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The Stars Align 
for London’s Leading Ladies

Jérôme Galland

By Hugo McCafferty, Fine Dining Lovers

In a year that has been the most challenging in generations for the restaurant 
industry, the Michelin Guide has announced two new three-star restaurants 
in its guide to Great Britain and Ireland 2021. It was an unprecedented event, 
and what is more, both of the restaurants were run by female chefs.

The call for greater gender equality in gastronomy has been getting louder 
and louder in recent years. It is not before time that the incredible work of 
female chefs has received the recognition it so richly deserves, but even in 
the midst of uncertain times for the  industry, it is an achievement to be 
celebrated. When the industry regroups - maybe this year, maybe next - the 
landscape will have  shifted for young female chefs in Great Britain and 
Ireland thanks to these two leading ladies of London’s gastronomy – Clare 
Smyth and Hélène Darroze.

When  Hélène Darroze  was awarded her third Michelin star in a 
live-streamed event, the chef was genuinely shocked and elated, momentari-
ly lost for words. It was the culmination of a lifetime’s work.

As is so often the case with chefs of her calibre, Darroze would not allow her 
gaze to drift upwards to the stars for too long, instead coming back to the 
moment and the plate in front of her. Yet to the gastronomic community, it 
was no surprise that she would join the top tier of chefs in the world. Hélène 
Darroze at The Connaught  has  long been acknowledged as a bastion of 
gastronomic elegance and impeccable taste. It felt like only a matter of time 
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before the chef would receive the highest recognition at 
the pinnacle of gastronomy.

The last year saw unprecedented challenges for the 
restaurant  industry, but Darroze’s culinary journey has 
been long, and one  peopled by some of the world’s 
outstanding culinary talents,  including  Alain Ducasse, 
who trained her at his 3-Michelin-star Le Louis XV at the 
Hotel Paris  in Monaco. Indeed, when Darroze received 
her third star, it was accompanied with a personal 
congratulations by her former mentor.

In 1995, Darroze departed Monaco to return home and to 
take over  the kitchen in her family-run restaurant in 
Villeneuve-de-Marsan  where she remained for four 
years. At the age of 32, she left for Paris to found her own 
restaurant,  Restaurant Hélène Darroze  in the heart  of 
Saint-Germain-des-Pré on the Left Bank. It opened to 
international acclaim receiving its first Michelin star in 
2001 and a second this year.

In 2008, the Connaught Hotel in London’s Mayfair, was 
searching for a French chef to run its kitchen and recon-
nect with the tradition of  French cuisine and turned to 
Hélène Darroze. The hotel was able to  entice the chef 
away from Paris and to London. It proved a propitious 
appointment by the hotel and acclaim came quickly with 
a first Michelin star in 2009, six months after opening, 
and a second in 2011.

"It is with immense emotion and honour that I receive 
this award. My first thoughts are with my teams, espe-
cially Kirk Whittle, my pastry accomplice for the last 17 
years, Executive Chef  Marco Zampese  and Restaurant 
Manager Mirko Benzo, who have been working with me 
at The Connaught for over 8 years. My thoughts also go 
out to  Paddy McKillen, co-owner of  The Connaught, 
who has trusted me  to take the reins of the gourmet 
restaurant since 2008. My appreciation particularly goes 
to the small suppliers who have helped us, especially the 
wonderful and emerging British producers, without 
whom good cooking would not be possible and need 
support at this  time. I am also particularly proud to 
receive this award alongside my friend chef Clare Smyth. 
Believe in your dreams – everything is possible, and stay 
true to your femininity.”

Faithful to her philosophy both in Paris and London, 
Hélène Darroze creates a cuisine that gives pride of place 
to produce, whether sourced in her native Les Landes and 

Jérôme Galland

Food Story Media Ltd



!""#$%$&'(')*+'$,*+*-./'$$�$$$!'0)1*)2$3441' 555678*+*-./'69"8:;

the Basque Country, regions where she grew up, or in the 
British Isles. This signature cuisine - inspired not just by 
her roots, but also her travels, the people she has met and 
of course her strong link with the United Kingdom.

The other big announcement of the night, of course, was 
the awarding of a third star to Clare Smyth. The Northern 
Irish chef was another culinary talent destined for great-
ness. Her star has seen a meteoric rise over the last few 
years, claiming World's Best Female Chef 2018 by the 
World's 50 Best Restaurants. When accepting the award 
Smyth said: “I want to be a great chef, just because I am 
one, not because I am a woman,” but accepted the acco-
lade in the hope it would inspire her peers. Today, Smyth 
sees all that she has achieved  in her culinary career 
recognised by the highest standards there are in  the 
industry.

"We are absolutely thrilled with the news and want to 
thank Michelin for recognising our hard work particular-
ly during such an  unprecedented time,” said Smyth. 
“This year has been unbelievably challenging, and I am 
so proud of my team for their resilience and  their 
constant dedication to excellence. I am also immensely 
grateful  for all the support we have received from our 
guests, and our amazing British farmers, food producers 
and suppliers, many who have been on the journey with 
us from the beginning. I would also like to thank  the 
restaurant community who have supported me through-
out my career." 

When accepting her third star, Smyth spoke about how 
running a  three-Michelin-star restaurant has been her 
dream since she was 16. She was always ambitious. At 
just 17, she moved from the farm in  County Antrim, 
Northern Ireland, and went to England to study culinary 
arts at Highbury College. She honed her skills working 
and staging in restaurants in the UK and Australia, along-
side the likes of Heston Blumenthal and the Roux Broth-
ers.

Stints working for Alain Ducasse at his Le Louis XV and 
Gordon  Ramsay  at his eponymous London restaurant, 
where she successfully retained three stars as Head Chef 
completed her stellar CV before she  opened her own 
restaurant  Core by Claire Smyth  in 2017.  Core  earned 
two Michelin stars on its first review.

Smyth is a leader in her restaurant, in how she takes care 
of her staff,  sharing her knowledge and creating a free 
space for creativity and learning. Her cuisine is elegant, 
understated, yet confident and highly  accomplished, 
much like the chef herself.

Food Story Media Ltd

About Fine Dining Lover
Fine Dining Lovers is an international digital platform that 
publishes insider information from within the restaurant world, 
drawing on its unique access to the best the industry has to offer. 
The online magazine is supported by  S.Pellegrino and Acqua 
Panna, but editorially independent. See www.finedininglov-
ers.com for more news and stories from inside the industry. 

Food Story Media Ltd
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is 100% fresh-squeezed 
Blood Orange and Manda-

rin Juice made using blood oranges and mandarin oranges grown 
at the base of Mt. Etna in Sicily. Mongibello Juice is distributed 
through foodservice channels, Restaurant Depot, and retail. Mon-
gibello works beautifully as a reduction, alone, or mixed with 
spirits. Receive 25% off plus free shipping on Mandarin Juice 
with code MANDARIN25 at www.mongibellojuice.com

Enjoy 
! "#$!%$&$'()*+!,-./$0!12!  Sicily

Mongibello
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Blood Orange Dessert Bars
  Crust:
!&738&2399)+:&6$;)1)%
<&7386&=$3+
!><&738&8$?%)+)%&63-,+
@017A&$B&6,C9

  Filling:
D&2),9)1&)--6
<>E&738&!"#$%&'((")*(""+),-.#$')/0%1'
!&738&63-,+
!>D&738&=$3+&690++)%&9$-)9A)+
F890$1,C&8$?%)+)%&63-,+&B$+&%36901-G

2(%13)4'-')5"-)64')50(()-'1%7'

2(%13)4'-')5"-)64')50(()-'1%7'

Ingredients:
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!&$/&A$1)4&-01-)+&64+38
E>D&$/&C0L)&M307)
!><&$/&N17A$&O)4)6&PA0C)&Q0J3)3+
!&!><&$/&.)/7,C

Spice and Ice by Mezcalogist

Bitter Handshake by TechieBlends

2(%13)4'-')5"-)64')50(()-'1%7'

Ingredients:
!&$/&#)+1)9R(+,17,
!&$/&.$1-02)CC$&(C$$%&$+,1-)&+)%3790$1
!&$317)&O4)&SA06T)4&I4+38
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Honolulu Fish Company
Sustainable, No-Waste Seafood 

Honolulu Fish Company (HFC) prides itself on 
being one of the top sashimi producers in the 
world, offering 14 species of sashimi-grade 
fish from Hawaiian waters to consumer’s doors 
within 24-48 hours, no matter where you are in 
the United States. With more than 30 varieties 
of sustainably line-caught fish to choose from, 
HFC’s online market offers up to three pounds 
of rare seafood selections hard to find 
elsewhere. Seafood bundle packs and sushi kits 
featuring authentic Japanese ingredients are 
also available.

To Honolulu Fish Co., zero fish waste is about 
respecting the land and the creatures that come 
from it. For over 20 years, HFC has integrated 
environmentally conscious practices through-
out its entire enterprise. From the latest 
technologies for safe fishing, to establishing 
wellness systems that keep its seafood fresh 
and sustainable.

Honolulu Fish Co. combines innovative and 
modern technologies with the time-tested 
fundamentals of the Japanese fishing heritage 
to provide a product that is ready to meet the 
fast-paced requests of chefs all over the world. 
The fish sold are caught the old-fashioned way, 
with lines and hooks. The company, which 
specializes in midwater species, does not 
support net fishing. Instead, it purchases fish 
that have been caught using 45 and 95-foot 
lines with hooks, which is more selective and 
less dangerous than net fishing.

Located just minutes from the docks, Honolulu 
Fish Co. purchases, prepares and packages its 
product to arrive within 24 – 48 hours. HFC 
avoids the bulk buying employed by many 
distributors. Instead, the company's buyers 
greet the returning boats at 5:30 a.m. each 

morning at the renowned Honolulu Fish 
auction to individually select and purchase fish 
directly from local fishermen they know and 
trust. Each fish is hand-selected and inspected 
to ensure it meets the standards that have made 
the company one of the highest regarded 
sashimi distributors in the world. 

After the fish are selected, they are loaded into 
an ice-filled truck and delivered to Honolulu 
Fish Co. From there a state-of-the-art wash 
process is used to clean the fish. The fish are 
then filleted and cut to the clients' specifica-
tions and vacuum-sealed using the company’s 
sophisticated technology. Then it is packaged 
in a custom box designed to keep the products 
cold, even under the most extreme conditions. 
Assembled by experienced technicians, HFC 
offers a 100% guarantee that its product will 
stay 40 degrees or less for 48 hours. 

A member of the James Beard Foundation's 
Smart Catch Program, in 2018, Honolulu Fish 
Co. also began purveying sustainable Hawai-
ian farmed fish including shrimp grown in 
Kauai, Kanpachi grown in Kona, and Hybrid 
Sunfish grown in the Big Island. HFC partners 
with the highest quality aquaculture farms on 
the islands to source these fish including Blue 
Ocean Mariculture, Kohala Mountain Fish 
Company and Kauai Shrimp. 
 
Just as there is an art to cooking and preparing 
meals, there is also an art to hand-selecting 
sashimi. A trained marine biologist who once 
worked for the National Oceanic and Atmo-
spheric Administration (NOAA), CEO and 
founder Wayne Samiere launched his success-
ful seafood company in his garage with a 
computer and a fax machine more than 20 
years ago. 
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Chocolate 
Heart Pizza

?I5(+-(1$()J0B&+),%04/)$#%%($'-#1)#8)1(=)K&%(1'-1(L/)M&3)
B-8'/) -1$%07-1B) $"#$#%&'() 7+(1$"(7) $##<-(/@) $+&$<(+/) &17)
'+0N%(/) -1) 6(&0'-80%) "(&+') /"&5(7) B-8') 6#I(/@) "(&+') /"&5(7)
$"#$#%&'() %#%%-5#5/@) 6+#<(1) "(&+') $"#$#%&'() 5-..&) =-'")
4&%%('@)&17)'"(-+)-$#1-$)=-1()6#I)'+0N%()&//#+'4(1'>

Choco-holics rejoice!
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Valentine’s Day Milk 
Chocolate-Covered 
Sandwich Cookies
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Wine Truffle 
Box Assortment
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TEQUILA
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Villa One Tequila - Love in every sip.
By Debbie Hall

Love—of music, family, fashion, and tequi-
la—brought singer and actor Nick Jonas 
and fashion designer John Varvatos together 
as friends and collaborators. After creating 
a clothing line, two fragrances, and the 
Jonas Brothers’ documentary,  Happiness 
Begins, collaborating for a new spirit brand 
was next. Partnering with Stoli Group, Villa 
One tequilas with three varieties—silver, 
añejo, and reposado—has been launched.

The decision was made not to include Jonas 
or Varvatos name in the brand because both 
felt that the Villa One brand could stand on 
its own. “The product is the star, and we are 
the support. As we like to say, the magic is 
in the bottle,” explains Varvatos.

A chance meeting at dinner in New York 
City five years ago brought Jonas and 
Varvatos together.

“We were sitting next to each 
other and connected over music, 
family, fashion, and tequila.         
We didn’t talk with anyone else that 
evening,” says Varvatos. “The next day, 
Nick [Jonas] invited me to a recording 
studio to listen to some music he was work-
ing on. He had a bottle of tequila waiting, 
and we had a great afternoon together. Nick 

Music | Fashion | Spirits
then visited my design studio, and we start-
ed discussing the potential for collabora-
tion. It’s really been an amazing journey in 
creativity, learning, passion, and friend-
ship.”

After creating some very successful proj-
ects, Jonas thought about starting a tequila 
brand and creating something truly best in 
class. Varvatos enthusiastically joined Jonas 
on this new venture.

Jonas has always been a fan of tequila 
because he considers it the cleanest of the 
spirits. As a person with type one diabetes, 
Jonas focused on trying to live a healthy life 
and chose tequila because of the agave of it 
all as well as lower in calories and carb 
count. Varvatos was introduced to tequila 
during a trip to Mexico in 1990 and has 
been drinking the spirit ever since, trying 
new tequila brands.

While some might call it fate, or the stars 
aligned just right, but the two of them 
approached the Stoli Group and presented 
their idea for the brand and vision overall at 
the perfect time. Stoli had just purchased 
the Fabrica de Tequilas Finos distillery in 
Jalisco, Mexico. Stoli introduced them to 
Master Distiller Arturo Fuentes (who runs 
Stoli Group’s Fabrica de Tequilas Finos 
distillery in Jalisco, Mexico) and they were 
both impressed with his knowledge and 
expertise.
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“In our first meeting, we were thrilled and 
honored to have such an experienced and 
brilliant master distiller part of our Villa 
One team. He’s truly incredible,” says 
Jonas. “I think all three of the expressions in 
our portfolio are really approachable, and 
there’s a softness to them while still having 
that robust feel.”

The silver offers a clean, slightly fruity 
taste. As Jonas explains, “There is no aging 
process for the silver. The key for us was to 
create something very simple and clean and 
not mask the alcohol with other flavors, like 
vanilla, that other brands use to infuse their 
silver or blanco to make it smoother. Ours is 
just naturally smooth because of Arturo’s 
[Fuentes] brilliance and his experience. He 
comes from a cognac background, so he 
knows exactly how to create a full-bodied 
liquid that still has a simplicity and purity to 
it.”

“It is in Arturo’s blending and his use of the 
agaves from the highlands and lowlands,” 
adds Varvatos.

Fuentes also selected American oak barrels 
for the aging of the reposado and añejo. 
With the blend of agaves from the highlands 
and the lowlands, and the notes of each type 
of tequila, the oak is a key to their smooth 
finish and color.

“Having the experience of walking through 

the distillery with Arturo and specifically 
going through our barrels was such an 
amazing thing to experience. Then to actu-
ally see that liquid come to life and be out 
there in the market is a special thing,” says 
Jonas.

Villa One’s reposado, aged six to nine 
months, offers subtle fruity notes of butter-
scotch and cinnamon. The añejo, aged nine 
to 12 months, features hints of vanilla, 
banana, and caramel finished with dark 
chocolate and honey.

“Our añejo is special for many reasons. It is 
a robust drink, but it also isn’t overwhelm-
ing with some of those sweeter notes, the 
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life as it should be
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chocolate and vanilla, but you also get a 
great warmth reminiscent of scotch or bour-
bon. It’s a cool thing to see people coming 
from those preferences coming to the añejo 
and really loving it,” says Jonas.

However, just as important as the taste and 
quality of the spirit inside the bottle is its 
design and packaging. It made sense the 
Varvatos spearheaded the design with his 
background. Its hallmark logo is glass 
engraved with a signature artisanal neck 
ring. He infused different elements of the 
heavy metal cap, creating the ring detail so 
that when the cap is taken off, a luxurious 
and inspirational element is showcased as 
well as being simple and attainable. The 
bottle design represents the kind of atten-
tion to detail about packaging for the Villa 
One brand.

As for pairing with food, both had definite 
opinions and choices. Jonas and Varvatos 
recommend pairing spicy food and fish with 
the silver. Jonas suggests that, according to 
taste, Spanish, Mexican, and Latin cuisines 
will pair nicely with all three expressions of 
the line. Varvatos recommends that reposa-
do is amazing with meat and poultry, and 
añejo is great for sipping late in the evening.

As for launching Villa One, Jonas is philo-
sophical. “I think it was a natural interest 
for us, this tequila space, and a desire to 

learn more. It was fun to think about using 
all of our experiences in different fields and 
applying all of that focus and attention to 
detail to our work with Villa One and creat-
ing this brand. There were many examples 
of times when we could apply a design 
approach or perhaps the exciting electric 
energy of the music business, specifically 
live performance, and take all of that and try 
to bottle that up into something that can 
really make people happy. Becoming an 
important part of their life and being a part 
of that type of experience is really amazing.

Their mutual love of tequila, the partnership 
with Stoli Group, and Master Distiller 
Arturo Fuentes’ guidance is summed up by 
Varvatos. “I think the most important part of 
our backgrounds that influenced the 
creation of Villa One is our shared passion 
for raising the bar and creating things that 
are best in their class.” 

For more information and to find Villa One, 
visit villaonetequila.com. 



TM
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Hops have been used as a flavoring and stability 
agent in beer since the 9th century. Yet, using hops to 
make non-alcoholic beer alternatives is a new trend, 
and HOP WTR is setting the precedent. HOP WTR 
isn’t just a beer alternative, it’s a healthy zero calorie, 
zero carb, zero sugar refreshing beverage infused 
with stress reducing adaptogens and nootropics that 
provide a feel-good buzz, without a drop of alcohol. 

“I looked at the market for good alternatives to beer, 
but non alcoholic beer either tastes bad, has too many 
calories, or both!” says founder Nick Taranto. “Plus, 
there is no feeling or function that comes with drink-
ing non-alcoholic beer. When I couldn't find The 
Healthy Alternative to Beer, I decided to go create 
it.” 

To create the mouth-watering taste, reminiscent of 
your favorite IPA, HOP WTR adds a blend of Colum-
bus and Centennial dry hops to big-bubbled sparking 
water. That produces boastful notes of citrus, resin-
ous pine, hints of stone fruit, dank resin, and earthy 
bitterness on the finish for a thirst-quenching, 
itch-scratching flavor found in the ‘Classic’ HOP 
WTR. 

Not resting on flavor profile alone, HOP WTR is 
infused with a propriety stack of nootropics, supple-
ments that boost your brain’s function by targeting 
neurotransmitters such as serotonin and dopamine to 
improve cognitive function, particularly executive 
functions, memory, creativity, or motivation, in 
healthy individuals.

“We figured if we could make a delicious drink that 
gives us a buzz and improves memory, deci-
sion-making and creativity, who wouldn’t want 

that?” says Taranto, adding that the adaptogens and 
nootropics will feel different for everyone, generally 
ranging from focused calm to uplifting euphoria. He 
explains, “The ingredients in HOP WTR adapt to 
your body. Your unique neurochemistry and 
hormones, along with sleep quality and stress levels, 
all have an effect on how adaptogens and nootropics 
affect you.”

In addition to the Classic, HOP WTR comes in 
Mango and Blood Orange with Lemon Lime on the 
way. It’s available nationwide now at  HOP-
WTR.com, on Amazon beginning Dec 1 and at all 
Erewhon locations in Los Angeles, California. 

Packed with Nootropics, 
HOP WTR provides a buzz without booze



https://airtabapp.com/brandbarrestaurant/
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Besa mi vino – a new, clean and sustainable wine brand that is 
Certified Organic, Vegan, Gluten free, with zero grams of sugar 
and low in sulfites. We are one of a small group of wine brands 
that are SIP Certified (Sustainable in Practice). In addition, all 
the energy we use to make our wines at our winery in Paso 
Robles is generated through the solar panels on our vineyards 
making us a 100% self-sustainable winery! 

The company was launched in 2019 by LA-based brothers 
Michael and Roddy Radnia. Before starting this endeavor, 
neither knew much about wine but they did know the industry 
was lacking “ethically responsible” brands and saw an opportu-
nity to create something that better reflected today’s consumers' 
values. They realized there was a need for a sustainable and 
clean label wine that was organic, vegan and sulfite sensitive. 
They visited over 100 wineries until they found the exact wine 
that met their standards. 

Available in two award-winning flavors: Just Right White and 
All Day Rosé, Besa Mi Vino is proud to be:

Kiss my wine
Tasting Notes

ALL DAY Rosé
Refreshing, bright and pink. A crisp 

and dry finish, with aromatics of 
ripe strawberry, red berries, and 

fresh sage.

Just Right White
Light and bright finish with aromat-
ics of jasmine flowers, fresh yellow 

peach, and a lil fizzy.

` Grown from 100% Organic Grapes 
` Vegan (naturally refined without Gelatin, Casein or other animal  
 byproducts)
` Gluten-Free (we doesn’t use additives like hydrolyzed wheat   
gluten isolate or flour paste during the aging process)
` Sulfite Sensitive (We use the lowest level of sulfites possible to  
 prevent spoilage and bacterial contamination. Our wine   
sulfite level is certified to have less than 100 parts per   
million (ppm) vs.  the limit of 350 ppm in conventional   
wines.)

Available now at select Northern California Safeways and in 300 stores 
throughout California; also available at VeggieGrill locations nationwide 
and online at drinkbesa.com
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“Food & Beverage Magazine Guide to Restaurant 
Success” book released on June 30
By Debbie Hall

Many trends in the food and beverage industry have 
emerged during COVID-19, with one confirming 
that people love to eat at restaurants and will contin-
ue to do so. Helping those with a goal of opening (or 
reopening) a restaurant, Michael Politz, publisher of 
Food & Beverage Magazine, has released his book 
this July, Food & Beverage Magazine Guide to 
Restaurant Success.

The tag line for the book reads, “Proven process for 
starting any restaurant business from scratch to 
success.” Michael offers decades of expertise and 
real-life experience of creating phenomenally 
successful food and beverage ventures, as well as the 
pitfalls to avoid. As he admits, it has taken years and 
many failures to be able to write Food & Beverage 
Magazine Guide to Restaurant Success.

Anyone wanting to open a restaurant now (even 
during the pandemic) can ignite (or re-ignite) that 
spark, burning away all negative concerns and quiet-
ing the naysayers. The desire to open a restaurant 
before COVID-19 for many people was strong and 
should be even stronger now. Potential customers 
have demonstrated that they want to eat out, try new 
cuisines, enjoy different menu items, and socialize 
with others over a meal.

Spark Your Desire
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Spark Your Desire
A dream deep in anyone’s soul remains, despite what 
is happening in the outside world. Entrepreneurs 
(which includes restaurateurs) will persevere, make 
any necessary adjustments, and find a way to make 
their dreams happen. Anyone with a passion and goal 
to open a restaurant (or reopen one) will be guided by 
this book to become part of the food and beverage 
industry, regardless of what is changing day by day.

The food and beverage industry remained strong 
through many global changing events, including 
wars, recessions, inflation, terrorist attacks, crashing 
financial markets, and now the pandemic of 2020.

Food and Beverage Magazine’s Guide to Restaurant 
Success  combines several books, including how to 
start a business, succeed in the food and beverage 
industry, and achieve one’s purpose and aspirations. 

How will anyone know if they are ready, willing, and 
able to open a restaurant? Michael writes an entire 
chapter on how to determine if someone is prepared 
or should consider another business. He gives details 
on how to select the best location, menu, and staff. 
There is a step-by-step plan on how to open a restau-
rant, market it, and, ultimately, make smart decisions 
about how and where to invest money to grow the 
restaurant.
 
In 2019, Michael was approached by Wiley publish-
ing company to write a book from his perspective on 
how to open a restaurant with a budget from $25,000 

to $100,000. Wiley is known for instructional and 
how-to books, and Michael was thrilled beyond 
words. 
 
Even with the dramatic changes, the food and bever-
age industry with survive, grow, and thrive. New 
products will be developed and implemented for 
safety, and new procedures will be put into place. 
The food and beverage industry is one of the cleanest 
in the world and will show the way to everyone else. 
 
“While writing this book, I found myself flowing in 
many different directions. I can see that if I had taken 
a different path, there would be different solutions. 
That’s how a stream flows; the water hits a rock, and 
flows in a different direction. I have become inspired 
to write a series of books about this subject,” says 
Michael. 

“I learned from being in kitchens with great chefs. 
All the places that I have been and all of the things 
that I’ve experienced has enabled me to write this 
book. As the process of writing this book became 
real, it became very challenging to make sure I gave 
the readers the right information that will help in 
their inspiration.”
 
The bigger picture is to have entrepreneurs and 
restaurateurs succeed because of the lessons demon-
strated in this book. To preorder “Food & Beverage 
Magazine Guide to Restaurant Success,” visit favor-
ite sites including wiley.com, barnesandnoble.com, 
amazon.com, and booksamillion.com.
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Black History Month
In celebration of Black History Month,

please enjoy this collection of 
Black-owned brands, chefs, and businesses.

“Every great dream begins with a dreamer. 
Always remember, you have within you the 
strength, the patience, and the passion to 
reach for the stars to change the world.”

- Harriet Tubman
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A 26-year-old BIPOC chef with Ital-
ian roots, Cesarina Mezzoni is 
making a name for herself within 
SoCal’s dining scene. Born and raised 
in Rome, Mezzoni was indoctrinated 
into the world of food from a young 
age. Her mother, who immigrated to 
Italy from the East African islands of 
Seychelles, was a talented home chef 
who mastered the intricacies of tradi-
tional Italian dishes. Cesarina fondly 
reflects on the hours she’d spend in 
the kitchen alongside her mom and 
attributes these nostalgic memories to 

her passion for cooking. 

While  pursuing a  college  degree in 
marketing, Cesarina pivoted her pro-
fessional trajectory  to  follow  her 
dream of becoming a  professional 
chef. Soon after, she met Niccolò 
Angius, who would later become her 
husband and business partner. 
Together, they moved from Rome to 
California in 2015,  quickly  making 
their first imprint on San Diego’s 
slow food movement with the launch 
of  their farmer’s market pop-up, 
offering vegan handmade pastas and 
all-natural sauces. An aspiring restau-
ranteur, the Mezzoni worked  tena-
ciously for several years to grow her 
roving business before eventually 
acquiring a brick-and-mortar venue in 
San Diego’s coastal Point Loma 
neighborhood. Upon opening its 
doors February 2019, the eponymous 
restaurant (Cesarina Ristorante) 

quickly emerged as one of the city’s 
“Best Restaurants of the Year.” Just 
one year later, Cesarina was halted by 
the industry-wide devastation of 
COVID-19. Despite the turbulence of 
the pandemic, the ownership 
team—including Chef Cesarina— 
pledged to support their family of em-
ployees, raising more than $22,000 in 
2020. 
Despite the pandemic, Mezzoni con-
tinues to invest in the future of her 
burgeoning brand. Having recently 
acquired a space directly across the 
street from her flagship restaurant, 
Cesarina is preparing to build-out a 
commercial kitchen, which will 
accommodate the restaurant’s 
ever-growing production needs. Once 

Chef Cesarina Mezzoni
completed, the facility will become 
the epicenter of Cesarina’s high-vol-
ume pastificio and bakery, giving way 
to several exciting subsidiary con-
cepts including gourmet retail, 
made-to-order cakes and off-site 
catering. Chef Cesarina’s sophomore 
restaurant is also in its early stages of 
development, however additional 
details on the concept have 
yet-to-be-announced. Embodying 
perseverance and determination, this 
young female chef is an up-and-com-
er to be watched. 
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Good Food Brands
A new Discovery Box is launching 
by Good Food Brands to highlight 
Black-owned food and beverage 
entrepreneurs during Black History 
Month. Curated by Jordan Buckner, 
the box aims to highlight 
Black-owned businesses so that 
people across the country will sup-
port them by buying their products 
on a regular basis. 

With the ongoing social and racial 
justice movement, people want to 
take action to support black-owned 
businesses. The Good Food Brands 
box allows people to discover their 
new favorite cookies, chips, and 
more.  

As a Black food founder, Jordan 
wants to highlight other 
Black-owned food and beverage 
entrepreneurs who ventured out to 
start their own business and created 
amazingly delicious and healthy 
products.

Subscription boxes are $39.99 per 
month, with future boxes highlight-

ing Women-owned brands, Asian-owned 
brands, and Latinx-owned brands. Learn 
more at Goodfoodbrands.org

Good Food Brands is a platform where 
people can discover products by diverse 
founders that are also: 

Good For Your Taste Buds. 
Good For Your Health. 

Good For Your Community.
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Partake Foods  
 Deliciously Crunchy Allergen 
 -Friendly Cookies

A Dozen Cousins
 Soulfully Seasoned Cuban  
 Black Beans

Yolélé  
 Fonio Chips

Paradise Snax
 Gluten-Free Pretzels and  Icing  
 Dip

Ms. P’s Gluten-Free
 Gluten-Free Granola Mix

Pat’s Granola  
 Uniquely Delicious Craft Blend  
 of Granola

Amani  
 Cold Brew Coffee from a  
 cooperative in the DR Congo

Golden Made Kafé  
 Delicious Dark, Medium, and  
 Light Roast Coffees

February’s box contains 8 delicious products including: 
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Sailor’s Brew Coffee
In the face of unprecedented challenges this past year, 
Trévon Sailor, founder and owner of Sailor’s Brew 
Coffee, did what he always does--he embraced a positive 
attitude and pursued creative ways to keep his business 
and community moving forward. Born from a love of 
great coffee and commitment to helping people to start 
their day off right, Trévon launched Sailor’s Brew Coffee 
with brothers Travis and Tevin. The concept began two 
years ago as a side hustle and passion project, featuring 
online sales and pop-up events. It has since evolved into 
a beloved coffee concept and motivational lifestyle brand 
offering single-origin, slow-roasted premium coffees 
from the world’s most notable regions, including Ethio-
pia’s Yirgacheffe region and the exceedingly coveted 
Jamaica Blue Mountain.

Black History Month is a celebration of the achievements 
by African Americans and a time to recognize their 
contributions to our country. A former Army Ranger and 
civil servant, Trévon is now a successful small business 
owner inviting customers to start their day off right with 
quality coffee and a “cup of motivation.” With an ethos 
rooted in finding positive inspiration to navigate life’s 
rough seas, Trévon leverages his brand to educate people 
on the nuances of quality coffee while spreading messag-
es of resilience and optimism and giving back to causes 
near and dear to his heart.

“Life is a vast sea, a balance of calm waters and at times 
seemingly imminent shipwreck, but the sun always 
shines brightest after a storm and that’s the foundation of 
our brand,” shares Trévon. “Just as great coffee is a phys-
iological motivator for your body, Sailor’s Brew moti-
vates your inner being. Brew strong, sip slow and as 
always, safe sails.”

This Black History Month, Sailor’s Brew Coffee launch-
es their Flagship Selection--a quarterly rotation of rare, 
high-end coffees that transport drinkers to exotic destina-
tions. This new coffee line debuts with Ethiopian Shenta 

Wene, a rare and labor-intensive coffee which goes 
through a fermentation process called “carbonic macera-
tion” (more commonly seen in winemaking) in which the 
whole coffee cherries are placed into airtight tanks for a 
24-hour period. During this time, the coffee cherries are 
deprived from oxygen and air circulation which creates a 
fruity jam environment for the coffee seeds. Once 
extracted from the tanks, the coffee cherries are gradual-
ly dried over a three week process. The resulting coffee is 
one that embodies a very unique flavor and tasting expe-
rience best described after personally experiencing it.

For February, Sailor’s Brew Coffee celebrates inclusion 
and starting the new year off right, welcoming new 
guests into the “crew” with their Sailor’s Brew Coffee 
Starter Kit inclusive of a travel French press, coffee mug, 
choice of branded hat or beanie and selection of one 
coffee from their signature roasts (Flagship Selection 
excluded from offer). 

The Flagship Selection product line is just the start of 
what customers can look forward to this year. Driven by 
Trévon’s optimism and the support of his family and 
friends, the brand looks forward to many more exciting 
announcements in the new year including a motivational 
app and much more. 



Timeless Vodka, Twisted Sistuhs Wine, and Chicago’s 
Alulu Brewery and Turner Haus Brewery. His partnership 
with the latter included working with a Black-owned Brew-
ery and the only Black Brewmaster in Chicago to age beers 
in Guidance Whiskey barrels. These limited edition brews 
are named after influential women in each of the collabora-
tors’ families. The next release will be called “Eula,” an 
homage to Ridgel’s grandmother. Recently, Ridgel also 
released cigars imbued with Guidance that serve as a 
perfect pairing with his whiskey.

This year, Guidance Whiskey teams up with a master coffee 
roaster to create new whiskey-infused beverages, partners 
with Southern artisans to develop new Guidance lifestyle 
products, collaborates with local entertainment artists to 
build a Guidance culture and creates investment opportuni-
ties for brand fans, celebrating Black achievements and 
stories for Black History Month and beyond. As the spirits 
industry continues to evolve, pioneers like Ridgel and 
Guidance Whiskey strive for inclusion to ensure it reflects 
the true American spirit.

“I want to walk into a bar 
and see labels from 

friends and other 
Black-owned brands 
on every shelf,” shares 
Jason Ridgel, founder 
of Guidance Whiskey. 

For Ridgel, finding 
success for himself has 

never been the end goal. 
Instead, he wants to guide 

1 ,000 Black business owners into the 
spirits industry. As a serial entrepreneur well-versed in trans-
forming dreams and ideas into successful business ventures, 
achieving this goal is just another Wednesday—a #Whiskey-
Wednesday, if you will—and one worth celebrating this Black 
History Month and every month.  

Like many of Ridgel’s endeavors, Guidance Whiskey was 
born out of a commitment to unite and uplift his community 
while also increasing the representation of Black-owned 
businesses across sectors. Inspired by a love of quality whis-
key and the Southern spirits culture, Ridgel launched Guid-
ance Whiskey in the fall of 2018 as one of the few 
Black-owned premium spirits brands in the United States and 
one of the first in the state of Tennessee. 

The brand’s flagship product, Guidance Whiskey, was created 
for whiskey enthusiasts as well as first-time imbibers. The 
small batch, craft American whiskey is distilled in Iowa, aged 
two years, and then bottled at 80 proof with a mash bill of 88% 
corn, 10.8% rye, and 1.2% malted barley. The final product is 
bold and unique, with a smokey finish and notes of burnt 
caramel, maraschino cherry, and vanilla. In 2021, brand fans 
will want to stay tuned in as Guidance Whiskey prepares to 
expand its product line.

Today, Guidance Whiskey is more than a spirits brand disrupt-
ing a historically homogenous market. As small businesses 
face unprecedented challenges, Ridgel doubles down on his 
mission to elevate fellow Black entrepreneurs and amplify 
their brands. From out-of-the-box pairings to avante-garde 
collaborations, Guidance Whiskey’s partnerships bring 
creative products to market and cultivate a community of 
successful Black-owned ventures. Working with a multi-
tude of brands, Guidance Whiskey is more than a spirits 
label. It is a hub for small business owners, freely offering 
consultation, resources and “guidance.” 

In 2020, Ridgel teamed up with Black-owned brands like 
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Guidance Whiskey



OUTSTANDING OPPORTUNITY  
T O  B E  A  D I S T R I B U T O R  O F  T H E  L E A D I N G  

P R E M I U M  I M P O R T E D  H A R D  S E LT Z E R  

F R O M  E U R O P E .
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P R E M I U M  I M P O R T E D  H A R D  S E LT Z E R
‘ M A D E  F O R  H E A LT H Y  H E D O N I S T S ’
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Social House is quickly becoming a favorite amongst 
locals, second home-owners and tourist in the town of 
Manchester, VT for being a rustic seafood and 
house-made pasta-based, family-owned restaurant. 
Husband and wife duo, Debbie and Luis Pazos, paired 
up with Kyle Garell, their Executive Chef de Cuisine 
and NECI graduate, to deliver some culinary magic. 

Having marked their first year open on July 3rd, Social 
House (SoHo) has proven itself to be a strong contender 
surviving, and even thriving, through the ongoing 
pandemic. “This has always been our dream to open up 
a place of our own. Finally seeing it happen and watch-
ing it not only survive but thrive through a pandemic, 
only affirms how much people really do love this 
place,” said Luis.

The Pazos, who hail from New York City, talked about 
meeting while working at Le Bernardin, a three Miche-
lin-star seafood restaurant in Midtown Manhattan. They 
moved to Vermont in 2013 and now live in Manchester 
Center, VT. Luis and Debbie sought out to offer a casual 
low-key feel with elegant cuisine.

“From the moment the plate is put in front of you, we 
want you to realize it is not just food we are serving 
you.. It’s our art. It’s our passion,” says the SoHo group.
The food is simple and pure. Each dish garnished with a 
stunning flower to showcase and elevate. The SoHo 
group proudly speaks of their goal at Social Hous, to 
preserve the beautiful products from the local farms and  
showcase the hard work they put into growing these 
amazing products.

From PEI Mussels to Sea Bass and Short Rib, the menu 
offers something to delight every guest. SoHo offers a 
verbal kids menu and makse all desserts from scratch. 
This includes the ever-popular and highly requested 
Salted Caramel Gelato.

Social House offers from 5pm – 6pm on Wednesdays 
and Thursdays 5 courses for $35. With their executive 
chef’s experience with Chinese cuisine, they are also 

able offer Chinese food as a take-out only option during 
the week. Some favorites from their Chinese menu are  
“Bang-Bang” crispy shrimp coated with a creamy and 
spicy sauce and “Mongolian Beef” slices of flank steak 
cooked with onions paired with scallions and mixed 
vegetables. “We want to offer things that are not in the 
area and allow guests to order Chinese take-out or 
dine-in for a 5-course  menu. We want to offer a night 
off of cooking dinner and offer a beautiful experience,” 
said Debbie. Social House prepared for winter with food 
tasting menus and wine + champagne tastings. 

“We want to start a tradition in town and offer our guests 
a gift for joining us for dinner. Once you make a reserva-
tion you are automatically entered to win the prized gift 
for that evening,” said Luis. SoHo has featured gifts 
such as a gift basket from Fortuna’s, a purse from 
Michael Kors, and brunch for two with unlimited mimo-
sas included. Their new tradition is sure to spark cheer.

This ever-evolving restaurant is one to watch. From the 
impeccable service and their friendly staff, to their 
top-notch wine list, hand crafted local beers and memo-
rable cocktails. When in Vermont, do as the Vermonters 
do and dine at Social House!

Social House
A true gem in Manchester, Vermont
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Taste the Passion

management.

It was Patrick’s love of cooking, food, and wine 

that brought her to Napa Valley in 2006. Over-

looking the bottom of a valley as the morning 

fog drifted away, eating a sumptuous break-

fast, and tasting wonderful white wines, 

Patrick loved her experience and started to 

dream of owning a winery. Later that day, she 

would meet winemaker Aaron Pott and they 

would bond over aged wines. Later in 2006, 

Patrick would find the perfect property on the 

switchbacks of the Howell Mountain in Napa 

Valley. She would purchase the property in 

2009, naming it Somnium, which means, 

“dream,” and developing Somnium Wine 

(somniumwine.com). Patrick would produce 

Cabernet Sauvignon from 2011 to 2014, add 

Cabernet Franc, and expand the portfolio to 

include varietals. 

As for her latest offering, “I wanted to 
produce a personal wine that 
everyone could enjoy all year 
round,” says Patrick.     

“I have introduced a rosé for 
those who love wine, such as 
myself, as well as for those who 
enjoy cocktails that will try a 
glass of Danica Rosé. Its pack-
aging is an extension of me to 
share with everyone as they 
raise a glass of my wine.”

Danica Rosé wine is available online and in 

select stores with a national retail expansion 

slated for Summer 2021. For more informa-

tion, visit www.danicarosewine.com and 

follow on Facebook and Instagram at @danic-

arosewine.



Taste the Passion

gratitude with a glass of Danica Rosé.

Part of the allure of rosé wines is the packag-

ing, and Danica Rosé entices in an elegant 

custom glass bottle paying homage to the 

blends’ French origin. The bottle’s design cap-

tures its flavor profile, the balance of its 

elements, and the winemaking history. The 

glass is embossed with a floral design depict-

ing its floral notes as the color of the wine daz-

zles as if in a prism. Its shape captures the 

elegance of the presentation. After enjoying 

the wine, Patrick repurposes the beautiful 

bottle as a stylish addition at her dinner par-

ties using as water bottles placed for guests. Its 

exquisiteness can also be transformed as a 

vase and other purposes.

For her latest offering, Patrick teamed up with 

Nechio Novak private equity group, including 

former Budweiser executive Rick Nechio and 

entrepreneur Damian Novak. The fund offers 

over 100 years combined experience in the 

adult beverage and food & beverage industries 

along with strong business development and 
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Taste the Passion

rosé wine as a specialty and a part of its 

culture to be savored and celebrated. The dry 

Provencal rosé is produced using the saignée 

method on the grapes imparting more tannin 

and color to ferment its pink juice.

Danica Rosé captures the delicate crisp 

features of this premium wine. Its flavor pro-

files express luscious flavors of white peach, 

fresh melon, and tart strawberry with aromas 

of hibiscus and lime blossoms. The finish 

delights and tantalizes the palate, whether 

pairing with food or enjoying its attributes as a 

delicious drink.

To create this complex flavor palate, Patrick is 

collaborating with the Margnat family, with 

winemaking traditions that span four genera-

tions dating back to 1895.

“I wanted to pair up with someone who has a 

long history and traditions in winemaking 

with great success. It’s all about quality, and I 

knew they could produce the best wine bear-

ing my name.”

While her introduction to wine was in 

England, Patrick would discover that wine 

with meals is also common in Italy and 

France. In the US, reasons are different, 

according to Wine Business News. The 

number one reason Americans drink wine is 

for its taste, followed by a way to relax, pair 

with food, and socialize with others. Patrick 

followed these reasons when creating Danica 

Rosé developing a lighter, more palatable 

wine to fit American’s tastes as well as become 

part of the world market. She also recognizes 

that pink is an uplifting color associated with 

fun and love. Her rosé wine combats any 

mood and allows people to show hope and 



Taste the Passion

Her path to appreciating wine began when she 

lived in England during her racing days. World 

travels took her to four continents, including 

Asia, Australia (including New Zealand), 

Europe, and Africa (including South Africa). 

She visited wineries all over the world and 

recognized the stunning beauty where her 

favorite drink was produced. As her passion 

for wine grew, Patrick developed her entre-

preneurial expression with her Napa Valley 

winery purchase.

As a wine drinker, Patrick was first introduced 

to white wine and then incorporated red 

wines into her experience. She delighted in 

the bubbles of champagne before tasting spar-

kling and still rosé wine.

“The well-balanced acidity of rosé wine is part 

of the experience as it grows in popularity,” 

she says. “Its vibrant taste, along with its quali-

ty, is why rosé wine is much more in demand.” 

As the fastest growing major wine category, 

according to vinepair.com, with a 281% 

increase in sales over the past four years, 

Patrick was excited to offer her new authentic 

French rosé to consumers around the world. 

Provence is the oldest winemaking region in 

France and perfectly suited with its climate, 

terroir, and grape varietals to produce rosé 

wine. More importantly, this region embraces 
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Taste the Passion
Danica Rosé wine delights with 
refreshing notes and appeal. 

By Debbie Hall

Danica Patrick, world-renowned 
retired race car driver and entre-
preneur, demonstrates her life of 
passion as a journey, not a finish 
line. With her love of wine, Pat-
rick has cultivated her own brand 
with her Somnium Vineyard lo-
cated in St. Helena, California, 
and now expanded her love of 
wine by launching Danica Rosé 
wine from the Provence region in 
France.
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