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In 1951 Lon and Annie
Loveless opened their front
doors to serve fried chicken
and biscuits to hungry travelers on Highway 100. Highway
100 is an east-west state road
that connects Nashville with
Whiteville, Tennessee. Annie whipped up made-fromscratch biscuits and preserves
in their kitchen. The meals
were so popular and they had
so many guests that they built
a 14-room motel and changed
the house into a restaurant.
Lon stayed busy managing the
motel and curing and smoking
country hams.
Given these roots of big-hearted hospitality and a mouth-watering
menu, it is no wonder that the Loveless Cafe has become a Nashville
landmark. Their iconic neon sign welcomes more than half a million visi-

tors a year who are seeking a chance
to slow down and savor home-cooked
meals. They stay true to Southern
flavor and serve up meals that fuel
conversation, laughter and love. The
guests become family and most re-

turn, year after year. So many
people come to taste the biscuits
that they now make up to 10,000
every day!
Over time the motel rooms
that Lon managed are now quaint
shops full of signature gifts for
visitors to take home. For larger
gatherings, there are two event
spaces – the Barn and the Harpeth Room – where the Loveless
Events team infuses distinctive
Southern hospitality into creating one-of-a-kind weddings,
celebrations, meetings and more.
The dedicated catering team also
goes on the road, bringing our
broad talents to kitchens, offices
and venues throughout the Nashville
area. There is the Biscuit Kitchen
next door to the restaurant. Here
some of the most popular items can
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How to Fix the No. 1 Reason
Restaurant Customers Don’t Come Back
By David Scott Peters
www.DavidScottPeters.com
Restaurant owners often think
they’re losing customers because of
the competition.
But what if I told
you that while you
might be losing
a few to competition, it only accounts for about
9% of lost customers? Let’s talk
about all the reasons you lose customers, the number one reason
68% of your customers don’t come
back and what you need to do to fix it.
The main purpose of the hospital-

ity industry is to create memorable
experiences for your guests. Everything we do on the restaurant floor
is to successfully achieve this result.
What is happening when customers
don’t come back?
Here are the six main reasons why
your customers don’t come back, finishing with the number one reason
and what you need do to fix it.
No. 6 – 1% of your customers die.
That is a sad reality of life, and this
may affect some restaurants more
than others, say if you serve a primarily elderly population. Do know
that you’re going to need to replace
customers just through that alone.
No. 5 – 3% of your customers
move out of the area. Now, this could
See CUSTOMER RETENSION on page 2

Chef Stephen Bush awarded
Southeast Chef of the Year.
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How to Fix the No. 1 Reason
Restaurant Customers Don’t Come Back
Continued from page 1
be as resimple as getting a job
completely across country or as
simple moving from one side of

the freeway to the other. Often,
train tracks, freeways, bridges,
things like that can be barriers
that keep people on one side or the
other. So even if it’s blocks away,

A 50-year-old’s
resume should only
have one section:
Work Experience.
For 50 years, we’ve been the most stable,
professional food broker in the southeast.
We know you’re looking for results. And to
that end, experience wins every time.
Let us help you.

770.887.0807

1-800-486-4717

www.igpinc.net

it could change your customer’s
pattern. This may not be anything
to do with what you’ve done or not
done, just that people move.
No. 4 – 5% find new interests
or friends. This is a
big one that we often don’t look at.
For instance, when I
was younger, I’d go
to restaurants that
had a bar component
and maybe even just
a bar, for that matter. As I got a little
older, sports bars
became more appealing, where I could
hang out with my
buddies, have a good
time. Then when I
had a girlfriend, we
started going out to
restaurants with couples and then as I had
kids, we didn’t have
any friends. No! Just
kidding. When people get married, have kids, they change where
they go. With kids you’re looking
for speed and for an environment
that adapts to kids. I’m sure you’ve
had a similar experience as your

If we do a
good job for the
guests, we make
more money as
employees, as a
restaurant and
as a whole.
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life changed and it’s happening in
your population as well.
No. 3 – 9% change for competitive reasons. This is the one you
probably attribute more impact
to than what is really happening.
See CUSTOMER RETENSION on page 11
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FLORIDA STATE FAIRGROUNDS - EXPO HALL
December 7, 2022 | 9:30am - 4:00pm
Explore the latest industry trends, creative recipes,
and innovative products
➢ Exclusive Premium Branded Products in Italian, Produce
Protein, and Seafood
➢ Expanded Hispanic/Latin & International product offerings
➢ Discover Marketing, Operations, and Staffing Solutions to
keep you moving smoothly

At Performance Foodservice, we are
committed to our customers’ success.
Relationships are EVERYTHING in our business,
and the key ingredient is service.
We are a partner you can rely on for accurate
deliveries, quality products, and innovative solutions.

Performance Foodservice - Tampa | 3150 Gallagher Rd. Dover, FL 33527 | 800.288.9145
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TASTE THE TRADITION

America’s best barbeque is pit cooked low and slow.
Since 1978 Brookwood Farms has pit smoked pork,
beef and chicken for hours over real charcoal.
When the pitmaster says it’s ready, it’s hand pulled,
sauced, hand packed and ready as a heat and serve
item for any food service venue.

www.brookwoodfarms.com

Carl Buddig Deli Lunchmeat
and Old Wisconsin Snack Sticks
From Snack time to Lunchtime Buddig and Old
Wisconsin are a great choice for any time! Check out
our variety of premium deli lunch meat and 3 great
favors of Fast Fuel snack sticks to get the credit you
deserve!
For more info visit Buddig.com/FoodService
or call 1-800-621-0868.
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People, Places & Things
Please sign up for the digital copy of Southeast Food Service News at
www.sfsn.com. You will be able to download a copy to your computer,
tablet, or phone. It is easy to sign up and it will always be at your fingertips.
Our hearts go out to the people who have suffered after hurricane Ian.
The restaurant and hospitality world was just starting to come back after
the pandemic and now has had a major setback. Thank you to all of the
volunteers and donations from those of you in the foodservice industry.
Congratulations to Gilbert Foodservice, Charlotte, North Carolina
who is celebrating 40 years in business 1982-2022.
Congratulations to Executive Chef Stephen Bush Colony Bay Club,
Bonita Springs, Florida was named the American Culinary Federation’s
Southeast Chef of the Year at the 2022 ACF National Convention in Las
Vegas, Nev. In addition, Chef Bush was awarded a silver medal in the
ACF’s National Chef of the Year competition. The honor of an ACF award
proves skill, knowledge and professionalism in the culinary industry and
furthers recognition for an individual as a qualified chef.
Durham chef and restaurateur Matt Kelly has purchased Nana’s, a
beloved North Carolina fine dining destination from chef-owner Scott
Howell. Kelly, a four-time James Beard semifinalist, plans to renovate the
restaurant but keep the name Nana’s and offer a menu inspired by what
Howell served for more than 25 years: Southern cuisine executed and influenced by European cooking techniques.
Horizon Food Brokers is happy to announce their new team members:
Lori Blair, Marketing Manager, Michele Reaves, Regional Account Manager for Central Florida, Peter Tresnan, Vice President of Sales, Greg
Wiley, Business Development Manager, and Neil Posillico, Warehouse
Manager.
Zunzi’s the Savannah, Georgia fast casual concept known for its award
winning sandwiches, is pleased to announce the addition of Scott Marshall to its team as director of beverage for its sister-bar concept, Zunzibar.
Marshall is a longtime fixture of Savannah’s bar scene, known for his tenure at Alley Cat Lounge and the 22 Square Bar in the Andaz Hotel. Also,
they announced the addition of Joanne Anderson to the Zunzi’s team as
director of franchising.
Ben E. Keith/Florida Food Service continues to expand into new markets. They have hired the following for their sales team- Josh Dundon,
Carlton Giddens, Mike Hall, and Brian Schoenberg.
Congratulations to Billy Carreras who earned Distributor Sales Representative of the Year at Ben E. Keith/Florida Food Service. Billy gives
100% into everything he does and his drive to do better is unmatched. Tim
Folds has earned Distributor Sales Manager of the Year at Ben E. Keith.
Tim does an exceptional job leading and coaching his team. Congratulations to Tim.
Stoneybrook Golf & Country Club of Sarasota, Florida is happy to
announce that George Quinn is the new Director of Food & Beverage.
George was previously at Naples Lakes Country Club as Food & Beverage
Director for 5 years.
Laboratorio Tortelinni, imported from Italy, is now represented by Piacere Consulting and Marketing. For information contact Francis Carrancejie at 562-389-3333 or Cacciatore561@aol.com.
Sorry to report the passing of Nick Cinotti, Jacksonville, Florida. Nick
started his career in the family bakery business and then went on to work
for Pillsbury. He started his own brokerage business and worked for Hopco
Brokerage for several years. Nick’s famous quote “Cooking is an art, baking is a science.” Our thoughts and prayers are with his wife and family.
A reminder that Southeast Food Service News is available for download on our website, sfsn.com, where you can also sign up to receive each
issue via email. You can follow us on Twitter, twitter.com/sefoodnews.
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Family.
At Florida Food Service, it’s always been
about family. This year, our family got a
little bit larger. After serving Florida with
all the right ingredients for over 75 years,
Florida Food Service was acquired by Ben
E. Keith Company. We’re excited to expand
our distribution footprint further into
the southeast region, and look forward to
growing together.

+

Forward. Together.

BEK_June2022.indd 1
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The Loveless Café Receives over 500,000 Guests Every Year
Continued from page 1
be obtained seated at a counter
or picked up at a drive thru. On
a beautiful day you can sit outside
at one of the many picnic tables
around the property. They also
have a food truck that is available
for private events. One can order
preserves and butters, baking mixes, and smoked bacon and ham
from their store or on-line.
So now for more than 65 years,
the Loveless Cafe has been offering families and friends a place
where they can enjoy a scratchmade Southern meal and reconnect
with each other around the table. It
has received some of the following
accolades: Top Down Home Dining Spot, one of the Top Five ‘Must
See Places’ in Nashville, they have
some of “The South’s Best Pies’,
and the Pulled Pork Sandwich is
one of the top 5 in Nashville.
Don’t let the name of the Café
fool you; there is a lot of love at the
Loveless Café.

BACON | SAUSAGE | HAM | DELI MEAT | POULTRY
Available in Organic, Certified Humane,
Antibiotic-Free & Traditional Varieties

Artisanal Smoked Meats Handcrafted in Small Batches

RELENTLESS FLAVOR.
EXCEPTIONAL ANIMAL CARE STANDARDS.
RESPECT FOR THE LAND.
NCSmokehouse.com
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— LIL PIGMAC SLIDERS

October 3, 2022—January 1, 2023
Operators save up to $250! DSRs earn up to $500!
Cater to every generation with targeted tastes.
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MAY
31—AUGUST 29,
2021
OCTOBER 3,
2022—JANUARY
1, 2023

SPECIALTY CUT HAM
ITEM CODE

PRODUCT DESCRIPTION

10070247129632

SMITHFIELD DICED HAM, SILVER MEDAL, SMOKED, WATER
ADDED, 1/2 INCH CUBES, 2/5 LB, FROZEN

10070247141610

SMITHFIELD DICED HAM, SILVER MEDAL, SMOKED, WATER
ADDED, 1/4 INCH CUBES, 2/5 LB, FROZEN

$/CS
$2.00
$2.00

READY TO EAT BACON
10070247125009

SMITHFIELD FULLY COOKED BACON, SILVER MEDAL,
SLICED, 0.4 OZ, 300 COUNT, 2/1.605 LB

$5.00

10070247171051

SMITHFIELD FULLY COOKED BACON, GOLD MEDAL, SUPER
THICK SLICED, 0.5 OZ, 300 COUNT, 2/2.5 LB, RANDOM
WEIGHT

$5.00

10070247172331

SMITHFIELD FULLY COOKED BACON, BRONZE MEDAL,
SLICED, 300 COUNT, 2/1.25 LB

$5.00

READY TO COOK BACON
70247157256

SMITHFIELD RTC BACON, GOLD MEDAL, SINGLE SLICE,
14-18 SLICES PER LB, 15 LB, GAS-FLUSHED

$2.00

70247123244

SMITHFIELD RTC BACON, GOLD MEDAL, SINGLE SLICE,
18-22 SLICES PER LB, 15 LB, GAS-FLUSHED

$2.00

SMITHFIELD RTC BACON, GOLD MEDAL, APPLE CIDER
SINGLE SLICE, 14-18 SLICES PER LB, 15 LB, GAS-FLUSHED

$2.00

70800179077

SMITHFIELD RTC BACON, SINGLE SLICE APPLEWOOD
SMOKED LOG, PLATINUM, 10-14 SLICES PER LB, 15 LB,
GAS-FLUSHED

$2.00

70247125460

SMITHFIELD RTC BACON, GOLD MEDAL, LOWER SODIUM
SINGLE SLICE, 18-22 SLICES PER LB, 15 LB, FROZEN,
GAS-FLUSHED

$2.00

70247171863

PRECOOKED BREAKFAST SAUSAGE
CASES

TOTAL

ITEM CODE

PRODUCT DESCRIPTION

$/CS

70247138408

SMITHFIELD FULLY COOKED SAUSAGE PATTY, SILVER
MEDAL, 2 OZ, 3.875 INCH WIDE, 10 LB, FROZEN

$2.00

70247138156

SMITHFIELD FULLY COOKED SAUSAGE PATTY, SILVER
MEDAL, 2 OZ, 10 LB, FROZEN

$2.00

25468111006

SMITHFIELD FULLY COOKED ORIGINAL SAUSAGE PATTY,
SILVER MEDAL, 2 OZ PATTIES, CHILD NUTRITION, 10 LB,
FROZEN

$2.00

70247138170

SMITHFIELD FULLY COOKED SKINLESS SAUSAGE LINK,
SILVER MEDAL, 20/1 LB, 10 LB, FROZEN

$2.00

70247138149

SMITHFIELD FULLY COOKED SAUSAGE PATTY, SILVER
MEDAL, 1.5 OZ, 10 LB, FROZEN

$2.00

10070247821079

SMITHFIELD BOLOGNA STICK, BRONZE MEDAL, 10 LB

$2.00

90070100023424

SMITHFIELD BOLOGNA STICK, 2/15 LB, RANDOM WEIGHT

$2.00

10070247821093

SMITHFIELD COTTO SALAMI, SILVER MEDAL, 10 LB

$2.00

10070247165371

SMITHFIELD SMOKE'NFAST PULLED PORK SHOULDER, GOLD
MEDAL, HICKORY SMOKED, 2/5 LB, FROZEN

$2.00

90704051269265

SMITHFIELD SMOKE'NFAST PORK CARNITAS, 6/5 LB,
FROZEN, RANDOM WEIGHT

$5.00

10704051289045

SMITHFIELD SMOKE'NFAST PULLED PORK, ALL NATURAL,
SMOKED, SAUCE LESS, 2/5 LB, FROZEN

$2.00

10704051269016

SMITHFIELD SMOKE'NFAST SHREDDED PULLED PORK, WITH
SAUCE, 2/5 LB, FROZEN

$2.00
$2.00

LUNCHMEAT

SMITHFIELD SMOKE‘NFAST

70247158246

SMITHFIELD RTC BACON, SILVER MEDAL, SINGLE SLICE,
14-18 SLICES PER LB, 15 LB, FROZEN

$2.00

10704051269047

SMITHFIELD SMOKE'NFAST SHREDDED PORK SHOULDER,
SAUCE LESS, 2/5 LB, FROZEN

70247158253

SMITHFIELD RTC BACON, SILVER MEDAL, SINGLE SLICE,
18-22 SLICES PER LB, 15 LB, FROZEN

$2.00

90704051270223

SMITHFIELD SMOKE'NFAST BEEF BARBACOA, 10/3 LB,
FROZEN, RANDOM WEIGHT

$5.00

70247174987

SMITHFIELD RTC BACON, SILVER MEDAL, UNCURED SINGLE
SLICE, 13-17 SLICES PER LB, 15 LB, GAS-FLUSHED

90704051770280

SMITHFIELD SMOKE'NFAST BEEF BOTTOM ROUND POT
ROAST, 2/16 LB, FROZEN, RANDOM WEIGHT

$5.00

90704051287023

SMITHFIELD SMOKE'NFAST WHOLE BEEF BRISKET, HICKORY
SMOKED, 2/8 LB, FROZEN, RANDOM WEIGHT

$5.00

10704051287119

SMITHFIELD SMOKE'NFAST SHREDDED BEEF BRISKET,
SMOKED, 12/2 LB, FROZEN

$5.00

90070100670604

SMITHFIELD SMOKE'NFAST SELECT BOTTOM ROUND POT
ROAST, WELL DONE, 2/17 LB, RANDOM WEIGHT

$5.00

90046600722150

SMITHFIELD SMOKE'NFAST CHOICE OLD-FASHIONED POT
ROAST, 1/10 LB, FROZEN, RANDOM WEIGHT

$5.00

10070247193817

SMITHFIELD COOKED HAM, HAM AND WATER PRODUCT,
4X6, 2/13 LB

$2.00

10070247193831

SMITHFIELD COOKED HAM, 95% FAT FREE, WATER ADDED,
4X6, 2/13 LB

$2.00

10070247290141

SMITHFIELD COOKED HAM, HAM AND WATER PRODUCT,
4X4, 5/10 LB

$2.00

10070247193824

SMITHFIELD ROYAL DANISH COOKED HAM, 97% FAT FREE,
4X6, 2/13 LB

$2.00

10070247290189

SMITHFIELD CHOPPED HAM, WATER ADDED, 5/10 LB

$2.00

$2.00

SMOKED SAUSAGE
70247135285

SMITHFIELD KIELBASA, GOLD MEDAL, 4/1, 6", 10 LB,
FROZEN

$3.00

70247135292

SMITHFIELD KIELBASA, GOLD MEDAL, 5/1, 6", 10 LB,
FROZEN

$3.00

10070247130539

SMITHFIELD SAUSAGE ROPE, GOLD MEDAL, 2/5 LB

$3.00

10070247140194

SMITHFIELD SMOKED SAUSAGE, BIAS CUT, 2/5 LB, GASFLUSHED

$3.00

10070247174946

SMITHFIELD SMOKED SAUSAGE, SPLIT, 6/1, 2/6 LB, FROZEN

$6.00

10050500618431

SMITHFIELD HOTLA SMOKED SAUSAGE, 4/1, 5/3 LB,
FROZEN

$6.00

SMITHFIELD SMOKED SAUSAGE 5/3 LB, FROZEN

$6.00

10050500618455

SMITHFIELD POWERBITES
20070800406115

SMITHFIELD HOMESTYLE EGG & CHEESE POWER BITES,
6/4 OZ, FROZEN

$1.00

20070800406153

SMITHFIELD WESTERN STYLE POWER BITES, 6/4 OZ,
FROZEN

$1.00

20070800406160

SMITHFIELD MEATLOVER POWER BITES, 6/4 OZ FROZEN

$1.00

70800182275

SMITHFIELD HOMESTYLE POWER BITES, 2/5 LB, FROZEN

$2.00

COOK IN BAG HAMS

CASES

TOTAL

OCTOBER / NOVEMBER 2022

SOUTHEAST FOOD SERVICE NEWS

®

MAY
31
2021
OCTOBER
2022—JANUARY
1,
MAY
31—AUGUST
—AUGUST 29,
29,
2021
OCTOBER 3,
3,
2022—JANUARY
1, 2023
2023

NO
NO CHAR
CHAR PEPPERONI
PEPPERONI
ITEM CODE
ITEM CODE

PRODUCT DESCRIPTION
PRODUCT DESCRIPTION

20027815220151
20027815220151
20027815220144
20027815220144
20027815220106
20027815220106

10076033562430
10076033562430
90076033117070
90076033117070
76033114052
76033114052
20027815001613
20027815001613
90038616360174
90038616360174

$/CS
$/CS

MARGHERITA NO CHAR PEPPERONI, SLICED, 14-16 SLICES
MARGHERITA
NO CHAR
PER POUND, 2/12.5
LB PEPPERONI, SLICED, 14-16 SLICES
PER POUND, 2/12.5 LB
MARGHERITA PEPPERONI, SLICED, 14-16 COUNT, 2/5 LB
MARGHERITA PEPPERONI, SLICED, 14-16 COUNT, 2/5 LB
MARGHERITA PEPPERONI, SLICED, 14-16 SLICES, 2/12.5 LB
MARGHERITA PEPPERONI, SLICED, 14-16 SLICES, 2/12.5 LB

CUP
CUP ‘N
‘N CRISP
CRISP PEPPERONI
PEPPERONI
CASES
CASES

TOTAL
TOTAL

ITEM CODE
ITEM CODE

$5.00
$5.00

10043200154309
10043200154309

$2.00
$2.00
$5.00
$5.00

20027815002481
20027815002481
20043200154313
20043200154313

SPECIALTY
SPECIALTY ITALIAN
ITALIAN

MARGHERITA PROSCIUTTO, SLICED, 12/1 LB, GAS-FLUSHED
MARGHERITA PROSCIUTTO, SLICED, 12/1 LB, GAS-FLUSHED
MARGHERITA PROSCIUTTO, HALF SKINLESS, BONELESS,
MARGHERITA
PROSCIUTTO,
2/4.4 LB, RANDOM
WEIGHT HALF SKINLESS, BONELESS,
2/4.4 LB, RANDOM WEIGHT
MARGHERITA MORTADELLA, SLICED, 12/1 LB, VACUUM
MARGHERITA
MORTADELLA, SLICED, 12/1 LB, VACUUM
PACKED
PACKED
MARGHERITA CAPICOLA, SLICED, 5/2 LB
MARGHERITA CAPICOLA, SLICED, 5/2 LB
MARGHERITA SANDWICH SIZED PEPPERONI, 4/4 LB,
MARGHERITA
SANDWICH SIZED PEPPERONI, 4/4 LB,
RANDOM WEIGHT
RANDOM WEIGHT

PRODUCT DESCRIPTION
PRODUCT DESCRIPTION

MARGHERITA SPICY PEPPERONI, SLICED, 38MM, 2/12.5 LB,
MARGHERITA
PEPPERONI, SLICED, 38MM, 2/12.5 LB,
GAS-FLUSHED,SPICY
FROZEN
GAS-FLUSHED, FROZEN
DSSG,MRGH,PEPP,2/12.5#,10SLC/Z
DSSG,MRGH,PEPP,2/12.5#,10SLC/Z
DSSG,MRGH,PEPP,SPCD,2/5#,38MM,SLCD,GF
DSSG,MRGH,PEPP,SPCD,2/5#,38MM,SLCD,GF

$/CS
$/CS

CASES
CASES

TOTAL
TOTAL

$5.00
$5.00
$5.00
$5.00
$2.00
$2.00

CUP
CUP ‘N
‘N CHAR
CHAR PEPPERONI
PEPPERONI

$2.00
$2.00

20027815220168
20027815220168

$2.00
$2.00

MARGHERITA PEPPERONI, COLLAGEN CASING, SLICED,
MARGHERITA
PEPPERONI, COLLAGEN CASING, SLICED,
2/12.5
LB
2/12.5 LB

$5.00
$5.00

$2.00
$2.00
$2.00
$2.00
$2.00
$2.00

REDEEM
REDEEM THIS
THIS REBATE
REBATE IN
IN 10
10 MINUTES
MINUTES OR
OR LESS!
LESS! SUBMIT
SUBMIT ALL
ALL THE
THE FORMS
FORMS ONLINE
ONLINE VIA
VIA RAPIDREBATE.NET!
RAPIDREBATE.NET!

STEP
STEP 11

STEP
STEP 2
2

Log
Log on
on to
to
RapidRebate.net
RapidRebate.net

11
22
33
44
#
#
#
#
#
#
#
#
#
#

Add
Add product
product info
info
&
upload
invoices
& upload invoices

INSTRUCTIONS
INSTRUCTIONS FOR
FOR SUBMITTING
SUBMITTING THIS
THIS REBATE:
REBATE:
Use
Use the
the grids
grids on
on the
the front
front and
and back
back of
of this
this page
page to
to indicate
indicate the
the number
number of
of
cases
of
each
product
code
purchased
during
the
eligible
period.
cases of each product code purchased during the eligible period.
Put
Put the
the total
total number
number of
of cases
cases purchased
purchased in
in the
the box
box below.
below.
Put
the
total
$
amount
of
the
requested
rebate
Put the total $ amount of the requested rebate in
in the
the box
box below.
below.
Complete
the
contact
info
(below)
and
segment
info
(right)
and
Complete the contact info (below) and segment info (right) and mail
mail the
the
form,
along
with
required
printout/invoice
copies,
to
the
address
form, along with required printout/invoice copies, to the address at
at right.
right.
of
of
of
of
of
of
of
of
of
of

$1
$1
$2
$2
$3
$3
$5
$5
$6
$6

CS:
CS:
CS:
CS:
CS:
CS:
CS:
CS:
CS:
CS:

MAXIMUM
MAXIMUM PAYOUT
PAYOUT ISIS $250
$250 // MINIMUM
MINIMUM PAYOUT
PAYOUT ISIS $20
$20
XX
XX
XX
XX
XX

OPERATION
OPERATION NAME:
NAME:
E-MAIL
ADDRESS:
E-MAIL ADDRESS:

OPERATION
OPERATION ADDRESS:
ADDRESS:
CITY:
CITY:

TELEPHONE
TELEPHONE NUMBER:
NUMBER:
DISTRIBUTOR:
DISTRIBUTOR:

$1.00/CS:
$1.00/CS:
$2.00/CS:
$2.00/CS:
$3.00/CS:
$3.00/CS:
$5.00/CS:
$5.00/CS:
$6.00/CS:
$6.00/CS:

=
=
=
=
=
=
=
=
=
=

Total
Total
Total
Total
Total
Total
Total
Total
Total
Total

$:
$:
$:
$:
$:
$:
$:
$:
$:
$:

Terms and Conditions:
Terms limited
and Conditions:
Offer
to foodservice operators only. Chain operators must
Offer
limitedastosingle
foodservice
Chain
must
participate
units. operators
Contractedonly.
chain
andoperators
bid accounts
participate
as singleThisunits.
Contracted
chain andforbida minimum
accounts
cannot
participate.
coupon
may be redeemed
cannot
may be
redeemedoperator.
for a minimum
of
$20 participate.
up to $250Thispercoupon
individual
foodservice
Submit
of $20rebate
up towith
$250copies
per individual
foodservice
Submit
this
of distributor
invoicesoperator.
or distributor
this rebateverifying
with copies
distributorwereinvoices
or distributor
printouts
valid ofproducts
purchased
between
printouts 3,verifying
valid products
purchasedPRINTOUTS
between
October
2022–January
1, 2023. were
DISTRIBUTOR
October
3, 2022–January
1, 2023.
OR
INVOICES
MUST INCLUDE
THE DISTRIBUTOR
FOLLOWING PRINTOUTS
OPERATOR
OR
INVOICES Operator
MUST INCLUDE
THE FOLLOWING
OPERATOR
INFORMATION:
Name, Product
Purchased, Number
of
INFORMATION:
Purchased,
Number
of
Cases
Purchased,Operator
Date the Name,
ProductProduct
was Purchased,
Invoice
Number
Cases
Purchased,
Date
the
Product
was
Purchased,
Invoice
and Physical Address. Operators must fill out rebate Number
coupon
and PhysicalDistributor
Address. Operators
must filldo outnotrebate
themselves.
tracking reports
qualify.coupon
Bulk
themselves.
tracking
qualify.Request
Bulk
redemptions Distributor
by distributors
and/orreports
DSRs aredonotnotallowed.
redemptions
by distributors
are not
Request
must
be postmarked
no laterand/or
than DSRs
February
13, allowed.
2023. Offer
not
must
be
postmarked
no
later
than
February
13,
2023.
Offer
not
redeemable in conjunction with any other offer. Operators may
redeemable
conjunction
with the
any maximum
other offer.dollar
Operators
submit
morein than
once until
amountmayis
submit
more
than
once
until
the
maximum
dollar
amount
met; however, the initial submission must meet the minimumis
met; however,of the
mustfor meet
the Incomplete
minimum
requirement
$20.initial
Allow submission
10–12 weeks
delivery.
requirement
of $20. Allowwill10–12
forVoid
delivery.
or
incorrect submissions
delay weeks
payment.
whereIncomplete
restricted,
or incorrectorsubmissions
prohibited
banned. will delay payment. Void where restricted,
prohibited or banned.

CHECK
CHECK WILL
WILL BE
BE MAILED
MAILED TO
TO THE
THE ADDRESS
ADDRESS SHOWN
SHOWN BELOW
BELOW (PLEASE
(PLEASE PRINT)
PRINT)
CONTACT
NAME:
CONTACT NAME:

STATE:
STATE:
FAX
FAX NUMBER:
NUMBER:
DSR
DSR NAME:
NAME:

ZIP:
ZIP:

YOU CAN ALSO SUBMIT OFFER FORM AND COPIES OF INVOICES ONLINE AT WWW.RAPIDREBATE.NET
YOU CAN ALSO SUBMIT OFFER FORM AND COPIES OF INVOICES ONLINE AT WWW.RAPIDREBATE.NET
FOR MORE INFORMATION ON SMITHFIELD CULINARY PRODUCTS, PROMOTIONS, RECIPES OR MARKETING MATERIALS,
FOR MORE INFORMATION ON SMITHFIELD CULINARY PRODUCTS, PROMOTIONS, RECIPES OR MARKETING MATERIALS,
CONTACT YOUR SMITHFIELD CULINARY REPRESENTATIVE/BROKER OR CALL 1-888-327-6526 WWW.SMITHFIELDGENEATS.COM
CONTACT YOUR SMITHFIELD CULINARY REPRESENTATIVE/BROKER OR CALL 1-888-327-6526 WWW.SMITHFIELDGENEATS.COM

STEP
STEP 3
3

Submit
Submit &
&
check
status
check status
PLEASE MAIL THIS COUPON WITH COPIES OF
PLEASE MAIL THIS COUPON WITH COPIES OF
DISTRIBUTOR INVOICES TO:
DISTRIBUTOR INVOICES TO:
SMITHFIELD CULINARY
SMITHFIELD CULINARY
GENERATIONAL EATS COUPON REDEMPTION
GENERATIONAL EATS COUPON REDEMPTION
PO BOX 552
PO BOX 552
TRAVERSE CITY, MI 49685
TRAVERSE CITY, MI 49685
REBATE QUESTIONS? CALL 1-877-570-5504
REBATE QUESTIONS? CALL 1-877-570-5504

COUPON
COUPON CODE:
CODE: GEOPR22
GEOPR22

PLEASE CHECK THE MARKET SEGMENT YOUR OPERATION/TYPE OF RESTAURANT
PLEASE CHECK
BELONGS
IN: THE MARKET SEGMENT YOUR OPERATION/TYPE OF RESTAURANT
BELONGS IN:
Are you a new Smithfield Culinary customer
F
Are you a new Smithfield Culinary customer
F
or a current Smithfield Culinary customer
F
or a current Smithfield Culinary customer
F
COMMERCIAL
NON-COMMERCIAL
COMMERCIAL
NON-COMMERCIAL
F Full Service
F College/University
F {
Full Service
F
Casual Theme
F College/University
Elementary/Secondary School
{ Family
Casual Theme
F Business
Elementary/Secondary
{
F
& Industry School
{
Family
F
Business
& Industry
{ Upscale/Fine Dining
F
Recreational/Entertainment
{
Upscale/Fine
Dining
F
Recreational/Entertainment
F C-Store
F
Transportation
Foodservice
F Hotel/Motel/Resort
C-Store
F Military/Correctional
Transportation Foodservice
F
F
F Hotel/Motel/Resort
F Military/Correctional
OWNERSHIP
OWNERSHIP
OWNERSHIP
OWNERSHIP
F Independent
F Contract Management
F
Independent
F Self-Operated
Contract Management
F Local/Regional Chain
F
F
Local/Regional
Chain
F Self-Operated
F National Chain
F National Chain
Number of meals served per day:
Number of meals served per day:
________Breakfast ________Lunch ________Dinner
________Breakfast ________Lunch ________Dinner
Approximate dollar volume annual food/beverage purchases:___________
Approximate dollar volume annual food/beverage purchases:___________
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Slim Down the Menu, But Keep It Interesting
By Lee Schulman, Panacea
Management Group Consulting
I’ve spent a lot of time in the
restaurant business, and it’s a
common phenomenon over the
years that menus just continue to
grow. One page turns into two
or becomes the behemoth that is
the Cheesecake Factory menu.
The number of options quickly
becomes overwhelming for both
your guests and staff.
There are many more options
for different kinds of cuisine today than there were 10 years ago
or even five years ago. Because
the options are so extensive, it is
more important than ever to find
your culinary focus and build a
more selective menu around it.
Throughout my career, I’ve
found that restaurateurs often focus on themselves when they are
developing ideas for their menus
rather than considering their target market or their own sales data.
I encourage my clients to dine
with competitors, compare their
offerings and see if something is
missing that my client can provide.
It’s much easier to execute your
strengths than strengthen your
weaknesses. Don’t try to do sushi
when fried chicken is your niche.
Instead, make it so that when
guests are in the mood for fried
chicken, they go to you.
By building a smaller menu
based on strengths, you have
fewer moving parts, fewer pieces
to manage and less information
that you have to impart to staff.
You can focus on making dishes
that shine, and you may find that
you have more high-volume and
high-profit margin sellers than
you did before because you’ve
chosen to prioritize quality over
quantity.
One of the first things to consider when looking to pare down

the menu is what’s selling and
what isn’t. This question is easy
to answer by using your point-ofsale system and running a report
of your sales from the past 30
days, 90 days, six months or the
past year. This gives you raw data
on your sales but take that information with a grain of salt.
When reviewing this data,
keep the seasons in mind. People
tend to order lighter meals during
the summer months, so salads and
grilled proteins tend to sell better
then. When the first chilly days
of the year arrive, braised meats,
hearty stews and soups hold more
appeal. Noticing these trends will
help determine whether an item
should get the axe.
Another consideration is food
costs. If an item isn’t selling well
and is expensive to produce, let
it go. This also is a good time to
look at pricing across the board. If
an item is selling well but is costly
to produce, then consider adjusting the price to cover margins so

• Find your culinary focus and build a more
selective menu around it.
• It’s much easier to execute your strengths
than strengthen your weaknesses.

you can produce it to your desired
quality.
A smaller menu allows you to
be more efficient with the inventory you keep on hand, which can
lower food costs and reduce waste.
It’s also easier to notice the fluctuations in the prices of ingredients
when there are fewer to keep track
of. This is another place where
data from your POS will come in
handy. You can monitor key ingredients in the menu mix closely and
maintain the quality of inventory.
At Old Vinings Inn, our short
ribs sell well year-round, and our
fried chicken will never leave the
menu. But take our beef stroganoff, for example. It tended to
sell well in the springtime, but
it wasn’t a star. After evaluating
sales combined with the cost to
produce it, we removed it from the
menu.
Now and then, someone asks
for the stroganoff, but it’s not a
deal breaker that it isn’t there.
That didn’t drive them away, and

• When reducing menu size, it’s important to
be mindful about how you’re marketing the
change. Don’t talk about what you’re taking
away, talk about what you have to offer to
guests.

they still found something to order that satisfied their palates.
Having a strong grasp on your
costs gives you some leeway to
create interesting seasonal offerings that don’t take up permanent
menu real estate. When something is in season, whether it’s a
produce item or seafood, you can
capitalize on it to create something that goes hand-in-hand with
your standard menu.
For example, when salmon is
well-priced, we use the trimmings
from a salmon entrée to create
salmon cakes and run that as a
special. Using the byproducts of
something you already have to
create something new is a cost-effective way to keep the menu
fresh.
When reducing menu size, it’s
important to be mindful about
how you’re marketing the change.
Don’t talk about what you’re taking away, talk about what you
have to offer to guests. Build
some excitement by highlighting
the new items or seasonal specials
that will accompany the favorites.
Take some great photos of these
items and share them on social
media, and avoid creating a sense
of scarcity by saying that it’s the
last day you’re serving a certain
dish.
Once you’ve narrowed down
the offerings, you’ve done the
hard part. It’s much easier from
an operational standpoint to add
menu items than to take them
away. The current challenges in
the industry from supply chain to
staffing have shown us that small
menus are here to stay, so finding
your top sellers and using them to
create accompanying specials is
essential to stay competitive.

• Once you’ve narrowed down the offerings,
you’ve done the hard part. It’s much easier
from an operational standpoint to add menu
items than to take them away.
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How to Fix the No. 1 Reason
Restaurant Customers Don’t Come Back
Continued from page 2
If a new restaurant opens down
the street, independent or chain,
people might try them out, but
the truth is, if you do a good job
in your restaurant, your customers
are going to come back. Usually
that loss is temporary unless you
didn’t do a good job. And that’s
where the top two reasons really
come into play.
No. 2 – 14% of your customers
don’t come back because they’re
dissatisfied with the restaurant.
This means poor service, poor
food quality, temperature, portions, cleanliness, you name it.
You did a bad job executing the
restaurant experience or offering
great hospitality and people didn’t
want to give you another shot.
No. 1 – 68% of your customers don’t come back because they
encounter an attitude of indifference or unconcern by one or

more employees. For example,
not hand-holding the customer
such as pointing to where to go
in the restaurant vs taking them
there, or not giving customers
the right of way and forcing them
to jump out of the way when a
bus boy with a big bin of dishes
comes barreling toward them.
Not caring to contribute to the
guest experience and focusing
more on the task at hand.
If you think about it, the number two reason was 14% of why
your customers don’t come back
and number one reason accounts
for why 68% of our customers
don’t come back. That number together is 82%, which means 82%
of your customers don’t come
back because of the people you
have on your team. That means 82
out of every 100 customers don’t
come back because of how your
employees conducted themselves
or how they’ve done their jobs –

or not done their jobs.
How do you fix this 82%?
Build a better training program.
Training is critical. If you want to
change, you need training. Your
training should cover the basics
from food safety to steps of service, hospitality and the idea that
the customer comes first, that
we’re all here for the guest, not for
ourselves. If we do a good job for

the guests, we make more money
as employees, as a restaurant and
as a whole. There’s no front of
house vs back of house. We’re all
here for one purpose: to take care
of the guest.
If you do nothing more than
tackle these two reasons and properly train your employees to fix
them, your business will literally
explode.
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Searching for New Products or Ideas Online? Be sure to visit these websites!

affinitysales.com

freshfromflorida.com

smithfieldculinary.com

peppersunlimitedofla.com

brookwoodfarms.com

gilbertfoods.com

georgiaschoolnutrition.com

buddig.com

sna-nc.org

devancofoods.com

www.benekeith.com

culinaryresources.biz

tampamaid.com

orrellsfoodservice.com

horizonfoodbrokers.com

mapleleaffarms.com

parmafoodbrokers.com

foodpartners.us

Florida
School
Nutrition
Association
levoniusa.com

igpinc.net

cheneybrothers.com

floridaschoolnutrition.org

fse.us.com

berryveal.com

www.redgoldfoods.com

www.reddiamond.com

viedefrance.com

ncsmokehouse.com

Buonavitainc.com

kisales.com

$700.00 per year for dual listing in the internet directory and web link at www.SFSN.com
Elliott R. Fischer • 404-626-1558
Scott A. Kennedy • 404-862-1064

Do you ever wonder
who reads these things?
These teeny-tiny words at the bottom of the page that probably took
reading glasses to even see. Who would read this? SFSN readers
would. Most of them, in fact. Those who pick up and turn through
these pages are interested in food service news that’s relevant.
Advertise with SFSN and talk to those who listen.
Learn more at SFSN.com
®
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Louisiana Supreme
Buffalo Style Wing Sauce
Louisiana Supreme wing sauce is a
savory blend of hot sauce and spices.
Also has the right touch of a buttery
flavor. Great for a marinade or a basting sauce for chicken wings. Let the
flavor fly. For information or samples
visit www.peppersunlimitedofla.com or
call 504-733-2402.

Cap’N Joe Seafood Stuffing
Cap’N Joe seafood
stuffing makes it easy to
add to your favorite receipes. Packaged in a
convenient tub, can be
used to stuff mushrooms,
lobster, shrimp, fish and
more.
For information call
1-800-237-7637 or visit
tampamaid.com
Brookwood Farms Pit-Smoked Beef Brisket
Brookwood Farms offers real Southern style
pit-cooked barbeque that saves time and labor. Whole sliced Brisket embodies Texas style
smoked brisket with the convenience of perfectly
sliced pieces. Brookwood Farms Brisket is rubbed
with a signature brown sugar rub and smoked
over hickory charcoal inside authentic pits for 1214 hours, the way barbeque was meant to be prepared. Perfect for Brisket sandwiches and BBQ
plates.
For more information call 800-472-4787 or visit brookwoodfarms.com

Classic High Quality
Charcuterie Meats
Fratelli Beretta is a perfect companion for any social event. No waiting in
line at the deli counter.
Our classic line brings you our dry
cured Italian meats, Coppa, Pancetta,
Salame Milano and Prosciutto.
For information contact Claudia
Marchello @Coast 2 Coast Food Broker
561-863-8899.

Veggie Pesto Pizza
Pesto and garden fresh veggies
on a Pillsbury Pie Dough Round
make an easy and flavorful
appetizer. Easy to make.
Thaw pie dough to room
temperature, add veggies, pesto and
cheese. Bake on parchment lined
sheet pan. For information visit
generalmillscf.com

Old Bay Seasoning
Old Bay Seasoning is designed to
give a characteristic spicy flavor to any
food, especially seafood. The taste is
spicy with refreshing undertones. No
msg added.
For info visit mccormickforchefs.com

Carl Buddig Deli Lunchmeat and
Old Wisconsin Snack Sticks
From Snack time to Lunchtime
Buddig and Old Wisconsin are a great
choice for any time! Check out our variety of premium deli lunch meat and 3
great flavors of Fast Fuel snack sticks to
get the credit you deserve!
For more info visit Buddig.com/
FoodService or call 1-800-621-0868.
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Tamper Guard Snack Boxes
Inhibit tampering and put your
food on display. These containers are
great for protein snacks, bistro boxes,
salads, kids lunches and other snack
box varietes. Choose from a variety
of shapes all of which use the same
lid for ease and efficiency.
For info visit dartcontainer.com

Ready-to-Cook Bacon
Don’t keep bacon cravers waiting.
Smithfield offers operators a full range
of ready to cook bacon choices to meet
back of the house needs. Our ready
to cook sliced bacon options include
single slices or parchment paper to
make preparation convenient and
quick. Our shingle slices allow for
convenient separation, and our sliced
slabs are economical. Available in
honey-cured, applewood-smoked and
hickory smoked flavors.
For information call-1-888-3276523 or visit smithfieldculianry.com

Blueberry Walnut Muffins
Gold Medal blueberry muffin mix
combine with water and mix in a
large bowl. Drain blueberries and add
to mix along with chopped walnuts.
Scoop batter into greased or paper
lined muffin pans. Bake in convention
oven 350 degrees for 15-18 minutes or
standard oven for 400 degrees for 2023 minutes.
For information visit generalmillscf.com
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Chef Stephen Bush Named ACF’s Southeast Chef of the Year
At this year’s American Culinary Federation’s (ACF) National Convention in Las Vegas,
Nevada, Chef Stephen Bush was
named Southeast Chef of the year
for 2022. He is currently the Colony Bay Club’s Executive Chef, in
Estero, Florida. Chef Stephen is
not new to awards in competition.
He has won more than 20 medals
in culinary competitions.
The ACF’s convention is held
every year and a competition is
held to bestow the title of Chef of
the Year. Chef Stephen received
the highest score amongst the
Southeast region competitors. He
was given two hours and fifteen
minutes to create a vegetarian appetizer and six portions of a duck
entrée.
His dishes were: Pickled petite
beets stuffed with citrus ricotta
cheese served on top of pomegranate infused quinoa accompanied with mulled beet puree, beet

Coming
Next

Cook and Sous Chef until he left
for The Club at Mediterra, Naples
Florida as a Banquet Chef. He
moved on up to the Chef de Cuisine at the Mediterra Beach Club
and then to the Main Club. In the
fall of 2019 he became the Executive Chef at his current position
today. He is working alongside
Ellen Perkins the GM of Colony
Bay Club to develop a great team
and atmosphere that encourages
growth, learning, and passion.
He enjoys traveling with his
partner Lindsay and dog Louis.

They love trying new restaurants
and dishes!
Currently Chef is spending
his time at The Colony Bay Club
helping his fellow teammates pick
up the pieces from hurricane Ian.
The club had an 8-foot surge and
caused damage on all three floors.
The club donated all of the food
to charities, families in need, and
first responders. Chef’s cooking
delighted many of the people in
need and delighted the weary volunteers. We wish Chef and the
Colony Bay Club the best of luck.

Butternut Bisque
macaroons, honey-sumac panna
cotta and orange-avocado vinaigrette. Duck four ways including
maple glazed duck breast, pressed
thigh and wild mushroom pave,
duck leg confit with melted leeks,
foie gras and black beluga lentil
fritters served with butternut
puree, cherry compote and natural duck jus.
His culinary journey started
while in high school at a family
owned restaurant in Wilmington, Ohio, Mac D’s Pub. Chef
Dave Hertenstein took him
under his wing and instilled in
Chef Stephen a love of cooking. He earned an AS degree in
Culinary Arts from at Sinclair
Community College in Dayton,
Ohio and was in the top 5% of
his class. Chef Stephen did his
culinary training at the Greenbrier Apprenticeship Program
at the Greenbrier in White Sulphur Springs, West Virginia.
It was here he discovered his
true passion for food and love
for classical cuisine. He stayed
at the Greenbrier as a Rounds

6 Cups – Butternut Squash,
		 peeled, diced and
		roasted
10 oz. – Applewood
		 Smoked Bacon,
		diced
1 ea. – Jalapeno, sliced
2 ea. – Bananas, roasted
8 oz. – Spanish onion,
		diced
1 oz. – Ginger, minced
2 oz. – Garlic, minced
½ tsp. – Coriander Seeds
1 tsp. – Cardamom Seeds
¼ tsp. – Cinnamon, ground
4 Cups – Chicken Stock
8 oz. – Heavy Cream
Method

Add the roasted banana
and puree with a vitamix
blender.
Adjust seasoning.
Garnish options: Candied
Pecans, Dried Cranberries,
Crispy Prosciutto, Maple
Chantilly, Shaved Chives
Chef note: The roasted
banana gives the soup a
natural sweetness, but if
you would like it sweeter,
add honey, brown sugar, or
preferably maple syrup.
Enjoy!

Render the bacon in a
sauce pot over medium
heat.
Add the squash, jalapeno,
and onion, sweat until
tender.
Add all the spice, stock and
cream. Simmer for about
15 minutes, until tender
enough to puree.

DECEMBER/JANUARY

FEBRUARY/MARCH

Center-Of-The-Plate

Food Service In Carolinas

Soups
Ad Deadline December 9th

Barbeque
Ad Deadline February 10th
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Fully Cooked Breakfast Sausage
The perfect choices to save back of the house time and labor. Smithfield
fully cooked breakfast choices, heat-and-serve is convenient and delicious
taste without compromising quality,
flavor or consistency. Portion controlled
for consistency and frozen for extended
freshness. Available in multiple sizes and
formats for restaurant menu versatility.
For information call 1-888-327-6523
or go to www.smithfieldculinary.com
Margaritaville Shrimp
Margaritaville shrimp bring island
flavor to life in every delicious bite.
Favorites like coconut shrimp, island
lime shrimp, jammin jerk shrimp, and
jalapeno stuffed volcano shrimp. You’re
sure to find a good time in very bite.
Serve these flavorful shrimp solo, as a
side, or over rice and pasta for a premium entree.
For information call 1-800-2377637 or visit tampamaid.com

Levoni Deli Meats
All Levoni deli meats are
from pigs born, bred and processed in Italy. Our deli meats
are gluten free and do not
contain lactose.
Excellent for any restaurant, deli counter, or social
event. For information or
samples visit levoniusa.com

Yogurt Tzatziki Sauce
Yoplait nonfat plain yogurt provides the tang in a classic Greek sauce
for salads or a dressing for sandwiches.
Use peeled cucumber, minced garlic,
salt, minced mint leaves, lemon juice
and white pepper. Mix all together
and serve chilled.
For info visit generalmillscf.com

Zatarains’s Red Beans & Rice Mix
Zatarain’s red beans and rice mix
is a premium blend of long grain rice,
dehydrated vegetables, and spices. Add
the flavor of New Orleans to your
menu. Product is provided in user
friendly packages to enhance back-ofhouse efficiencies.
For info visit mccormickforchefs.com

EL Preferido Cheese Brick
El Preferido Cheese is made with only the finest ingredients, then aged perfectly for a premium taste.
This is great for shredding
atop a fresh salad, melting
for that perfect quesadilla, a Mexican Dish or for
everyone’s favorite cheese
dip.
For info and samples
call 1-800-486-4717 or
visit www.elpreferido.net
Smithfield Pizza Toppings
Pepperoni is air-dried, then
cured with salt and special flavorings to give it its distinctive taste,
all Smithfield pepperoni varieties,
such as Margherita, have individual
differences to enable operators to
pick the right one for their needs.
Color, shape, size, spice, cup and
char performance options all affect
the finished product.
For contact info visit smithfieldculinary.com or call 1-888-327-6526.

Original Bulliard’s Cayenne Pepper Sauce
After 100 years in the pepper
business the Bulliard family is
proud to introduce our newest
hot sauce blend.
Specially chosen aged cayenne
peppers are used to produce this
fine hot sauce that displays the
full bodied flavor of cayenne peppers.
For information and samples
visit peppersunlimitedofla.com or call 504-733-2402.

Gluten-Free
Dijion Dipping Sauce
Yoplait all natural fat fee plain yogurt with dijion mustard and honey
makes a delicious dip for dippables.
Whisk yogurt, honey, mustard and
celery seeds together in a large mixing
bowl until smooth. Serve chilled.
For info visit generalmillscf.com

Fully Cooked Ribs
The number one choice for BBQ ribs from Smithfield come fully cooked
for operator convenience. Ready to heat
and serve, our authentic hickory smoked
or fully cooked ribs are prepared moist,
juicy, and tender in minutes.
Back ribs and St. Louis style also
available.
For information call-1-888-3276526 or visit smithfieldculinary.com
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