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ledicated to further developing students,
military and it's members by providing continuing

education and professional certifications to
the foodservice and hospitality industry leaders.”
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CHAIRMAN'S CORNER_

Happy 249" Birthday America! How.do you celebrate the 42

As we celebrate the 249" birthday ofthe United States of America, and the
124™ birthday of IFSEA so many things come to mind. From fireworks
displays, barbeques, pool side and beach*eelebrations, are among the
traditions to celebrate. I wantto personally wish all of our members,
colleagues and friends of our association a great 4™ TFSEA continues to
celebrate the multiple facets of our industfy from our military members,
healthcare professionals and culinarysgstauranteurs and hoteliers. I wanted
to share a couple of my family’s traditions of coming together near
Telluride, Colorado at about 10,000 febt above sea level. We will have our
annual 4" of July BBQ. This year'e wijl be smoking 9 slabs of baby back
ribs, 19# pounds of pulled smoked pork, 8;pound smoked turkey breast,

10# of Texas smoked link sausages, 25# of'smoked brisket and top it all off
a 6# smoked bologna., Wie hayela 500-gallon old fuel storage barrel that we
have had in the family Lfor ver 68 years and we have added a Traeger style
smoker to reallt enhance all'of thase flavers. To top things off I make
home made vanilla ice cream for the crowd as well, about 5 gallons.” Quite
a project and we will have about 60 people for the festivities in which 50 are
relatives from Maryann’s side of the family (my wife).....Wising you all a

great time...... I have a‘couple of pictyres from years prior to go along with
this month’s article. i I ;
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Richard F. Weil, MCFE, MCFP
Chairman of the Board

Food .For MThought
The 3 C’s of life; Choices, Chances, Changes

You must make a choice to take a chance
or your life will never change.
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Happy 249" Birthday Amgrica! How do youicelebrate the 42

To add to the 4™ of July, I wanted to provide some further insights into some trends that we are witnessing
throughout the industry as it relates to the price value relationship and the generational differences. What
makes good value? A savvy consumer knows, it isn’t just a low price. Over the years, as Millennials have be-
come more and more willing to spend more to get more, value trends have shifted for the broader consumer

base.
—-

Alicia Kelso writes for Nation’s Restaurant News (NRN) about'the-shocking McDonald’s experiment that
didn’t pan out as expected. “McDonald’s launched its $5 Meal Deal last June to win back low-income
consumers who started pulling back their restaurant spendargin the beginning of 2024,” her article explains.
But ultimately, even after expanding the value menar®o include other $1 items, customers still weren’t
returning in droves. “The company continued to experienc.;c_.its slowest performance since the pandemic, and
despite the McValue Menu launch.” o II___-'

-

Kelso compares this to Technomic managing prineipal Joé Pawlak's thoughts during an interview at the
National Restaurant Association Show in Chicago earligt this yg_d'r. “When I first started, it was all about price.
Now, it’s about consumers’ willingness to pay more, but you’veé got to'give them more,” he said. The trick is
no longer offering the lowest price, but creating the Pest valug'and provingto customers that the value added is
worth the extra spend. “““Consumers want value to be worth.their timé and money,” he said. !

Eric Blumenthal, Coca-Cola’s senior vice president of foodservice fommercia eadel;svhip nd glowth, agrees.
“We push our operator partners more toward the ‘what you get’ side of it,’; he said. ¥When |you :fok at who’s
winning today, it’s not the players that have value menusfor dealsj it’s the oneglinnovating and ideating on the
‘what youiget® side.” According to Kelso, “Blumenthal recommends a sharpened fo¢us on menu! innovation
that marries the increasing demands for both healthy and indulgent, as well as greater investments in staffing
and training”, These are two essential processes that operators feally need to reflect upon.

Menu engineering is the ptocess of discovery of what matters most tg custothers in terms of offering and how
to price those items in a way that makes sense for both theibusiness:and the consumer. Using inventory and
business analyses alongside careful menu design, restaurant owners can cater to'customers’ wants and the hunt
for value without dropping their menus to prices-that:hurt the bottom line. In fact, memi engineering normally
benefits profits. =

This tactic must be carefully integrated with-réStatirant-operations, particularly customer service. The
experience is a huge value maker for most customers. Blumenthal added, “I’m not saying yoti-don’t need to
have a hot price point, but you also have to have the things that will keep customers coming back — quality,
experience, convenience, did someone smils_ax_me? Customers don’t want to feel transactional when they’re
spending 30% more.” a

™ -
Success in the restaurant industry always stess fr
sound business practices, informed by matket t
proposition and a call to action’ are basic eting 101 tools. We often complicate the proeess. Considering

the success that many chains are experien tarts with basic components of not just value, but service,
esses when making a dining decision”
e

ds and llle continued celebrations througfl_out this summer,
wishing everyone a great holiday, safety first@and mosp'gmportanthy greFlt health! |

{f |.|



Why Do We Ce 4 With Fireworks?

By Sarah Pruitt History .com

It’s hard to imagine Independence Day without fireworks. But how did this tradition get started? As it turns out,
setting off mini-explosions of all shapes and colors (but particularly red, white and blue) on July 4 goes back
almost as far as American independence itself.

John Adams Predicts Celebrations Fireworks have a long and colorful history, but the story of how they became
ubiquitous on July 4 dates to the summer of 1776, during the first months of the Revolutionary War. On July 1,
delegates of the Continental Congress were in Philadelphia, debating over whether the 13 original colonies should
declare their independence from Britain’s Parliament as well as King George III himself.

That night, news arrived that British ships had sailed into New York Harbor, posing an immediate threat to the
Continental troops commanded by George Washington. On July 2, delegates from 12 colonies voted in favor of
independence (New York would follow suit on July 9) and the motion carried. On July 3, even as Congress
revised a draft of the declaration composed by Thomas Jefferson, an excited John Adams took up his pen to write
to his wife, Abigail.

“The Second Day of July 1776, will be the most memorable Epocha, in the History of America,” Adams wrote.
“I am apt to believe that it will be celebrated, by succeeding Generations, as the great anniversary Festival...It
ought to be solemnized with Pomp and Parade, with Shews, Games, Sports, Guns, Bells, Bonfires and
[lluminations from one End of this Continent to the other from this Time forward forever more.”

Adams was off by a couple of days.
First Organized Celebration Held on July 4, 1777

On July 4, after making a total of 86 (mostly small) changes to Jefferson’s draft, Congress officially adopted the
Declaration of Independence, though most of the delegates didn’t even sign the document until August 2. Some
impromptu celebrations greeted the declaration’s first public readings on July 8, in front of local militia troops in
Pennsylvania and New Jersey, but the first organized celebration of Independence Day would take place in
Philadelphia on July 4, 1777.

“Yesterday the 4th of July, being the anniversary of the Independence of the United States of America, was
celebrated in this city with demonstrations of joy and festivity,” reported the Pennsylvania Evening Post on July 5,
1777. “About noon all the armed ships and gallies in the river were drawn up before the city, dressed in the finest
manner, with the colors of the United States and streamers displayed.”

After each ship’s cannon fired a 13-gun salute (in honor of the 13 colonies), the festivities continued, including an
elegant dinner, a military demonstration and a performance by a Hessian band. “The evening was closed with the

ringing of bells,” the Evening Post reported, “and at night there was a grand exhibition of fireworks (which began
and concluded with thirteen rockets) on the Commons, and the city was beautifully illuminated.”

Adams’s hometown of Boston saw its own fireworks display that July 4th, as Colonel Thomas Crafts of the Sons
of Liberty took the opportunity to set off fireworks and shells over Boston Common. In the years to come, various
cities continued the tradition of celebrating independence, holding picnics, parades, speeches and fireworks
displays for the occasion, though Boston was the first to designate July 4 an official holiday (in 1783).

War of 1812 Inspires Broader Celebrations With Fireworks By the time Independence Day celebrations really
took off after the War of 1812 (another conflict pitting the United States against Britain), fireworks were even
more widely available. They would become an increasingly important part of the festivities in the years to come,
as public safety concerns caused cannon and gunfire to be gradually phased out of celebrations.

In 1870, Congress established Independence Day as an official holiday. By 1898, a reporter would note that “the
American Fourth of July is the greatest event the maker of firecrackers knows,” historian James Heintze recorded
in The Fourth of July Encyclopedia.

As every July 4 brings numerous fireworks-related accidents, some causing injuries and even deaths, many cities
and states would pass bans on different types of pyrotechnics; Adams’s native Massachusetts, for example, now
bans all consumer fireworks. Despite these safety concerns, Americans spend somewhere around $1 billion on
fireworks each July 4, allowing for a nationwide celebratic;n of independence John Adams would surely have
appreciated.
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National Hot Dog Day

July 16,2025
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Where did the weiner come from? Hot dogs, America’s favorite ~ summer staple, boast a surprisingly long
history. Their origin is debated, with Frankfurt, Germany (frankfurters) and Vienna, Austria (wieners)
vying for credit. German immigrants brought these sausages to  America in the 1800s. Sold by street vendors
as “dachshund  sausages” due to their shape, the term “hot dog” emerged, likely as a playful jab. By the
1890s, hot dogs were a staple at baseball games and amusement parks, forever linked to those carefree sum-
mer days.

Now, they are entrenched in the culture of the United States. According to the National Hot Dog and Sausage
Council, Americans consume over 20 billion hot dogs a year—enough to encircle the earth more than
five times!

National Hot Dog Day is the perfect excuse to fire up the grill and gather your friends and family for a
backyard barbecue. Need some grilling tips before the big day? Check out our guide to grilling success.

Why stop at the classics? Here are some creative hot dog ideas to tantalize your taste buds:

Classic All-American Hot Dog: Ketchup, mustard, relish, dill pickles, and diced onions on a toasted bun. You
can’t go wrong!

Chili Cheese Dogs: Try out a chili cheese dog! Top your hot dog with your favorite chili recipe, shredded
cheese, and diced onions.

Coney Island Dog: A New York icon, the magic comes from the toppings: a hearty chili sauce (no beans!),
chopped white onions, and a stripe of yellow mustard.

Sonoran Hot Dog: This Mexican-inspired dog features a bacon-wrapped hot dog topped with pinto beans,
chopped tomatoes, onions, jalapenos, mayonnaise, and a drizzle of lime crema

Chicago-Style Hot Dog: A true legend, this dog is loaded with sport peppers, tomato, chopped celery, relish,
dill pickle spear, cucumber, and a sprinkle of celery salt, all on a poppy seed bun. Make it extra special with
homemade pickles!

Seattle-Style Hot Dog: Embrace the unexpected with cream cheese, grilled onions, and sriracha mayo.

All-The-Trimmings Dog: Pile on everything your heart desires! Sauerkraut, sauerbraten, giardiniera, the
options are endless. Some people even enjoy kimchi, crumbled bacon, or pineapple chunks!



The Power of
Recurring Hospitality

Jason Talcott

Vice President of Operations
Compass USA

Director IFSEA

LinkedIn Published Jun 3, 2025

The Power of Recurring Moments: Turning the Expected into the Exceptional in Hospitality

In hospitality, we often chase the hig wow—the flashy initiative, the game-changing innova-
tion. But some of the most powerful guest experiences happen in moments that repeat: the
birthday, the early check-in, the first cup of coffee. These aren’t one-offs—they’re recurring—
and that makes them ripe for system-wide impact.

The Opportunity: Recurring moments are our secret weapon. Why? Because they’re predict-
able. That means we can prepare for them, personalize them, and perfect them. When done
right, these moments become the backbone of a guest experience that feels both seamless and
surprisingly delightful.

Here’s how to identify them:

Look at the rhythm of your operation From morning routines to weekly rituals, every opera-
tion has patterns. Think of your high-volume breakfast rush, shift changes, or weekend travel-
ers.

Listen for the “same stories.” Are guests asking the same questions or making similar re-
quests? That’s gold. Those are opportunities to build structure around surprise.

Audit your data Loyalty programs, reservation trends, and service recovery logs tell a story.
The question is: Are we listening?

Examples that get it right:

] Chick-fil-A They’ve operationalized kindness. When a team member offers to refresh your
beverage or carries your tray, it’s not a random act—it’s a repeated behavior. It’s taught,
tracked, and celebrated. The surprise isn’t that it happens, it’s how consistently it happens.

] The Ritz-Carlton A classic case of empowering staff to act on recurring moments. A guest
who mentions an anniversary at check-in might return to find champagne waiting in the room.
What’s key? Every associate has the authority—and budget—to act on these moments without
asking for approval.

What we can do today: [ | Build systems that expect and elevate recurring moments. [ Train
teams to see patterns and respond with empathy. [ Celebrate the small wins—because when
repeated, they become big ones.

Bottom line: Magic in hospitality isn’t just about spontaneity—it’s about repeatable excel-
lence. When we treat recurring moments not as routine but as opportunity, we create experi-
ences that guests don’t just remember... they return for.

Let’s make the ordinary extraordinary—again and again.



The Power of

First

Impressions:

How Bench

Leaders Drive Impact
in 72 hours

Jason Talcott

Vice President of Operations
Compass USA

LinkedIn Published Jun 6, 2025

Why it matters: Throughout my career, I’ve been called upon to travel and provide coverage or assistance for strug-
gling accounts, so I created a snapshot on how to “execute on the objective” when you have just a few days on-site
to stabilize, uplift, and set a course for success. Your time is limited, but your impact doesn't have to be.
First 6 Hours: Assess and Align
What to do:
Quick Ops Scan: Review production logs, menu cycles, and the cleanliness of key areas (coolers, storage,
dish pit).
Meet the Core Team: Identify the informal leaders and ask “What’s working? What'’s frustrating?
Guest Experience Snapshot: Eat in the café or dining hall anonymously. Watch, listen, taste.
Why it matters: These early cues shape your game plan. Don’t fix what’s not broken—but don’t ignore what’s hid-
den in plain sight.
Next 18 Hours: Act on the Obvious
What to do:
Fix Small, Visible Pain Points: Broken signage, menu confusion, unlabeled storage, or inconsistent por-
tions—these quick wins boost morale and guest confidence.
Coach in the Moment: Is the prep cook struggling with yield? Is the dishwasher overwhelmed? A quick
side-by-side session beats any SOP binder.
Communicate Calm Confidence: Your presence should feel like a solution, not a disruption.
Why it matters: Momentum builds trust. When teams see immediate results, they lean in.
Final 48 Hours: Stabilize and Leave a Trail
What to do:
Set Daily Routines: Reinforce opening/closing checklists and kitchen walks. Leave tools behind, not just
notes.
Empower the Next Leader: Whether it's the GM or a line lead, clearly hand off your insights and priori-
ties.
Send a Pulse Check Post-Visit: A brief follow-up builds accountability and keeps progress alive.
Why it matters: Your impact isn’t just what you do—it’s what continues when you’re gone.
Bottom Line:
Great traveling chefs and managers aren't just firefighters—they’re culture carriers. With focus and empathy, they
can transform an operation in days, not weeks.
The challenge: Next time you travel to an account, treat the first 72 hours like a mission. See more, say less, and
lead with action. 7
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Distinguished Service Award

Congratulations to Richard Weil (’78), recipient of the Distinguished Service Award from UHAA!!
From flipping omelets at 14 to leading Gourmet Night as a student GM, Richard Weil’s
hospitality journey began early - and it hasn’t slowed down since.

A proud Hilton College alumnus and lifelong industry leader, Richard has dedicated decades to
service and mentorship. With a legacy shaped by his entrepreneurial parents and strengthened by
his deep commitment to giving back, he has exemplified the true spirit of hospitality.

"The joy is the student. The joy is seeing what we do for young people and our communities," he
says. His unwavering support for Hilton College and the UH community is nothing short of inspir-
ing.

Join us in celebrating Richard for his exceptional loyalty, leadership and service to the

University of Houston!



According to the National Day of the Cowboy Organization, this day "is a day set aside to
celebrate the contributions of the Cowboy and Cowgirl to America's culture and heritage."
The NDOC continuously pursues national recognition of National Day of the Cowboy.
Currently, 14 states recognize this day. The first celebration was in 2005.

National Day of the Cowboy falls on the fourth Saturday in July to recognize the stoic,
hardworking symbol of the American West. We are taking the reign today to provide you
with a bit of quick history about the cowboy.

The word "cowboy" comes from the Spanish word "vaquero," meaning someone who
managed herds of cattle on horseback. The era of the cowboy began after the Civil War in
the heart of Texas. Cattle were herded long before this time, but in Texas, they grew wild
and unchecked.

As the country expanded, the demand for beef in the northern territories and states
increased. With nearly 5 million head of cattle, cowboys moved the herds on long drives to
where the profits were. As settlers claimed their land in the Southwest, the cowboy
tradition was quickly picked up by aspiring ranchers in the U.S.

Early cowboys were often looked at as outlaws. However, this is a misrepresentation of the
hardworking values early cowboys had. Among the grand backdrop of the Great Plains, the
mythological image of the cowboy emerged. The life of a cowboy required a particular
ability to live in a frontier world. To do so requires respect, loyalty, and a willingness to
work hard. After the dust settled, revealing of the stoic truth of the American cowboy and
cowgirl.

"We celebrate the Cowboy as a symbol of the grand history of the American West. The
Cowboy’s love of the land and love of the country are examples for all Americans."

HOW TO OBSERVE NATIONAL DAY OF THE COWBOY

Celebrate with a cowboy you know and enjoy a western novel or movie, attend a rodeo,
and embrace the cowboy way of life.



Gluten-Free Firecracker Almond Bundt Cake
Yield 16

1 cup butter

3 cups granulated sugar

6 eggs, , room temperature

1 teaspoon pure vanilla extract

1 teaspoon pure almond extract

3 cups gluten-free all-purpose flour

3/4 teaspoon xanthan gum, (leave out if your flour al-
ready has it)

1/2 teaspoon gluten-free baking powder

1/2 teaspoon salt

1 cup buttermilk
red and blue gluten-free food coloring gel

Glaze

1 1/2 cups powdered sugar

1/2 teaspoon pure vanilla extract
1/2 teaspoon pure almond extract
3 tablespoons buttermilk
gluten-free sprinkles, optional

Preheat oven to 325 °F.

In a large bowl cream together the butter and the sugar until nice a fluffy.

Add the eggs one at a time until fully combined.

Add the pure vanilla and almond extract to the batter and mix until fully combined.

In a medium-sized bowl add the dry ingredients together and give it a good whisk or stir to combine. Add the
dry ingredients to the cake batter and mix until fully combined.

Add the buttermilk to the cake batter and mix until fully combined. To make your own buttermilk add
1 tablespoon of white vinegar to the milk and let sit for a few minutes.

Pour 1 cup of batter into a small bowl. Add the red food coloring and mix until fully combined.

Pour 1 cup of batter into a small bowl. Add the blue food coloring and mix until fully combined.
Spray the bundt pan with a thick layer of gluten-free cooking spray.

For the first layer, pour the red cake batter into the pan.

For the second layer, slowly pour the white cake batter on top of the red layer.

For the third layer, slowly pour the blue cake batter on top of the while layer.

Bake the cake for 1 hour and 15 minutes or until a toothpick entered into the center comes out clean.
Allow the cake to cool for 15 minutes in the bundt pan before inverting the cake onto a serving plate.

In a large glass measuring cup combine the glaze ingredients together and stir until smooth. Drizzle the glaze
all over the cake and decorate the cake with your favorite gluten-free sprinkles.

Enjoy! The cake can be covered with plastic wrap/foil stored in air-tight container.
1



Gluten-Free 4th of July Sugar Cookie Pizza

serves 8—10

17.5 oz box Pillsbury's Gluten-Free Funfetti Sugar Cookie Mix
1/2 cup 1 stick unsalted butter, softened

1 egg

2 tbsp water

13.5 oz can full fat coconut milk (from the can,

not the carton), chilled in the fridge for 24 hours

3 tbsp confectioners sugar

1 tsp gluten-free almond extract

2 cups thinly sliced strawberries

2 cups ripe blueberries

To prepare the cookie:
Pre-heat oven to 375 F. Spray a 12 " pizza stone, pizza pan, or baking sheet with cooking spray.

In a large bowl, combine the butter, egg, and baking mix. Beat on medium for 1-2 minutes until combined.
Add the water, scrape the sides of the bowl, and mix for another minute until a soft dough forms.

Roughly shape the dough into a large ball with your hands and place on the center of your pizza stone, pan, or
baking sheet. With wet hands or a damp rolling pin, gently roll out the dough into a circle about 10" in
diameter. Bake for 15-17 minutes until golden brown.

Remove cookie from the oven and let cool completely. With a sharp knife, gently glide it between the cookie
and pan, separating any areas that may have stuck.

To prepare the coconut whipped cream:

Chill a large bowl or bowl of a stand mixer in the freezer for 10 minutes. Take the chilled canned of coconut
milk and flip it upside down, opening it from the bottom. Pour off the liquid, either setting aside for smoothies
or discarding.

Remove the cold bowl from the freezer and scoop the solidified coconut milk into the bowl. Beat with a stand
mixer or hand mixer for 2-3 minutes until fluffy and peaks form. Add the confectioners sugar and almond
extract, beat for additional minute until well combined.

To assemble the cookie pizza:

Spoon the coconut whipped cream over the cooled sugar cookie crust, spreading in an even layer over the
cookie.

Trace the outline of the outer edge of the coconut whipped cream with a single line of blueberries. Add a
handful of blueberries to the center of the pizza. Arrange the strawberries around the blueberries in a circle,
adding another layer of strawberries on top, if desired. Continue adding an alternating ring of strawberries and
blueberries until you reach the outer ring of blueberries.

Serve immediately, or chill in the fridge for an hour (ideal). Slice the pizza into 8 to 10 slices with a sharp
knife or pizza slicer.

Notes

You can use your favorite gluten-free sugar cookie baking mix in place of Pillsbury, adjusting the butter/water
content if the mix isn't a comparable size. If making the coconut whipped cream ahead, refrigerate in an
airtight container. Remove from fridge and allow to warm up to a chill temperature - not cold or room
temperature. Beat for 1-2 minutes until fluffy again. Depending on how you decorate the pizza, you can use
more or less fresh fruit.



contronyms

“WORDS THAT ARE THEIR OWN OPPOSITES,” CONTRONYMS (CONTRNYMS IS A VARIANT
SPELLING) ARE ALSO KNOWN AS JANUS WORDS, ANTAGONYMS, AND ALSO AUTOANTONYMS.
THESE WORDS ARE WORDS THAT HAVE DEVELOPED CONTRADICTORY MEANINGS.

—
SO0 IO N B W —

AR, PR, PEDOWLWLWLWULWWUWUWLWLWWIRNRNNINDNDNNNNDDND === ==
NHLWNHH—LOO0WOINNPLAEWNOR OOV NIAEWNODROWOWOINWN KA WN -

. Apology: A statement of contrition for an action, or a defense of one
. Bill: A payment, or an invoice for payment

. Bound: Heading to a destination, or restrained from movement
. Cleave: To adhere, or to separate

. Clip: To fasten, or detach

. Dust: To add fine particles, or to remove them

. Enjoin: To impose, or to prohibit

. Fast: Quick, or stuck or made stable

. Fine: Excellent, or acceptable or good enough

. Finished: Completed, or ended or destroyed

. Fix: To repair, or to castrate

. Flog: To promote persistently, or to criticize or beat

. Garnish: To furnish, as with food preparation, or to take away, as with wages
. Give out: To provide, or to stop because of a lack of supply

. Go: To proceed or succeed, or to weaken or fail

. Grade: A degree of slope, or a horizontal line or position

. Help: To assist, or to prevent or (in negative constructions) restrain
. Hold up: To support, or to impede

. Lease: To offer property for rent, or to hold such property

. Left: Remained, or departed

. Let: Allowed, or hindered

. Liege: A feudal lord, or a vassal

. Literally: Actually, or virtually

. Mean: Average or stingy, or excellent

. Model: An exemplar, or a copy

. Off: Deactivated, or activated, as an alarm

. Out of: Outside, or inside, as in working out of a specific office
. Overlook: To supervise, or to neglect

. Oversight: Monitoring, or failing to oversee

. Peer: A person of the nobility, or an equal

. Presently: Now, or soon

. Put out: Extinguish, or generate

. Puzzle: A problem, or to solve one

. Refrain: To desist from doing something, or to repeat

. Sanction: To approve, or to boycott

. Scan: To peruse, or to glance

. Seed: To sow seeds, or to shed or remove them

. Splice: To join, or to separate

. Strike: To hit, or to miss in an attempt to hit

. Temper: To soften, or to strengthen

. Trim: To decorate, or to remove excess from

. Trip: A journey, or a stumble

. Variety: A particular type, or many types

. Wear: To endure, or to deteriorate

. Weather: To withstand, or to wear away

13




Never doubt the greatness of French liqueur, as National Grand Marnier Day, celebrated on July 14 every year,
brings yet another delicious French drink into the spotlight (move over champagne). Grand Marnier is the
name of a brand of French liqueurs, with their most famous product being the Grand Marnier Cordon Rouge
— an orange-flavored liqueur made from a blend of cognac brandy, sugar, and pure bitter orange essence.
Since the drink contains notes of citrus, we’re officially calling it fruit-infused, therefore making it healthy.
Also, for those who cannot distinguish between whiskey and cognac, whiskeys are made from rye, corn, and
barley malt, whereas cognac is a kind of brandy that is derived from grapes. Both are aged in oak barrels,
though, so the confusion is understandable.

Grand Marnier liqueur was the brainchild of Frenchman Alexandre Marnier-Lapostolle, who was passionate
about experimenting with blending different fruits with liquor. After nearly a decade of experimenting, in
1880, he hit upon the combination of Haitian tropical oranges with traditional French cognac, giving rise to the
Grand Marnier Cordon Rouge, the most famous of the Grand Marnier brand. This delightful, amber-hued, cit-
rusy infusion can be drunk neat, as well as in cocktails, and it’s no wonder that Grand Marnier has now be-
come a household name when it comes to innovation in the liquor industry. The brand name is now ranked
among the high-class brands of liquor, worldwide, and the price reflects this. This is because the Grand Mar-
nier brand uses only the highest quality of aged cognac, made from Ugni Blanc grapes only. Sourced from
vineyards in France’s Cognac region, these grapes go through a double distillation process.

The fame of Grand Marnier is such that a bottle was even found in the wreck of the Titanic, down in its watery
grave. Since 1827, the distillery has been owned by the Marnier family and their renown is such that a special
concoction, the Cuvee Grand Marnier, was invented in honor of the Golden Jubilee of Queen Elizabeth II, in
2002. One of the most expensive Grand Marnier liqueurs is sold for $800 a pop, and this brand is immensely
popular in both France and America. If all this has not got you convinced to give this fabulous beverage a try,
then we suggest you go the culinary route and try some of the dishes that this amber nectar is used in.

Use 6rand Marnier to make you say OOH-LA-LA

Crepes Suzette, Classic crepes, but with a zesty twist of orange juice and orange liqueur.

Roasted duck bathed in a glorious, boozy, citrus sauce made with Grand Marnier.

Grand Marnier marmalade (Definitely not your average marmalade, thanks to the addition of bitter-orange
Grand Marnier).

Grand Marnier cream frosting

With just a hint of spirits and citrus notes, this frosting goes beautifully on lemon pound cake or any other
cake, really.

Yule log/Buche de Noel

The French version of this features an orange mousse filling that adds a festive zing thanks to the addition of
Grand Marnier liqueur.




Champagne is a sparkling wine originated and produced
in the Champagne wine region of France under the rules
of the appellation which demand specific vineyard prac-
tices, sourcing of grapes exclusively from designated
places within it, specific grape-pressing methods and
secondary fermentation of the wine in the bottle to cause
carbonation.

The grapes Pinot noir, Pinot meunier, and Chardonnay
are used to produce almost all Champagne, but small
amounts of Pinot blanc, Pinot gris (called Fromenteau in
Champagne), Arbane, and Petit Meslier are vinified as
well.

Champagne became associated with royalty in the 17th,
18th, and 19th centuries. The leading manufacturers
made efforts to associate their Champagnes with nobility
and royalty through advertising and packaging, which
led to its popularity among the emerging middle class.

Still wines from the Champagne region were known be-
fore medieval times. The Romans were the first to plant
vineyards in this area of northeast France, with the re-
gion being tentatively cultivated by the 5th century. Cul-
tivation was initially slow due to the unpopular edict by
Emperor Domitian that all colonial vines must be up-
rooted. When Emperor Probus, the son of a gardener,
rescinded the edict, a temple to Bacchus was erected,
and the region started to produce a light, fruity, red wine
that contrasted with heavier Italian brews often fortified
with resin and herbs. Later, the Catholic church owned
vineyards, and monks produced wine for use in the sac-
rament of the Eucharist. French kings were traditionally
anointed in Reims, and champagne was served as part of
coronation festivities. The Champenois were envious of
the reputation of the wines made by their Burgundian
neighbours to the south and sought to produce wines of
equal acclaim. However, the northern climate of the re-
gion gave the Champenois a unique set of challenges in
making red wine. At the far extremes of sustainable viti-
culture, the grapes would struggle to ripen fully and of-
ten would have bracing levels of acidity and low sugar
levels. The wines would be lighter bodied and thinner
than the Burgundy wines they sought to outdo.

Contrary to legend and popular assumption, Dom
Pérignon did not invent sparkling wine, though he did
make important contributions to the production and qual-
ity of both still and sparkling Champagne wines. The
oldest recorded sparkling wine is Blanquette de Limoux,

15

which was invented by Benedictine monks in the Abbey
of Saint-Hilaire, near Carcassonne, in 1531. They
achieved this by bottling the wine before the initial fer-
mentation had ended. Over a century later, the English
scientist and physician Christopher Merret documented
the addition of sugar to a finished wine to create a sec-
ond fermentation six years before Dom Pérignon set foot
in the Abbey of Hautvillers. Merret presented a paper at
the Royal Society, in which he detailed what is now
called méthode traditionnelle, in 1662. Merret's discov-
eries coincided also with English glass-makers' technical
developments that allowed bottles to be produced that
could withstand the required internal pressures during
secondary fermentation. French glass-makers at this time
could not produce bottles of the required quality or
strength.

In France, the first sparkling champagne was created ac-
cidentally; the pressure in the bottle led it to be called
"the devil's wine" (le vin du diable), as bottles exploded
or corks popped. At the time, bubbles were considered a
fault. In 1844, Adolphe Jaquesson invented the muselet
to prevent the corks from blowing out. Initial versions
were difficult to apply and inconvenient to remove. Even
when it was deliberately produced as a sparkling wine,
champagne was for a very long time made by the méth-
ode rurale, where the wine was bottled before the initial
fermentation had finished. Champagne did not use the
méthode champenoise until the 19th century, about 200
years after Merret documented the process. The 19th
century saw a dramatic growth in champagne produc-
tion, going from a regional production of 300,000 bottles
a year in 1800 to 20 million bottles in 1850. In 2024,
champagne sales hit a record of 271 million bottles.

In the 19th century, champagne was noticeably sweeter
than today's champagnes. The trend towards drier cham-
pagne began when Perrier-Jouét decided not to sweeten
his 1846 vintage before exporting it to London. The des-
ignation Brut Champagne was created for the British in
1876.

The only wines that are legally allowed to be named
“Champagne” must be bottled within 100 miles of the
Champagne region in France. The name is legally pro-
tected by European law and an 1891 treaty that requires
true champagne to be produced in the Champagne region
and made from the Pinot Meunier, Pinot Noir, or Char-
donnay grapes grown in this region.



Pine Nuts

Pine nuts, also called pifidn (Spanish: [pi'non]), pinoli
(Italian: [pi'no:li]), or pignoli, are the edible seeds of pines
(family Pinaceae, genus Pinus). According to the Food and
Agriculture Organization, only 29 species provide edible
nuts, while 20 are traded locally or internationally owing to
their seed size being large enough to be worth harvesting.

As pines are gymnosperms, not angiosperms (flowering
plants), pine nuts are not "true nuts"; they are not botanical
fruits, the seed not being enclosed in an ovary which develops
into the fruit, but simply bare seeds—"gymnosperm" meaning
literally "naked seed" (from Ancient Greek: yopvog, roman-
ized: gymnos, lit. 'naked' and onéppa, sperma, 'seed').

In Asia, two species, in particular, are widely harvested: Korean pine (Pinus koraiensis) in northeast Asia (the
most important species in international trade) and chilgoza pine (P. gerardiana) in the western Himalaya. Four
other species, Siberian pine (P. sibirica), Siberian dwarf pine (P. pumila), Chinese white pine (P. armandii) and
lacebark pine (P. bungeana), are also used to a lesser extent. Russia is the largest producer of P. sibirica nuts in
the world, followed by either Mongolia or Afghanistan.

They each produce over 10,000 metric tons annually, most of it exported to China.

Pine nuts produced in Europe mostly come from the stone pine (P. pinea), which has been cultivated for its
nuts for over 5,000 years. Pine nuts have been harvested from wild trees for far longer.
The Swiss pine (P. cembra) is also used, to a very small extent.

In North America, the main species are three of the pinyon pines: Colorado pinyon (P. edulis), single-leaf
pinyon (P. monophylla), and Mexican pinyon (P. cembroides). The other eight pinyon species are used to a
small extent, as is gray pine (P. sabineana), Coulter pine (P. coulteri), Torrey pine (P. torreyana), sugar pine
(P. lambertiana) and Parry pinyon (P. quadrifolia). Here, the nuts themselves are known by the Spanish name
for the pinyon pine, pifion (plural: pifiones).

In the United States, pine nuts are mainly harvested by Native American and Hispano communities,
particularly in the Western United States and Southwestern United States, by the Shoshone, Paiute, Navajo,
Pueblo, Hopi, Washoe, and Hispanos of New Mexico. Certain treaties negotiated by tribes and laws in Nevada
guarantee Native Americans' right to harvest pine nuts, and the state of New Mexico protects the use of the
word piiion for use with pine nuts from certain species of indigenous New Mexican pines.
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RANbOm sTUff

 was walking in the jungle and
saw d lizard up on his hind legs
telling jokes.

| told my tribesman guide “Now

THATS a funny lizard!, and he told

me “That’s no lizard—that's a
stand-up chameleon”.




