior Con-
tributing Writer for Total Food 
Service and previously the Na-
tional Communications Direc-
tor for C-CAP, Careers through 
Culinary Arts Program. An 
industry leader supporting 
education and scholarships, 
she has been instrumental in 
opening career opportunities 
for many young people in the 
foodservice industry. Email her 
at joyceappelman@gmail.com

Deloitte has declared that the restaurant of the future has arrived ahead of schedule
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Back of House at Mohegan Sun
Season five is all about transfor-

mation. Get a sneak peek behind 
the curtain as 10 industry profes-
sionals work tirelessly to help make 
it all happen at Mohegan Sun. 
Watch as Mohegan Sun team mem-
bers construct and unveil one of 
the hottest new restaurants in the 
Northeast, the highly anticipated 
TAO Asian Bistro & Lounge. Join the 
crew as they journey to Las Vegas for 
the grand opening of Mohegan Sun 
Casino at Virgin Hotel Las Vegas. Af-
ter working hard to transform an old 
casino resort into an exciting new 
destination, the doors are finally 
open. 

Watch the digital TV series on 
BackofHouse.TV and YouTube 

The Great Soul Food Cook-Off 
The six-episode series is a cook-

ing competition spotlighting eight 
chefs going head-to-head with chal-
lenges designed to highlight the past 
and present of Black food in Amer-
ica. Eight competitors go head-to-
head in a high-stakes emotional 

journey to win $50,000. The show’s 
format is to begin by introducing 
the host, Kardea Brown of The Food 
Network, and the two regular judg-
es: World-Class Chef Eric Adjepong,  
and Soul Food superstar Melba Wil-
son of Melba’s Restaurant in Har-
lem, New York. Each week there’s a 
guest judge. For Episode 1, the guest 

judge is restaurateur and cookbook 
author Tanya Holland. James Beard 
Foundation Award-winner and cu-
linary historian Michael Twitty is a 
consulting producer for the series.
Watch on YouTube, Discovery+.

Matt Sartwell, Managing Partner, 
Kitchen Arts & Letters Bookstore in 
New York City shares his book re-
views...

Between Harlem and Heaven: 
Afro-Asian-American Cooking 
for Big Nights, Weeknights, and 
Every Day

by J.J. Johnson & Alexander Smalls
If the combination of African and 

Asian culinary influences seems un-
likely, it’s not. More than a thousand 
years ago the great city states of East 
Africa traded with India and South-
east Asia. In West Africa, Senegal has 

a longstanding Vietnamese commu-
nity. In the Caribbean, particularly 
Trinidad and Guyana, East Indian 
communities thrive. And that’s to 
say nothing of South America.

The rich possibilities of these in-
tersecting traditions were fuel for 
the imagination of veteran restau-
rateur Alexander Smalls and chef 
JJ Johnson, who created a pair of 
Harlem restaurants showcasing the 
possibilities. (The title of their book 
is taken from a New Yorker review of 
one of those restaurants, The Cecil.) 
Nothing here is strictly traditional, 
but with every recipe the authors 
make their case for combining fla-
vors in deft ways.

You could soon be serving up tam-
arind-glazed oxtails, curry-crusted 
cod fillets with hominy stew, Asian 
pear and plum kimchi, and even a 
West African peanut punch made 
with bourbon and chile honey. Pho-
tography throughout the book is 
stylish and vivid, offering its own 
jolts of inspiration.

Everyday Entertaining: 110+ 
Recipes for Going All Out When 
You’re Staying In

by Elizabeth Van Lierde
A popular blogger shares her fla-

vor-punchy, modern-casual food 
that has enough style for parties 
but is simple enough to make that 
you might serve it at home for just  
yourself.

At The College Housewife, Eliza-
beth Van Lierde has built a reputa-
tion for comfort food with a dose of 
contemporary glamour and flavors. 
She’s completely confident about 

MEDIA CORNER 
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borrowing from one culinary tra-
dition to enliven another, as dem-
onstrated by the likes of nachos 
adorned with poke, pasta carbonara 
with miso, and chai-spiced cinna-
mon rolls with espresso icing.

Van Lierde also offers an abun-

dance of cocktails and punches, 
along with ideas from those sud-
denly-everywhere party staples, 
cheese and charcuterie boards. 
Plus, props to anyone whose French 
onion dip recipe contains not a hint 
of soup mix.

Colorful and energetic, just like 
you’d expect at a party.

Chef or Death Podcast
A podcast about the people 

working in restaurants, kitchens, 
and bars who live the ‘life’ and the 
world that’s not on television. It’s 
about the pitfalls, pratfalls, and 
the real personalities that run the  
hospitality business.

Chef Eric Chiappetta takes you 
into the smelly, sweaty, sexy in-
ner depths of what restaurant work 
is. This show exposes the myth of 
a glamourous life of caviar and 
Champagne. Eric talk to chefs, 
bartenders, owners, service staff, 
dishwashers and bussers, as well as 
mental health professionals, food & 

beverage vendors and everyone in 
between. As Eric puts it: “I find out 
from the pros what it takes to suc-
cessfully navigate this pirate ship 
we’re all on.It’s a conversation that 
is built on passionate interviews. We 
laugh. We cry. We cuss and praise.
We talk like restaurant people talk. 
We talk the truth. We talk bluntly, 
and with immediacy. Because it’s 

our way…. it’s the only way we can 
communicate.”

Listen on iHeart, Apple Podcasts.

Flavors Unkown
Host Emmanuel Laroche inter-

views trending chefs and bartenders 
to provide insight into their back-
grounds, inspirations and personal 
experiences within the industry.

Listen on Apple, Spotify, Sound-
cloud.

Chef Eric Chiappetta
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By Eva Scott

T
here have been a number 
of great challenges for res-
taurant and foodservice 
operators over the past two 

years. As many looked to survive in 
the early stages of the pandemic, 
they found that the solution they 
sought was, in many cases, already 
in place: a rotisserie!

As restaurateurs and grocers 
were forced to shut down almost all 
forms of hot food and salad bars, lo-
cal municipalities allowed them to 
continue their rotisserie and pizza 
oven operations. Over the past two 
years as life has evolved to a New 
Normal with the return of dining 
patrons, the increased volume of 
takeout and delivery that drove ro-
tisserie sales has in many cases re-
mained in place. 

For the nation’s leading manu-
facturer of high-quality rotisseries 
1515 Design & Manufacturing, these 

unprecedented times have brought 
a unique perspective on the indus-
try. For the past 30 years, the Cali-
fornia based company has offered 
premium rotisserie equipment. 
President and CEO Francis Delpech, 
with a background in kitchen de-
sign, has witnessed the growth of 
rotisserie through his work import-
ing European equipment beginning 
in the 1990s. 

Delpech began his rotisserie ca-
reer with a portfolio of supermarket 
installations. “Early on, grocers led 
by Whole Foods and big box stores 

including Costco saw rotisserie as 
a solution to what was being called 
home meal replacement,” Delpech 
explained. “A number of restaurants 
saw the success and added rotisser-
ies to their operations.”

1515 Design’s solutions are back-
boned by the Doregrill Rotisserie 
line, the European leader in ro-
tisserie manufacturing. “We have 
also seen a jump in the number of 
calls that we got from our existing 
customers looking for more acces-
sories, asking for new machines,” 
Delpech said. “Those add-ons come 

as a result of the expansion of ro-
tisserie menus to include fish and 
duck and a variety of vegetables.” 

“It’s interesting how supermarkets 
were copying what restaurants were 
doing, but now it’s the opposite. Su-
permarkets have the money to in-
vest in research and merchandising. 
They have everything in their hand 
to develop a new concept where a 
restaurant often remains consistent 
with what they do, but flexibility is 
key,” stated Delpech. 

Not only is 1515 Design able to 
provide the equipment for flexibili-
ty within the food industry, but they 
also answer the demand for sanita-
tion. “There is a big emphasis on 
maintenance, cleaning, and sanita-
tion, and we immediately jumped 
on the bandwagon ourselves with 
our maintenance department that 
takes care of rotisseries on-site. Our 
maintenance crew will come and 
take care and clean the rotisseries,” 
explained Delpech.

Their biannual maintenance 
goes hand-in-hand with their sale 
of equipment. “Our rotisseries are 
constructed in such a way that min-
imal every day cleaning will be suf-
ficient if we come every six months 
to do a deep cleaning and mainte-
nance. Our maintenance services 
provide our clients the support they 
need as many experience the diffi-
culties of the current staffing short-
age, and allows the equipment to 
last longer,” stated Delpech. 

Customers have the option be-
tween gas and electric units ac-
cording to their sizing needs and 
cooking preferences. “Spit-roast 
rotisseries are usually gas units and 
are adequate for clients seeking a 

1515 DESIGN BRINGS 30 YEARS OF ROTISSERIE 
EXPERTISE TO RESTAURANT COMMUNITY

“With our Doregrill rotisserie, we can  
provide a simple menu strategy that 

minimizes labor, ensures consistent product 
while maximizing profits.” — Francis Delpech

continued on page 90

EQUIPMENT AND SUPPLY SOLUTIONSNEWS
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C
onsumers, your guests, 
and even you  – we are 
all online, all day long. 
Reviews.org reports that 

the average american picks up their 
mobile phone 262 times a day! Ac-
cording to research from Rescue-
Time (an app created to monitor 
mobile phone use) people on aver-
age spend 3 hours and 15 minutes 
on their phone EVERY DAY with 
power uses spending around 4 and 

a half hours.
EVERYONE is on their mobile 

phone ALL THE TIME.
Amazon, Uber, Target, Starbucks, 

Lyft, GrubHub, Walmart — these 
apps are so popular that they are on 
nearly everyone’s phones. And that’s 
creating a problem for your restau-
rant brand. Why? These apps from 
multi-million and billion dollar 
companies  are setting expectations 
for how people believe ecommerce 

platforms should operate. They are 
literally setting the expectations for 
your restaurant.

Whether you are an independent 
operator, a growing multi-unit or 
international enterprise brand, ease 
of use needs to be a priority for your 
online ordering user experience. 
Did you know that you can add a 
Tesla to your cart in just 2 taps of a 
button!!??! Try it. That’s a purchase 
totalling well over 6 figures … and 

you can easily buy 
one in a couple of 
taps with just your 
thumb.

These gigantic re-
tailers and brands 
spend hundreds of 
thousands, if not 
millions of dollars, 
and have massive 
teams of develop-
ers who are working 
on the performance 
of their apps every 
single day. Whether 
you want to admit 
it or not, the ease of 
use of these apps are 
creating consumer 
expectations.

All of us, you in-
cluded, want to be 
able to transact on-
line in a quick, easy 
and efficient way. As 
a business owner, 

you should want this as well, be-
cause ease of use results in more 
sales. 

And because the cost of acquisi-
tion, the effort to attract new guests, 
is so hard and so expensive, it’s im-
perative that we drive higher life-
time value through repeat purchas-
es. You got ‘em, now you gotta get 
‘em coming back for more!

But that creates a huge hurdle.  
Because we want this for our res-
taurant, that’s where the pain points 
set in. We want to be like these slick 
brands so we start thinking:

• I don’t have a team of developers 
like these brands

• I dont have the manpower or 
hours to do all of the work

• I don’t have a huge budget like 
these big brands

How can you build a tech stack for 
digital ordering that is frictionless, 
similar to ride share apps and large 
retailers? How do you make sure it’s 
not a one and done trial meal? How 
do you get them to dine again and 
again?

continued on page 94

David “Rev” Ciancio is a 
former New York City bar 
owner and knows exactly 
how hard it is to operate and 
brand a hospitality business.
He is now a hospitality mar-
keting consultant, customer 
and technology evangelist 
with more than 20 years 
experience in B2B digital 
marketing and business de-
velopment, specializing in 
hospitality marketing, con-
tent, local SEO, reputation 
management and influencer 
marketing. He helps tech-
nology companies, brands 
and restaurants to acquire 
and retain customers. Rev is 
known as an “expert burger 
taster,” pens hospitality and 
marketing tips on his Insta-
gram @revciancio, as well as 
his LinkedIn Profile. He be-
lieves that Pizza is a religion.

WITH REV CIANCIOHOSPITALITY MARKETING

HOW YOUR RESTAURANT  
CAN BE MORE LIKE 
AMAZON AND UBER

Your Guests are Going To Love This!
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O
ver the 30 plus years of 
covering the restaurant 
and hospitality industry, 
Total Food Service has al-

ways been amazed by the variety of 
routes that have been taken to find 
success. With that in mind, it takes the 
right mentor to make that path a real-
ity. Once again that very special type 
of story came to our attention. Richard 
Grausman, who created the Careers 

Through Culinary Arts Program(C-
CAP) has been the guiding light for 
so many young people of color seek-
ing to achieve their dreams. With 
that in mind, Grausman introduced 
us to Carlton McCoy, Jr. MS, who has 
reached the pinnacle of career success 
against all odds. TFS asked Carlton to 
share his inspirational story with us.

Carlton, at first blush your story 

sounds like a movie script. 
I was born in Washington, DC. Both 

my parents were sadly under the influ-
ence of drugs. My mother passed away 
when I was young. My father was in 
and out of jail.  

So who stepped in and put you on a 
path to the amazing things you have 
accomplished? 

I was raised by my paternal grand-

mother who was a Pentecostal 
preacher and caterer in her neighbor-
hood. Growing up in the Anacostia 
area of DC, was not easy and I was 
often in fights and delinquent from 
school. Having been expelled from 
two schools, I ended up at Anacos-
tia Senior High School. It was known 
as one of the worst high schools  

continued on page 38

EXCLUSIVE FOODSERVICE INTERVIEWQ&A

Carlton McCoy, Jr. MS, Managing Partner, Lawrence Wine Estates & CEO, Heitz Cellar

CARLTON MCCOY, JR. MS
MANAGING PARTNER, LAWRENCE WINE 

ESTATES & CEO, HEITZ CELLAR
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in the area. 

How did C-CAP become part of your 
life?

C-CAP enlisted the support of Troy 
Williams a local black chef and gradu-
ate of the CIA. Troy pulled together a 
group of chefs who volunteered their 
time to visit the schools, to inspire and 
mentor students. One of those chefs 
was Ian Barthley. Ian saw something 
in me and became my first mentor. 
He would ultimately teach me how 
to compete for scholarships and even 
take me to New York to eat at Aquavit, 
where I first met Marcus Samuelsson. 

What impact did Richard Grausman 
have on your career path? 

I first met Richard (Mr. G) in the 
spring of 2002 at the “DC C-CAP Cook-
ing Competition for Scholarships”.   I 
had cool dreadlocks down to my 

shoulders and probably a few extra 
pounds.  I was a good student which 
really enabled Richard to open a num-
ber of academic doors for me. I re-
member him asking me what I want-
ed to do in life. I told him either that 
I would like to be a doctor or a chef, 
which he found very interesting since 
his father was a surgeon and he was a 
cook.  When I told him my SAT scores, 
he recommended that I become a 
chef. (chuckles) Although I worked 
hard to do well in the cooking compe-
tition, I was stunned when I heard my 
name with the award of a full-tuition 
scholarship to attend the CIA. 

I remember Richard meeting my 
grandmother at the Awards Breakfast, 
she was a small woman beaming with 
pride and so thankful for the opportu-
nity that C-CAP was giving me. 

CARLTON MCCOY, JR., from page 36Q&A

continued on page 40

(L-R) C-CAP Founder & Chair Emeritus Richard Grausman and Carlton McCoy, Jr. MS, at 
a C-CAP Benefit Event in 2020.
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Talk about the value of the “Gap Year” 
before enrolling at the CIA?

I worked for 6 months at the Four 
Seasons Hotel in Georgetown before 
going to school. 

Richard and C-CAP showed me 
how to use the time wisely. They had  
recommended that I start reading 
about wine, because C-CAP students 
always had difficulties with the wine 
course at the CIA. In some cases, it 
even caused some of them to lose their  
scholarships.  

What did you learn working at a ho-
tel? 

I subsequently did a four-month ex-
ternship at the hotel where my chef/
mentor was Doug Anderson, he was as 
such a great mentor. I must have done 
a good job because he actually sent an 
offer letter to start work at the 
hotel even before gradu-
ation. Richard kept 
pushing me to build 
my skills at the hotel 
where I could work my 
way to the top, travel 
the world and even 
become a GM. 

A funny thing happened 
on the way to the hotel ca-
reer?

After graduation the lure of New 
York City and the fame of Thomas 
Keller came calling. Funny that the C-
CAP office was just 2 blocks from the 
Per Se restaurant. 

Richard came to see me, found to 
his surprise that I was expediting in 
the dining room and not working in 
the kitchen. He was rather surprised 
when I told him that it was my last ro-
tation in the CIA restaurants, and that 
I was enjoying working in the front of 
the house. I found that I liked talking 
with the customers and even making 
more money than in the kitchen. 

What brought you back to DC?
There was a great opportunity to 

manage one of the restaurants in the 
new Mandarin Oriental. It also came 
with wine classes paid for by the hotel.  

How did Aspen get on your radar?  

Do you ski?
I received an offer to work at a small 

boutique hotel in Aspen – The Little 
Nell. The Little Nell has a renowned 
wine program. I wasn’t sure about 
moving for a number of different rea-
sons. Richard really encouraged me to 
take the job.  

Aspen really put you on the map?
Within three years, I became the 

youngest and only second black per-
son in the world to become a Master 
Sommelier.  I was proud because it was 
a credential that no C-CAP alum had 
ever achieved. I had this newfound 
fame, and I even considered leaving 
The Little Nell to see what I could de-
velop. However Richard advised me to 
not be in a rush and instead to contin-
ue building my skills. Soon after, I be-
came the Director of The Little Nell’s 

wine program which provided 
me the opportunity to 

travel, indulge my ongo-
ing desire to learn more 
about wine, and help 
build on the hotel’s 
iconic wine program.

How did that lead to 
the opportunity in the 

wine industry in Napa? 
After three years at the 

Little Nell, Gaylon Lawrence, 
who had recently bought Heitz Cellar, 
the famed vineyard in Napa made me 
a truly special offer. He brought me 
in as President and CEO of one of the 
world’s most famous vineyards. Heitz 
was just the beginning.  In the midst of 
all the fires, together we started buy-
ing other vineyards.  We now own six 
wineries as well as a fine wine nego-
ciant.

What led to your decision to create 
your vision for the next generation? 

My goal is to help open up careers 
in the wine industry for black and in-
digenous people. We took what we 
learned from C-CAP and created The 
Roots Fund. The mission is to provide 
opportunities through education and 
internships. We provide scholarships 
to open up doors for those seeking 

continued on page 42

CARLTON MCCOY, JR., from page 38Q&A
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to learn more about the wine indus-
try. With a tip of the cap to C-CAP, our 
Executive Director is another C-CAP 
alum, Ikimi Dubose.  

Now there’s even Carlton the TV show.
Very exciting opportunity. With No-

mad with Carlton McCoy on CNN, we 
will have the opportunity to showcase 
and celebrate what makes us unique 
and what makes us the same: music, 
food, fashion, and culture, the intangi-
ble magic that connects us.  The show 
will debut in March.

To learn more The Roots Fund, visit 
https://www.therootsfund.org

Editor’s Note: It is truly an honor to 
share Carlton McCoy’s inspirational 
story. The winemaking legend is sched-
ule to be honored at this year’s C-CAP 
benefit.  C-CAP’s National Benefit has 
long been a must attend event on the  
restaurant and hospitality industry 
calendar.  With a focus on ensuring the 
health and safety of all participants 

and attendees,C-CAP has moved the 
date of their annual benefit to Monday, 
April 11th, at Pier 60 at Chelsea Piers 
in New York City.

The C-CAP restaurant line-up for 
this year’s benefit is highlighted by 
Dhamaka, one of Esquire’s Best New 
Restaurants, Danny Meyer’s newest 
hotspot, Ci Siamo, to Michael Still-
man’s latest and Zou Zou. The annual 
event will also feature exciting experi-
ences that will be available to bid on 
via online auction. 

Long co-chaired by chef Marcus 
Samuelsson, Careers through Culinary 
Arts Program (C-CAP) is a workforce 
development nonprofit that provides 
underserved teens a pathway to suc-
cess.

Annually, C-CAP provides culinary, 
job and life skills to over 20,000 mid-
dle-and-high school students in seven 
regions across the United States: New 
York City, Newark, Philadelphia and 
Camden, Chicago, Los Angeles, Wash-
ington DC/Maryland/Northern Vir-

ginia and Arizona, including 7 Navajo 
Reservation schools.

Founded in 1990 by Richard Graus-
man, this 31 year-old nonprofit strives 
to help further food and social justice, 
as well as equity and inclusion by pro-
viding tools for success. Starting in 
middle schools, C-CAP has  provided 
culinary-and-wellness curriculum, 
and in high schools also provide an 
integrated approach to employment 
in the food sector via internships/ap-
prenticeships, job shadows, mentor-
ship, and work opportunities, college 
and career advising, and higher-edu-
cation scholarships, along with prod-
uct and food donations. The success of 
its alumni is proof of the methodology 
and the work of the organization. To 
date, C-CAP has worked with 350,000 
students and awarded $64 million 
in scholarships. C-CAP has trans-
formed thousands of lives in a mean-
ingful way. The urgency to help these 
diverse communities has never been  
more critical. 

To learn more: https://ccapinc.org/

CARLTON MCCOY, JR., from page 40Q&A

continued on page 44

“I became the youngest and only second 
black person in the world to become a Master 

Sommelier.  I was proud because it was a 
credential that no C-CAP alum had ever 

achieved. I had this newfound fame, and I 
even considered leaving [my job] to see what I 
could develop. However, Richard [Grausman 
of C-CAP] advised me to not be in a rush and 

instead to continue building my skills.”
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By Ruby Klashman 

F
atigued from owning your 
restaurant? Between con-
stantly trying to hire while 
adapting to labor shortages, 

supply chain disruptions, and the 
growth of takeout and delivery, the 
challenges seem never-ending.

With a goal of helping the restau-
rant and foodservice professional 
find solutions to those challenges, 
CrunchTime! provides a cost-effective 
approach with its industry leading 
restaurant operations platform. From 
sales forecasting and perpetual in-
ventory management, to automated 
team scheduling, labor law compli-
ance, and management of the supply 
chain, CrunchTime offers a compre-
hensive portfolio of back-of-house so-
lutions, all supplemented by AI-based  
automations.

CrunchTime Founder and CEO Bill 
Bellissimo brings a long legacy of cre-
ating industry-specific software that 
has helped countless operators across 
the nation. The Yale University gradu-
ate, who grew up in the restaurant 
industry, set his early sights on a Wall 
Street finance career.

Bellissimo swore that he would 
never return to his restaurant roots, 
but in the 90’s, just as the Internet 
started to blossom, he saw an irresist-

ible opportunity to create Crunch-
Time – which had the explicit goal of 
streamlining restaurant operations on 
the Web. “Every Venture Capitalist I 
pitched my idea to told me I was crazy, 
and that no one would ever put mis-
sion critical systems on the Internet,”  
Bellissimo noted. 

“I believed in the idea and boot-
strapped the launch. I knew the res-
taurant industry needed software that 
could solve the day-to-day challenges 
facing the restauranter. Most impor-
tantly, with my operating background 
in finance and restaurants, I knew the 
pressure points that the restauranter 
was dealing with every day. The goal 
of CrunchTime was to enable the res-
taurant team to focus on the priorities 
of serving its guests with consistently 
great food, while leveraging technol-
ogy to ensure everyone was making 
smart, fact-based decisions.” 

One of the keys to CrunchTime’s 
success has been its nearly 30 years of 
experience serving its customer base. 
“Three decades of intense focus on the 
challenges our user community faces 
each day has driven innovation and 
enhancements to meet the everchang-
ing needs of our restaurant customers. 
Empathy runs deep at CrunchTime 
and the community we have created 

has been an amazing resource that 
benefits all,” Bellissimo added. 

Another key CrunchTime advan-
tage is that it was the first company 
in the hospitality industry to offer a 
SaaS BOH solution. “We’ve combined 
in-the-trenches restaurant experi-
ence with a great team of technolo-
gists to design, develop and test our 
platform, and ensure our infrastruc-
ture is secure, robust and scalable. A 
quarterly release cycle allows us to 
think critically about new capabilities 
and be super agile in meeting the dy-
namic demands of the marketplace,”  
Bellissimo said.

CrunchTime offers comprehensive 
user training and on-boarding with 
the goal that every member of a res-
taurant’s staff understands how to be 
a great user of CrunchTime. They offer 
deployment expertise with a custom-
er-facing team that combines deep 
restaurant expertise and technological 
know-how. 

“In recent years, we have also be-
come a favorite of restaurant franchise 
operators. CrunchTime allows a fran-
chisor to create a robust playbook for 
how to maximize the productivity and 
profitability of its franchise commu-
nity, while institutionalizing its core 
operating standards,” Bellissimo said. 

CrunchTime maintains a help 
desk located in Boston, MA, that is 
dedicated to supporting its customer 
base. In addition to comprehensive 
context-sensitive help, the company 
has also embedded adaptive learn-
ing tools that proactively guide users 
through core processes of the sys-
tem. CrunchTime also offers a full 
Learning Management and Talent 
Development suite that consists of 
over 200 courses that include video, 
direct platform interaction, company 
defined course curriculums, custom 
content, professional development,  
and certifications.

There is no denying the pandemic 
continues to challenge the industry. 
Picking the right technology partner 
to help you manage what will be-
come the “New Normal” is crucial to 
the ability of a restaurant to pivot and 
optimize the guest experience. Bill 
Bellissimo’s experience at the helm of 
CrunchTime offers the restaurant op-
erator the back-office solution need-
ed to meet that challenge head on,  
without compromise.

To learn more about CrunchTime, 
visit them at https://crunchtime.com/

CRUNCHTIME! BRINGS LEGACY OF TECH 
SOLUTIONS FOR RESTAURANT PROFESSIONALS 

“The goal of CrunchTime was to allow the staff 
in the restaurant to focus on the priorities 
of serving the customer and consistently 
producing great food.” — Bill Bellissimo

TECH SOLUTIONSNEWS
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W
ith the advent of so-
cial media market-
ing and internet ads, 
many restaurant 

owners and food services operators 
are using the internet to help pub-
licize their business and build their 
brand. The big question, however, is 
are those ads affective? Dineline, a 
new app has answered that question, 
with its internet ad tracking and inte-
gration software. Now restaurant own-
ers and foodservice operators can now 
see how effective their investment into 
advertising is.

“We started investing in developing 
this software right before COVID hit,” 
said Dineline CEO and co-founder, 
Brett Linkletter. “With our background 
in restaurant marketing with Misfit 
Media, we always knew that the best 
way for us to share the expertise long 
term would be with software and an 
app. COVID made us speed up that 
process because of the growth in in 
the demand for effective online mar-
keting. 

Linkletter knew that an essential 
element for Dineline needed to 
be it’s all-in-one CRM (customer 
relation management system). 
“It all about the ability for a res-
taurant to capture the names and 
email addresses of its customer 
base, “said Linkletter. With that in 
mind, Dineline allows us to utilize 
that database to easily communi-
cate with customers and generate 
more demand via email and text 
marketing. We also built an auton-
omous customer support rep for 
restaurants called “Dani”, which 
integrates into all the communica-
tion channels for the restaurant. 
“When people message the res-
taurant this tool can reply to each 
individual on behalf of the res-

taurant, allowing restaurants to pro-
vide better customer service online 
and monetize more guests on regular 
basis.” Linkletter continued. For in-
stance, if someone messages a restau-
rant on our platform and asks, “Can I 
make an order”, Dani can respond by 
sending the link to order online. Or if 
something has a question about store 
hours, party size, etc., Dani can re-
spond accordingly.

To achieve their goal of helping res-
taurants succeed, Dineline has devel-
oped a special methodology that is 
used in combination with their tech-
nology. “We as an agency came up 
with a methodology called the A.C.E. 
Method, which is our methodology 
when it comes to proper ad place-

ment,” Linkletter explained. “Step one 
is activate, which is driving traffic to 
a restaurant through what we call the 
Dineline ad network. The network is 
focused on using a variety of search-
based platforms. We have found that 
if an individual is searching for some-
thing that your brand has, they have a 
higher intent for purchasing that item. 
We start by getting in front of the right 
people, at the right time, the people 
who are interested in what we are sell-
ing. The second step is capture. We 
have systems set up that integrate with 
ads we run, the restaurant’s Google 
my business listing, phone number, 
and much. These integrations allow 
Dineline to do a number of things 
including tracking an exact ROI from 

ads and tracking a customer’s phone 
number in addition to if their call was 
answered, missed or if they were a 
first-time caller. We have found that 
the average restaurant misses about 
half of their income in phone calls.” 

“Our software helps to make sure 
that your ad dollars aren’t going to 
waste,” Linkletter continued. “Even 
if you miss a phone call our system 
sends an automated text that directs 
the customer to where they can place 
an order, make a reservation, and 
tracks when those links are clicked. 
The final step is to engage. Which we 
help to achieve using our integrated 
technology and messaging systems.”

Dineline is so certain of the plat-
form’s reliability that it is offering a pair 

of guarantees. “The first is a client 
satisfaction guarantee that states 
that if within the first 60 days if you 
are not blown away by our service 
and love working with our team, 
you will receive a full refund. The 
second guarantee is, that within 6 
months we have given your busi-
ness at least a ten to twenty percent 
lift in revenue, or we will refund one 
hundred percent of the advertising 
spent from our budget.”

For those who are looking to 
expand their marketing platform 
beyond social media posts, Dine-
line provides a direct, monitored 
marketing approach that connects 
your business with customers al-
ready interested in your product. 
More information can be found at 
https://Dineline.co/. 

By Brian O’Regan

NEW DINELINE PLATFORM MAKES  
RESTAURANT MARKETING AS SIMPLE AS A-B-C

“When people message the restaurant this tool can reply  
to each individual on behalf of the restaurant, allowing  

restaurants to provide better customer service online and  
monetize more guests on regular basis.”— Brett Linkletter

MARKETING SOLUTIONSNEWS
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I
t’s hard to believe we’re already 
in February. How are your 
new year’s resolutions coming 
along? Are you still as commit-

ted to reaching your goals now as 
you were a month ago?

Many people have already 
dropped their goals and resolved to 
tackle them later or even next year. 
This doesn’t have to be you! Com-
mitment is crucial to achieving goals 
and there are a few simple steps you 
can take so you can have the restau-
rant or business you dream of.

Life Is All About Choices
When you made your new year’s 

resolutions in December, did you 
know what you would be doing in 
March or June or October? Of course 
not! You were merely setting a goal 
or intention for the new year.

What good are goals if you don’t 
make the commitment to take ac-
tion on them?

Life is a series of choices. For ex-
ample, my family takes an annual 
trip to Turks and Caicos. For us, it’s 
an important and non-negotiable 
trip so we can spend quality time 
together and refocus our energies. 
We book next year’s trip while 
we are at the resort so it gets 
put on our calendar and we are 
committed to going. We make 
life work around that trip be-
cause we don’t know what the 
next year will bring, but we do 
know that we’re taking a family 
vacation regardless. We make 
the commitment by booking 
the dates, paying for the trip, 
and buying the plane tickets in 
advance.  

I understand it’s easier to 
commit to a vacation than 
something boring, like work. 

However, the same concept applies 
to business. I’ve already calendared 
my deadline to write the first draft of 
my second book. I have new train-
ing courses and coaching products 
planned for 2022 and because they 
are on the calendar, my team and I 
are committed to getting them done 
by a certain date.

When I put things on the calen-
dar, it helps me prevent “busy” from 
getting in the way of achieving my 
goals. The following tips will help 
you know what to put on your cal-
endar, because once it’s on your 
calendar, it becomes real. It’s now a 
commitment that you MUST decide 
to commit to.

4 Ways to Battle “Busyness” and 
Achieve Your Goals 

1. Get laser focused
The one thing that creates more 

“busy” in your restaurant than any-
thing else: operating without clearly 

defined goals.
Generally speaking, most people 

are terrible at setting goals because 
of the fear of failure (failing your-
self and failing others). When we set 
clearly defined goals (that are very 
specific and that have deadlines), 
there’s a chance you won’t achieve 
them.  Now you’ve opened yourself 
up to the pain and embarrassment 
of not achieving your goal, and no-
body wants that to happen. 

So as scary as the goal setting pro-
cess might seem, creating clearly 
defined goals is important for your 
business. These goals must be so 
specific that anyone who looks at 
them will understand what they are 
and be able to tell if you’re on track 
or have achieved them.

A simple formula for creating la-
ser-focused goals: From X to Y by Z

Selling 800 appetizers in a month 
is NOT a properly formatted goal.

Increasing our appetizer sales 

from 650 to 800 per month is NOT a 
properly formatted goal.

Increasing our appetizer sales 
from 650 to 800 per month by March 
31 IS A GOAL!

2. Chunk it down
Now that you’ve created your 

overarching goal, let’s talk about 
how to break it down into man-
ageable tasks. One of my favorite 
methods for doing is this is called 
“chunking it down.”

What is chunking?
It’s taking a large, complicated task 

and breaking it down into smaller 
tasks and sub-tasks. I learned this 
method from Tony Robbins as a way 
to find focus and find the time to 
spend on the things I was passion-
ate about or knew I needed to get 
done in order to reach a goal.

I have found that the secret be-
hind the chunking method is that 
it gives a clear sense of purpose to 

Ryan Gromfin is an author, 
speaker, chef, restaurateur, 
and founder of therestau-
rantboss.com, clickbacon.
com, and scalemyrestaurant.
com. He is the most fol-
lowed restaurant coach in 
the world helping Restau-
rant Owners and Operators 
increase profits, improve op-
erations, and scale and grow 
their businesses.

WITH RYAN GROMFINRESTAURANT STRATEGIES

RESTAURANT OWNERS & OPERATORS: 
COMMIT TO MAKING COMMITMENTS

What good are goals if you don’t make the 
commitment to take action on them?

continued on page 88
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W
ithin the first month 
of 2022, businesses 
in the foodservice 
industry continued 

to navigate through the many adjust-
ments that the Pandemic has brought 
them. These adjustments will become 
the foundation of each restaurant’s 
new normal as owners/managers and 
chefs meet their dining patron’s needs.

As a managing director of CBIZ 
Marks Paneth, I have been a part of 
the hospitality industry for years. I 
have worked with clients who have 
small and large restaurants, worked 
with those who operate with both in-
expensive and pricey menu options, 
and understand how regardless of the 
business’s size or offerings they can 
succeed.

With that perspective in mind, the 
Pandemic has forced restaurants to 

focus on how they need to change how 
they operate. I have seen a lot of own-
ers, whether they are new or have had 
a business for years, reduce the days 
they are open. This is because staffing 
is a major issue; the biggest shortage 
we have in the industry is employees. 
If dealing with shorter staff, it can be 
beneficial for businesses to adjust 
their hours with a focus on taking care 
of the great people that you do have 
rather than staff you haven’t been 
able to recruit. When working around 
the confines of an employee sched-
ule, it’s important to note that those 

long hours or late shifts are a part of 
the nature of the industry. The indus-
try grinds seven days a week and now 
you need to include a proper reboot of 
cleaning, and maintenance.

Our advice on how to focus your 
restaurant’s brand on meeting the de-
mands of consumers is to understand 
who your customers are. That mix has 
probably changed over the past 2 1/2 
years. The younger generation is not 
driven by dollars, and they instead 
care more about authentic connec-
tions. Money is not necessarily the 
sole motivating factor for this genera-
tion– it’s the overall dining experience. 
I am seeing more and more younger 
people spend money on food as a life-
style, so restaurants need to continue 
to capitalize on this.

Additionally, understanding ways to 
make customers feel more comfort-
able is essential. Take the time to find 
a face covering elevated beyond that 
blue mask you might see in a hospital. 
Find a color and design that can be 
worn by the entire restaurant staff and 
that will create a comfort level for your 
customers as well.

In addressing the growth in takeout 
and delivery, businesses that do this 
well are communicating effectively 
with their customers. They pass the 
pricing information along to their 
customers, so they are aware of de-
livery fees. It is generally understood 
that if you are ordering from a third-
party service, your total may be more 

than 20% of that in-dining experi-
ence. Takeout and delivery have been 
turned into an art form with great 
packaging driving many of our restau-
rant clients’ branding.

For many of our restaurant clients, 
the challenge of balancing takeout 
and delivery and in-restaurant din-
ing runs much deeper. They need to 
come to terms with giving up what 
could be an unprofitable dream of 
traditional face to face hospitality for 
the mechanical but profitable produc-
tion of a slimmed down menu sold to 
a customer they rarely see. Either way, 
careful consideration of how the cus-
tomer is going to experience the fla-
vors of your menu at home or in the 
restaurant with that special ambience 
is essential. It’s a tough conversation 

continued on page 96

FROM CBIZ MARKS PANETHHOSPITALITY ADVISOR

HITTING THE RESET BUTTON 
AND GETTING IT RIGHT

Kurt Kiess, CPA, MST, is 
a Managing Director and 
Restaurant Group Leader 
at CBIZ Marks Paneth. He 
was recently recognized 
as one of the most power-
ful people in Long Island 
accounting by Long Island 
Business News. Mr. Kiess 
has more than 30 years of 
public accounting experi-
ence and provides attest 
and accounting services to 
clients in the restaurant, real 
estate, retail, insurance and 
manufacturing industries. 
He serves on CBIZ Marks 
Paneth’s executive commit-
tee, which sets policy and 
strategy for the firm. As the 
leader of CBIZ Marks Pan-
eth’s Restaurant Group, he 
has been a resource to Long 
Island restaurants as they 
have navigated the impact 
of the COVID-19 pandemic, 
advising them on Paycheck 
Protection Program loans 
and forgiveness; landlord 
and tenant relations amid 
the crisis; employee reten-
tion credits; and the new 
Restaurant Revitalization 
Fund. He is also an active 
community member on 
Long Island.

I am seeing more and more younger  
people spend money on food as a  

lifestyle, so restaurants need to  
continue to capitalize on this.
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I
can’t help but love 
the month February 
– sure, it can often be 
the coldest month of 

the year (at least in New 
York, where I’m based), but 
it’s also the second month 
of the year, the month of 
love! In Greek we have a 
saying, ‘Kryo Kryo Kairos, 
Yia Dyo’ which translates 
to, ‘when it’s cold weather, 
it’s better for two to be to-
gether,’ which fits perfectly 
with the celebration of Val-
entine’s Day.

When it comes to this 
particular holiday, it can be 
easy to find yourself over-
whelmed by the different 
suggestions for romantic 
tasting menus and senti-
mental gifts. But, when you 
really think about it, why 
are we giving our loved ones 
these rich, indulgent foods, when 
during these tumultuous times we 
should be showing them we care 
about them, their health, and well-
being?  

Instead, I suggest we take care of 
our loved-ones by sharing foods and 
ingredients that are good for them 
and their hearts…such as beans and 
pulses, which are some of the most 
heart-healthy foods there are!

Beans, Beans, They’re Good for 
your Heart…

Often called “the meat of the 
poor,” beans are a great cost-ef-
fective option with significant nu-

tritional value – a healthy culinary 
treasure!  Full of vegetable protein 
and high-quality carbohydrates, 
beans are rich in vitamins and min-
erals such as iron, magnesium, po-
tassium, and folic acid, as well as 
antioxidants.  They can help reduce 
cholesterol, blood pressure, and the 
risk of diabetes and cardiovascular 
disease. With all of these incredible 
attributes, beans and pulses are, in 
fact, a superfood, and an excellent 
option for anyone looking to follow 
the ever-adaptable Mediterranean 
Diet and lifestyle.  

You’ve Always Bean Special to 
Me

Growing up on my fam-
ily’s farm, we grew many 
different types of legumes, 
including beans and peas. 
We would harvest them dur-
ing the summer and let them 
dry in the sun, so we would 
have dried beans year-
round. In the winter months, 
we’d use the sun-dried beans 
in stews, sauces, and cas-
seroles.  When the beans 
were fresh, though, we’d eat 
them right off the pole that 
the farmers use to grow the 
beans. I always thought it 
was magical to grow a food 
you could eat year-round in 
so many different forms.

In my youth, there were 
some times where we expe-
rienced financial hardships; 
during those years, money 
was tight, and there were 

many things my family could 
not afford, especially luxury items 
like fish and chicken. 

During these tough periods, my 
father would often travel for work, 
and would bring back all different 
kinds of the best food products, de-
pending on where he was going and 
what he was doing.  When he would 
come back from the Peloponnese, 
he would always make it a special 
point to visit Omega (a small bean 
company at the time, now one of the 
leaders in the category in Greece) 
in the Messinia area to pick up va-
rieties of beans we did not grow at 
home.  

My whole family looked forward 

to those trips because the incredible 
qualities of the soil and the unique 
micro-climate in that area meant 
that the beans from there were 
far and away the tastiest! We went 
months on end without any animal 
protein, but we never suffered—in 
fact, we grew stronger and healthier 
every season, consuming mostly 
beans and horta (wild greens).

Bean There, Done That
Some people think beans are bor-

ing, but they never knew my Yiay-
ia (that’s grandmother in Greek), 
who would attempt to reinvent the 
wheel by making all kinds of new 
dishes out of the same basic ingre-
dients—bean patties, beans with 
tomato sauce, bean salad with olive 
oil and vinegar, beans with other 
vegetables, beans with cooked rice 
or farro (a crunchy, nutty variety 
of wheat). We even ate beans with 
cinnamon and honey in a morning 
stew, similar to oatmeal!  Whenever 
I complained about eating so many 
beans, she would tell me stories 

WITH CHEF MARIA LOIMEDITERRANEAN MENU TRENDS

WHERE HAVE YOU BEAN 
ALL MY LIFE? A TALE OF 

BEANS AND PULSES
Chef Maria Loi is an Entre-
preneur, Greek Food Ambas-
sador and Healthy Lifestyle 
Guru. The author of more than 
36 cookbooks, she will also 
host a new show, The Life of 
Loi, debuting on PBS, which 
aims to build an inspirational 
and educational movement 
around the Mediterranean diet 
and lifestyle. Her Loi Food 
Products, a specialty brand 
built on traditional ingredients 
from Greece, includes pastas, 
beans, botanical herbs, re-
frigerated dips, honey and ol-
ive oil sold on QVC, at Whole 
Foods Markets and in other 
stores. The namesake of three 
restaurants, her current one is 
Loi Estiatorio in the heart of 
Manhattan. Connect with her 
on LinkedIn and learn more 
about her food philosophy at-
loiestiatorio.com/chef-loi/.

continued on page 54

Mavromátika, Greek for black eyed beans
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from page 52MARIA LOI

about the ancient Greeks and how 
many beans they ate, which is what 
helped make them all so beautiful, 
clever, and thin.

Looking for the Beaning of Life
In ancient times, beans were 

just as bountiful, inexpensive, and 
healthful as they are today. Of all 
the varieties available today, lentils, 
chickpeas, peas, and broad beans 
(called fava beans in the United 
States) were the most common in 
ancient Greece. Beans were a main 
source of protein for the majority of 
the population, in addition to pro-
viding fiber and many important vi-
tamins and antioxidants.

Beans were used not only for food, 
but in religious and political prac-
tices, too. There were many super-
stitions surrounding beans. For ex-
ample, the Greeks associated black 
spots on fava beans with death, and 
forbade priests from eating them. 
Beans were also used in the world’s 
first democracy as a voting method: 
Voting with a white bean was con-
sidered a “yes,” while black beans 
were considered a “no.” The phrase 
“the beans have been counted” 
(koukia metrimena) is still used to-
day to refer to election results.

By Any Beans Necessary
Beans come in many differ-

ent shapes and sizes: koukia (fava 
beans), gigantes (giant beans), fa-
solia (white beans), fakes (lentils), 
revithia (chickpeas), kokkina faso-
lia (red beans), mavra fasolia (black 
beans), rovitsa (mung beans) and 
mavromatika (Black-Eyed Beans) 
are all Greek beans, versatile in their 
culinary applications.  Use your fa-
vorite bean as the base of a soup, 
such as the famous Fasolada, or 
White Bean Soup, which is actually 
the national dish of Greece!  Or, use 
lentils as the base for a hearty-yet-
flavorful salad with citrus fruits, on-
ions, bell peppers, and anything you 
like!  Turn hummus on its head by 
making a blended fava bean spread, 
and use some garlic, lemon, a touch 
of hot pepper, and olive oil to take 
it to the next level.  With beans, the 
only limitations you face are those 
of your own creativity!

We’ve Bean Waiting for You…
Believe it or not, beans can also 

be aphrodisiacs!  Admittedly, beans 
are more commonly associated 
with flatulence, which isn’t viewed 
as particularly ‘sexy’; but because 

beans and pulses are so rich in vita-
mins and minerals, certain varieties 
actively support healthy hormone 
levels, thereby increasing the con-
sumer’s libido and amorous inclina-
tions!  In order to combat the ‘wind’ 
factor when consuming beans, sim-
ply pair them with some lemon (if 
the dish is appropriate), or, enjoy a 
tablespoon of lemon juice right be-
fore or after you eat them, and that 
will silence the musical fruit.

So this Valentine’s Day, instead 

of showering your loved one with 
chocolates, flowers, and jewelry, 
share a beaningful meal with them, 
and tell them how much you love 
them through the heart-healthy 
foods you share – I guarantee Aph-
rodite would approve.

Kalí órexi! Enjoy your meal!

If you’re in New York City, visit 
the Loi Specialty Shop at The Plaza  
Hotel (open through end of February 
2022). 

Beans are a staple of Mediterranean cooking, including cuisine such as: (Bottom L-R) Fasolada (Bean Soup), Fasoulosalata (Greek Bean Salad with Fresh Herbs, Onions, and Feta 
Cheese), Fakosalata (Lentil Salad with Citrus, Vegetables, and Fresh Herbs), and (Top) Mavromatika Me Horta (Black Eyed Beans with Wild Greens).
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A
s we settle into the new 
year, businesses are 
faced with possibilities 
of growth and opportu-

nity. Another trip around the sun 
means exploring avenues that will 
ultimately increase their profits and 
help protect their bottom line. Add-
ing a foodservice program to your 
existing business is a great way to 
do just that.

Whether you own a brewery, cof-
fee shop, or family entertainment 
center, the addition of a foodser-
vice program can be extremely 
beneficial. Mouthwatering food 
offerings can entice potential pa-
trons to choose your establishment 

over others. It can also keep those 
patrons staying longer than they 
normally would. With a food menu 
available, they won’t have to leave to 
find food elsewhere.

Worried about the stress and 
costs associated with implement-
ing a foodservice program? Well, 
we can’t say we blame you. At first 
glance, it can seem overwhelming, 
but with help from the right people 
and the right equipment, it truly 
doesn’t have to be. The AutoFry® is 
a fully contained, automatic deep-
fryer, available in a range of models. 
The MultiChef™ is a high-speed 
oven equipped with multiple cook-
ing capabilities and comes in two 

convenient sizes. Both AutoFry and 
MultiChef are completely ventless, 
allowing owners and operators to 
initiate a food menu without the ex-
penses and hassles of a commercial 
hood system.

The ease in which our ovens and 
fryers operate is unmatched. No 
need to hire a professional cook, 
our equipment can be managed by 
any employee. With the press of just 
a few buttons, you will be on your 
way to serving delicious offerings 
like chicken wings, fries, hotdogs, 

pizzas, breakfast sandwiches, and 
so much more.

Now, we know that adding a food-
service program isn’t a decision to 
take lightly, and we want to make 
sure you have all the information 
you need to make an informed deci-
sion. Contact us today and we will 
answer all your ventless questions!

To learn more on how ventless 
equipment can help you grow your 
foodservice program, visit us at 
www.mtiproducts.com. 

continued on page 130

THE NEW YEAR BRINGS BIG 
OPPORTUNITIES WITH FOODSERVICE

RESTAURANT OPERATIONSNEWS
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W
ith the new year of-
ficially underway, 
hospitality employ-
ers should be aware 

that website accessibility lawsuits 
still loom large. The Americans with 
Disabilities Act (“ADA”) prohibits dis-
crimination against disabled mem-
bers of the public in the “full and 
equal enjoyment” of the goods and 
services of any “place of public ac-
commodation.” Most often, website 
accessibility lawsuits are brought by 
visually- or hearing-impaired indi-
viduals alleging that a website lacks 
the proper software or components, 

such as a screen reader or closed 
captioning on video, to allow them 
to have equal access to the goods or 
services being offered on the website. 

Much has been made of recent 
court cases around the country that 
have dismissed website accessibil-
ity cases at the outset, holding that 
websites are not “places of public ac-
commodation” covered by the ADA, 
including a case out of the Eleventh 
Circuit Court of Appeals and two 
from the Eastern District of New York 
(“EDNY”). However, the holdings in 
these cases are limited, and may have 
given hospitality employers a false 

sense of security.
In 2021, two EDNY judges held that 

only businesses not associated with 
a brick-and-mortar location (“Web-
Only Businesses”) were found not 
to be covered by the ADA. However, 
these holdings would not apply to 
restaurants, bars or other hospitality 
businesses that have a physical loca-
tion. Further, these decisions are of 
limited effect outside of the EDNY 
(which covers Brooklyn, Queens, Stat-
en Island, Nassau and Suffolk coun-
ties) – multiple judges in the South-
ern District of New York (“SDNY”), 
which covers New York, Bronx, 

Westchester, Dutchess, Or-
ange, Putman and Rockland 
counties, have held that the 
ADA does apply to Web-
Only Businesses – and have 
no effect on any business 
that does have a brick-and-
mortar component, such 
as restaurants, grocery and 
other retail stores, hotels, 
and the like. Finally, the 
EDNY judges relied on the 
2021 Eleventh Circuit Court 
of Appeals decision that held 
a website was not a place 
of public accommodation 
within the meaning of Title 
III of the ADA in reaching 
a similar conclusion, but 
that Eleventh Circuit deci-
sion was actually vacated 
just last month – meaning 
that case is no longer good 
law. As such, even the EDNY 

cases are based on case law outside 
the New York federal courts that is no 
longer precedential. 

Perhaps more importantly, plain-
tiffs’ lawyers are not dissuaded by 
these recent decisions and continue 
to file website accessibility lawsuits 
at a rapid clip. In fact, it has been 
reported that nearly 700 website ac-
cessibility lawsuits were filed in New 
York federal courts in the last quarter 
of 2021 alone. And, plaintiffs’ lawyers 
are wise to the split between the EDNY 
and SDNY – almost 90% of these cas-
es were filed in the SDNY.  This sort of 
forum shopping is permissible, and 
so long as the individual resides in 
and/or the business is located within 
the SDNY’s geographic purview, there 
is no basis to have the case dismissed 
on jurisdictional grounds alone.

Whether websites are a place of 
public accommodation that must 
comply with the ADA continues to 
be litigated across the country and 
in New York, and the split between 
the EDNY and SDNY decisions is ripe 
for resolution by the Second Circuit 
Court of Appeals. But, until there is 

continued on page 102

FROM ELLENOFF GROSSMAN & SCHOLE LLPLEGAL INSIDER

WEBSITE ACCESSIBILITY 
CLAIMS STILL ACCESSIBLE 
FOR DISABLED PLAINTIFFS

Valerie Bluth is a Partner 
in the Labor & Employment 
Group at Ellenoff Grossman 
& Schole LLP. For more than 
thirteen years, Ms. Bluth has 
exclusively represented and 
advised clients in employ-
ment-related matters, with 
a particular focus in the hos-
pitality industry. Above all, 
Ms. Bluth works tirelessly to 
ensure clients are in compli-
ance with an ever-changing 
landscape of federal, state 
and local employment laws, 
especially with respect to 
COVID-19 compliance, pay 
practices and employment 
policies, and to devise prac-
tical solutions for any em-
ployment problems that 
might arise. Ms. Bluth can be 
reached at (212) 370-1300 
or vbluth@egsllp.com.



February 2022 • Total Food Service • www.totalfood.com • 59 

http://issuu.com/action/openurl?url=https://www.egsllp.com
http://issuu.com/action/openurl?url=http://www.arcobalenollc.com


60 • February 2022 • Total Food Service • www.totalfood.com

I
t’s hard to gauge whether there 
is more excitement for the open-
ing of UBS Arena or the hockey 
team that will call it home. Both 

bring championship pedigrees with 
the New York Islanders known for 
their run of Stanley Cup champion-
ships in the 1980’s, and the conces-
sionaire Delaware North known for 
its ability to create truly unique local 
food and beverage offerings. With 
that in mind, Total Food Service set 
out to go behind the scenes of the 
food and beverage operation of this 
highly anticipated arena project on 
the Nassau/Queens border. 

Buffalo, NY based Delaware North 
is bringing a fresh new approach to 
the “guest experience” at UBS Are-
na. With Executive Chef Ted Don-
nelly at the helm, concessions in 
standard concourse areas, premium 
clubs, suites and VIP areas will be 
unlike anything ever seen before in 
a Metro New York or US arena proj-
ect. With that in mind, Delaware 
North will source 75 percent of food 
ingredients from within a 300-mile 

radius based on seasonality and has 
partnered with local and regional 
vendors to source products that 
support New York State’s Taste NY 
initiative. 

To accomplish that local strat-
egy, the building’s architect Popou-
los worked closely with the kitchen 
consultant Duray/ JF Duncan and 
the equipment and supply dealer: 
Stafford Smith. The goal of that col-
laboration was to create mini-com-
missaries and then finish stations 
within each concession stand to be 
able to execute each of the menus. 
With that in mind the design team 
took a less is more approach with 
fewer items being offered in each 
concession stand. 

Local branded highlights include:
• The Harrison, the popular Flo-

ral Park eatery known for its scratch 
made dishes and cocktails, that has 
a major presence at an in-arena 
food hub, with its famous cheese-
burgers and French fries being fea-

UBS ARENA, 
BELMONT, NY

BLUEPRINT

Kevin Miller, 
Vice President of F&B, 

Sportservice 
Delaware North, Buffalo, NY 

Geoff Johnson,  
GM of Clover Link and Bypass, 

Fiserv, Austin, TX,

Shawn Kelly 
Project Manager 

Stafford Smith, Kalamazoo, MI

Mark Newlin 
President - Sports & 

Hospitality Group  
Duray Duncan Industries  

Littleton, CO

Kurt Admunson, Jason  
Carmello, Tracy Payne,  

Populous, Kansas City, MO

The UBS Arena features a spectacular “soccer stadium style” bar at the far end of 
the rink. Credit: Dennis DaSilva/UBS Arena

UBS Arena has been designed for artists and concerts with input from Live Nation and 
is one of the only arenas in the world built specifically for hockey.

continued on page 62

The UBS Arena design includes a number of spectacular club settings with delec-
table local food option curated by the Delaware North culinary team. 
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tured at three outlets in the general 
concessions area. 

• Mighty Quinn’s Barbeque, a fast 
growing, New York born barbeque 
concept, is offering its slow smoked 
brisket, burnt ends and pulled pork 
sandwich varieties as part of the 
general concessions lineup.

• Christina Tosi’s Milk Bar, the fa-
mous dessert brand and company 
founded in Manhattan, will have 
a featured presence at UBS Arena 
with three concession outlets offer-
ing its popular Cereal Milk™ soft 
serve, among other signature treats.

• Blue Line Deli & Bagels, whose 
flagship deli is located in Hun-
tington, N.Y., is offering its iconic 
blue and orange bagels available 
at several of the market locations 
throughout the arena in addition 
to classic deli style sandwiches and 
specialty bagel sandwiches.

• The Sausage King of New York 
has Italian sausage and other pre-
mium meat products available 
throughout concessions as well as 

in premium suites.
Populous has also brought a 

slightly different strategy from the 
design of traditional arena conces-
sions: 12 market style outlets offer a 
mix of hot, fresh prepared food se-
lections complemented by a variety 
of ready to go meals and self-serve 
snack and beverage options. The 
markets use a streamlined checkout 
process, with mobile ordering and 
other cashless payment technology. 

These offerings include several 
food options, including street tacos, 
seafood, modern Chinese, Halal and 
sausages, a carving station and deli, 
as well as classics such as pizzas, 
cheesesteaks, chicken tenders, ice 
cream, burgers and pretzels. Por-
table stands offer both food (pop-
corn, sushi, BBQ and nachos) and 
beverages (Vide canned cocktails, 
Ilegal Mezcal craft cocktails, Claffey 
Pop spiked seltzers and grab and go 
locations offering beer and other 
canned beverages).

Kevin Miller’s Approach
At Delaware North, our goal at 

UBS is to capture the essence of  the 
great tastes of New York. That in-
cludes both the regional and local 
flavors from a Shea’s Sausage and 
Pepper sandwich to a pizza.  At UBS, 
we are using a market concept that 
we actually developed with Amazon. 

We’re working with a couple of other 
providers in developing these “Just 
Walk Outs” where the guest selects 
their own food and beverage and 
then pays at a self service checkout.  

This replaces the traditional 
counter operation, where you would 

from page 60UBS ARENA

The Marketplace Concessions at UBS feature a full pizza suite with the very latest in 
Bakers Pride ovens’ cooking technology. 

continued on page 64
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place your order, and then the food 
would be rung out through a con-
cession employee operating a POS. 
We are convinced that this new sys-
tem will enable us to ensure a high-
er quality product and minimize the 
checkout process. 

We all understand both the short-
ages and expense of labor. The Mar-
ketplace approach at UBS  has en-
abled us to  make major strides on 
trying to reduce staffing levels as 
guests become more acclimated to 
the mobile markets. So the staffing 
is somewhat nominal, and we go 
forward, we expect it to reduce sig-
nificantly. 

We also know that today’s venue 
guest demands great food. There’s 
a lot of good [menu items]. There’s 
a shaved sausage and pepper sand-
wich. The meatballs at UBS are fan-
tastic and the pizza is outstanding. 
We actually do all the pizza from 
scratch inside the building.

Our approach to suite’s dining 
includes a dedicated suite kitchen. 

Whether at UBS or the new Climate 
Pledge Arena in Seattle, our new 
buildings have a dedicated suite 
chef who runs that operation for us. 
UBS also has a main kitchen in the 
belly of the building, and then the 
suite kitchen enables them to facili-
tate product to get  directly to  the 
suites. 

At Delaware North our team 
knows how to pour beer and mix a 
great cocktail. Our VPOs (Vice Presi-
dent of Operations) are tremendous 
operators. At UBS our Bob Thormei-
er and his director of beverage have 
been involved in the bar designs 
so that whether it’s a short draw or 
long draw, we’re going to be able to 
make sure that we have the proper 
offerings for our guests.

We are very excited about the 100 
yard wide Tailgate Bar at UBS. These 
long bars that we have in many of 
our establishments are really popu-
lar with the guests. They love the 
experience they come on up, they 
see all the alcohol behind it, and the 

beer offerings that we have. It’s like 
drawing a fly to a light. If you like to 
have a beverage at a sporting event, 
this is the way of the future. 

With so much focus on quality 
and safety, we have a way to keep 
beverages colder.  We’re huge fans of 

the Ball aluminum cup. It keeps our 
beverages colder. We love the recy-
clability. We work hand in hand with 
Ball on ensuring that we try and re-
capture as many of these cups and 

from page 62UBS ARENA

continued on page 66

continued on page 66

Manitowoc ice machines are the centerpiece of UBS new marketplace approach to 
concessions.
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we get them melted, so that they 
can be recycled. The interesting 
piece about it is that the guests love 
the cup so much that they end up 
taking them home.

Geoff Johnson’s Approach
Contactless commerce is the fu-

ture of foodservice, and UBS Arena 
is working with Clover to unlock the 
full potential of these contactless 
payment interactions. Fans at UBS 
arena will have multiple options to 
order and pay for concessions, in-
cluding mobile ordering from their 
seat, at a self-serve kiosk, or at tradi-
tional concession areas that enable 
touchless payments at the point-
of-sale (such as using Apple Pay or 
Google Pay with their phone).

Clover from Fiserv is a complete 
business-management and point-
of-sale platform enabling busi-
nesses to maximize their operat-
ing efficiencies and grow. Clover is 
used by small businesses—includ-
ing hundreds of thousands of small, 

independently owned restaurants, 
as well as by enterprise businesses 
such as sporting venues, to accept 
payments and manage their opera-
tions.

Clover is in more than 50 ma-
jor professional sporting venues, 
and more than 300 smaller venues 
across the U.S. In New York City this 
includes UBS Arena, Citi Field, and 
the Barclays Center, among others. 
Additional notable venues include 
Fiserv Forum, home of the Milwau-
kee Bucks, and Stamford Bridge, 
home of Chelsea F.C. in the Premier 
League.

The pandemic has pushed greater 
consumer adoption of digital com-
merce. For small business custom-
ers using Clover, this has meant 
enabling curbside pickup, mobile 
ordering, and delivery because 
those capabilities have been criti-
cal to staying open. The pandemic 
has also led to business owners en-
abling more touchless payment op-
tions in store. All of these are capa-

bilities Clover has expanded during 
the pandemic.

With our technology, UBS Arena 
will have detailed insights into what 
is being sold, which concessions 
stands are performing best, peak 
times for sales, and other detailed 
metrics consolidated across our 

platform. This will help the venue 
understand how they need to adjust 
staffing levels at different conces-
sion stands, how they can best prep 
for peak times, and how to adjust 
their operations to deliver a better 

from page 64UBS ARENA

EVO’s innovative cooking technology has enabled UBS to maximize the efficiency of 
their concession, club and suite dining operations.

continued on page 68

iCombi Pro. iVario Pro. 

All of a sudden, so much more is possible.
The NEW iCombi Pro and 
iVario Pro cover 90% of 
all conventional cooking 
applications. Kitchens can now 
save on energy, raw materials 
and time, while increasing 
productivity.

For more information visit:
rationalusa.com
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experience for Islanders fans. Ulti-
mately, when UBS Arena optimizes 
its concessions, it allows fans to 
spend more time doing what they 
came to do – watching the game!

Mark Newlin’s Approach
Fans are going to get a different 

food and beverage experience, at 
the new UBS Arena, than the tradi-
tional concession stand experience 
that we’ve grown to know over the 
past 20+ years. They’re going to see 
things being made right in front of 
them literally, within feet. It’s not 
going to be the traditional mystery 
box where you open up a piece of 
pizza and you have no idea what it’s 
going to look like.

Grab and Go Stations – Markets – 
Fresh Food Displays – Small Batch 
Cooking, and Self Service Soda Sta-
tions are all part of the experience.  

A rather unique feature is that 
we have fifteen EVO grills through-
out the building.  This is a four foot 
ventless grill that you can cook any-
thing from stir fried beef, to ham-
burgers to steaks, and you can do 
it with the customer two feet away 
looking through a glass panel as it is 
being prepared for them.

UBS has a number of different 
seating, and amenity options for 
food and beverage. You want to just 
have a game day ticket and you sit in 
your seat and take in the concourse 
concessions.  If you want to notch 
it up a bit, you can get into a club 
– there are several different clubs 
with different amenities and differ-
ent foodservice options to suit the 
fan experience that you are look-
ing for.  There are also luxury suite 
and loge/club boxes that are a com-
pletely different experience as well.  

Duray has worked on a number 
of major league arenas throughout 
the country over the years and it is 
exciting to see new concepts, tech-
nologies, service styles, amenities, 
and fan experiences all come to-
gether in such a unique way here at 
UBS Arena.

Shawn Kelly’s Approach
Our goal was to follow the Duray 

design for the kitchens at UBS and 
obtain the highest quality equip-
ment to meet the high volume de-
mands of such a large facility. I think 
the unique part of Stafford Smith is 
the ability to execute the jobs. And 
that’s done through the processes 
they have in place to allow us to ex-
ecute the jobs in the fashion that’s 
needed. It’s really because there’s 
processes in place that enable us 
to keep the train on the tracks and 
proceed down the road the way that 
we need to to make sure that we’re 
executing the job correctly.

Stafford Smith has done previous 
projects with this team that’s on this 
project so you have that. And then 
on the other side of it, we’ve done a 
lot of work with Duray on the design 
side. So I think it’s a nod from the 
two and we’ve also done projects 
with Populous. 

There’s a lot of ventless cooking 
on the project. I think obviously, the 
value of that ventless style appliance 
eliminates the need for the duct and 
the cost associated with the duct 
and the fan system. The costs must 
offset installation of ductwork and 
the restrictions that they would run 
into in installing ducts. I know that 
it’s a new construction and they’re 
very packed as far as the space 
there’s no additional space available 
so that probably led to the why. 

The thing that we’re learning on 
this job is just how to manage such 
a compressed schedule. And I think 
one of the causes of this schedule 
being so compressed is COVID. So I 
mean that definitely impacted this 
project because the project was put 
on hold for a long time and that’s 
kind of been eye opening in the 
sense of having a project be put on 
hold then just jumping right back in 
it almost double time.

.
Architectural Insight: Tracy 
Payne’s Approach

So the majority of the food and 
beverage locations are markets. On 
the main concourse we have seven 
markets and on the upper con-

from page 66UBS ARENA

Structural Concepts grab and go cases are a key design element throughout the 
UBS Arena’s concessions and marketplace operation.

Bally’s walk-in boxes were specified to support Delaware North’s commitment to the 
very freshest fare throughout the UBS operation. 

continued on page 70

Rational’s combi technology is a key to support Delaware North’s innovative menus.
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course we have six. The markets are 
a great offering from a design per-
spective because they’re mixing  hot 
items that are served by staff with 
the grab-and-go, open, refrigerated, 
self-serve units sort of built into the 
front counter. And then, some of 
the markets are featuring the open 
exhibit cooking or finishing at the 
front counter with the EVO grill.

Typically, the larger clubs that do 
have exhibit kitchens and an open 
feature cooking. So for UBS that 
would be the main concourse clubs 
and the diamond UBS club. They 
both have open kitchens that fea-
ture the exhibit cooking and finish-
ing, where some of the smaller clubs 
still have a buffet. 

It’s a more social experience. Peo-
ple are moving around and not stay-
ing in one place for all the periods 
or for the full event. they’re moving 
around. They’re wanting to see what 
else is on the concourse. What else 
do they have access to? There’s dif-
ferent food and beverages as you 
go around the building on different 
levels and they’re wanting to expe-
rience different experiences at each 
level. 

I think I can say that from a design 
perspective, the way we collaborate 
as a team, it’s very integrated. So the 
interior design, architecture and 
graphic and signage elements are 
all cohesive, because it’s a very col-
laborative process. 

Jason Carmello’s Commentary
[The market concept] was de-

signed pre COVID. It was about 
pushing innovation on food service 
and having that ahead. I think with 
COVID we made some slight adjust-
ments.

I think one of the big takeaways 
we talked about fairly early on was 
we pushed the envelope with the 
food service concepts and, in a lot of 
ways, we were really trying out new 
concepts. They’ve been successful 
not only with the queuing lines and 
the space, but also with the return 
on investments of ownership. So 
those large marketplaces, having 
people kind of cook in front of you, 

given the ability for you to make de-
cisions kind of not mind and take 
your time, I think those types of 
concepts we’ll bring forward as well. 

We’ve got about 65,000 square 
feet is kind of a marshalling yard 
down below that’s covered heated 
enclosed. We dedicated two truck 
docks for food service. They’re lo-
cated directly next to the security 
entrance. And what we also did was 
we aligned them, so that when you 
load that food in on those two docks, 
it is a straight shot to the kitchen 
commissary. It gets in the commis-
sary and then the team gets to work 
on putting it in the right spot or are 
preparing. 

There are about 13,000 feet dedi-
cated on that level for food service 
and commissary. There’s about 
eight or nine coolers and freezers 
and then lots of storage racks that 
tie directly into the central kitchen 
commissary and the prep area. 

One of the subtle moves architec-
turally was having continuous kind 
of circulation throughout every lev-
el so that you don’t have to bring a 
product necessarily on an elevator 
up, down and around — so you can 
get in as quickly as possible.

Kurt Admunsen Weighs In
I think from the beginning, the 

overall marching order, especially 
from OBG was this was going to be 
second only to the MSG as far as a 
music venue in the New York mar-
ket. From a fan experience stand-
point and from an artist experience 
standpoint.

It’s always a balancing act with 
this building type that serves both 
sports and live entertainment, be-
cause what you want for each of 
those is opposite.  You want a live, 
loud, raucous atmosphere for a 
hockey game and then for a con-
cert you need low frequency ab-
sorption throughout the building. 
So it’s a balancing act between 
where and very strategic where you 
place hard materials and where you 
place sound absorbing materials to 
achieve both.

The arena concourse houses multiple bars in which event guests can enjoy their 
favorite beverage and still have views of the stage or game.

Populous paid homage throughout the spectacular new facility with magnificent art 
and murals reflecting life on Long Island.

from page 68UBS ARENA

UBS Arena clubs and suites will have a timeless design inspired by iconic New York 
bars and cocktail lounges, like the Verizon Lounge (above) and UBS Club.
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N
ew York City’s hospitality 
industry continues to face 
staggering challenges amid 
the ongoing COVID-19 

pandemic. Several thousand restau-
rants, bars, and nightclubs across 
the five boroughs permanently shut-
tered and recent data show the sec-
tor still employs 75,000 fewer people 
compared to early 2020. And, only 35 
percent of New York restaurants that 
applied for the Restaurant Revitaliza-
tion Fund were awarded grants, so 
the federal government must replen-
ish this emergency relief fund now so 
businesses can get the support they 
desperately need.

As the industry fights to recover, 
New York City’s newly elected and 
veteran public officials have a civic 
responsibly to support the recovery of 
the Big Apple as the restaurant capital 
of the world and the city that never 
sleeps. We applaud Mayor Eric Adams 
for following through on a campaign 
pledge within days of taking office to 

reduce and eliminate fines on small 
businesses. Now we are offering a 
partnership and a blueprint for our 
city’s elected representatives to sup-
port our industry’s comeback, which 
was developed based on countless 
conversations with hospitality busi-
ness owners and operators over the 
past 22 months.

Supporting Small Business
Throughout the pandemic, the city 

passed important polices to support 
restaurants like suspending enforce-
ment of personal liability guaran-
tees in leases and capping excessive 
third-party delivery fees. It’s impor-
tant that our elected officials build 

on that progress and implement poli-
cies and programs that address com-
mercial lease support, rents and high 
taxes that jeopardize the longevity of 
mom-and-pop and medium sized 
businesses. The city must streamline 
the permit and licensing process, co-
ordinate inspections, and implement 
technology that will enhance the way 
businesses interact with government 
agencies, including real time alerts on 
changing requirements.

Making the Open Restaurants 
Program Permanent

11,000 businesses signed up to par-
ticipate in the Open Restaurants Pro-
gram, it saved an estimated 100,000 
industry jobs, shielded scores of busi-
nesses from permanently closing, en-
livened and reimagined our streets, 
and brought family and friends safely 
back together after months of isola-
tion. Mayor Adams and the new City 
Council inherited the Open Restau-
rants Program still in its temporary 
emergency status, and it’s critical the 
promised transition to permanency 
becomes a top priority. Thousands of 
restaurants now operating outdoor 
dining are depending on it, along with 
the countless fans of dining alfresco.

The permanent program must be 
standardized, sustainable, and eq-

uitable, with clear and easy to follow 
guidelines and reasonable fees to 
participate. It should address issues 
important to the community such as 
accessibility, aesthetics, cleanliness, 
sound, and the interaction of sidewalk 
and roadway dining with other uses of 
public space. This challenging yet ex-
citing opportunity should be viewed 
as a catalyst for more outdoor arts and 
performances, retail, enhanced trans-
portation, and containerization of our 
city’s trash, as a requisite to the city’s 
recovery and rebirth.

Getting Government Right
As a lover of city’s nightlife that gen-

erates $35 billion in annual economic 
activity and incalculable social and 
cultural value, Mayor Adams can ex-
pand the Office of Nightlife and work 
with the City Council to implement 
policies recommended by them and 
the independent 14-member Nightlife 
Advisory Board they appoint. These 
recommendations provide a compre-
hensive roadmap to support business 
owners, workforce, patrons, perform-
ers, and neighbors. Similar support 
should be provided the city’s Food & 
Beverage Industry Partnership. Both 
entities should be further empow-
ered to inform hospitality industry 

Andrew Rigie is the Execu-
tive Director of the New York 
City Hospitality Alliance, a 
trade association formed in 
2012 to foster the growth 
and vitality of the industry 
that has made New York City 
the Hospitality Capital of the 
World.

FROM THE NYC HOSPITALITY ALLIANCE

A MENU OF POLICY IDEAS 
FOR NYC’S RESTAURANT 
AND NIGHTLIFE RECOVERY

PRESENTED BY:

continued on page 92

Delivery and takeout will continue to be an 
integral part of the restaurant business, so 

this source of ongoing revenue (Drinks To Go) 
is important to so many restaurants and bars
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By Claudia Giunta

T
he past two years of Co-
vid have instilled in many 
a new understanding of 
hygiene and health and 

safety precautions. A new bar has 
been set when it comes to cleanli-
ness, and the food service industry 
continues to meet this new stan-
dard through innovative products 
and by engaging with customers’ 
needs. CFS Brands’ solution-orient-
ed brand aims to be the one stop 
shop for all food service, healthcare, 
and hygiene solutions. Their new 
acquisition of Progressive Products’ 
WipesPlus offers clients a more 
comprehensive solution to their 

cleaning procedures and continues 
to make them a reputable brand. 

Trent Freiberg, President and CEO 
of CFS Brands joined the Oklahoma-
based company in 2012, when the 
company was known as Carlisle Food-
Service Products that later became 
CFS Brands. “We started partnering 
with smaller brands and have since 
expanded our line of products and 
currently operate Sparta, Dinex, San 
Jamar, El Castor, Piper, and AyrKing 
brands globally. You have to have dis-
tribution to be effective and with our 
own user development and heavily 
consultative team we provide smart 
solutions to our customers,” shared 

Freiberg. “Additionally, it’s about con-
tinuing to find ways to reduce costs in 
a competitive marketplace.” 

As Freiberg approaches his 10th 
anniversary with the company, he 
reflected on changes in the market-
place: “The influence of e-commerce 
has undoubtedly helped the industry 
save time, as well as encouraged in-
novation in the workplace. However, 
the traditional distribution channels 
that continue to provide value to 
their end customers have also con-
tinued to thrive.”

In 2018 CFS Brands became a 
stand-alone company owned by The 
Jordan Company, a private equity 
firm, which has proved to be a very 
positive development for the com-
pany. “It’s rewarding having partners 
who know the industry well and are 
excited and supportive about our 
growth. We have closed on seven ac-
quisitions since 2017 and by doing 
so have been able to offer our clients 
smarter solutions. We wanted to be 
more opportunistic and be able to ef-
fectively discuss operator efficiency.” 
The three segments of CFS Brands 
are made up of food service, health-
care, and hygiene and as new hygiene 
standards are put in place, this sec-
tion of the company has grown tre-
mendously. “The brushes and clean-
ing tools we offer with Sparta are our 
largest category, with our San Jamar 
towel, tissue, and soap dispensers 
right behind that.”

“WipesPlus initiated working with 

us, and we liked that they offered an-
other solution to an end user that we 
don’t currently have to offer. WipesP-
lus manufactures FDA and EPA ap-
proved wet and dry wipes for food-
service spaces. They fulfill a need in 
the marketplace as businesses are fix-
ated on meeting the new health and 
safety standards their clients want.” 
The wipes will remain a commercial 
product and serve as a stand-alone 
entity for the company.

“Wipes spiked at the beginning of 
2020 and the product demand still 
remains higher than ever,” Freiberg 
pointed out. “We believe that this will 
continue to be a high growth category 
as the world pays a lot more attention 
to cleanliness and hygiene.” 

CFS Brands looks to purposefully 
enhance their brands by becoming a 
dependable partner that aims to be 
consultative and provide end-user 
solutions. “We are constantly inno-
vating and coming up with strategic 
answers that solve problems in the 
industry. We look at ourselves as a 
service business that can offer mul-
tiple solutions. We want to work with 
good companies that are led by strong 
management teams. Our acquisition 
of WipesPlus gives us the opportunity 
to help them with food service and 
aid them commercially more than 
anything,” Freiberg concluded. 

 
To learn more about CFS Brands 

and WipesPlus, visit them online at 
https://www.cfsbrands.com/

CFS BRANDS ADDS WIPESPLUS TO PORTFOLIO 
WITH EYE ON POST PANDEMIC HABITS

“We have closed on seven acquisitions since 
2017 and by doing so have been able to offer our 

clients smarter solutions.” — Trent Freiberg

ACQUISITIONSNEWS
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MiSA®-a12

Introducing MiSA: 
Microwave Speed Assist.
That’s right, microwave.

Cook up to 10x faster than 
conventional ovens without sacrificing 
quality. Our patent-pending cook 
plate technology gives you superior 
browning in less time. Higher quality, 
higher speed, smaller footprint.

Learn more at oventionovens.com
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T
he Mediterranean Diet 
Roundtable (MDR) is set 
for later this month in NYC. 
Restaurant and foodservice 

professionals will gather at the Insti-
tute of Culinary Education (ICE) on 
February 24-25th.

Once again, the focus will be on 
the Mediterranean Diet’s benefits 
in terms of being healthy, delicious, 
and sustainable. “In addition, with 
the science supporting it, there is no 
doubt that, in our quest for an im-
proved quality of life, the Mediter-
ranean Diet reigns supreme,” noted 
MDR founder Daniela Puglielli.

The Mediterranean Diet Round-
table (MDR) is a thought leadership 
event series, designed to inform, in-
spire, and promote the appreciation 
of ingredients and food practices 
distinctive of the Mediterranean cui-
sine. translating the benefits of the 
Mediterranean Diet into commercial 
opportunities in the United States.

The Mediterranean Diet is recog-
nized by UNESCO as a Global In-
tangible Cultural Heritage (2010), 
symbol of a unique synergy between 
nature and culture distinctive of the 
Mediterranean countries and re-
garded as a universal value world-
wide. “It is a healthy, delicious and 
sustainable choice for the planet as 
well as a meaningful way to reduce 
obesity and other diseases in Amer-
ica,” Puglielli added. 

The MDR which has held events 

on both the prestigious Yale Univer-
sity and University of Notre Dame 
campuses plays a key role in repo-
sitioning the Mediterranean Diet 
in the restaurant and foodservice 
industry. “MDR has enhanced the 
profile of the Mediterranean Diet 
to include not just restaurants but 
non-commercial food service and 
retail as well, Puglielli continued. If 
you are looking to capitalize on and 
learn more about the #1 diet in the 
US, then you cannot miss the MDR 
programs, which provide the audi-
ence with solid scientific evidence 
from world-class scholars and in-
sights from amazing food service op-
erators, to gain a deep understand-
ing of the health values, commercial 
benefits and market trends for Medi-
terranean foods in this dynamic, in-
formative and interactive program.” 

This year’s program at Manhattan’s 
will offer both unperson and virtual 
workshops from 9:30 AM to 5 pm 
on February 24th and from 9 am to 
Noon on the 25th. The curriculum 
will include a discussion of artisan 
blends and how they can efficiently 
elevate foodservice operations host-
ed by Spiceology’s Joshua Holmes. 
Extra Virgin Olive Oil specialist Da-
vid Neuman will share his insights. 
U-Mass’s Sabrina Hafner, MS, RD, 
LD, will host: Beyond Nutrition 
Facts: Understanding & Optimiz-
ing Food Labels. Finally, ICE’s very 
own Director of Nutrition Celine  

Beitchman, MS will chair a session 
on Whole Grains and Beyond. 

The event has also attracted a star 
studded cast of vendors that offer 
solutions for the operator looking to 
add the Mediterranean Diet to their 
menu strategy. The Loumidis brand 
is excited about the upcoming Medi-
terranean Diet Roundtable where 
they can engage with buyers that 
are conscious of the Mediterranean 
diet benefits. “The event is a way for 
us to highlight solutions in bringing 
Greek cuisine to the market and help 
locate partners that can help other 
companies import quality ingredi-
ents,” noted Loumidis Foods’ Mat-

thew Kalamidas. “As restaurants look 
for ways to tackle bigger sections of 
their menu, we want to be someone 
growing companies can depend on. 
It’s an opportunity for us to bring our 
small-scale conversations to a much 
larger audience.” 

“We all are navigating the current 
challenges of ingredient shortages, 
disruptions, and high food/beverage 
costs,” Puglielli concluded. The MDR 
is creating content to stay healthy 
and engaged in food conversations 
that impact the entire economy. 

Further info is available at www.
MDRproject.com. 

MEDITERRANEAN DIET ROUNDTABLE KICKOFFS 
2022 CALENDAR WITH SPECIAL ICE/NYC EVENT

SPECIAL EVENTSNEWS

“It is a healthy, delicious and sustainable 
choice for the planet as well as a meaningful 
way to reduce obesity and other diseases in 

America.” — Daniela Puglielli
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TYSON K-12 EXPANDS ITS  
COMMITMENT TO HUNGER  
RELIEF WITH THE LAUNCH OF 
ITS HUNGER HEROES CONTEST

Five school districts will each receive a $5,000 
prize to provide support to their school commu-
nities

SCOOP has learned that last month, live from 
the School Nutrition Industry Conference in San 
Antonio, Texas, Tyson K-12 launched its Tyson 
K-12 Hunger Heroes Contest and announced its 
call for nominations.

The Tyson K-12 Hunger Heroes Contest spot-
lights the amazing individuals of school nutrition 
programs who are on the front lines of fighting 
hunger in their school communities. Tyson K-12 
Hunger Heroes are people who are not afraid to 
roll up their sleeves and get to work.

From donating to food banks and community 
organizations to participating in hunger-related 
volunteer programs, Tyson K-12 has a long his-
tory of combating hunger. The Tyson K-12 Hunger 
Heroes Contest is an extension of the company’s 

dedication to providing relief at the local level.
“While Tyson Foods has a strong track record 

of working to fight hunger, the intense challeng-
es that schools have faced the last two years and 
the resulting impact on staff and student families 
has made our mission even clearer,” said Brook 
Thomas, Tyson K-12 Channel marketing manager. 
“We’re thrilled to launch our Tyson K-12 Hun-
ger Heroes Contest to recognize and support the 
Hunger Heroes across the nation who are making 
a difference in their schools.”

Visit https://www.tysonfoodservice.com/K12-
Hunger-Hero-Form to nominate a school nutri-
tion employee who is making a difference in their 
community. Tyson K-12 will announce the five 
winners of the inaugural Tyson K-12 Hunger He-
roes Contest in April 2022.

Tyson Foods, Inc., (NYSE: TSN) is one of the world’s 
largest food companies and a recognized leader 
in protein. Founded in 1935 by John W. Tyson and 
grown under three generations of family leadership, 
the company has a broad portfolio of products and 
brands like Tyson , Jimmy Dean , Hillshire Farm , 
Ball Park , Wright , Aidells , ibp , and State Fair . 
Tyson Foods innovates continually to make pro-
tein more sustainable, tailor food for everywhere it’s 
available and raise the world’s expectations for how 
much good food can do. Headquartered in Spring-
dale, Arkansas, the company has 141,000 team mem-
bers. Through its Core Values, Tyson Foods strives to 
operate with integrity, create value for its sharehold-
ers, customers, communities and team members 
and serve as a steward of the animals, land and envi-
ronment entrusted to it. Visit www.tysonfoods.com.

SCHNUCKS, SPOON GURU 
PARTNER IN ‘GOOD FOR 
YOU’ PROGRAM

SCOOP has learned that the family-owned gro-
cery company has grown to include 112 stores in 
five states: Missouri, Illinois, Indiana, Wisconsin 
and Iowa.

As Schnuck Markets continues its focus on 
helping customers live healthy and balanced life-
styles, the company is launching its Good For You 

program, which is free of charge and open to all 
Schnucks Rewards members.

Customers who opt in on the Schnucks Rewards 
app or website will notice their Schnucks receipts 
will show a count of the total number of Good For 
You items and a percentage of the food items that 
were just purchased that are Good For You. Those 
that opt in will also receive monthly reports to 
gauge if they’re making progress when it comes to 
improving the healthiness of the foods filling their 
pantry and fridge. 

“Schnucks wants to help our customers take 
a step forward on their health journey,” said Al-
lison Primo, Schnucks health and wellness strat-
egy manager, in a statement. “With the help of 
nutrition experts at Spoon Guru, we evaluated all 
food sold at Schnucks stores to determine what is 
actually Good For You. The list simplifies making 
healthy choices to help Schnucks shoppers eat, 
feel, and live healthier.”

Developed by nutrition experts and powered by 
Spoon Guru, the Good For You criteria is rooted 
in science and guided by the 2020 Dietary Guide-
lines for Americans, as well as the FDA, USDA, 
and American Heart Association. With an em-
phasis on fruits, vegetables, lean proteins, whole 
grains, and foods lower in added sugar, sodium, 
and saturated fat, customers can trust these items 
are Good For You, say the companies.

To qualify, products must be single-ingredient 
fruits, vegetables, 100 percent whole grains, eggs, 
and lean meats; free from artificial flavors, sweet-

continued on page 80

INSIDER NEWS FROM THE FOODSERVICE + HOSPITALITY SCENESCOOP

Do you have the SCOOP on any foodservice and  

hospitality news? Send items to SCOOP Editor  
Joyce Appelman at tfs@totalfood.com
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eners, and colors; and have less than 5g saturated 
fat, 8g or less of added sugar, and 600 mg or less 
sodium.

“Using our in-house nutrition expertise and by 
applying our trademark scientific rigor, Good For 
You will help dispel the common misconception 
that eating well is difficult and expensive,” said 
Spoon Guru Co-Founder Markus Stripf, in a state-
ment.

Five participants who opt in before February 
28 will win $1,000 in Schnucks Rewards points. 
Everyone who joins the program will receive spe-
cial savings offers, recipes, and wellness tips to 
keep them motivated on their health and wellness 
journey. 

BROOKLYN’S ACCLAIMED  
OLMSTED GOES TASTING MENU 
ROUTE TO RIDE OUT ANOTHER 
PANDEMIC WINTER

SCOOP has learned that Olmsted, the critically 
acclaimed neighborhood hangout in Prospect 
Heights run by chef Greg Baxtrom, is pausing its 
normal a la carte menu in favor of a set tasting 
menu format to get through the winter. Baxtrom 
announced on Instagram that the change would 
go into effect starting January 17 and would last 
for the “next couple months.”

No word yet on what exactly Olmsted’s tasting 
menu will entail, but Baxtrom — whose resume 
includes time spent at fine dining haunts like 
three-Michelin-starred tasting menu restaurant 
Per Se — says that the team will be pulling from 
recipes and techniques that the chef gathered in 
past fine dining kitchens. While the price of the 
menu will change, it will generally be designed to 
cost the same as dining at Olmsted in its current 
iteration.

Restaurants have been battling a neverending 
stream of obstacles throughout the pandemic, 
from staffing shortages to supply chain snarls. 
Over the past two years, Olmsted — like many of 
its peers — has twisted and turned to survive dur-
ing the pandemic, including launching a grocery 
store, and morphing its backyard into an outdoor 
dining destination in the summer and winter last 
year.

Olmsted isn’t the only one turning to tasting 
menus to survive

A grassroots effort is taking shape to save owner 
and chef Alfonso Zhicay’s award-winning Casa del 
Chef Bistro in Woodside, Queens, from closing. To 
navigate ongoing staff shortages and supply chain 

disruptions, Zhicay has eliminated his a la carte 
menu, and on Wednesday, is debuting a new, flex-
ible tasting menu-only approach based on ingre-
dient availability.

To support the struggling spot, Drew Kerr, 
founder of the photography-based Queens Chef 
Project, is helping Zhicay create gift cards, and is 
calling for diners to join them for dinner at the 
restaurant this Wednesday at 7 p.m. The tasting 
menu — a choice of $49 for three courses and 
$69 for six courses — includes steamed fluke 
with horseradish ragu and fried parsnips, short 
ribs braised in tamarind and red wine for twelve 
hours, and plenty of vegan and vegetarian substi-
tutes.

PINEAPPLE CLUB FOUNDERS 
PLOT NEW BAR IN FORMER 
PEGU CLUB

Two New York icons have acquired an equally 
iconic bar.

SCOOP has learned that Pegu Club was one of 
the most popular cocktail lounges in Greenwich 
Village. Established in 2005, Audrey Saunders’ 
Pegu Club was one of the earliest New York bars 
to join the craft cocktail movement, significant-
ly transforming the face of New York night life 
throughout the next decade. The legendary cock-
tail bar sadly closed in 2020 due to complications 
from the global pandemic, but thankfully the 
space will not remain vacant for much longer.

Travis Odegard and Nazar Hrab have recently 
filed for a liquor license for a brand new bar con-
cept at the former Pegu Club at 77 West Houston 
Street. Currently the owners of the popular Pine-
apple Club, Travis and Nazar will be opening up a 
new bar called Babushka at the spot.

Described by Travis as a “restaurant and craft 
cocktail bar specializing in authentic Russian cui-
sine and infused vodka cocktails,” Babushka is 
a tribute to the many Russian communities that 
have helped make New York what it is today. Be-
yond food and cocktails, Babushka will be beau-
tifully decorated with traditional Russian art and 
décor in honor of the country’s long and rich ar-
tistic history.

With approximately 2,400 square feet of space 
available, Babushka will be an appropriately spa-
cious tribute to the Motherland. Capable of seat-
ing up 125 guests at one time, the space is already 
vented and equipped with a proper kitchen, 
which should make the transition much easier for 
Travis and the team.

As mentioned above, Babushka will be replac-

ing Pegu Club at 77 West Houston Street. While 
the closing of such an iconic bar is always sad 
news, What Now New York previously reported 
last week that one of the partners at Pegu Club, 
Susan Fedroff, will be reopening the legendary 
Milady’s Bar at 160 Prince Street. So regardless of 
your taste in cocktails, 2022 is bound to give you 
whatever it is you’ve been looking for.

ARROWSTREAM WELCOMES 
NEW CHIEF EXECUTIVE OFFI-
CER, RALEIGH MCCLAYTON

Restaurant and Food Tech Market Veteran from 
Grubhub, Burger King, Tim Hortons, and Pop-
eye’s to Drive the Next Stage of Growth

SCOOP has learned that ArrowStream, Inc. (“Ar-
rowStream”), the market-leading supply chain 
intelligence solution for the foodservice industry, 
announced the appointment of Raleigh McClay-
ton as its new Chief Executive Officer. Raleigh 
joins ArrowStream after a distinguished career in 
the restaurant and food tech space.

“ArrowStream is in the right position to serve 
the foodservice industry that really needs us right 
now. There’s no better person than Raleigh to un-
derstand this market, and work with the team to 
create the most benefit for our customers during 
these uncertain times,” said Rick Willett, Chair-
man of the Board of Directors at ArrowStream.

INSIDER NEWS, from page 78SCOOP

continued on page 82

Raleigh McClayton
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INSIDER NEWS, from page 80SCOOP

Raleigh has led both B2B and B2C brands, most 
recently serving as President of LoopNet, the larg-
est advertising platform for commercial real es-
tate. Prior to this, he spent over 10 years in the 
Restaurant and Food Technology industries. He 
was a member of the leadership team at Grubhub 
for five years, helping extend Grubhub’s products 
and services from small restaurant operators to 
larger Enterprise brands and opening new ver-
ticals for the business. Earlier in his career, he 
served as head of digital marketing and digital 
strategy for Restaurant Brands International for 
four years, overseeing the growth of brands such 
as Burger King, Popeye’s, and Tim Hortons.

He will be taking over from Jeffrey Stone, who 
will be moving onto a PE role. ArrowStream is 
thankful for Mr. Stone’s contributions over the 
last year.

“The breadth of ArrowStream’s products em-
powers foodservice professionals and makes their 
lives easier. The company has done a tremendous 
job of building strong relationships with suppli-
ers, distributors, and over 250 restaurant brands 
across the foodservice industry. I’m excited to 
work with our talented team and partner with cli-
ents to continue solving big problems that impact 
our daily lives,” stated Raleigh. “It was incredibly 
appealing to lead a company that connects across 

the value chain to provide transparency, drive ef-
ficiency, and showcase opportunities throughout 
the supply chain. We’re investing heavily in our 
platform to ensure ArrowStream continues to de-
liver innovative, mission-critical solutions for our 
clients.”

ArrowStream, the leading end-to-end supply 
chain management platform for the foodservice 
industry, helps clients capitalize on data to im-
prove their business. ArrowStream serves thou-
sands of chain restaurant operators, distributors 
and suppliers with a single integrated network 
of applications and industry data, providing un-
matched levels of transparency, control and ac-
tionable insight to protect their clients’ brands, 
mitigate risks and optimize profitability. For more 
information, visit www.arrowstream.com.

BALAHAN BOBUS PLOTS NEW 
FRENCH BISTRO

SCOOP has learned that the founder of the im-
mensely popular healthy Mediterranean fran-
chise Dill & Parsley, Balahan Bobus has decades 
of experience in hospitality and is deeply passion-
ate about providing people with high-quality, nu-

tritious meals with amazing flavors. Founded in 
2014, Dill and Parsley current operates at 5 differ-
ent locations across Manhattan and is known for 
highlighting ingredients and flavors indigenous 
to the Aegean coastline and central Anatolian re-
gions. Inspired by centuries-old Mediterranean 
recipes, Balahan’s passion for quality cooking has 
put Dill & Parsley on the map.

Now, Balahan is taking his experience and pas-
sion and using it to open up an entirely new con-
cept – Josephina. Described as an upscale French 
bistro, Josephina will cater to the Soho, Noho, 
Nolita, and Grammercy neighborhoods while at-
tracting clientele from across Manhattan. Pre-
serving most of the original layout of the restau-
rant, Balahan is committed to being a responsible 
neighbor and is looking forward to creating new 
job opportunities and sharing his vision with the 
community.

Moving into the space at 643 Broadway, Joseph-
ina will be replacing Bleecker Kitchen & Co. Lo-
cated at the busy corner of Broadway and Bleeck-
er Street, the location is primed for success with 
an impressive 6,600 square feet of space, divided 
between the Ground Floor, Cellar, and Subcellar. 
With enough room to seat 148 guests at one time, 
Josephina will be a spacious and bustling bistro, a 
perfect addition to the neighborhood.

for all aspects of procurement, staff-
ing, strategic planning, and financial 
operations for OVG’s Climate Pledge 
Arena in Seattle, the widely acclaimed 
new home of the Seattle Kraken, and 
assisted with many of these aspects 
for UBS Arena at Belmont Park, the 
exciting new home of the New York Is-
landers.   

Gaber previously served as general 
manager for Delaware North from 
2016 to 2019 at American Family Field, 
home of Major League Baseball’s Mil-
waukee Brewers, where Delaware 
North provides food, beverage, and re-
tail services. During his tenure, he was 
instrumental in the 2017 multimil-
lion-dollar upgrade to the concessions 
program, part of the largest and most 
comprehensive renovation in the his-
tory of the ballpark. He collaborated 
with the Brewers to bring the culinary 
concession vision to life, including 11 
new concession stands and two new 
field-level bars. The redevelopment 

garnered an impressive honor from 
one of baseball’s most respected pub-
lications – Ballpark Digest recognized 
Miller Park with its 2017 honors for 
Best New Concessions Experience. 
Gaber began his career with Levy in 
2006 as general manager of suites 
at Philips Arena in Atlanta and later 
served as director of operations at Rip-
ken Stadium in Aberdeen, Md., and di-
rector of premium services role for the 
company at the Boston Convention 
Center in Massachusetts. From 2012 
to 2015, he served as director of opera-
tions at Charlotte Motor Speedway in 
Concord, N.C. – managing Levy’s food 
service operation that included 150 
suites and concessions for as many 
as 165,000 fans.  From 2015 to 2016 
Gaber served as director of operations 
at the FedEx Forum, home for Mem-
phis Grizzles.

Gaber earned a bachelor’s degree in 
business management at Johnson & 
Wales University in Providence, R.I. 

 
Oak View Group (OVG) is a global 

sports and entertainment company 
founded by Tim Leiweke and Irving 
Azoff in 2015. OVG is focused on be-
ing a positive disruption to business 
as usual in the sports and live enter-
tainment industry and currently has 
eight divisions across four global of-
fices (Los Angeles, New York, London, 
and Philadelphia). OVG leads the op-
erations of Climate Pledge Arena at 
Seattle Center and UBS Arena in Bel-
mont Park, NY as well as arena devel-
opment projects for Moody Center in 
Austin, TX; Royal Farms Arena in Bal-
timore, MD; Coachella Valley Arena 
in Palm Springs, CA; Co-op Live in 
Manchester, UK; Arena São Paulo in 
São Paulo, BZ; and OVG’s first project 
north of the border, the redevelop-
ment of the Hamilton, Ontario Arts 
& Entertainment District, which in-
cludes the FirstOntario Centre Arena. 
OVG Global Partnerships, a division of 

OVG, is the sales and marketing arm 
responsible for selling across all OVG 
arena development projects. OVG Fa-
cilities, a division of OVG, is the facility 
management, booking, security, and 
sanitizations services arm that per-
forms services for both OVG’s arena 
development projects and clients on 
a 3rd party basis. OVG Media & Con-
ferences, a division of OVG, publishes 
Pollstar and VenuesNow, in addition 
to hosting live entertainment-centric 
conferences around the world. OVG’s 
Arena Alliance, a division of OVG, is 
a collection of the top 32 venues in 
North America that provides a plat-
form for booking, content, and spon-
sorship sales opportunities. In August 
2021, OVG announced its acquisition 
of Spectra, one of the industry’s lead-
ing venue management and hospi-
tality providers, to create one world-
class, full-service live events company. 
Learn more at OakViewGroup.com,

from page 4KENNETH GABER
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B
ill Bien, the CEO of Forever 
Oceans, a leading innova-
tor in sustainable seafood, 
met last month with Jorge 

Seif Junior, Secretary of Aquacul-
ture and Fisheries of the Ministry 
of Agriculture, Livestock and Sup-
ply to sign a concession agreement 
that puts Brazil on track to be an 
emerging leader in sustainable 
seafood production. The initial 20-
year agreement authorizes Forever 
Oceans to ocean-raise fish within 
automated enclosures in two zones, 
located 7-15km (4.3-9.3 miles) off 
the Brazilian coast of the state of 
Bahia. Together, they represent the 
largest offshore concession ever 
given for sustainable marine aqua-

culture, totaling 64,200 hectares, an 
area three-and-a half times the size 
of Washington DC. The operation 
is expected to create up to 500 jobs 
over the next eight years.

“With a coastline of more than 
8,500 km, Brazil is one of the main 
frontiers for fish production, gen-
erating, in addition to healthy food, 
employment and income.” Said Seif. 
“This landmark agreement is histor-
ic for Brazil and will set the country 
on the path to the development of 
sustainable marine aquaculture.” 

In 2018, the global marine aqua-
culture market produced 7.3 mil-
lion metric tons of finfish valued 
at US$35.4 billion1. The global de-
mand for finfish from marine aqua-

culture is forecast to grow threefold 
to 21 million metric tons by 20502, 
as more consumers incorporate fish 
as a part of a healthy diet.

“This agreement will help us to 
serve the growing demand for deli-
cious, nutritious seafood and gives 
us the space to scale and grow rap-
idly, and the opportunity to develop 
the largest offshore sustainable sea-
food capability in the world,” said 
Bien. “We will bring our different 
approach to the waters of Brazil, ap-
plying our expertise in aquaculture, 
conservation and innovation to 
raise delicious and protein-rich fish 
in deep-ocean waters in a highly en-
vironmentally-friendly and sustain-
able way that’s good for people and 

the planet.”
In addition to the new 

site in Brazil, the Vir-
ginia, US-headquartered 
company has a research 
and technology facility in 
Hawaii, and offshore op-
erations in Panama and 
plans an offshore opera-
tion in Indonesia. 

In Brazil, the compa-
ny will ocean-raise For-
ever Oceans Amberjack, 
known locally as ‘Olho de 
Boi’ or Remeiro. This ver-
satile finfish is praised for 
its taste, protein, nutri-
tion and is rich in Ome-
ga-3. 

An onshore hatchery in 
Ilhéus, Bahia, Brazil, will 
raise fingerlings from eggs 
for placement in large 
deep-ocean enclosures, 
enabling them to swim 
and grow in a protected 
and more natural envi-

ronment. Initially, 24 automated 
enclosures are planned inside the 
two ocean zones, which comprise 
responsible eco-friendly aquacul-
ture zones. The operation in Brazil 
is expected to create approximately 
300-500 good-paying jobs over the 
next eight years once full capacity is 
achieved.

In September 2021, Forever 
Oceans was named in Seafood 
Source Magazine’s Top 25 Seafood 
Innovators list. 

Forever Oceans is a leading innova-
tor in sustainable seafood. Our mission 
is to provide a new way for the world 
to produce delicious, sustainable sea-
food that’s good for people and the 
planet. We know fish, we know conser-
vation and apply unique innovations. 
These include ruggedized enclosures 
where everyday tasks are automated 
using advanced systems. They ensure 
our operations are efficient, integrated 
with the environment and supportive 
of local communities. Forever Oceans 
was recently named one of America’s 
most innovative seafood companies 
by Seafood Source. 

Our Research and Technology Cen-
ter is in Hawaii, and we have offshore 
operations in Panama, Brazil and one 
planned for Indonesia. Our sustain-
able seafood will be in US restaurants 
in early 2022. Learn more about For-
ever Oceans at ForeverOceans.com. 

1 FAO UN https://www.fao.org/fish-
ery/en/aquaculture/en

2 ‘Oceans’ Future to 2050 Marine 
Aquaculture Forecast’. 2021 report by 
DNV.: https://www.dnv.com/Publica-
tions/marine-aquaculture-forecast-
to-2050-202391

FOREVER OCEANS SIGNS DEAL WITH 
BRAZILIAN GOVERNMENT TO CREATE 
WORLD’S LARGEST OFFSHORE CONCESSION

SUSTAINABLE SEAFOOD PRODUCTIONNEWS

(L-R) Mr. John Lopes, Forever Oceans President, Brazil, Mr. Bill Bien, Forever Oceans CEO, Brazilian 
President Mr. Jair Bolsonaro, Secretary of Aquaculture and Fisheries Mr. Jorge Seif Júnior. Photo cour-
tesy Alan Santos/PR



February 2022 • Total Food Service • www.totalfood.com • 85 

http://issuu.com/action/openurl?url=https://www.cremalusso.com/wholesale
http://issuu.com/action/openurl?url=http://www.kvent.com


86 • February 2022 • Total Food Service • www.totalfood.com

http://issuu.com/action/openurl?url=https://www.heliospastausa.com


February 2022 • Total Food Service • www.totalfood.com • 87 

http://issuu.com/action/openurl?url=http://www.glissenchemical.com


88 • February 2022 • Total Food Service • www.totalfood.com

meet diners’ evolving demands for 
convenience, frictionless digital expe-
riences and safety can be poised to not 
only survive, but thrive.”

The report is based on a survey of 
1,000 Americans fielded in September 
2021, who had ordered from a restau-
rant within the last three months.

The key takeaways are:
Interested in: plant based, non-

GMO, fair trade, climate friendly, ethi-
cal, sustainable; food free of allergens, 
alternative proteins 

Tech habits: Biggest fresh purchas-
ers online. Use phone to order restau-
rant food, plan meals and build lists, 
find recipes, pay for food at markets 
or restaurants, scan products to learn 
about allergens or nutritional infor-
mation, order from meal ingredient 
delivery services.

• Almost two-thirds (64 percent) 
of consumers do not plan to return 
to their pre-pandemic habits of din-
ing in restaurants within the next six 

months.
• Convenient off-premises dining 

has emerged as a permanent fixture in 
the restaurant experience: 61 percent 
of consumers order takeout or deliv-
ery at least once per week, up from 29 
percent one year ago and 18 percent 
prior to the pandemic.

• Demand for frictionless digital ex-
periences continues to be at the top of 
the menu. More than half (57 percent) 
of consumers ordering takeout or de-
livery prefer to use a digital app; nearly 
two-thirds (67 percent) of on-premise 
diners prefer to order their food digi-
tally.

• One-third of consumers say en-
hanced cleanliness and safety pro-
tocols are important in returning to 
on-premises dining sooner and more 
frequently.

Forty-Six Percent Of Consumers 
Plan To Eat Healthier in 2022 Ac-
cording To New Survey By Nextbite 

Forty-six percent of consumers indi-

cate they want to eat healthier in 2022, 
making it the most highly-ranked life-
style change, followed by working out 
more often and spending less money, 
according to a new survey by Nextbite, 
a leader in virtual restaurants. At the 
same time, 49% of consumers plan 
to order healthier food for delivery in 
2022. In fact, offering healthier food 
delivery options is the third most mo-
tivating way to get consumers to order 
delivery more often (closely followed 
by faster delivery times and more food 
variety).

For all ages, eating healthier in 2022 
is a top-ranked resolution, includ-
ing 48% of 18–24-year-olds and 45% 
of 25–34-year-olds. Eating healthier 
doesn’t necessarily mean adopting a 
trendy new diet, as only 6% plan on 
trying the keto or Whole360 diet.

The momentum and demand for 
delivery food continues in the coming 
year. Fifty-nine percent of consumers 
are currently ordering food for deliv-
ery once a month or more and 41% 

plan to order it more often in 2022. 
The survey also reported that 33% 
order food for delivery once a week 
or more. Consumer delivery demand 
continues to increase, despite Covid 
lock-downs disappearing, children 
returning to school, and adults going 
back to work in-person. In a Summer 
2021 survey, Nextbite found 43% were 
ordering food at least once a month, 
and 23% were ordering weekly.

“Restaurants have a huge opportu-
nity in 2022 to adopt virtual menus to 
reach new customers for delivery and 
takeout, but also to offer new healthier 
options consumers crave,” said Next-
bite Vice President of Brand Mickey 
Citarella. “Delivery and takeout are 
no longer viewed as unhealthy, and 
it’s important to focus on supplying 
consumers with fresh options that are 
both delicious and nutritious. If we do 
this, we’ll continue to see delivery or-
ders increase.”

from page 28TREND TALK

your actions, which motivates you 
to do whatever it takes to reach your 
goals.

Let’s apply this using our example 
goal above of increasing appetizer 
sales from 650 to 800 in a month. 

Your first step is to break that 
down from a singular goal into 2 to 
3 tasks.

Perhaps your first task is to create 
a new table script for your servers 
to help entice appetizer orders. An-
other task could be having the chef 
create some new appetizers. Anoth-
er task could be to experiment with 
pricing or marketing. 

Then you break those tasks down 
into sub-tasks. For example, when 
creating a new script, you have to:

Write the script, test the script, 
create a process for your staff on 
how to use the script, train your 
staff on how to use the script, mea-
sure results, make tweaks, etc.

When you create small, manage-
able tasks that are easily accom-
plished, reaching your goal be-

comes doable.

3. Block and tackle
At this point, most people think 

the next logical step is to create a to-
do list. This is also the point where I 
pull out my coach’s whistle and call 
a penalty. Flag on the play. To-do list 
created. 1 hour penalty!

All kidding aside, there are many 
reasons why to-do lists don’t work, 
but these are probably the most 
common pitfalls:

• The longer the list becomes, the 
more you avoid it.

• Anything that doesn’t gets done 
moves onto the list for the next day.

• It just sits on your desk for weeks 
while only one or two things ever 
get crossed off.

So, if to-do lists don’t work, what 
does? Time blocking!

Time blocking is the process of 
putting your tasks, steps, or action 
items directly onto your calendar 
versus a piece of paper or some fan-
cy digital to-do list that works about 

as well as a piece of paper.
There is a lot of psychology as 

to why calendar blocks work bet-
ter than to-do lists but probably 
the most important reason is that 
things on our calendar always have 
associated deadlines so they feel 
urgent and immovable. When was 
the last time you decided not to see 
the doctor that you had an appoint-
ment with just because you got dis-
tracted? If it’s on your calendar, you 
have a better chance of doing it.

4. Lighten the load
One of my restaurant clients 

shared this great story with me 
about how every day his team puts 
pebbles in his basket (not com-
plaining, it’s his job as manager to 
carry the heavy load). He can carry 
a few pebbles up a hill, but not a full 
basket of them because it weighs 
too much.

My reply to him was to make sure 
he unloads some of those pebbles 
daily so that when his team puts 

new ones in tomorrow, the basket is 
starting nice and light instead of be-
ing weighed down with yesterday’s 
pebbles.

The moral of this story is that you 
need to work at your goals EVERY 
SINGLE DAY. Some days it might be 
for a few minutes and other days it 
might be for a few hours. But doing 
something every day helps lighten 
the load so you see progress and feel 
accomplishment.

It can be hard for restaurant own-
ers and operators to do this. But in 
order to have the restaurant you 
dream about, you have to set well-
defined goals, chunk them down 
into manageable tasks, and then 
set aside time in your calendar ev-
ery day to work on your goals and 
not just the problems (or pebbles) 
that are thrown in your basket. Most 
importantly, you have to COMMIT 
to your goals. After all, it’s just a  
decision.

from page 48RESTAURANT STRATEGY
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is at least two deep cleans per year, 
though some environments may 
necessitate more. Deep cleaning 
should be performed by an ice ma-
chine technician.

Regular cleaning can be done by 
store employees and should take 
place with far more frequency. Reg-
ular cleaning includes wiping down, 
disinfecting, and sanitizing the 
parts of the ice machine that users 
touch. Below, we advise on how to 
perform regular cleaning and how 
often.

Ice Machine Cleaning  
Instructions

Employees or janitorial staff 
should disinfect and sanitize ice 
machines on a regular basis. Clean-
ing solutions can be mixed from a 
food grade bleach or another EPA-
approved cleaning solution that is 
diluted with water. The label should 
indicate the dilution rates for disin-
fecting and sanitizing. Make a solu-
tion of each in spray bottles.

For beverage dispensers, follow 
the instructions below for how to 
apply the cleaning solutions to any 
areas where a customer could touch 
or a beverage could splash.

For ice machines and ice bins, fol-
low the instructions below to clean 
the outside of the unit, paying extra 
attention to high-touch areas like 
ice bin doors.

1. Spray or wipe on the disinfect-
ing solution and leave it on for at 
least 10 minutes. Continue to ap-
ply more disinfectant as needed to 
ensure the surface is wet the entire 
time. After 10 minutes, thoroughly 
rinse away the solution with water. 
This is very important, as disinfec-
tant could contaminate ice if left on 
the ice maker.

2. Next, spray or wipe on the sani-
tizing solution. Continue to apply 
the sanitizer to ensure a two-minute 
wet contact time. No need to rinse 
this one, let it air dry on the surface.

3. The ice dispenser drain may 
become clogged or contaminated 
when foreign beverages (especially 
milk) or solids are poured down it. 
Remove any solids that block the 

drain, then pour un-diluted clean-
ing solution (e.g. bleach) into the 
tray. This may be needed daily or 
weekly depending on how often us-
ers misuse the tray.

Choose the Safest Ice Making 
Equipment

There are options when it comes 
to buying self-serve ice and bever-
age dispensers. Choose handsfree, 
or touchless, dispensers. They are 
safer, because users don’t need to 
touch the machine to activate it. 

Instead of pressing a button or de-
pressing a lever to dispense ice, us-
ers hold a cup in front of a sensor. 
Without human contact, the chance 
of bacteria being transferred to the 
ice maker is significantly reduced or 
eliminated.

When food store managers are in 
the market for a new ice dispenser, 
a handsfree model is ideal. This type 
of machine tells customers and em-
ployees that their safety is a priority.

Prioritize Customer and  

Employee Safety
Managing an ice machine involves 

even more than keeping it safe from 
contaminants. Ice makers are ex-
pensive to buy and difficult to keep 
running optimally. Problems with 
an ice maker in a food store can up-
set customers, stall businesses, and 
put off employees. Choose a quality 
ice maker and regularly clean, ser-
vice, and maintain it to maximize 
the investment.

from page 22ICE MACHINES
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from page 321515 DESIGN

higher volume of product with 
low-energy consumption. 
Electric machines tend to be 
used for smaller operations. In 
our line, any machine that we 
manufacture in gas, we also 
offer an electric version. Gas 
typically allows for better heat 
control than electric, but with 
our technology, the quality of 
the gas is matched with the 
electric,” advised Delpech. 

1515’s restaurant custom-
ers have found that the quality 
of the Doregrill rotisserie en-
ables product once cooked, to  
be eaten up to two hours later. 
“There’s not a lot of food that 
offers this and maintains its 
quality,” emphasized Delpech. 
1515 Design offers a line of special 
cases adapted to hold the cooked 
products and keep them warm. 
“This concept is very popular be-
cause we can match the design and 
material we use for the machine in 
the display case.” 

The quality and aesthetic of the 
rotisserie machines are of critical 
importance to Delpech at 1515 De-

sign. “We use a porcelain enamel 
finish which is much more durable 
than stainless steel and allows us 
to introduce colors, finishes, and 
style. Porcelain enamel has largely 
disappeared because it is an expen-
sive process, but we kept it because 
we want to keep the authenticity of 
the machine as well as the quality.” 
The durability of porcelain enamel 
also poses an advantage for those 

interested in pursuing the increas-
ingly popular outdoor, market-style 
cooking and dining concept. 

Delpech’s experience has also 
enabled him to be a keen observer 
of dining trends. “At a marketplace 
in Europe, you can find your pizza, 
your pasta, your chicken, and you 
can eat right there or grab a table. 
Again, it’s the idea of flexibility, the 
possibilities of today. I think bring-

ing variety, simple prod-
ucts that are easy to cook 
but excellent in terms of 
quality, taste, and health 
benefits is very effective 
in the food industry.” Ro-
tisserie offers numerous 
restaurant concept possi-
bilities including the sim-
plicity and flexibility of a 
marketplace. 

Delpech and his 1515 
team are available via 
phone and email to assist 
restaurant and supermar-
ket professionals in build-
ing a rotisserie strategy.  
From a simple packaging 
question to an ROI over-
view, 1515 is on call to re-

spond to the needs of the foodser-
vice community. “I witnessed the 
different introduction of rotisserie 
in restaurants, the satisfaction of 
the excellent results, the popular-
ity. No matter what the economic 
situation is, it always adapts and 
works. Based on my experience, the 
rotisserie is here to stay,” concluded 
Delpech. 

GoldFoods.com/folds-of-honor. To 
learn more about Folds of Honor go 
to FoldsOfHonor.org.

Folds of Honor is a 501(C)(3) non-
profit organization that provides edu-
cational scholarships to families of 
military men and women who have 
fallen or been disabled while on active 
duty in the United States armed forces. 
Our educational scholarships support 
private education tuition and tutor-
ing for children in grades K-12, as well 
as higher education tuition assistance 
for spouses and dependents. Found-
ed in 2007 by Lt Col Dan Rooney, a 
PGA member and F-16 fighter pilot 
currently stationed at Tyndall AFB 
Florida as a member of 301st Fighter 
Squadron who served three tours of 
duty in Iraq, Folds of Honor is proud 
to have awarded more than 35,000 

scholarships valued at more than 
$160 million in all 50 states, as well 
as Guam, Puerto Rico, and the Virgin 
Islands. For more information or to 
donate in support of a Folds of Honor 
scholarship, visit www.foldsofhonor.
org.

Four generations of the Reich-
art family have been producing the 
world’s freshest, best tasting tomato 
products since 1942.  When the US en-
tered WWII, the government asked cit-
izens to step up and help the war effort 
and the call was answered.  Since then, 
Red Gold has become the largest pri-
vately owned tomato processor in the 
nation with three state-of-the-art fa-
cilities in Elwood, Geneva, and Orestes, 
Indiana.  The company also boasts a 
million square foot distribution center 
in Alexandria and operates the sub-

sidiary RG Transport trucking fleet in 
Elwood.  Red Gold partners with local 
family farms across Indiana, south-
ern Michigan, and Northwest Ohio to 
sustainably produce premium qual-
ity canned tomatoes, ketchup, sauces, 
salsas, and juices for foodservice, pri-
vate brands, brands, export, co-pack, 
club and retail channels of distribu-
tion.  The Red Gold family of consum-
er brands includes Red Gold, Redpack, 
Tuttorosso, Tomato Love, and Sacra-
mento.  Superior Quality, Outstanding 
Service and Operational Excellence 
are the shared values that contributed 
to the employee-created mission state-
ment: “To produce the freshest, best 
tasting tomato products in the world.”  
Visit the award-winning website for 
great recipes, tips and culinary inspi-
ration www.RedGoldTomatoes.com 
& www.RedGoldFoodservice.com

NEW Redpack® 105oz. Marina-
ra and Spaghetti Sauce Pouches 
from Red Gold®

Why pay more for a can when Red 
Gold® now offers its Redpack® brand 
Marinara and Spaghetti Sauce in af-
fordable 105oz. pouches? The same 
exceptional quality sauce made with 
Italian spices, pieces of tomatoes 
and oil, without the can. Available 
in 6/105oz. cases.  Find out more at 
RedGoldFoodservice.com. Ask your 
distributor for Redpack Marinara and 
Spaghetti Pouches today.

from page 10RED GOLD
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with maybe some evening services 
in a three-shift manufacturing en-
vironment,” said Gebhardt. “There 
now must be services throughout 
the day, with these services ad-
dressing all nutritional and healthy 
eating initiatives that were under 
way before COVID. We also have 
to think what the impact is on the 
employee coming into the office. 
These employees are leaving behind 
something they have grown very ac-
customed to over the last two years. 
They had to support their children 
in a different way than they used to, 
they had to support their parents. 
What that means is that they are 
leaving their home to go to the of-
fice with all these distractions and 
concerns. It is our job to ease some 

of these burdens to help get em-
ployees back in the office.”

As for his goals as the new Presi-
dent of SHFM, Gebhardt is focus-
ing on helping the industry grow 
and adapt post-COVID. “Becoming 
president is humbling, especially 
when you look at the list of the last 
forty presidents, the roles that they 
have played and the positions that 
they have held in the industry,” said 
Gebhardt. “It is also very rewarding 
to know that thirty plus years of my 
time in the industry is being recog-
nized in this way. I am very excited 
to be able to bring forward different 
ideas, different thoughts and my ex-
perience in the industry.” Gebhardt 
continued, “the first major under-
taking on my agenda is to make sure 

that the organization’s strategic 
plan continues to play out, with a 
strong focus on diversity and inclu-
sion, in addition to a strong focus on 
sustainability. There will also be an 
emphasis on our rising young pro-
fessionals, with the goal of not only 
building up this organization, but 
the field of workplace hospitality in 
general. One of the new initiatives I 
hope to bring forward is focused on 
the return to offices. My goal is to 
bring awareness to what is going on, 
including a better understanding of 
current and future trends, as well 
as the role that we are going to play 
as an industry in moving the world  
forward.”

In taking on the role of Presi-
dent, Gebhardt also aims to educate 

young people and young profes-
sionals on the wide array of options 
in the hospitality industry, and on 
how SHFM can help them to enter 
and grow in the industry.

SHFM’s members oversee all fac-
ets of corporate foodservice and 
workplace hospitality, from cafés 
and retail operations to catering, 
vending, fitness centers, childcare 
services and conference planning 
and support, including audio/vi-
sual services. SHFM represents the 
most influential professionals who 
directly provide these services and 
oversee purchasing decisions for 
hundreds of business campuses and 
millions of employees.

programs and policy making through 
enhanced, ongoing communication 
within city government.

Community Representation
Our Borough Presidents must en-

sure the hospitality industry is rep-
resented by appointing more in-
dividuals from the sector to the 59 
community boards. These boards 
make recommendations to agencies 
whether they should approve, deny, 
or add stipulations to liquor licenses 
and sidewalk cafes, and they influ-
ence other important policies that 
impact small businesses, yet they lack 
adequate representation from New 
Yorkers with restaurant and nightlife 
sector perspective. To strengthen this 
vital, hyper-local level of government, 
more people with experience in the 
business of restaurants and nightlife 
must be represented.

Remind the World that NYC is the 
Culinary Capital and City that 
Never Sleeps

We must further invest in NYC & 
Company’s mission to promote the 
five boroughs for leisure and business 
travel around the globe. With $73.6 
billion spending created by New York 
tourism in 2019 its clear many busi-
nesses need tourism to return, to re-

cover.
While a hybrid of remote and in-

person work is the future of the econ-
omy, the workforce can be incentiv-
ized to return to their offices more by 
launching a “City Bucks” campaign, 
providing employees a stipend to be 
used at local restaurants, bars, barber-
shops, and other businesses, which 
stimulates the local economy.

The city should work with Business 
Improvement Districts and communi-
ty groups to support and expand upon 
their great street activations, whether 
art installations, musical performanc-
es, or sporting events — they should 
engage everyday New Yorkers and our 
city’s icons and celebrities to partici-
pate. Without a return to the office, the 
Comptroller’s office has estimated the 
city could lose $111 million in annual 
sales tax revenue that funds essen-
tial services which equates to billions 
of unspent dollars at neighborhood 
businesses.

Public Health, Safety and Sanita-
tion

As Mayor Adams says, “Public safe-
ty is the prerequisite to prosperity.” 
That’s why our city’s streets, subways 
and buses must be safe, clean, and 
well-maintained. A city with a dan-
gerous and dirty reality and/or public 

perception is challenging to change, 
so we need an aggressive pro-NYC 
public relations campaign, with po-
lices to match.

As omicron cases continue to de-
crease, the city must proactively re-
mind people that New York is open and 
our restaurants, music venues, event 
companies, and other establishments 
desperately need their support now. 
Covid-19 is with us for the unforeseen 
future, and as a people we must bal-
ance living with the virus, while living 
our lives and partaking in social and 
economic activity. People have differ-
ent risk tolerances, and that’s ok, but 
we need our elected leaders to clearly 
communicate risk, not cause unnec-
essary panic, while encouraging peo-
ple to support local businesses.

And while Covid-19 continues to 
impact New York, the city must reverse 
the ban on propane heating sources 
used to comfort patrons dining out-
doors during colder winter tempera-
tures, provide free and accessible Co-
vid-19 tests for industry workers, and 
subsidize the pandemic safe pay law 
so that workers can stay home when 
exposed to the virus and employers 
aren’t stuck with more financial bur-
dens.

The city should also provide metrics 
for determining when requirements 

like proof of vaccination for indoor 
dining will be lifted because no mat-
ter how well-intended, the policy 
poses operational and financial chal-
lenges to some businesses, particu-
larly those in communities with lower 
vaccination rates and high hesitancy. 
And, with a variant like omicron that’s 
transmissible among the vaccinated 
(although symptoms are less severe), 
and the customer vaccine require-
ment in effect long enough to measure 
its influence on getting more people 
vaccinated, the policy must be con-
tinually justified or modified.

Jobs, Jobs, Jobs
Even with the city’s restaurants and 

bars employing 75,000 fewer people 
than before the pandemic, and high 
unemployment, the service indus-
try in the five boroughs is struggling 
with staffing shortages. This creates 
an opportunity for city and non-profit 
leaders to expand hospitality industry 
training and job placement programs, 
especially because it’s an industry that 
employs people from all walks of life 
and experience levels. Supporting job 
creation must be a priority for the city, 
and creating sustainable jobs must be 
a priority for hospitality businesses.

from page 72NYC HOSPITALITY ALLIANCE
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It’s a question even the biggest of 
chains are working on, constantly. 

There’s good news. You don’t need 
a huge budget. You don’t need a 
massive team of developers.  You 
just need a couple of tools that al-
ready exist and about $300 a month.

You read that right. Having a fric-
tionless digital ordering experience 
is easy, affordable and does not re-
quire having an app that you need 
to beg your guests to download.

I’ve implemented this exact sys-
tem at our restaurant, Handcraft 
Burgers & Brew, a quick service 
smash Burger joint in NYC. It was 
easy to set up, it works seamlessly, 
it was inexpensive and it has us de-
livering an experience to our guests 
that’s inline with the expectations 
they’ve built from using those apps 
from the retail giants?

Want to learn what it is and how 
it works?

I teamed up with Bbot (a flex-

ible platform that makes it easy for 
guests & servers alike to start a tab, 
add to it, and close out any time in 
a beautiful, custom-branded digi-
tal menu with no app download 
required)  and Ovation (the guest 
feedback solution will help you do 
the digital table touch, get guest 
feedback, build your database and 
help you generate more 5-star re-
views) to show you exactly how you 
can do it too and which tools you 
need to execute. 

Watch this video at https:// 
youtu.be/hg-xelkPbyA where you 
will discover how to provide a per-
sonalized and frictionless digital 
customer experience, similar to ride 
share apps and large retailers. Your 
guests will love it, and you’ll love 
how easy it is to implement!

Take a moment to digest and then 
reach out to me with any questions! 
rev@restaurantsgrow.com

Make it a great tasty day!

from page 34HOSPITALITY MARKETING

to work with them. 
Another trend in operations is 

smaller footprints for restaurants. This 
allows for lower rent, fewer employ-
ees, and a more efficient operation. 

Continuing with efficiency, I pre-
dict a higher use of equipment and 
more robotics being adopted in 2022. 
The labor shortage shined a light on 
the fact that we cannot make it with 
high labor anymore. Restaurants must 
find ways to become more efficient, 
whether it’s equipment that shreds 
chicken and cuts Brussel sprouts to 
finding the right holding equipment 
so you can prep things early and hold 
them at temperature without over-
cooking a product. 

5. Restaurants need to develop 
multiple revenue streams. 

Restaurants are finding they need 
a way to create seats that don’t exist 
now. In fact, restaurants that had mul-
tiple revenue streams prior to 2020 
fared well these last two years. This 
ties back to those smaller footprints. 
Drop-off catering is another example. 

While catering has been a way for a lot 
of restaurants to find revenue, doing 
the big weddings and things like that 
may be a thing of the past because of 
the labor shortage. Maybe leave that 
to the big catering companies. But 
drop-off catering where you can drop 
off food and not have to have humans 
there to serve it is going to be a major 
trend for independent restaurants.

Companies like DoorDash are tying 
in with POS systems, allowing you to 
use their delivery people for a fee in-
stead of a commission, no matter how 
you use them, because delivery is here 
to stay. 

Ghost kitchens/delivery concepts 
will also continue to trend in 2022. 
Opening a location that only does de-
livery and can be turned on or off will 
drive that extra revenue. 

Now, whether my predictions are 
dead on or way off doesn’t change 
the fact that there will be changes in 
the industry. Only those who are truly 
leading their restaurants forward will 
be able to roll with those changes. 

from page 24PETERS
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before it is released. The first step in a 
ransomware attack is infection, which 
occurs when a user visits a security-
compromised website. Ransomware 
is typically part of a phishing scam; 
by clicking a disguised link, the user 
downloads the ransomware. Ran-
somware infections are specifically 
focused on users with higher levels of 
permissions such as administrators, 
to inject malicious code. 

Once the code has been delivered 
and executed on a system, either 
locker ransomware shuts users out 
of a system or crypto ransomware 
encrypts data using advanced math-
ematical encryption keys. In almost 
every case, the user or owner of a tar-
geted system will receive instructions 
on how to regain access. A ransom 
is clearly presented, along with pre-
ferred denomination and payment 
method, and sometimes a deadline 

for payment. 

• Phishing: Phishing is a cyber-
crime in which a target is contacted by 
email, telephone, or text message by 
someone posing as a legitimate insti-
tution to lure individuals into provid-
ing sensitive data such as personally 
identifiable information, banking and 
credit card details, and passwords. 
The phished information is then used 
to access important accounts and can 
result in identity theft and financial 
information. Other forms of phish-
ing include vishing or voice phishing, 
smishing or SMS phishing, and whal-
ing or email purportedly from one of a 
company’s senior figures. 

• Data breaches: A data breach ex-
poses confidential, sensitive, or pro-
tected information to an unauthor-
ized person who then views or shares 

the files in the data breach without 
permission. Individuals, businesses, 
and governments can be at risk of a 
data breach and put others at risk if 
they are not protected. Data breaches 
happen most often because of weak-
nesses in technology or in user behav-
ior and are not always caused by an 
outside hacker.

Serious damage is possible if a 
hacker steals and sells Personally 
Identifiable Information or corporate 
intellectual data for financial gain or 
to cause harm. Common vulnerabili-
ties targeted in data breaches include 
weak and stolen credentials, com-
promised assets, payment card fraud, 
third-party access, and the use of per-
sonal mobile devices in the workplace.

Best practices to avoid a data breach 
include patching and updating soft-
ware, high-grade encryption for sen-

sitive data, upgrading devices when 
a manufacturer no longer supports 
software, enforcing “bring your own 
device” security policies, enforcing 
strong credentials and multi-factor 
authentication, and educating em-
ployees on best security practices and 
ways to avoid socially engineered at-
tacks.

Working with a knowledgeable in-
surance specialist, who understands 
these emerging risk and compliance 
exposures and negotiates cover-
age that is customized towards your 
needs, is key in procuring protection 
and preventing additional disruption 
to your business.

1. https://www.agcs.allianz.com/
news-and-insights/reports/allianz-
risk-barometer.html

to look in the mirror and address. 
Regardless of a takeout and delivery 

or an in-restaurant dining focus, the 
role of tipping needs to be addressed 
as we prepare for this “New Normal”. 
I see two different issues with it. The 
first from the restaurant owner’s 
standpoint is keeping the tip credit. 
The second issue is the idea of no 
longer tipping and increasing menus 
pricing to include the tip. The elimina-
tion of tipping was attempted by a few 
restaurants.  At these restaurants, the 
top waiters left these restaurants when 
they could no longer make between 
$40 to $60 an hour out of the tip pool. 

It’s always interesting when you see 

political change as we have in New 
York, and what the impact is going to 
be on our restaurant industry. Both 
the New York Governor Kathy Hochul 
and New York City’s new Mayor Eric 
Adams have made intentional strides 
in helping restaurant operators over-
come the adjustments the pandemic 
has brought. The Governor has advo-
cated for to-go cocktails to resurface 
and I personally see it as another way 
restaurants can profit and become a 
desirable place for those taking ad-
vantage of takeout options. The Mayor 
has additionally made it a priority to 
eliminate a lot of red tape that comes 
with opening a business. It can take 

years to open a restaurant and even to 
turn on the gas to operate its necessary 
cooking equipment. This gas issue is 
an on-going problem and prevalent 
throughout the city, but the Mayor’s 
efforts will help to alleviate this issue.

A major solution to the pandemic’s 
challenges on restaurants was out-
door dining. While legislation on the 
use of propane is still pending, Mayor 
Adams continues to support the use of 
propane heaters. Our advice is to do it 
when you can and when it is safe, pref-
erably in warmer weather and with 
proper sanitation procedures.

Sure, there will be other challenges 
in the future. For many operators, they 

are doing better as the industry is on 
the verge of revival. In fact, many of 
my restaurant clients are better posi-
tioned today than they were 2 years 
ago with PPP, employee retention 
credits, and the restaurant grants. 
Many of those that failed couldn’t ef-
fectively take advantage of such gov-
ernment aid and some were already 
struggling to earn a profit pre-pan-
demic. By paying attention to your 
customer’s needs and asking for help 
from industry professionals, your res-
taurant’s “New Normal” will be paved 
with success. 

Reinstate Drinks to Go
While a matter of the state, not the 

city, it’s too timely not to include: Gov-
ernor Hochul announced her support 
for permanently bringing back Drinks 
to Go during her first State of the State 
address and included it in her pro-
posed Executive Budget. This policy 
was extremely popular with consum-

ers, and the revenue it generated for 
restaurants and bars was a lifeline for 
months during the pandemic. Small 
business owners need the certainty 
of this revenue stream. Delivery and 
takeout will continue to be an integral 
part of the restaurant business, so this 
source of ongoing revenue is impor-
tant to so many restaurants and bars. 
Members of the New York State As-

sembly and Senate representing New 
York City must play a leading role in 
Albany ensuring that Drinks to Go leg-
islation is passed very soon.

Don’t Talk About Small Business, 
Be About Small Business

Mayor Adams, in partnership with 
Speaker Adams, the new City Council, 
new comptroller, a returning public 

advocate and four new borough presi-
dents and one returning, need the 
right recipes and moves to support the 
future of a restaurant and nightlife in-
dustry battered by the pandemic, and 
these policy suggestions must be on 
the menu. The City of New York will 
not recover unless our restaurants and 
nightlife are at the core of its econom-
ic recovery.

from page 92NYC HOSPITALITY ALLIANCE
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from page 2FLYFISH CLUB

es. He is a proven investor 
and advisor in the world of 
startups, and now an expert 
on the Fortune 500 world, 
through his work as CEO of 
VaynerMedia, a social media 
marketing agency. His books 
have been consistent best 
sellers. 

He burst onto the scene 
when he grew his family’s 
wine store from $3 to $45 
million in just a few short 
years by launching WineLi-
brary.com, one of America’s 
first wine websites. Fast for-
ward to now, and he’s continued to 
use that same business savvy, along 
with his brother, to build VaynerMe-
dia, a new breed of agency that helps 
Fortune 500 companies like GE, 
PepsiCo, Hasbro and the New York 
Jets find their social media voices 
and build their digital brands. 

Token-holding Flyfish members 
have access to the restaurant’s 
150-seat dining room and cocktail 

lounge, which, under the direction 
of NYC culinary legend Josh Capon, 
look to awe and inspire. Members 
of the Flyfish Omakase, a tier above 
the standard membership, have 
added access to a private, 14-seat 
room and a menu of fresh fish de-
signed by Michelin Star Chef Masa 
Ito and Chef Kevin Kim, who spe-
cialize in omakase dining, with the 
collaboration of Chef Capon.

The Flyfish experience extends 

past the restaurant, however. With 
over 20 events scheduled across the 
2022 calendar, Rodolitz hopes to 
build something more vast. Token 
holders will have access, virtually, 
to wine-tastings and cooking class-
es with Chef Capon, in addition to 
private dining and pop-up events, 
from Minneapolis to the Hamptons. 
“We’re building a community and a 
brand,” Rodolitz said. “This is a lot 
more than a singular restaurant.”

While the venture may 
seem futuristic and poten-
tially daunting, it is ground-
ed in the familiar values of 
culinary talent and hospital-
ity. Empathy and kindness, 
according to Rodolitz, are 
more than just empty words 
or “soft skills” at Flyfish. For 
the lifelong entrepreneur, 
who got his start at age 12, 
working at the local bowling 
alley, humility and gratitude 
were taught at a young age. 
“I spent the first three years 
that we built Empellon send-

ing personal thank you notes to ev-
erybody that had dined with us the 
night before.”

“You have magic in your hand to 
be able to deploy on people and it 
costs you nothing. It could change 
somebody’s day, month, year, it can 
make their anniversary so special,” 
Rodolitz said. “Why not just blow 
people away in every which way? I 
enjoy that ability.”
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They have provided resources and 
food to those needing emergency 
relief. Mook will receive the inaugu-
ral Humanitarian Spotlight Award 
which is presented to a company or 
individual who exemplifies philan-
thropy and gives back to the food-
service and hospitality industries. 

The show’s TechBytes Pavilion 
will focus on the full spectrum of 
technology driven innovation. Top-
ics will include: How to Acquire 
More Customers, Increase Guest 
Frequency and Beat the Third-Party 
Delivery Apps at Their Own Game, 
and 5 Secrets to the New Table 
Touch. 

The show’s new Food and Bever-
age Academy will include four edu-
cational summits on the show floor 
providing access to the full scope 
of hospitality-based education for 
independent, multi-unit and chain 
operators, foodservice, specialty 
beverage, and café owners. Show 
guests will be treated to culinary 
demos with noted Chefs Maria Loi 

(Loi Estiatorio) and Stephen Yen 
(Tao Group) to the latest coffee 
trends from the co-located Coffee 
Fest. 

Once again, the excitement of 
competition cooking will come to 
the show floor. This year’s Rapid 
Fire Challenge theme is plant-based 
meals! Bring on your favorite dishes 
minus the meat! Chefs are encour-
aged to get creative and be ready 
for your one shining moment! The 
winner will be crowned the Inter-
national Restaurant & Foodservice 
Show of New York Rapid Fire Cham-
pion, receive $1,000, bragging rights 
and gain exposure to over 100 media 
outlets including local television, 
radio affiliates, and industry publi-
cations as well as thousands of in-
dustry professionals!

As for individual’s willingness to 
attend the show, Ugianskis says that 
there is a strong desire amongst past 
attendees to return to the show. 
“These are unprecedented times 
for the restaurant industry and 

for foodservice, these are unprec-
edented times for the trade show 
industry, and most importantly un-
precedented times for us as human 
beings,” said Ugianskis. “For me this 
show is about restaurateurs and 
foodservice professionals evaluat-
ing and reevaluating everything we 
have done and why. Are we doing it 
because we have always done it that 
way, or because it is the right thing 
to do, as well as being what our cus-
tomers want and need?”

“With the Delta and Omicron 
variants greatly subsiding, we know 
that people want the show to hap-
pen. We’ve done our research and 70 
percent of past attendees said that 
they were either ‘very likely’ or ‘ex-
tremely likely’ to attend the show.” 

Leading up to the show Ugians-
kis says she is focused on making 
sure there will be a place for every-
one who wants to attend. “From 
the exhibitor standpoint this show 
is breaking all of the rules, it used 
to be that if you wanted to be in a 

trade show that you had to be an 
exhibitor,” said Ugianskis. “If being 
an exhibitor makes sense for you, 
we will find a home for you. If you 
cannot be an exhibitor for any num-
ber of reasons, we will still find a 
home for you. Yes, the show will be 
smaller than in years past, but we 
are still going to have thousands of 
people. If you want to target the in-
dustry, network with people, build a 
brand, we can help you. If you want 
a booth, great. If you can’t have a 
booth, we will put you in front of 
people. If your goal is to have five 
really great meetings, we can help 
set up those meetings and help you 
achieve those goals.”

The show will require all attend-
ees and exhibitors to be vaccinated 
and wear a mask while indoors. 

More information on various sum-
mits, attending exhibitors, events 
and more is available online at 
https://www.internationalrestau-
rantny.com/. 

from page 18IRFSNY 2022

works and what doesn’t,” Paul contin-
ued. “With the impending increase in 
packaging cost, look at your menu and 
ask where is the volume? What are the 
slow movers? What menu item prices 
need to change? Packaging manufac-
turers are now doing the same with 
their portfolio of products. Today, 
more than ever, we must be more ef-
ficient. I recommend you rational-
ize your inventories and streamline 
your operation. We can help you work 
through that process.”

Implementing a new strategy be-
gins with creating a new product mix. 
I asked Paul to describe various foam 
alternatives that maximize value. 
“The list begins with some really cre-
ative packaging including hinged lid 
clamshells made from recycled wa-
ter bottles and containers that are 
microwavable and reusable. We are 
also seeing new styles of paperboard 
boxes, molded fiber containers, and 
clear recyclable PET containers which 
are great for cold items. With so much 

focus on takeout and delivery, there in 
an increased need for tamper-evident 
products, including special labels to 
close sandwich wraps and take out 
bags. Those labels are inexpensive and 
can be custom printed to market the 
restaurant’s brand.” 

“Compostable products such as 
PLA, which is made from corn starch, 
and bagasse, made from sugarcane 
byproducts, are also available. How-
ever composting facilities are few and 
far between. Molded fiber, made from 
recycled paper, has been around for 
a long time and is popular for menu 
items that are not overly wet. Miner-
al-filled polypropylene reduces the 
amount of plastic used in production 
and creates a rigid container. There 
are always the traditional aluminum 
rounds with paperboard lids. The best 
bet is to review your menu with an 
experienced packaging expert and go 
over the options available.”

As restaurant operators work to-
wards finding their next normal, a 

fresh look at costs, functionality, guest 
satisfaction, and product life cycle 
are all important. Think about how 
your takeout and delivery menu has 
evolved. You may be offering more ex-
pensive entrees for off-premise sales 
that you never planned on. Those 
menu items probably warrant a higher 
performing package to meet customer 
expectations. 

Paul continued, “Restaurant take-
out volume has been increasing over 
the years and packaging manufactur-
ers responded with new and improved 
to-go containers. They focus on food 
quality and presentation that mimic, 
as close as possible, the sit-down din-
ing experience. Features including a 
tight lid fit to maintain temperature 
and prevent leaks, venting holes to 
preserve texture, and compartments 
to ensure a nice presentation.” 

The biggest challenge in respond-
ing to the foam bans is, as Paul de-
scribed, “Foam foodservice packaging 
has always been the low-cost option, 

offering the operator a suitable cup or 
container within their budget. As cus-
tomers have become more informed 
and more passionate about environ-
mentally friendly products, they are 
driving change. Changing to meet the 
needs of those customers can be a 
good investment.”

Customer expectations are that the 
cost of a menu item is the same if you 
dine in or take out.  Presently, inflation 
and supply chain issues are leading 
some operators to add a surcharge for 
packaging. Only you as the operator 
can take the temperature of your din-
ing patrons. Are they willing to pay 
more for more sustainable packaging 
or higher quality packaging? Be trans-
parent and share information with 
customers on why you are making 
changes. Ask them for feedback. 

The foodservice packaging experts 
at Imperial Dade are here to help you 
build your strategy to replace foam 
and build your “next normal” packag-
ing strategy. 

from page 12RE-OPENING STRATEGIES
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from page 20SOUS VIDE DAY

said. “And those top chefs started to 
talk about it.”

Part of the quality sous vide al-
lows, from a scientific perspective, 
is the promise of juicer meat. Ac-
cording to Bertholon, by cooking 
meat at a consistent and low tem-
perature, it retains 15-20% more of 
its natural moisture. The result, he 
says, is incomparable. “When you 
taste it, you’re like, why is this tur-
key so good? On top of that, it is so 
juicy,” Bertholon said.

Sous vide has not only attracted 
the attention of Michelin star res-
taurateurs. Family dining chain 
operators led by IHOP interim vice 
president of culinary development 
Scott Randolph, are also participat-
ing in the celebration. 

Part of that accessibility and ap-
peal is the versatility sous vide prod-
ucts can lend a kitchen. Sous vide 
guarantees efficiency that comes 
with being able to cook a piece of 
meat to a precise temperature and 
flavor, time-after-time. “It requires 
a minimal amount of training with 
a simple series of applications that 
can then be used across all dayp-
arts,” Bertholon added. 

Cuisine Solutions offers vari-
ous sous vide products with a wide 
range of uses in mind, allowing 
chefs to apply the specific flavor 
of their choice. “You have so much 
more flexibility and versatility to 
create your own signature.” 

One of the keys to the Sterling, VA 
company staying ahead of the in-
dustry has been its ability to adopt 
the latest menu trends. 

With that in mind, Cuisine Solu-
tions has recently released a plant-
based line of sous vide products. 
Their next sous vide innovation 
will be reducing the amount of food 
waste in the culinary world and 
transforming would-be trash, into 
food. Bertholon and Chef Nolan 
Popper, Director of Innovation & 
Plant-Based, have created a plant-
based initiative to merge an agenda 
of cutting waste with creating a pal-
ette of unique flavors that can be 
used in both food and beverage. 

“We cook the peels of carrots, 
we use the leaves of the corn, we 
use everything that the chef throws 
away. We cook it overnight and we 
get juice. So, we extract all the fla-
vor,” Bertholon said. “You’d think 
you’re eating corn.”

With a recipe of flavor popping 
menu solutions, an eye towards the 
key trends including plant-based 
food and a vision for sustainability, 
Dr. Goussault’s vision is being prop-
erly honored by Cuisine Solutions.  
The January 26th celebration hon-
ored the past and the bright future 
for sous vide. One that takes sous 
vide from top restaurant kitchens to 
all restaurant kitchens and house-
holds across the world. 

a definitive answer to the question of 
whether websites are subject to the 
ADA, Web-Only Businesses are not 
nearly out of the woods, and should 
not cling to a false hope that a web-
site accessibility case cannot brought 
against the company, or if such a case 
is filed, that it will be subject to quick 
dismissal. 

Accordingly, businesses should 
take this opportunity to review the 
Website Content Accessibility Guide-
lines (WCAG) 2.1 requirements, as 
well as applicable state laws, such as 
the California Unruh Act, and ensure 

their website is in compliance. Busi-
nesses should also take note, howev-
er, that most plaintiffs’ attorneys are 
not swayed by the business’s use of 
a “website accessibility overlay,” and 
do not consider the use of these over-
lays a defense to website accessibility 
claims.

These cases are largely driven by 
attorneys’ fees, and are difficult to 
defend without expending significant 
resources. As such, hospitality busi-
nesses would be remiss not to take 
the time to make website accessibil-
ity a top, and ongoing, priority. 

from page 58LEGAL INSIDER
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By Hank Bedingfield

T
he restaurant has always 
been a workplace surround-
ed by danger. Pie insurance 
has reinvented worker’s 

compensation with restaurants and 
small businesses in mind, help-
ing operators navigate a sometimes 
confusing and chaotic field, with the 
time and money-saving advantages 
of technology.

Cuts, muscle strains, and slips are 
statistically common workplace inju-
ries in the restaurant field. While the 
insurance industry is stereotypically 
bogged-down with stacks of paper-
work and logistical hang-ups, Pie In-
surance hopes to slash red tape with 
a digital edge.

“The idea for Pie was born out of 
this frustration and [we were] mo-
tivated to build a better insurance 

company,” said Dax Craig, president 
and co-founder. “[We] wanted it to 
be an insurance company that was 
completely different from all others. 
Insurance can have a reputation of 
being difficult, un-friendly, and cum-
bersome. [We] wanted to build a lik-
able and straightforward company 
that made getting small business in-
surance “‘as easy as pie.’”

With the added threat of workplace 
illness, as the pandemic trodds on, 
worker’s compensation — apart from 
being legally mandated for business-
es in most U.S. states — is vital in 
cutting expenses for employers and 
employees.

Co-founders Dax Craig, with ex-
perience as the founder of Valen 
Analytics, and John Swigart, former 
chief financial officer and chief mar-

keting officer at Esur-
ance, looked to combine 
their tech-savvy back-
grounds and insurance 
experience to reinvent 
the insurance world  
altogether. 

One goal in stream-
lining the bureaucratic 
aspects of insurance was 
to serve small business-
es, a market typically ne-
glected and overcharged 
by giant commercial in-
surance providers. Small 
businesses are labeled 
as too small for large 
insurance companies to 
turn a profit. They can 
be typically overlooked 
and passed up on.

“Pie’s first policyhold-
er illustrates perfectly 
why the company de-
cided to offer workers’ 

comp coverage. The owner of a small 
concrete-laying business came to 
Pie for a quote because, despite not 
having any claims, he was dropped 
by his previous insurer when they 
decided they could not profitably 
service policies that cost less than 
$10,000 per year,” Craig said. “Pie was 
able to offer him a policy for 30% less 
than his previous insurer and after 
four years, he has never had a claim 
and has consistently grown his busi-
ness with Pie.”

By using data analytics, includ-
ing proprietary data and predic-
tive mathematics, combined with a 
sleek online interface, Pie Insurance 
prides itself on accessibility. Apart 
from its physical presence, which has 
grown to more than $300 million, 300 
team members, and 36 states, Pie In-
surance offers onlines quotes in less 
than three minutes, according to its 
website pieinsurance.com. Pie Insur-
ance does so by removing middle-
men from the insurance process.

“Pie’s unique combination of inno-
vative technology, sophisticated ana-
lytics, and industry expertise enables 
savings of up to 30% for small busi-

ness owners, because underwriters 
aren’t reviewing every submission,” 
said Craig. “By taking advantage of 
advanced algorithms, Pie’s under-
writing team can focus on the most 
challenging cases, and the savings 
can be passed along to our policy-
holders.”

For restaurants, in industry with 
little time or money to waste on in-
efficiency, many of which are small-
businesses, any chance for savings is 
an important opportunity. 

“All small business owners, espe-
cially restaurants, should start shop-
ping for a better price on their work-
ers’ comp insurance now, there’s no 
need to wait,” Craig said. “At Pie we’ve 
found many small business owners 
overpay by 30% on their workers’ 
comp insurance. Pie is focused on 
fixing this systemic issue and using 
data and technology to give small 
businesses a simpler and more af-
fordable insurance option.”

Restaurants seeking info on Pie’s 
Workmen’s Comp solutions can re-
quest a quote at pieinsurance .com or 
by calling 855-270-7445. 

PIE INSURANCE REINVENTS 
RECIPE FOR WORKER’S COMP

“Pie’s first policyholder illustrates perfectly 
why the company decided to offer workers’ 

comp coverage. The owner of a small 
concrete-laying business came to Pie for a 

quote because, despite not having any claims, 
he was dropped by his previous insurer when 
they decided they could not profitably service 
policies that cost less than $10,000 per year.” 

— Dax Craig

Dax Craig

INSURANCE STRATEGIESNEWS
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Bring peace of mind to your operations with FLAT® 
table solutions. Our self-stabilizing Table Bases 
and Equalizers for existing tables can eliminate 
table wobbles and easily align to provide a better 
dining experience for your guests. Learn more 

at FlatTech.com or call 855-999-3528.

STABILITY 
YOU CAN TRUST

http://issuu.com/action/openurl?url=https://www.flattech.com/us/

