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Dormant State Legislature Gives Way to 
Active Local and Federal Docket

45 Melville St. • Augusta, ME 04330

IN THIS ISSUE:

Ten Ways to Avoid Payroll 
Headaches at Your Restaurant 

While things have been pretty quiet at 
the State House, it has been anything but 
at the Federal and local government lev-
els. As was reported in the June/July edition 
of this publication in Greg Dugal’s Presi-
dent’s Column, minimum wage initiatives 
are popping up everywhere, including a 
discussion about an increase proposed 
specifi cally for the City of Portland. Now, 
that is more than just a proposal as the 
potential ordinance is starting to take 
shape. Why is a Portland issue something 
restaurateurs around the State should 
concern themselves with? Depending on 
how the Governor’s race ends up, this 
plan could be a roadmap for the next 
Governor and Legislature to use for future 
State increases and that could be prob-
lematic. Remember that Portland has two 
members of Senate leadership in their 
ranks and they will be watching closely 
for the outcome of the Portland effort.

The Mayor of Portland has appointed a 
task force and their deliberations have 
lead them to announce that they be-
lieve that the minimum wage in Portland 
should increase by two dollars an hour 
on January 1, 2015 to $9.50 and increase 
again on the fi rst day of 2016 to $10.10 
and fi nally hit $10.75 or thereabouts in 
2017. One of the more onerous positions 
of this proposal may kick-in in January of 
2018, when automatic increases would 
take effect based on the consumer price 
index (CPI).

The most dangerous provision of this 
whole proposal is the discussion of elimi-
nation of the tip credit, thereby requir-
ing Portland restaurateurs to pay the full 

minimum wage or $9.50 to their tipped 
employees as of the fi rst of next year. 
Currently that rate of pay is $3.75 per 
hour resulting in an increase of $5.75 
an hour for tipped employees, which 
would result in $90,000 in increased costs 
for a restaurant with only ten tipped 
employees working 30 hours a week, 
not to mention increased payroll taxes 
and other implications of the minimum 
wage increase for regular employees. 
How can a small employer absorb that 
kind of hit? They can’t! This would be 
catastrophic for many small Portland 
restaurateurs.

The timetable for this effort includes a 
public forum, hosted by the Mayor’s 
minimum wage task force, which all 
Portland residents and business owners 
can speak at on August 20 at the Port-
land Public Library from 5:30 pm to 7:30 
pm followed by the referral of this pro-
posed ordinance to a city committee 
for review. That committee will work on 
reviewing the proposed ordinance fur-
ther and make a full recommendation 
to the City Council sometime in the fall. 

It is critical that our Portland members 
speak out about this issue! The Maine 
Restaurant Association will not be suc-
cessful in beating back this effort without 
support from all Portland restaurants. Our 
hope is that all of our Portland restaurant 
members will become engaged in this 
very important discussion.

Executive orders are seemingly 

...continued on page 11

When to Open, When to Close

...continued on page 10

In the long run, a restaurant will close permanently if revenues [R] 
do not exceed total costs [TC]. But some decisions must be made 

about when to open and close in the short run.  For example, should we:

        •  Stay open until 9:00 PM or 10:00 PM?
        •  Open for lunch?

         •  Close on Mondays?
         •  Stay open past Columbus Day?

In the short term, economists maintain that fi xed costs (e.g. lease/mortgage, managers’ salaries, etc.) 
should be ignored and only variable costs considered in deciding when to open or shut down.

The most signifi cant variable costs for restaurants are food, labor and the energy cost to run ovens, broilers, 
and fryers. Thus, the short-term decision to open or close for the extra hour, meal period, day, or month 
should be based on whether expected sales exceed food, labor and marginal energy costs [R > VC].  

Example:

Restaurant A is considering whether to remain open for lunch in September. Expected sales for each 
lunch period are expected to be $1,000. Food cost is 36%, or $360. At an average rate of $11/hr., 40 
labor hours are needed to serve guests, at a cost of $440. The estimated cost of fi ring up the cooking 
equipment for the extra fi ve hours is $120.  The sum of these costs is $360 + $440 + $120 = $920.  Finally, 
since revenue (R=$1000) is greater than variable costs (VC=$920), the restaurant should remain 

open! 

.                      ..                      .

//
From health care reform to closing the 
tax gap, recent changes to legislation 
make it more important than ever for res-
taurateurs to keep payroll top of mind. 
Taking the appropriate steps to stay on 
top of your payroll program - from prop-
erly onboarding a new hire to making 
timely changes to an employee’s status - 
will help keep payroll headaches at bay. 
Make payday at your restaurant a silent 
success by staying on top of your payroll 
processing with these 10 best practices:
 

Note important payroll deadlines.

Timeliness is a vital aspect of payroll 
for both employee relations and de-
positing payroll taxes to federal, state 
and local agencies. Late tax depos-
its can result in penalties and interest 
charges.

Classify employees appropriately.  

Classify your employees into categories
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Avoiding Payroll Headaches...
...continued from page 1

such as temporary employees, consul-
tants, and independent contractors to 
ensure your payroll reporting is accu-
rate for tax purposes. This will help you 
avoid common pitfalls if your restaurant 
is ever the subject of a payroll audit.
 
Report and calculate overtime pay.

The proper classifi cation of “exempt” 
and “non-exempt” employees is ex-
tremely important because an incor-
rect classifi cation could be costly 
should your restaurant be audited. Ac-
cording to the Department of Labor, liti-
gation claiming “non-exempt” employ-
ees who were treated as “exempt” and 
not given their rightful overtime pay is 
an ever increasing problem. 
 
Distribute 1099 forms on time.

If you have any independent contractors
and they are earning more than $600 
per year, they have to be given a com-
pleted 1099 form by January 31 of the 
year following their services. Then, the 
1099 Form A must be mailed to the ap-
propriate tax revenue department by 
the fi ling deadline of February 28 to 
avoid late penalties.
 
Double check data entries.

Human error is an unfortunate certainty 
when it comes to data entry, but an 
even bigger error is not checking for 
these mistakes. An incorrectly entered 
hourly wage and the wrong number of 
employee hours per pay period can cost 
companies millions of dollars annually.

Send court-ordered payments to the 
proper recipient.

If your restaurant doesn’t comply with 
court-ordered garnishments, such as 
levies or child support, or if your pay-
roll processor fails to submit those pay-
ments accurately, you may be prose-
cuted, fi ned– or even imprisoned.
 
Don’t rely solely on the software program. 

Payroll software is only as good as the 
data entered for input. Make certain you
collect every piece of information you 
need from your employees upon hire and 
update it when necessary. Once you 
have the information, enter all necessary 
payroll data into your program, or pass 

along the information to your payroll pro-
cessor to ensure accurate calculations.

Save payroll records.

Your restaurant must maintain a com-
prehensive record for each employee – 
and W-4 forms. It’s recommended that 
you keep these in a safe and acces-
sible location for four to six years. Failure 
to do so could lead to criminal penal-
ties and/or civil actions and the Wage 
and Hour Division of the Department 
of Labor must be able to inspect your 
records within 72 hours of notifying you.
 
Maintain payroll confi dentiality.

Be sure you’re taking every precaution 
to maintain the privacy and security of 
your employees’ information by keep-
ing it within the payroll department and 
the senior management team.
 
Train more than one employee in pay-
roll functions.

The timely nature of payroll processing 
makes it essential to have more than 
one employee trained to manage the 
process. The IRS, the state and employ-
ees all need to receive payments on 
time even in your lead payroll employ-
ee is out of the offi ce. It is also important 
to have a manual backup system in the 
event of computer failure.
 

The two most important considerations you 
should take into account when evaluating 
your payroll processing are government 
compliance and employee satisfaction. By 
making sure your payroll processor is follow-
ing the right path to effi cient, accurate pro-
cessing, you’re helping to maintain employ-
ee satisfaction while preventing headaches 
with federal, state and local agencies. 

Article submitted by: Anthony J. Tortorella, 
Chief Payroll Offi cer of Heartland Ovation 

Payroll which is part of Heartland Payment 
Systems® (NYSE: HPY). A leading provider of 

credit/debit/prepaid card processing, payroll 
and gift/loyalty solutions to more than 250,000 

business locations nationwide, Heartland, 
in partnership with the Maine Restaurant 

Association, empowers business owners across 
the United States to improve their businesses 

with a full course of business solutions. For more 
information, visit heartlandpaymentsystems.com 

or contact Patrick Murphy at 603.387.3493
or Patrick.Murphy@e-hps.com.
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Maine’s Well-Positioned Welcome Mat
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What is it that pres-
ages the change 
of the seasons? For
each of us the
answer to that is
very particular. But
if you are polling 
those of us in the
hospitality business,
you might fi nd a 
good bit of common
ground. July melts
into August and the
feel of things around
here undergoes 

subtle changes. The pace is still brisk, the re-
servation book full and as the Back-to- 
School sale signs appear the mood mellows.

That last week in August brings us those 
travelers that like to linger. A good bottle of 
wine, time to relish a rich dessert and often 
good conversation as you pass through 
the dining room, are the hallmarks of late 
summer and our glory season of Autumn!

I can’t help but notice how often guests 
leave our door and disappear down the 
sidewalk to investigate the shops and busi-
nesses along the street and lanes in town. 
A small souvenir, a lovely local craft, a 
card or specialty food item, a tank of gas – 
the glories of “nature Maine” draw people 
here, the hospitality industry caters to their 
needs and comforts and the economy 
hums!! What an economic powerhouse 
we all fuel. And the number of return visi-
tors are a testament to the good and last-
ing impression we make every time a visitor 
enjoys a good meal, a cool drink, a pleas-
ant conversation and a comfortable, rest-
ful, attentive night’s stay.

I often think of our industry as the glue that 
holds the Maine experience together. 
Great scenery, unparalleled outdoor ad-
ventures and nature at its most compelling 
are what bring the visitors to the state of 
“The Way Life Should Be”. What happens 
after they see those signs at the entries to 
our state is where we play a pivotal role. If 
the meal is good, the welcome warm, the 
bed comfortable and the smile sincere, 
then the magic is complete.

It’s a good feeling to know you are a part 
of an economic engine that is in great run-

ning shape – not always stress-free or easily 
achieved, but certainly worth all the hard 
work and constant brainstorming and plan-
ning. The Maine Restaurant Association 
keeps us informed on the issues that affect 
our business and focuses on educating and 
communicating with us when we are straight 
out tending to our guests. 

Being this economic engine is quite a chal-
lenge and more than a full time job. The 
rewards are not just economic, but quite 
satisfying on many levels. Watching a cou-
ple or family stroll down Main Street, enjoy 
the local vibe and spend their “vacation 
money”, fi ll up the tank and take home a 
lasting, positive image of Maine – good 
feeling!

The memories of our unique combination 
of glorious natural beauty and warm com-
fortable hospitality have come together to 
create a new experience – the destination 
event! Most often it is a wedding, but we’ve 
also hosted destination birthdays, anniver-
saries, meeting and conferences. Maine 
itself sets the scene – towering mountains, 
a meadow alongside a sun-dappled lake, 
a lighthouse clinging to a rocky point, the 
crashing surf. We provide the services that 
bring the magical event together. Without 
the great food, the welcoming innkeeper, 

...continued on page 1O

Tuesday, Sept. 16, 2014
Westbrook - SYSCO of Northern N.E.
8:30 am - 5:00 pm

Tuesday, Sept. 30, 2014
Augusta - Location TBD
8:30 am - 5:00 pm

Tuesday, Oct. 21, 2014
Westbrook - SYSCO of Northern N.E.
8:30 am - 5:00 pm

Tuesday, Oct. 28, 2014
Augusta Armory
8:30 am - 5:00 pm

Tuesday, Nov. 18, 2014
Westbrook - SYSCO of Northern N.E.
8:30 am - 5:00 pm

Monday, Nov. 24, 2014
Augusta Armory
8:30 am - 5:00 pm

Upcoming Classes

Register Online
www.mainerestaurant.com
$119 per person (member rate)
$170 per person (non-member rate)

For More Information

     call:  207. 623 . 2178 or email:
     becky@mainerestaurant.com

Online training is also available.

Registrations must be made at least ten 
days prior to the class so that text books 
may be mailed in time for students to 
study in advance.
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September 1 - 30, 2014

Dine Out for No Kid Hungry

Nationwide 
NoKidHungry.org/DineOut

Wednesday, September 3, 2014
7:30 am - Registration - 8:30 am - Start

Annual Golf Classic

Spring Meadows Golf Club, Gray
(See insert for more information)

Wednesday, October 22, 2014
3:30 pm - 5:00 pm

Membership Meeting

The Nonantum Resort, Kennebunkport

Wednesday, October 22, 2014
5:00 pm - 6:00 pm

Membership Reception

The Nonantum Resort, Kennebunkport

Tuesday, February 10, 2015
5:00 pm - 7:00 pm

Legislative Reception

Senator Inn & Spa, Augusta

Tuesday, March 31, 2015
5:00 pm - 9:00 pm

Annual Awards Banquet

Holiday Inn By the Bay, Portland

Wednesday, April 1, 2015
10:00 am - 4:00 pm

Maine Restaurant
& Lodging Expo

Cross Insurance Arena, Portland
(formerly: Cumberland County Civic Ctr)

Upcoming Events

1O

President’s Report:
By Greg Dugal, President & CEO, Maine Restaurant Association

Membership Has Its Advantages

it takes to fi nd the answer yourselves. Our 
staff can provide certainty for you with re-
liable answers to your inquiries so that you 
can avoid any guesswork that could cause 
problems for you down the road. We also 
create a buffer zone for questions asked 
between you, as the business owner, and 
the regulatory agencies when you prefer 
not to call and make these queries. We can 
and will do that for you.

The Association also hosts the most compre-
hensive industry trade show in Maine each 
spring to assist restaurateurs with new ideas 
and fi nd new sources for products and ser-
vices. The Cross Insurance Arena (recently 
renamed Cumberland County Civic Center)
in Portland comes alive with 120 exhibitors and 
165 exhibit booths, some tried and true and 
others new and different. There is a section 
of the show dedicated to alcohol and other 
beverages. You can fi nd ideas, new trends 
in the industry or discuss needed equipment 
purchases with a variety of vendors and 
broad line distributors. The Maine Restaurant 
& Lodging Expo will be held on April 1, 2015. 
We hope to see you there, because it truly is 
a place where you can get many questions 
answered in a short period of time.

The Maine Restaurant Association also sup-

What does an as-
sociation do? More 
importantly what 
does YOUR asso-
ciation do for you 
and the restaurant
industry as a whole?
We have been get-
ting that question a
lot lately as we fi eld 
telephone inquiries 
about membership
and as we go out 
into the restaurant 

community in general to try to solicit new 
members to the cause. The answer to this 
question is that many very valuable pro-
grams and services are provided that ul-
timately make your life as a restaurant op-
erator better and easier. They really are too 
numerous to list here, but here is a snap-
shot of what we do on a daily basis.

The service most people associate in-
dustry trade groups with is legislative 
advocacy and rightfully so. Monitor-
ing legislation at the State Legislature 
does take a tremendous amount of 
time in the winter months. Concerns can 
arise around the state throughout the 
year. Issues at the local level including
polystyrene bans, disposable bag fees and 
minimum wage increases, all in Portland, 
have been very time consuming over this 
summer. Also the Federal Government’s 
legislative and rule making processes oper-
ate year round. Currently they are looking 
at changes to the full time and seasonal 
worker defi nitions for the Affordable Care 
Act (ACA) that could be very advanta-
geous for a small, seasonal state like Maine. 

We believe that the most important service
that we provide to our members is as a re-
source for information on operating a res-
taurant. Most days we receive many ques-
tions from restaurateurs around the state 
concerned with issues including liquor li-
censing, ServSafe certifi cation, life safety 
concerns, compliance with Federal rules 
and regulations like ADA and the proper 
handling of service charges versus tips, just 
to name a few. We are a great resource 
to respond to these questions, because 
we generally already have the answer 
and it will save you and your staff the time 

...continued on page 9

ruling the day in Washington, DC along 
with actions taken by the National Labor 
Relations Board (NLRB) in recent weeks. 
President Obama has directed Secretary 
of Labor Thomas Perez to review both defi -
nitions and pay scales for exempt or sala-
ried individuals. The National Restaurant 
Association has been heavily involved in 
monitoring these ongoing discussions and 
reports are that defi nitions will change 
drastically and that the starting pay scale 
for exempt employees could more than 
double, making that wage over $50,000.

A recent ruling from the NLRB overturned 
a thirty-year rule that gave franchisees the
freedom to run their day-to-day employ-
ment practices independently of their fran-
chisor - hiring, shift schedules, terminations. A 
traditional fi rewall has now been eliminated, 
making franchisors liable for franchisees’ 
employment practices despite the fact that

franchisors have no control over those 
practices. It is a dangerous path that dis-
solves the long-established “joint-employer 
standard” that has helped create millions 
of restaurant jobs through the franchisor/
franchisee model. In the restaurant industry, 
ninety percent of America’s restaurants are 
either independent operators or franchi-
sees. Unfortunately, increasing and over-
reaching regulations from the National 
Labor Relations Board have been eroding 
the franchising relationship and endanger-
ing the success of our small businesses. Ex-
pect litigation to follow on this ruling.

It is our goal to become increasingly more 
vigilant at both the local and Federal levels 
working with both our restaurant members 
and their locally elected offi cials and with 
our partner in Washington, DC, the Nation-
al Restaurant Association and the Maine 
legislative delegation.  

Local/Federal Docket...
...continued from page 1

Business Owners and Songwriters 
Playing the Same Song

If you don’t understand why you must pay 
to use music in your business, you’re not 
alone. The need for music licensing often 
comes as a surprise to new business own-
ers, and sometimes is misunderstood by 
even veteran business owners. Because we 
can buy a CD and play music as much as 
we want in our homes or cars, we some-
times like to think we can do the same in 
our businesses.  

Songs - like computer software, books, po-
ems, patented recipes, magazine articles, 
and other forms of intellectual property – 
belong to creators of the work until their 
copyright is transferred or expires. Although 
it is harder to touch with your fi nger, intellec-
tual property is treated much like physical 
property under the law. If you own physical 
property, such as the building in which your 
business is housed, you control the usage, 
rental and sale of that real estate. You also 
help determine the price of that property 
when it is sold.

The concept behind music licensing is as 
old as the U.S. Constitution, which gives 
Congress the power to grant patents and 
copyrights. Just as the McDonald’s restau-
rant chain protects its brand names and 
“golden arches” trademark, songwriters 
defend their property from unauthorized 
use. Under U.S. Copyright Law, no other 

business can perform or play a copyright-
ed song publicly without the songwriter’s 
permission.  In essence, each songwriter is 
a vendor to businesses, providing a special-
ized product – a unique musical work.

In many ways, a songwriter is a typical small 
business owner. As with any business, a few 
songwriters are especially successful and 
highly celebrated in our news media – while 
the majority barely makes ends meet.  The 
average songwriter earns less than $5,000 
per year from performance royalties as 
he struggles to become established in his 
chosen profession. Most songwriters are un-
known to the people who use their music.

A songwriter, like other intellectual property 
owners, has the right to authorize the dupli-
cation of his work (such as CDs and tapes), 
distribution (in record stores, retail establish-
ments, etc.) and sale of his product. In real-
ity, the performer (singer and/or musicians) 
rather than the composer of the musical work 
makes the bulk of the income from those 
uses. Most of the composer’s income is de-
rived from the public performance (live or 
recorded) of the music in businesses (radio 
stations, restaurants, campgrounds, etc.) 
which use his product to create ambiance 
through the performance of that music.
It would be very diffi cult for the writer of 
a popular song to negotiate a price and 

collect royalties from every business want-
ing to use his work.  Because it is so diffi cult 
for songwriters to authorize the use of their 
property for each and every business de-
siring their music, and conversely for the 
business owner to contact each and ev-
ery songwriter whose music is used, Per-
forming Rights Organizations (PROs) were 
established to handle that seemingly un-
manageable process. With a single annual 
payment, businesses receive a blanket mu-
sic license from BMI, which provides lawful 
access to an enormous catalog of music 
(more than 8.5 million songs) from more 
than 600,000 copyright owners. 

Because songwriters and business owners 
have better things to do than negotiate 
thousands of contracts with each other, 
Performing Rights Organizations usually are 
the easiest, least expensive way of bringing 
these business people together for mutual 
benefi t.  BMI is a non-profi t-making orga-
nization.  All of the money it collects, after 
expenses, is paid out to songwriters and 
copyright owners.  Currently, the payout 
amounts to about 86 cents of every dollar.  

While some business owners may avoid 
paying music fees for a while, it can be 
an expensive game. Businesses are open 
to the public and highly visible.  The cost 
of using music without permission can be 
high.  Under the U. S. Copyright Law, each 
musical composition which has been per-
formed without authorization entitles copy-
right owners to damages of between $750 
and $30,000, plus legal fees. 

Chairman’s Column...
...continued from page 2

the event organizer, that vision would 
never become reality. And along the 
way, think of the businesses that are 
brought into the picture. Who imagined 
what a powerhouse of economic activ-
ity the hospitality industry could create? 
From airline to rental cars, fl orist to ca-
noe rentals, hair stylist to charter boats, 
the list is wildly eclectic, local and state-
wide and all of it fueled by hospitality. 

The welcome mat is out in Maine and 
we put it there!! 

MODERNPEST.COM

Proudly servicing 
Maine’s restaurants. 

1-800-323-7378
Call today for a free evaluation.
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David Crowell, former President of Perfor-
mance Foodservice NorthCenter, passed 
away at his home on Sunday, July 6, 2014 
with his family at his side. During his tenure 
as president of NorthCenter, David served 
several terms on the executive committee 
of the Maine Restaurant Association Board 
of Directors fi lling the role of Allied Chair.

Born in Portland in 1946, David earned his 
undergraduate degree from Husson Col-
lege and a master’s degree in business 
administration from the University of Maine. 
He spent the preponderance of his career 
at NorthCenter fi rst serving in dual role of 
controller and vice president of administra-
tion starting in 1978. David was promoted 
to executive vice president of administra-
tion and then took the reins as NorthCen-
ter’s president serving in that capacity 
from 2003 to 2007. 

In all, David was an integral part of North-

Center for more than 32 years – a time in 
which the company experienced impres-
sive growth. Professionally, he found great 
fulfi llment in coaching and mentoring peo-
ple as they moved up through the ranks. 
Indeed, the NorthCenter team became 
like family to David with many referring to 
him as “Uncle Dave.”

Personally, David was an avid outdoors-
man who enjoyed spending time “upta 
camp” with family and friends. In his re-
tirement years, which began in 2008, he 
enjoyed vegetable and fl ower gardening 
and discovered a talent for restoring his 
family’s antiques.

In addition to his role on the Maine Restau-
rant Association board, David served on the
boards of many other Augusta area busi-
ness and charitable organizations includ-
ing: Capital Area Credit Union, Augusta 
Board of Trade, Big Brothers/Big Sisters, 

Maine  Merchants
Workers Comp 
Trust, United Way
of Kennebec
Valley, American
Cancer Society 
and Kennebec 
Valley Chamber 
of Commerce. 

Prior to his em-
ployment at 
Pe r fo rmance 
F o o d s e r v i c e
Nor thCenter , 
he was employ-
ed by International Harvester and Asso-
ciated Grocers of New England. David’s 
contributions to Maine’s restaurant industry,
and Maine’s business community at-large,
were many and his legacy is lasting. 

In Memoriam
Industry Bids Fairwell to David Crowell of Performance Foodservice NorthCenter

Restaurants and Marine Science Institute Form Sustainable Seafood 
Partnerships

[David Crowell 1946 - 2014]

Even in a coastal 
state like Maine, 

access to in-
f o r m a t i o n 
about local 
and respon-
sibly harvest-
ed seafood 
can be a 

c h a l l e n g e 
for many res-

taurants and 
customers. To 
help, the Gulf
of Maine Re-

search Institute, a Portland-based marine 
science center, partners with restaurants 
throughout the region and spreads the 
word to restaurant-goers about where lo-
cal seafood can be found. GMRI Culinary 
Partners form a growing community of 
restaurateurs committed to sourcing sea-
food from the Gulf of Maine region and 
educating themselves and their custom-
ers about seafood sustainability. 

These partnerships connect chefs with 
fi sheries scientists to foster responsible 
seafood decision-making and support 
the region’s fi shing industry. More than 

ever, restaurant-goers are seeking foods 
that are sourced locally and harvested 
sustainably. The Culinary Partners program 
provides a platform of credibility for cus-
tomers seeking seafood they can feel 
good about, and provides staff with the 
objective science-based information they 
need to make seafood choices. 

GMRI Culinary Partners commit to sourc-
ing at least 20% of seafood items from the 
Gulf of Maine, which ranges from Cape 
Cod to Nova Scotia, and offering a mini-
mum of one species from the Responsibly 
Harvested list. The list includes species 
such as lobster, pollock, haddock, redfi sh, 
scallops, and others, and is based on the 
fi shery being managed and harvested in 
a manner that does not compromise its 
long-term viability. In addition to what’s 
on the menu, all partners set annual goals 
towards the continuous improvement of 
the overall sustainability of operations.

Culinary Partners frequently collaborate 
on opportunities to promote Gulf of Maine 
seafood and raise awareness of sustain-
ability issues. This spring, seven partners 
came together to feature local seafood 
dishes at the fi rst annual Gulf of Maine 

Seafood Celebration, held at GMRI in 
conjunction with talks given by scientists. 
Open to the public and capped at 150 
guests, this event quickly sold out and was 
a huge success both in raising awareness 

...continued on page 9

1 IN 4 MAINE KIDS
 STRUGGLE WITH
H U N G E R

Participate in September’s 
Dine Out For No Kid Hungry

www.NoKidHungry.org / DineOut

If you fi nd childhood hunger 
unacceptable, join with your 
fellow restaurateurs to help end it.

of Culinary Partners, and spreading the 
word about sustainable fi sheries. 

This summer, Out of the Blue promotions are
raising awareness around some lesser-
known and underutilized species from the 
Gulf of Maine, such as dogfi sh and whiting. 
Specialized seafood dinners at Culinary 
Partner locations feature these species 
and create opportunities for customers 
to expand their palates and learn about 
what they’re eating. The Seafood Dining 
Series creates unique dining experiences 
that may be continued year-round. Diversi-
fying the menu to incorporate what’s avail-
able and sustainable is not just forward 
thinking, it adds value to customers.

Opportunities to showcase Partners’ com-
mitments to sustainable seafood are not 
limited to events. Rack cards at tourist loca-
tions, social media, the website, magazine 
ads, and an upcoming smartphone app 
Find Seafood are a few of the ways Culinary 
Partners are promoted on an ongoing basis,
not to mention frequent news coverage. 
Every month the Gulf of Maine Research 
Institute sends Culinary Partners a newsletter 
to keep restaurant staff abreast on local fi sh-
eries issues and seafood topics. Half-day staff 
education seminars are also offered during 
the off-season, recognizing that the more 
staff knows about their seafood, the more 
customers can learn. Every partner is provided 
with a high-quality seafood binder containing 

important information on all commercially 
harvested species in the Gulf of Maine as well.

Recently, the Gulf of Maine Research Institute 
formed a partnership with the Maine Restau-
rant Association, offering all MeRA members 
$50 off the fi rst-year fee to the Culinary 
Partners program. For more information on 
becoming a Culinary Partner visit gmri.org/
culinarypartners or contact James Benson 
at jbenson@gmri.org. 

President’s Report...
...continued from page 2

ports ProStart through its Education Foun-
dation. Students in the program get the 
opportunity to participate in a statewide 
competition to defi ne their culinary skills. 
The winning school goes to the National 
ProStart competition, which in 2015 is be-
ing held at Disneyland, to compete for the 
crown of National champion. The foun-
dation, with assistance from the National 
Restaurant Association Education Foun-
dation, funds these efforts on an annual 
basis and helps supply much needed cur-
riculum and supplies in support of our chef 
instructors and their programs. The MeRA 
Foundation also conveys scholarships to 
worthy students going on to culinary ca-
reers, and more importantly is involved in 
molding young people at the secondary 
school level to be successful in our industry.

We also provide ServSafe education and 
certifi cation at substantially reduced rates 
for our members. This program is essen-
tial due to the Maine state mandate that 
each restaurant employ a Certifi ed Food 
Protection Manager (CFPM). ServSafe is 
nationally recognized as the premier food 
safety training program for the restaurant 
and hospitality industry. Becky Jacobson 
in our offi ce is an incredible resource for all 
things related to the training from registra-
tion for classes to testing.

The Maine Restaurant Association sup-
ports Dine Out for No Kid Hungry. This pro-
gram’s goal is to wipe out childhood hun-
ger. Dine Out is associated with Share Our 
Strength and Rebecca Dill has been the 
state organizer for this event that occurs in 
September of each year. What sets Dine 
Out For No Kid Hungry apart is that partici-
pating restaurants have the freedom and 
fl exibility to create promotions that raise 
funds while meeting core business objec-
tives. From special menus and limited-time 
offers, to select item promotions and do-
nations at the register, restaurants choose 
fundraising promotions that fi t their unique 
business models.

The Maine Restaurant and National Res-
taurant Associations work diligently and 
tirelessly on your behalf. By working to-
gether to provide coordinated advoca-
cy, educational opportunities and much 
needed information dissemination, we 
become a one stop resource for your busi-
ness needs and queries. Membership does 
have its advantages. 

Sustainable Seafood Partnership...
...continued from page 4

What if you
could increase
restaurant patron
traffi c, reduce operating
expenses, and boost profi ts,
all in just a few hours?

Don’t just wonder, fi nd out
how we can reduce your stress.

Call Sysco Northern New England
today and put our Customer Resource

Department to work! 

800- 632- 4446
or visit www.sysconne.com



Ebenezer's Pub
Eat Maine Blog
July 2014

Ramos Gin Fizz:
A History and Recipe 
With Andrew Volk of the
Portland Hunt and Alpine Club
Eat Maine Blog, January 2014

Pairing Wines Up 
at Natalie's
Eat Maine Blog
March 2014

Joe knows where to eat. 
And what to order.

Keep up with Joe Ricchio. In print + online. themainemag.com

Left to right: Joe Ricchio, food editor of Maine magazine and Andrew Volk of the Portland Hunt and Alpine Club.
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1 - 4 x 5 - 1 3 x 1 4 x

  Full Page $1400 $1200 $1000 $900

  Half Page $950 $800 $650 $585

  Quarter Page $850 $725 $575 $517.50

Maine magazine Eat Section Rates

10% off the 14x rate with a 14x contract

5% off for a credit card on file with a 14x contract 

Net Rate 
w/Contract

Consistent marketing in Maine magazine’s Eat section offers your business 
credible connectivity with an affluent and passionate community. Our readers 
love Maine and want to participate in the state thoroughly. 

A 14-issue contract supports and expands your overall marketing program 
and bolsters your business goals. With frequency and consistency, you have 
unparalleled visibility for your business and you also earn a better rate.

MAINE MEDIA COLLECTIVE, LLC  |  75 Market Street |  Suite 203 |  Portland, Maine |  04101
207.772.3373 |  themainemag.com | mainehomedesign.com
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Introducing Portland’s newest city magazine entirely dedicated 
to what to do in and around the Portland peninsula. 

This quarterly pubication will be on newsstands, sent out to 
subscribers of Maine magazine, and in the majority of Portland 
hotel rooms. It will help visitors navigate the wealth of dining 
options available here, as well as keep local residents up to date 
on all the new things on the rise. Position your business front 
and center.

Call us today and start a dialogue to position your business for results.
207.772.3373



Show Your Stuff.
Advertise with Maine magazine 
and get your message in front of 
thousands of hungry people who 
care about one thing: 

Great Maine restaurants.
You'll be in good company.
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