




EXPERT ADVICE AND INSIGHTS
Every issue of Food and Drink also features regular columns contributed by experts in key food-related fields:

food and drink’s mission
Food and Drink is dedicated to fostering a conversation about the three main
courses of the food and drink industry among three important audiences: pro-
filed companies, readers and advertisers.
> We give our profiled companies a platform from which to share their best
practices and successes with their peers.
> We provide our readers with valuable information from across the industry
that they can apply to their own organizations.
> We help our advertisers support their top business partners with tar-
geted messages that increase their visibility in the industry.

about the magazine/readershipabout the magazine/readership

> “The Leadership Cookbook” advises readers on training and maintaining a moti-
vated and customer-centric work force. Writer Rudy M. Miick is president of Miick &
Associates, a management consulting firm that has worked with scores of food and
hospitality companies.

> Food and Drink’s “Product Showcase” highlights a handful of innovative tools, new
products and key technologies that are changing the face of the modern foodservice and
beverage industry. From technology trends to must-have kitchen equipment, the product
showcase is sure to wow readers with new ideas to inspire their staffs and boost their
bottom lines.

> “The Safe Zone” offers advice on how companies and their work forces can provide safe
products and avoid problems in today’s litigious environment. Contributor Lee J. Biars is di-
rector of industry relations for Safe Food Solutions LLC.
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bot
The idea of a healthy, low-sugar and great-
tasting beverage made sense to husband-
and-wife team Cricket and Brian Allen, but
they could not find such an alternative to
juice boxes for their children at grocery stores.
So they made the logical next move: they
created their own. As soon as their product –
bot – hit stores in Princeton, N.J., they knew
they had something. bot is not only good for
kids, it’s also environmentally conscious – 1
percent of its sales for 2007 went to The
Wetlands Institute in Stone Harbor, N.J. Visit
www.botbeverages.com for more.  

product showcase: designer drinks

HEMP BLISS
Hemp foods and beverages are gaining
more recognition from nutrition experts due
to their high concentrations of Omega-3 and
Omega-6 essential fatty acids, strong
digestible protein profile, fiber content and a
host of vitamins and minerals. Founded in
1998, Manitoba Harvest – maker of Hemp
Bliss hempmilk – has not only developed
healthy hemp products, but has worked to
educate the public about healthy lifestyle
choices and to support sustainable agricul-
ture. In addition to its award-winning line of
Hemp Bliss hempmilk, Manitoba Harvest
produces organic cold-pressed hemp seed
oil, shelled hemp seed, hemp seed butter,
hemp protein powder, and hemp protein
and fiber powder. Visit www.manitobahar-
vest.com for more.

<<

Cheerwine 
Cheerwine – a bur-
gundy-red, bubbly cher-
ry concoction named
for its appearance – was
developed in North
Carolina more than 90
years ago, where its
popularity continues
today. The beverage is
as much a staple of the
Tar Heel State as bar-
becue – and a fond
memory for many who
have grown up sipping
the sparkling drink.
With a growing affec-
tion comes distribution
goals beyond the state,
and the drink of many
memories is becoming
available nationwide.
Visit
www.cheerwine.com
for more.

bottom’s
up

product showcase: designer drinks

DESIGNER WHEY
DESIGNER Whey – headed by NEXT Proteins – is a leading protein company
known for its great-tasting, healthy whey-based products that support
healthy lifestyles. Since 1993, NEXT Proteins has pioneered the manufacture
of a full line of branded consumer whey-based products, including powders,
bars and beverages. 

The company says those who use DESIGNER Whey protein products
before and after workouts will experience better strength, better power, bet-
ter muscle recovery, and better health and performance. Visit www.design-
erwhey.com for more.

<<

<<

Kid
Fuel  
Kid Fuel, the first vitamin-enhanced, naturally flavored water
beverage for children ages 3 to 12, is establishing itself not only
in the children’s beverage category, but the enhanced water seg-
ment, as well. The health-boosting formula contains calcium and
a complete matrix of B-vitamins, which have been found to
relieve stress and have a calming effect on kids. Kid Fuel is nat-
urally flavored, contains only 50 calories and has no high-fruc-
tose corn syrup or color additives. Made with purified water, its
kid-friendly flavors include grape, kiwi-strawberry, orange and
raspberry. Visit www.kidfuel.com for more. 
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MINI THIN RUSH
The Mini Thin Rush family of
energy products recently added
citrus flavors  orange and
lemon-lime to its popular line
of 2-ounce liquid energy shots.
Mini Thin Rush A.M. is the line’s
new mocha-flavored 2-ounce
energy drink shot. Created with
busy and active people in
mind, the liquid energy shots
are sugar-free and contain less
than one carbohydrate per
serving. Most importantly, they
provide six hours of energy
without the crash typically
experienced with other energy
drinks. Distributed by BDI
Marketing, Mini Thin Rush
offers liquid, gum and capsule
energy products. Visit www.bdi-
marketing.com for more.

your brand name. For this reason, now
more than ever, you should be concen-
trating on food safety and the overall
safety of your product.

SAFETY ON A BUDGET
So the next question is, what can you do
to maintain or improve your establish-
ment’s food safety focus while staying
within your thin budget? Here are a cou-
ple suggestions:
> Online food safety training – With
today’s Internet technology, you are able
to train your entire staff on food safety
at around $10 or less per employee.
Anyone who handles food in your estab-
lishment – not just the cooks – should
have a basic understanding of general
food safety guidelines. 
> An audit of your operation’s hand-
washing procedures –  Your employ-
ees should be washing their hands any
and every time they come into contact
with something that could contain pos-
sible contaminants. 

Have your managers take a couple
shifts to observe how often people are
washing their hands, and if it is not
enough – which is usually the case –
then conduct a basic seminar and
explain to your staff why hand-washing
is important, and how to properly wash
and dry their hands. 
> Hot and cold temperature logs – This
is one that not many restaurants do, but
it is highly recommended and will give
you an idea of how well your employees
are following your HACCP plan. Have
someone on each shift take various tem-
peratures of hot and cold food items and
write them down in a log. This will tell
you how well your employees are fol-
lowing your establishment’s HACCP

plan. If they are within a couple degrees
for each item, you know that your
employees are mindful of the correct
temperatures. Most restaurants spend a
lot of money to have a HACCP plan
written because their state requires them
to, but many of them rarely consult it
after it is completed, which is a shame.
Here you have a handbook that tells you
exactly how your food should be pre-
pared, but no one ever looks at it once
they complete their training. The
process of keeping a log is a great way
to keep your employees mindful of tem-
peratures at all times.
> Clean – This may sound rudimentary,
but your establishment should be clean.
I don’t mean the type of cleaning and
vacuuming that should occur every day,
rather, I’m referring to pulling out equip-
ment, clearing of all shelves and a rigor-
ously scrubbing and chemical cleansing
of anything and everything in your
restaurant. This should be done at least
once every two months, but it doesn’t
have to be as labor-intensive as it
seems. Turn it into a party for your
employees; play some music, order
some pizza and let everybody go to
town on the place. 

Not only are you making sure your
operation is sanitary at all times, but
your building cohesion within your staff.
It’s not often that front and back of the
house get to work together on specific
tasks, so this will help build the relation-
ship. For around $1,000 a year, you will
be able to guarantee that your establish-
ment is sparkling clean at all times.
> Self Inspection – This one’s easy:
Grab a copy of your local health depart-
ment’s inspection checklist and do a
self-inspection of your establishment. If

you see things that
would be con-
sidered viola-
tions, mark
them off and
take immediate
corrective
action. This is
not only a way to
virtually insure
you will pass every
health inspection, but
it will also ensure noth-
ing in your place will compromise the
safety of your food products. While
most restaurant operators consider the
health department a necessary evil, their
guidelines were put in place for a rea-
son, and its not just to annoy restaura-
teurs. If you can do an inspection every
month and only find one or two viola-
tions, I can guarantee you have a much
better chance at avoiding a foodborne-
illness outbreak.

NEVER COMPROMISE
These are just some ideas when it
comes to maintaining a high level of
food safety in your establishment with-
out hurting your bottom line. 

If you look around your store, I’m sure
you would be able to find creative and
inexpensive ways to ensure the food you
serve is safe to consume. 

Eventually, the economy will rebound,
and when it does, it will be a powerful
statement to both you and your employ-
ees that your organization never com-
promised its food safety standard.
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the safe zone: by lee biars

safety in a down economy
A poor economy is no reason to cut safety programs. Learn ways to play it safe on a budget. 

E

doing only the bare minimum when it
comes to food safety, and you can
expect this even more of this during
harsh economic conditions. The problem
most restaurant operators have when it
comes to food safety and food safety
education is that it is basically viewed as
preventative medicine, meaning it is not
always apparent how food safety can
increase an establishment’s revenue.
This couldn’t be the further from the
truth, and here’s why.

By answering the following questions,
you can illustrate my point: Since times
are tough right now, are you personally
considering getting rid of your car insur-
ance to save money? What about your
homeowner’s insurance? Obviously, the
answer is “no” to both. My point here is
that food safety is, in many ways, insur-
ance for your restaurant. It is insurance
that your food will be handled correctly
and customers won’t become ill from eat-
ing your food. It is insurance that you are
making the best effort you possibly can to
see that the products you serve won’t
harm your customers. And lastly, it is
insurance that if a patron does become ill,
you can step forward and say you took
every step necessary to make sure the
food was safe.

When times are tough, you should not
lose focus on food safety for the same
reason you should not cancel your car
insurance: If something bad does hap-
pen, it will be at a time where you can
least afford it. For example, perhaps a
year ago, your establishment could
weather the bad publicity and financial
settlement of a foodborne illness out-
break, but now with fewer people dining
out, you probably won’t be able to
recoup the overall settlement cost and

veryone is feeling the pain of a struggling economy right now,
and the restaurant business is no different. With business down,
we are all looking for ways to cut down on overhead and opera-
tional costs, product costs and anything else that can keep the
bottom line from moving down any further than it already is. 

Over the next six months, you can expect to see several restau-
rants closing, menu prices declining, people getting laid off, hir-
ing freezes – and everything else that happens when money is
tight. Having said that, where does food safety fit in?

An ongoing struggle for my company and myself is to con-
vince restaurateurs that food safety is a necessity for an estab-
lishment to thrive, and not a peripheral that is taken care of only
when there is extra time and money. So many restaurants get by
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the safe zone

Good food safety training and
practices are vital at all times.  <<

Lee Biars is the director of industry rela-
tions for Safe Food Solutions. He can be
reached at lbiars@safefoodsolutions.com
or www.safefoodsolutions.com.

> A millennial-aged crew member
wants to be inspired, to have a bigger
sense of purpose, rather than simply
doing a job to get paid. Yes, they expect
health insurance, and to have some
sense of job security.  That said, a pay-
check alone isn’t enough.   
> The millennial work force is smart
and tech-savvy. That doesn’t mean they
have common sense. What the heck is
common sense anyway? We’re likely as
not to hear what feels like a sarcastic
retort, “What, am I supposed to read
your mind?” What’s worked is for me to
shift my hearing. Instead of sarcasm,
hear sincerity. I’ve started to remember,
“I’ve been doing this work longer than
you are old, in what possible way would
you know what I know?” As the captain,
I’ve got to guide, share ideas, take the
time to offer what feels like common
sense or even intuition, but what is real-
ly many more years of experience. 
> Move to loyalty. Millennials are look-
ing for something to which they can be
loyal. Want to build loyalty? It’s amaz-
ingly simple. You can build high per-
formance at the same time. Millennials
are screaming for performance feed-
back. Forget annual reviews – not good
enough. Regularly coach and mentor,
and provide feedback from the positive
rather than the negative. Begin to think
of feedback as part of a daily or weekly
ritual. As a mentor, create dialogue
about their performance and how it's
impacting production, bottom line, top
line – you name it. 
> Create a balance. We’ve spent
decades talking about the creation of a
balance between work and home.
Millennials are demanding it. There’s
another opportunity here. The threat is

real: if there’s no balance, this age
group will walk. As an alternative, col-
laboratively work with the crew how to
make that balance happen, from offer-
ing work-from-home days to flex time.
Flex time is heaven for a restaurant
schedule. Imagine making a schedule
built to support the team to work on
the days they can work instead of
schedules designed for the bene-
fit of the managers. With an
office environment, flex
supports balance,
again, as long as
the work
gets accom-
plished.
What this
demands of me
as the captain is
that I have to be
really clear about the outcome of the
work to be done.  

KNOW YOUR STYLE
Like Bligh compared to Abrashoff, each
of us have our own style of leadership.
Like a skipper dealing with the volatility
of the sky and sea, we’re dealing with
constant change. 

This in fact seems to be our only con-
stant. Through it all, we are still respon-
sible to guide the ship – or the company
in our case. And there is a wake along
the way.

I find myself wondering if there isn’t
something particularly beneficial about
working with this new generation – with
a millennial-aged crew – for all of us to
teach and to learn from. Certainly there
are differences. 

The difference: we talk about balance
– they demand it; we talk about “walk

your talk” – they demand it; we talk about
saving money – they do it. Get ready to
shift your culture if you want perform-
ance and profit with the addition of these
young, assertive crew members. 

You’re walking the plank if you think
millennial-aged workers are going to
shift to an old guard culture of “Do what
you’re told because I'm the boss.”  

There are much better reasons to
adapt to their needs. With all the chal-
lenges we face, we have an opportunity
to succeed through it all. And we can
choose the wake we leave behind.
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the leadership cookbook

new crew on deck
A new generation of labor poses more opportunities than challenges on the way to success. 

M

restaurants, I often coach managers and
owners to think about the energetic wake
they leave behind as they move through a
dining room or kitchen. From a guest’s
point of view, will they notice smiles and
laughter? Maybe a pat on the back? Or
will they experience scowls, frowns and
frustration? A leader either builds energy
or dilutes it. The impact is true for team
members and guests alike. What would
the example be in your place of work?

Regardless the price of fuel, the size or
attitude of the crew or the cargo being
carried, transferred and sold, there is
always a wake and it’s always dependent
on the choices of the skipper and officers
under your command to create smooth
sailing, mutiny or something in between.   

There’s certainly no doubt that Capt.
William Bligh was a phenomenal sea-
man in the 18th Century; so too, modern
U.S. Navy Capt. Michael Abrashoff,
author of It’s Your Ship. While Bligh left
blood in his wake, Abrashoff left young,
vibrant leaders, and what has been
called the “best damn ship in the Navy.”
You might want to get his book. 

ABOUT MILLENNIALS
Like a captain leading a young crew,
many of today’s food industry leaders
must lead a “ship” consisting of a new
generation of workers. With that comes
some new challenges. If you’re finding
yourself ranting, “No one has a work
ethic anymore,” rest assured, my experi-
ence is there’s nothing farther from the
truth. What is true is drive and hard
work shows up from inspiration and
modeling rather than being ordered to
do something. 

From study after study, and experi-
ence, here’s what we know: 

aritime law offers a great lesson for leaders. We all know the
master of the ship is in charge, responsible for the operation of
the ship at all times. The buck stops with him or her. What you
may not know is this: should the wake left behind the ship cause
damage of any sort, the captain is responsible for that damage.
Have I got your attention? The captain of the ship has to be con-
scious at all times of the wake he or she has left behind. 

Imagine for a second the bridge is the equivalent of your
boardroom, restaurant, factory or sales office. The officers on
board are the equivalent of, well, the officers of your company –
your leaders.   

What’s the wake you’re leaving behind of every decision?
Here’s an example: In the frantic-paced world of high-volume 
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the leadership cookbook

Industry leaders must lead a ship
of a new generation of workers. <<

Rudy M. Miick, FCSI, president of Miick &
Associates, guides leaders and teams to
top performance, successful change and
company growth. He can be reached at
rudy@miick.com or 303-413-0400.

> Food and Drink’s Industry Trends section highlights the industry’s up and coming
craze. Experts in a specific area will be a guest column for topics that include healthier
food options and other consumer fads.

els that conserve water without compro-
mising performance. 

Energy Saver No. 4: Using a standard
dishwasher to clean dishes is sufficient
for glassware and other kitchen equip-
ment. Don’t pre-wash dishes. It is often
unnecessary, wasting water and energy
and increasing operational costs.

4. Make your menu more efficient –
Items that need to be thawed for daily
food service can be defrosted in a
refrigerator overnight instead of under
running water, reducing energy usage
and conserving water. Review your
menu to see if there are common ingre-
dients or items that can all come from
one source. If you minimize the number
of individual deliveries you receive
weekly you will add to your conserva-
tion practices and reduce your delivery
expenses, as well as receiving time. 

5. Keep equipment properly main-
tained – Keeping equipment maintained
helps eliminate breakdowns that cause
downtime when you may need to use an
inefficient cooking method as an alter-
native until your equipment is repaired
or replaced.

Energy Saver No. 5: Delime your
steamer regularly to save energy by mak-
ing your boiler run as efficiently as possi-
ble and extending your equipment life.

6. Always keep equipment clean –
Setting up a nightly cleaning routine will
help you keep equipment running prop-
erly so ranges, ovens and refrigerators
perform at their peak efficiency.
Clogged burners, for instance, use more
energy to heat and cook food. By
unclogging burners, your range will use
less energy to work at maximum per-
formance. Gaskets on kitchen ovens
become cruddy and build up residue

that intrudes on the seal between the
rubber and the metal. Allowing outside
air to enter the oven requires more ener-
gy to keep the oven temperature set.
Keep ovens and their doors clean to
allow them to heat more efficiently.

7. Close the door – Busy kitchen staff
may often forget to do the simplest of
energy efficient steps. Leaving oven
doors open releases vast amounts of
heat. Each time you open an oven door
the temperature can drop by as much as
25-degrees F; watch the clock and use a
timer instead. Don’t leave the convection
oven or steamer door open too long or it
will just continue to release heat, burn-
ing unnecessary energy to retain the
proper cooking temperature. 

Energy Saver No. 6: If doors such as
the walk-in cooler are consistently left
open, place spring hinges on the doors
and they will automatically close, elimi-
nating the opportunity for staff to forget
to shut them.

8. Optimize equipment capacity –
Smaller-volume kitchens can use small-
er-capacity equipment. For instance,
steaming small portions of vegetables
can be done in the microwave instead of
a large capacity steamer. When choos-
ing among product manufacturers and
standard size equipment, purchase only
the size that you need to maximize out-
put while minimizing energy usage.
Large production equipment isn’t need-
ed if the kitchen doesn’t have a high vol-
ume of customers.  Buy equipment that
is Energy Star certified. 

This is a quick and easy way to
identify equipment that will keep energy
costs down but still provide a quality
cooking experience.

Energy Saver No. 7: When washing

dishes in a dishwash-
er, only run the
machine when it is
full. This will limit the
amount of times the
dishwasher is run,
greatly decreasing energy
costs and water consumption.

9. Invest in new energy-saving tech-
nology – For older kitchens, saving
money means replacing old equipment.
Although the cost is high in the begin-
ning, you earn that money back in utility
bills overtime. 

10. It pays to save money – Many cities
and counties offer energy-savings incen-
tives for individuals and corporations
who choose to go green. Besides saving
hundreds of dollars on your utility bills,
you can get money from the government. 

Be sure to check in with your local
government to take advantage of incen-
tives and tax benefits for any of the steps
you take in your kitchen to reduce your
energy usage, such as the Energy Star
equipment rebates. 

These incentives go straight to your
bottom line, while the steps you take pro-
vide continuous benefits for your opera-
tion and the environment.
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efficient kitchen: by jeff breeden

optimum capacity
By going green, foodservice companies can save money while helping the environment.

E

equipment left on overnight or during
idle kitchen hours are griddles, French
tops, ranges, convection ovens and
dish machines.   

Energy Saver No. 1: Even if you
remember to turn off some equipment,
other side tools are often forgotten. For
instance, after you turn off your dish
machine, don’t forget to turn off the
booster heater.

Energy Saver No. 2: You can’t turn the
whole griddle off, but you can turn off
some of the burners during slower busi-
ness hours. Turn off all the griddle burners
except one for off-peak hours. 

2. Review your lighting – Areas such
as walk-in coolers or your dry storeroom
don’t need to be illuminated all day long.
Turning off lights as you leave typically
unused areas is a great way to save
money on your energy bill. Again, elec-
trical timers can be used in these areas.
The kind of lighting you use makes a sig-
nificant difference in your energy con-
sumption, too.

Fluorescent lighting uses one-fourth to
one-third less energy than normal bright
lights. Replacing bulbs with efficient
options will show a lower cost in your
monthly bill.

3. Reduce water consumption – The
U.S. Green Building Council has devel-
oped LEED certification, a national
standard for the design, construction
and operation of high-performance
green buildings, which in turn generates
energy savings. 

When replacing kitchen equipment,
make sure to purchase products that
contribute to these new standards to
help you reduce energy costs.

Energy Saver No. 3: Replace older
faucets with the newly developed mod-

nergy conservation is a hot topic these days, from restaurants to
cafeterias, to university dining halls. A recent Energy Star sur-
vey found that restaurant owners could increase profits up to 30
percent by simply going green in the kitchen. These 10 savings
tips will help you reduce your energy bill while maximizing prof-
it dollars. 

1. Turn it off – Just like leaving the lights on in your home,
leaving equipment to run idly will cost you hundreds of dollars
for unused energy. By turning off your inactive equipment, you
can save energy and plenty of cash on your next gas, electric or
water bill. For those times when you forget to turn off equipment
after closing, electrical timers can be placed on outlets to auto-
matically turn off equipment when you are not around. Typical
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efficient kitchen

Jeff Breeden is active in the foodservice
industry through his work at
Cook’s and as a member of the National
Association of Food Equipment
Dealers. For more information, contact
him at jbreeden@cooksdirect.com.

Taking extra sustainable steps will
lead to a more efficient operation. <<

three things
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flashback!
Food and Drink’s new back page is dedicated to three things the staff
loves right now. For the winter issue, we’re showcasing some retro goods
sure to rouse nostalgia among readers of all ages. Buy them for stocking
stuffers this holiday season or to simply delight the kid in you. Dig it!

Sweet Memories: Remember wax lips,
candy buttons, Necco Wafers, hot dog bub-
ble gum and Mallo Cups? Especially
around the holidays, we tend to get nos-
talgic for candies we enjoyed as chil-
dren. Thankfully, Nostalgic
Candy offers a variety of our
favorite sweets through the
decades by the box.
They’re even
wrapped in old Life
magazine ads!
Boxes start at
$22 at
www.nos-
talgiccan-
dy.com.

Sugar and Spice: What
better way to savor the
past than adding this
retro spice rack to your
kitchen decor? This ’50s-
inspired spice rack is
made from stainless steel
and comes with 12
ceramic spice jars with a
glossy paint finish and
cool colors you’d likely
see on classic American
cars. The glass lids allow
you to view what is
inside of each jar. The
spice rack is available
for $24.99 at www.ameri-
canchateau.com.

Know of any “thing” we would love? Contact
us at eburke@fooddrink-magazine.com.

Great Timing: Fred &
Friends has taken some-
thing as simple as a yel-
low blender and given it
a new life as a charming
little kitchen timer
dubbed the FRED-O-
MATIC. When dinner is
done, don’t expect a
monotone ding to get
your attention. Instead,
this old school blender’s
blades spin little white
balls while its alarm
plays music from an
assortment of ’70s game
show jingles. The timer
is available for $17.50 at
www.shopfosters.com. 

<< <<

Photo courtesy of Katie Thom
pson ©

2008

> “Three Things” is the back page dedicated to three new items based on a common
theme that the Food and Drink staff loves and thinks you’ll enjoy, too. From “three gour-
met things” to “three green things,” readers won’t want to miss any “thing” Food and
Drink is dishing up from season to season.

three things
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haute stuff
As part of our redesign, our new back page will be dedicated to “Three Things”
the Food and Drink staff is loving right now. For the fall issue, we’re showing off
some “gourmet things” everyone from gastronomes to novice foodies would love.
They’re affordable, fun – and a few are for a good cause! Enjoy.

Fat-Free and Fabulous: Ornaments to Remember offers col-
orful artisan-crafted glass-blown ornaments in just about any
design you can imagine, including gourmet foods such as
petit fours, truffles, fancy cheeses, wine, sushi and
berries straight from the farmer’s market.
They’re perfect for decorating your
Christmas tree, but you really don’t
need a holiday to display them.
The best part? They’re totally
guilt-free and last way longer than
a decadent truffle. Better yet, all
of Ornaments to Remember’s
profits go to The Learning
Community. 

Ornaments start at $17. Visit
www.ornaments2remember.com and
www.thelearningcommunity.us for more.

Game On!: With the popularity of
Bravo’s “Top Chef,” the Food
Network in general and widely
available specialty grocery stores,
chef speak is beginning to roll off
of our enlightened tongues these
days. But SmartsCo challenged our
supposed high food IQs with this
set of GourmetSmarts Q&A cards,
featuring such topics as lingo,
ingredients and cuisines. So chan-
nel your inner Tom Colicchio and
announce to the world you know
chiffonade IS NOT a fine paring
knife – duh! $16. 95,
www.smartsco.com. Honorable
mention: Foodie Fight, $18.99,
www.chroniclebooks.com.

Know of any “thing” we would love? Contact
us at eburke@fooddrink-magazine.com.

What a Pair: Peanuts, crackerjacks and ... fine wine? Charity Wines
thinks wine and sports make a perfect pairing, especially when a char-
ity benefits from this unique alliance. Wine importer Charity Wines
teams with an athlete or celebrity, who chooses a charitable organiza-
tion to which they are particularly close. Then, Charity Wines sources
the perfect wine to match the celebrity and charity. Now that’s a home
run of a mission.Wines start at $13.99, www.charitywines.com.

<<

<<
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