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IN THIS ISSUE:

Legislation Update:
1700 Bills on the Docket 

Chairman of the Board Todd Maurer has 
announced the names of the industry 
professionals who will be honored with 
the Maine Restaurant Association’s 2013 
annual awards. Award winners are se-
lected each December by the associa-
tion’s awards committee from nomina-
tions submitted by restaurant and allied 
industry members from across the state.  

In making the announcement Chairman 
Maurer said, “The restaurant community 
has much to celebrate and so many wor-
thy candidates deserving of recognition. 
This year’s slate of awardees is well rep-
resentative of Maine’s legendary reputa-
tion for hospitality.”

The 2013 Allied Member of the year is Bev-
Tech, Inc. of Elliot, Maine. Owners Marty 
and Veronica “Ronnie” McNerney start-
ed their restaurant beverage equipment 
company nearly three decades ago 
during the frozen beverage craze. Over 
the years, their business has expanded to 
include machinery and products for the 
creation of specialty coffee drinks, ice 
cream machines and the more recent 
addition of gelato machines. Bev-Tech 
services the entire state and has long 
been partners in profi tability for Maine 
restaurateurs.   

The 2013 Chef of the Year, Melissa 
Bouchard, commands the brigade in 
the kitchen of Maine’s highest volume 
independent restaurant, DiMillo’s On the 
Water. Chef Bouchard began her career 
with DiMillo’s (then DiMillo’s Floating Res-
taurant) in Portland nearly 15 years ago 
and steadfastly worked her way up. To-

day, as DiMillo’s chef, she represents 
the DiMillo family restaurant both here 
in Maine – serving 1,300 covers on a 
busy summer day, as well as frequently 
competing in the Maine Lobster Chef 
of the Year competition, and away – 
as Maine’s representative in last year’s 
Great American Seafood Cook-Off in 
New Orleans.  

The 2013 Restaurateurs of the Year are 
brothers John and Dave Pelletier – owners
and founders of Margaritas Mexican 
Restaurants. Having established the orig-
inal Margaritas restaurant in Manchester, 
New Hampshire in 1985, they opened 
fi ve Maine locations over the next de-
cade. Now, with restaurants located 
throughout the northeast, Margaritas 
has grown into a well-established region-
al chain and a favorite of New England-
ers in search of an authentic Mexican 
experience.

And, the 2013 recipient of the industry’s 
highest honor, the “Bill Zoidis” Lifetime 
Achievement Award is David Evans, 
owner and co-founder of Portland’s re-
nowned restaurant, The Great Lost Bear. 
Evans opened “The Bear” in 1979 with a 
dedication to craft brews long before 
craft breweries established the cult fol-
lowing they enjoy today.  Combined 
with an eclectic and expansive menu, 
Evans’ formula established The Great 
Lost Bear as an iconic Maine eatery 
boasting longevity shared by a rare few 
in the restaurant industry.

In speaking of the award recipients 
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In a business with three or more employees working at 
one time, employees have the right to take a 30-minute

break* after six hours of work unless there is a signed written agree-
ment stating otherwise. 

Small business exception: The break schedule above does not apply when fewer than 
three employees are working at one time, AND  the nature of the work done by the em-
ployees allows them frequent breaks during their work day.

Frequently Asked Questions:

1. “Does my employer have the right to say I can’t leave the building during my  
..break?” Yes.

2. “Does my employer have to pay me for the 30-minute break?” No.

* The 30 minute break must be a true break away from work.  The employee is not allowed to do 
  any work at all during this time. If the employee answers the phone, or buses a table, it is no longer 

an unpaid time period.

.                      ..                      .

//
From the total of 1700 bills submitted 
by legislators and various government 
agencies the Maine Restaurant Associa-
tion has identifi ed about 100 that will be 
on the watch-list to see exactly what the 
bill’s sponsor has in mind and what the 
impact would be on the hospitality indus-
try.  By the beginning of February about 
250 bills had been printed allowing only a 
fraction of those 1700 bills to be reviewed 
for language and legislative intent. 

Two bills that would increase the lodging 
tax have our attention.  The meals and 
lodging tax in Maine is 7%, 40% above 
the sales tax for other products.  Rais-
ing the lodging tax assumes the visitor to 
Maine, and the 36% of Mainers who stay 
in Maine lodging properties, won’t notice 
the increase or don’t care.  The propo-
nents of this tax increase believe that it 
will not alter the behavior of visitors to 
Maine.  Traditionally, government taxes 
behavior that it wants to discourage.  
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Chairman’s Message:
By Todd Maurer, King Eider’s Pub & Restaurant - Damariscotta

I

I speak, of course, of the 2013 Maine Restau-
rant & Lodging Expo. On Wednesday, April 3rd 

the Maine Restaurant Association will host the 
event that, each year, brings to the Cumber-
land County Civic Center everything we res-
taurant operators need to run our businesses. 
More than 120 exhibitors, most of them allied 
members of the restaurant association, will be 
on hand to share new ideas and technology, 
new tastes and equipment - enough to fi ll any 
needs list as well as any wish list.  This year’s 
show promises to be more wide ranging than 
ever and we, as members of Maine’s restau-
rant association, need to support this effort of 
our industry suppliers with our attendance and 
purchases.

The rhythm of this business is not one that can 
thrive in isolation.  We are a group that feeds 
and grows off of networking and collabora-
tion.  The Maine Restaurant & Lodging Expo 
is a place and a great time for all of this to 
happen. The opportunity to “talk shop” at the 
beginning of a new season, surrounded by all 
the up-to-the-minute products we need (and 
some we didn’t even know we needed!), con-
veniently and colorfully displayed makes Expo 
a can’t-miss event.

There has been a great deal of good news 
lately and it seems, almost as much bad.  On 
the upside even the national press has been 
talking about the ever expanding and high-
caliber of the dining scene in Maine. None 
other than the Wall Street Journal weighed in, 
not too long ago, with a positive and com-
plimentary review of our “foodie culture”.  It 
seems people don’t just come to Maine and 
eat – they come to Maine to eat.  

The gloomy news is, no surprise, the economy.  
This is getting to be old news and it challenges 
us to be creative, while being cost sensitive.  It 
seems to me that our industry tradeshow, with 
all that it offers, is our best resource for meeting 
those challenges.

I look forward to seeing many of you at Expo, 
having time to visit with our hardworking allied 
members and letting their displays stir up new 
ideas and fresh ways to make the rhythm of 
this year’s vacation season the best ever.  

The
Maine Ingredient

is published six times a year by 
the Maine Restaurant Association. 

2013 © All Rights Reserved
45 Melville Street

Augusta, Maine ·  04330
Tel: 207.623.2178 ·  Fax: 866.711.5408

www.mainerestaurant.com 
                   

info@mainerestaurant.com 
                   

      www.facebook.com/
                   mainerestaurantassociation

                   

 www.twitter.com/mainerestaurant 

MAINE RESTAURANT ASSOCIATION 

OFFICERS

Todd Maurer
Chairman of the Board

King Eider’s Pub & Restaurant
Damariscotta

Tina Hewett-Gordon
Vice Chair

The Nonantum Resort
Kennebunkport

Bud Hall
Second Vice Chair

Angler’s Restaurants
Hampden, Newport, Searsport

Bruce Woodard, CPA, CFP
Treasurer

Woodard & Associates, CPA’s
Auburn, Portland

John Kyle
Secretary

Pat’s Pizza - Yarmouth / Grill 233
Yarmouth

Gus Tillman
Senior Advisor 

Holiday Inn By the Bay                                                         
Portland

STAFF

Richard A. Grotton, FMP
President & CEO

dick@mainerestaurant.com 

Becky Jacobson
Operations Manager

becky@mainerestaurant.com 

Rebecca Dill
Marketing & Events Director

rebeccad@mainerestaurant.com 

Laura Hatfi eld
Administrative Assistant

laura@mainerestaurant.com 

The Rhythm of Maine’s Restaurant Business

February 2013

I was watching the 
news a few eve-
nings ago, always 
interested in what 
the economic news 
will be and how 
it will affect the 
restaurant world.  
Strangely, the thing 
that lodged in my 
mind was not eco-
nomic predications,
but a soup com-
mercial! And strang- 

er than that, it was the catchy way the mes-
sage began – using the theme, “the rhythm 
of life”.  Our rhythm in Maine, in the restaurant
business, is an interesting and unique and 
very often challenging one.

The rhythm of the season is our driving force 
and although February may seem like no 
season for us on the coast, or maybe middle 
of the season for the ski areas, it is - quite hon-
estly - the season that makes all the differ-
ence in the bottom line.  There is nothing that 
can make the brainstorming, the planning 
and the execution of business plans more 
convenient, more time effi cient and more 
creative than bringing all the resources from 
air freshener to zucchini into one huge forum.  

www.mainerestaurant.com

Wednesday, April 3, 2O13 ∙ 10 am - 4 pm ∙ Cumberland County Civic Center ∙ Portland, Maine

MAINE RESTAURANT & LODGING EXPO

EXPO IS SPONSORED BY:

REGISTRATION
Join us for Maine’s premier, comprehensive, business-to-business 

tradeshow for the foodservice and lodging industry!
Two complimentary badges* will be mailed to Maine Restaurant Association members* in late February imprinted with 
the name(s) that we have on record for each member property. If you would like to request different/specifi c names on 
your complimentary badges, email badges@mainerestaurant.com.

Sending more than two people to the Expo? Register additional attendees for only $12/person at www.mainerestaurant.com.
(Online registration closes on March 22nd.)  

After March 22nd, any member of Maine’s foodservice or lodging industry can register at the door for only $15.

* Complimentary badges are available only to restaurant members, not allied members.
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President’s Report:
By Dick Grotton, President & CEO, Maine Restaurant Association

Economics & Food Costs

ers cannot be enticed to try less costly spe-
cials or other menu selections food costs 
will inch up and up.  It is critical that menu 
pricing refl ect each item’s contribution to 
profi t and that the actual sales mix gen-
erates the targeted food cost you estab-
lished.  

My suggestion is to monitor prime costs re-
lentlessly - on a weekly basis if possible.  To 
fi gure prime cost, add your total food and 
beverage costs to your total labor costs, 
including benefi ts, workers comp insur-
ance, and payroll taxes.  These prime costs 
should not be permitted to exceed 65% of 
sales for the week. I appreciate that it is a 
labor intensive process to obtain weekly 
prime cost data as it requires a weekly in-
ventory, sort of.

Here’s my suggestion:  Carefully inven-
tory your twenty most expensive items in 
the kitchen, probably protein plus a few 
things that may have proven to be theft 
targets. Assume that all other inventory 
items consistently remain the same week 
to week. Then carefully inventory your top 
twenty liquor items. This accurate inventory 
of your top forty restaurant items, plus your 
assumed consistent inventory balance of 
all other products, could be completed in 
perhaps an hour or two.  

Once you have an accurate inventory 
number for the week (either up or down 
from the prior week) and you have your to-
tal weekly purchases as well as your weekly 
sales numbers.  You can quickly fi gure your 
food cost for the week.  Keep in mind this 
is a very small sample and a small inven-
tory or sales fl uctuation can magnify issues 
greatly so it is the pattern, week after week, 
that reveals discrepancies. Your monthly 
prime cost number showing a complete 
inventory will be more accurate. 

If you know your prime costs, you will see 
a trend or know about a problem at the 
end of a week, rather than two weeks into 
the following month when the P & L comes 
out and you may have lost real dollars in a 
busy season.  

February 2013

First, a personal 
note: Sally Zoidis, 
wife of Maine Res-
taurant Association 
past chairman, Bill 
Zoidis for whom our 
association’s Life-
time Achievement 
Award is named, 
passed away in 
early January.  Sally 
was just an awe-
some lady and life 
partner.  Everyone 

who knew Sally will miss her greatly. On   
behalf of the association and Maine’s res-
taurant community, I offer my sincere con-
dolences to Bill and his family.

Employment seems to be trending up a bit 
nationally but, according to former state 
economist Professor Charles Colgan in his 
annual Maine Economic Forecast presen-
tation on January 10th, Maine will struggle 
a little longer with sales just peeking above 
the 2% infl ation rate until the national eco-
nomic recovery becomes more robust.  
The National Restaurant Association pre-
dicts a 3% increase over 2012.  The good 
news is that hospitality is one of Maine’s 
bright lights and continues to be an eco-
nomic engine for the state boasting restau-
rant sales above $2.1 billion for the year. 

2012 restaurant sales in Maine fi nished well 
into the black showing an annual increase 
of 5.6%.  I think the prospects for 2013 look 
bright but there are food cost concerns, 
especially surrounding center of the plate 
and protein. Late last year, beef herds 
went to slaughter early as feed costs es-
calated. Poultry followed suit and supplies 
were tight for wings on Super Bowl Sunday!  

Look for higher prices on beef, chicken, 
pork and seafood especially early in the 
year. As prices increase on popular pro-
tein dishes, you may have the urge to hold 
the line on their menu pricing. You may be 
hoping that the menu mix will keep overall 
food costs in line. Just remember, if custom-

Wednesday, February 13, 2013
5:00 pm - 8:00 pm

Legislative Reception
Senator Inn & Spa, Augusta

Tuesday, April 2, 2013
5:00 pm - 9:00 pm

Annual Awards Banquet
Holiday Inn By the Bay, Portland

Wednesday, April 3, 2013
10:00 am - 4:00 pm

Maine Restaurant
& Lodging Expo
Cumberland County Civic Center, 
Portland

Wednesday, June 5, 2013
3:00 pm - 5:00 pm

Membership Meeting
5:00 pm - 7:00 pm

Membership Meeting

Location TBD

Upcoming EventsTechnology Tip

If you haven’t created a Facebook 
page for your restaurant yet, you’re miss-
ing a fantastic (and free) opportunity 
to market your restaurant and connect 
with your customers. If you have a per-
sonal Facebook account, you’re well on 
your way.  If you don’t, setting one up is a 
quick and easy process.  Simply log onto 
www.facebook.com and follow the “Sign 
Up” instructions.

Once your personal account is estab-
lished, you can then create your restau-
rant “Page”. Make sure you’re on your 
“Wall” view by clicking your name on the 
blue bar at the top of the page. Scroll 
all the way to the bottom of the page 
then  click “Create a page”. Next, select 
the “Local Business or Place” box. Select 
your category as “Restaurant/Café”, en-
ter the name of your business and your 
physical address and phone number.  
Check to agree to Facebook’s terms 
then hit the “Get Started” button.  

Upload a photo (we recommend using 
your logo or an image of your building).  
Next you’ll be asked to add some infor-
mation about your restaurant. Be cre-
ative and descriptive. This is your oppor-
tunity to attract diners. Here, you’ll also 
have the opportunity to enter your web-
site address (if you have one).  

Then, you’ll create a unique web address 
for your Facebook “Page” which will 
make it easy for other Facebook users to 
fi nd your restaurant on the site when they 
search for it. Choose wisely. You cannot 
change the address once you’ve set it 
up. Make sure it’s easy and obvious. It 
should simply be the name of your res-
taurant if possible. 

Lastly, you’ll be asked to “Enable Ads”. 
This is a payment-based service that 
Facebook uses to fund their site but you 
are not required to participate in this ser-
vice in order to have a Facebook “Page” 
for your business. Advertising on Face-
book may be of interest to you, now or 

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

in the future, but we recommend making 
that decision later – especially if you’re 
new to Facebook.

That’s it. Your “Page” set-up is complete.  
Now, here are some best-practices:

• For starters, “Like” your own page 
and ask your employees, friends and 
family to do so too. Facebook works 
because information spreads expo-
nentially on the site. The more you 
can grow your network, the more 
success you’ll have.

• 
• Post your fi rst “Status Update” (i.e.  

Today’s specials are…).
• 
• Add a “Cover Photo” (perhaps of 

your restaurant’s interior or a few of 
your signature dishes)

• 
• Add your hours of operations (look 

just under your profi le picture on your 
“Page” and click “Add Your Hours”.

• 
• Check out other restaurants that are 

using Facebook. “Like” their pages 
and learn from their postings. Two 
Maine restaurants who’ve earned 
quite a following are Dysart’s (www.
facebook.com/Dysarts) and The Red 
Barn (www.facebook.com/TheRed-
BarnMaine). They each have more 
than 10,000 followers!

• 
• In addition to regularly posting “Status 

Updates” to your restaurant “Page”, 
be sure to comment frequently on 
other business’ “Pages” and to your 
customer’s personal accounts. This 
will help you increase your visibility 
among other Facebook users.

• 
• Each time you log into Facebook, 

you’ll do so using your personal log-in 
information (email and password). To 
post to your “Page”, be sure to click 
on the cog-wheel icon on the right 
side of the blue bar at the top of the 
site. A window will appear that says 
“Use Facebook as”. This will allow you 
to toggle back and forth between 
your person account and your busi-
ness “Page”. (Be sure you’ve select-
ed your restaurant “Page” from the 

“Use Facebook as” options.)
• 
• Add a Facebook link on your web-

site that connects to your Facebook 
page.

• 
• Let your customers know you’re on 

Facebook by putting your “Page” 
address on menus, table tents, and/
or receipts.

• 
• Oh, and be sure to “Like” your restau-

rant association at www.facebook.
com/mainerestaurantassociation!

If you have trouble with any of this, call 
the Maine Restaurant Association. We’ll 
be glad to walk you through the process.

Setting up your Facebook “Page” should 
take less than 20 minutes but the real 
worth of this marketing tool is the fi ve to 
ten minutes you devote to it daily. Face-
book, at its best should be an interactive 
and dynamic experience for you and 
your customers. 

If your business is already active on Face-
book, you’re a step ahead of the com-
petition. Cheers to you! Stay tuned for 
more technology tips in future editions of 
the Maine Ingredient.  

Facebook: 101
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NRA Corner
Information and opportunities available to MeRA members* as a benefi t 
of their free dual membership in the National Restaurant Association

*Dual membership applies only to restaurant members, not allied members though information about the Conserve program is 
available for all to view.

Do we want to discourage Maine tourism? 
It is Maine’s largest industry and folks who 
visit have options and choices. If lodging 
taxes increase it will impact our restaurant 
sales as we benefi t greatly from all the 
folks who stay in Maine hotels and eat in 
Maine restaurants. Legislators will quickly 
fi gure out that simply raising the lodging 
tax doesn’t raise a signifi cant amount of 
money, perhaps $8 million.  So they may 
then turn their attention to raising both the 
meals and the lodging tax. The Associa-
tion is very concerned with this probability 
and will fi ght any tax option that threatens 
the restaurant industry.

LD15: “An Act to Amend the Authorized 
Hours during Which Liquor May Be Sold 
and Purchased,” seeks to amend the per-
missible hours of restaurant liquor sales on 
Sundays. Currently, Sunday liquor sales 
begin at 9 am. This bill would bring Sunday 
sales into alignment with the other six days 
of the week with sales beginning at 5 am.

Legislative Update...
...continued from page 1

The substance of the bills on the Associa-
tion’s watch-list span a variety of subjects: 
raising the minimum wage; amending 
workers compensation statutes; instituting 
a local option tax; making a clerk respon-
sible for selling alcohol illegally; moving the 
Bureau of Liquor Licensing & Enforcement 
to the Bureau of Alcoholic Beverages & 
Lottery Operations; tax fairness for small 
business; habitat viewing platforms for 
tourism; employment leave for victims of 
violence; and roughly 80 more.  

This watch list is posted at www.maineres-
taurant.com. The list will be updated as 
bills are printed and the legislative intent 
becomes clearer.   

Stay tuned to “On Your Plate” email up-
dates as we endeavor to keep you in-
formed of public hearing dates and times 
on important topics as soon as the infor-
mation is available.  If you are interested, 
call the Association and ask to come for a 

legislative visit! 

9

The Maine Restaurant Association Educa-
tion Foundation will host the second annual 
ProStart culinary competition at Southern 
Maine Community College on Saturday, 
March 9, 2013. 

With national and local support from indus-
try members, educators, the Maine and 
National Restaurant Association Education 
Foundations, ProStart reaches more than 
90,000 students in 1,700 high schools across 
47 states, Guam, and U.S. military bases 
worldwide.

From culinary techniques to management 
skills, ProStart’s industry-driven curriculum 
provides real-life practical skills, experi-
ence, and opportunities, building a foun-
dation that will last a lifetime.

By bringing together the industry and the 
classroom, ProStart gives students a plat-
form to discover new interests and talents 
that will open doors to fulfi lling careers. 
This all happens through a curriculum that 
includes all facets of the industry, ProStart 
sets a high standard of excellence for stu-
dents and the industry.

ProStart Maine provides a culinary curriculum 

with the primary mission of starting the 
education that will prepare the leaders of 
tomorrow’s foodservice industry. 

All MeRA members are encouraged to be-
come involved with ProStart Maine and all 
are welcome to attend the competition 
on March 9th when a new 2013 champi-
on will be determined. The winners will be 
honored at the annual MeRA awards ban-
quet in Portland on Tuesday, April 2nd be-
fore moving on to represent Maine at the 
national competition in Baltimore, Mary-
land later in the month. 

The Maine Restaurant Association is proud 
to sponsor this exciting event with the kind 
support of the following industry leaders:  
SYSCO Northern New England, Perfor-
mance Foodservice – NorthCenter, Coca-
Cola Bottling Company of Northern New 
England, Pine Tree Food Equipment, Sea 
Dog Brewing Company, Dennis Paper 
& Food Service, DiMillo’s On The Water, 
Ecolab, Governor’s Restaurants, Dysart’s 
Restaurant, Gifford’s Famous Ice Cream, 
Ground Round Restaurants, R.M. Flagg 
Company, Stone Cove Catering and The 
Great Impasta. 

Second Annual Maine ProStart 
Youth Culinary Competition 

Annual Awards Banquet

Maine Restaurant Association

Award Categories

Restaurateurs of the Year    Lifetime Achievement Award
Chef of the Year    Allied Member of the Year

Now Coordinating Event Sponsorships

Join us in celebration of Maine’s Restaurant Community

Tuesday, April 2, 2013 ∙ Holiday Inn By the Bay
5 pm - Restaurant Showcase Reception ∙ 6:30 pm - Awards Dinner

MeRA President, Dick Grotton said, “We 
strive to reward those who give back 
to their community, serve as mentors to 
others, go above and beyond the call 
of duty, and make a positive contribu-
tion to the restaurant industry.  With our 
2013 slate of awardees, we have ac-
complished that goal and then some.” 

A banquet will be held to honor these 
award recipients on Tuesday, April 2nd 

at the Holiday Inn By the Bay the night 
prior to the Maine Restaurant & Lodg-
ing Expo. The evening will begin at 5:00 
pm with a restaurant showcase re-
ception featuring the culinary stylings 
of some of Maine’s most celebrated 
chefs followed by a seated dinner and 
presentation of awards.

Members of the restaurant association 
are encouraged to attend the ban-
quet in celebration of the awardees 
and Maine’s restaurant community.  
Seats are available for $80 per person, 
tables of eight for $590. Registration 
and more information regarding the 
event is available at www.maineres-
taurant.com. For more information, 
please contact Marketing & Events Di-
rector, Rebecca Dill at 207.623. 2178 or 
events@mainerestaurant.com. 

Annual Awards...
...continued from page 1

Members invited to Southern Maine Community College to Watch
Students Compete The National Restaurant Association’s Conserve initiative is designed to initiate 

and inspire actions that improve a company’s bottom line, but also are good 
for people and the planet. The Conserve Sustainability Education Program offers: 

• Industry-tried best practices
• Education videos by industry experts
• Money-savings techniques
• Personalized action plans

Conserve focuses on four areas: water conservation, building and construction, energy effi ciency, and waste reduction. The tips 
and resources offered will help restaurateurs and their staff understand the importance of these issues.

Resources

Find tools and tips for making sustainable restaurants.

Conserve Sustainability Education Program

The Conserve Sustainability Education Program is an online resource designed by the restaurant industry for the restaurant industry.
Conserve provides an introduction to sustainability and a roadmap to help operators with easily digestible information to fi t in to 
hectic schedules. 

To learn more, log onto www.restaurant.org/conserve.

Understand the Issues



  Eat Maine Guide Full Page $1300

  Back Cover $3500

  Inside Front Cover $3000

  Inside Back Cover $2500

2014 Eat Maine Guide Rates

2 - 4 x 5 - 1 1 x 1 2 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 12x rate with a 12x contract

5% off  for a credit card on fi le with a 12x contract 

Net Rate 
w/Contract

Consistent marketing in  Maine magazine’s 
Eat section off ers your business credible 
connectivity with a passionate community of 
food lovers. These people love Maine and want 
to participate in the state thoroughly. 

A 12-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.

The Eat Maine guide off ers your business 
the perfect opportunity to tell your story in a 
year-round publication in print and online. A 
full-page advertisement in Eat Maine conveys 
the strengths and unique aspects of your 
business. It’s a conversation. Your business is 
the content. And the guide provides excellent 
support to your existing twelve-issue contract 
in our magazines. Strong images, descriptive 
text, and all your critical information are part of 
the package. 

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

207.772.3373

MAINE MEDIA COLLECTIVE, LLC  |  75 Market Street |  Suite 203 |  Portland, Maine |  04101
207.772.3373 |  themainemag.com | mainehomedesign.com
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Well read in Maine magazine.
Well regarded on Facebook.
Well respected in a blog.



Well, what are 
you waiting for?
Advertise in Maine magazine and 
the 2014 Eat Maine guide and get 
your message in front of thousands 
of hungry people who care about 
one thing: 

Great Maine restaurants.
You'll be in great company.
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  Eat Maine Guide Full Page $1300

  Back Cover $3500

  Inside Front Cover $3000

  Inside Back Cover $2500

2014 Eat Maine Guide Rates

2 - 4 x 5 - 1 1 x 1 2 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 12x rate with a 12x contract

5% off  for a credit card on fi le with a 12x contract 

Net Rate 
w/Contract

Consistent marketing in  Maine magazine’s 
Eat section off ers your business credible 
connectivity with a passionate community of 
food lovers. These people love Maine and want 
to participate in the state thoroughly. 

A 12-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.

The Eat Maine guide off ers your business 
the perfect opportunity to tell your story in a 
year-round publication in print and online. A 
full-page advertisement in Eat Maine conveys 
the strengths and unique aspects of your 
business. It’s a conversation. Your business is 
the content. And the guide provides excellent 
support to your existing twelve-issue contract 
in our magazines. Strong images, descriptive 
text, and all your critical information are part of 
the package. 

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

207.772.3373

MAINE MEDIA COLLECTIVE, LLC  |  75 Market Street |  Suite 203 |  Portland, Maine |  04101
207.772.3373 |  themainemag.com | mainehomedesign.com
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Well read in Maine magazine.
Well regarded on Facebook.
Well respected in a blog.
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NRA Corner
Information and opportunities available to MeRA members* as a benefi t 
of their free dual membership in the National Restaurant Association

*Dual membership applies only to restaurant members, not allied members though information about the Conserve program is 
available for all to view.

Do we want to discourage Maine tourism? 
It is Maine’s largest industry and folks who 
visit have options and choices. If lodging 
taxes increase it will impact our restaurant 
sales as we benefi t greatly from all the 
folks who stay in Maine hotels and eat in 
Maine restaurants. Legislators will quickly 
fi gure out that simply raising the lodging 
tax doesn’t raise a signifi cant amount of 
money, perhaps $8 million.  So they may 
then turn their attention to raising both the 
meals and the lodging tax. The Associa-
tion is very concerned with this probability 
and will fi ght any tax option that threatens 
the restaurant industry.

LD15: “An Act to Amend the Authorized 
Hours during Which Liquor May Be Sold 
and Purchased,” seeks to amend the per-
missible hours of restaurant liquor sales on 
Sundays. Currently, Sunday liquor sales 
begin at 9 am. This bill would bring Sunday 
sales into alignment with the other six days 
of the week with sales beginning at 5 am.

Legislative Update...
...continued from page 1

The substance of the bills on the Associa-
tion’s watch-list span a variety of subjects: 
raising the minimum wage; amending 
workers compensation statutes; instituting 
a local option tax; making a clerk respon-
sible for selling alcohol illegally; moving the 
Bureau of Liquor Licensing & Enforcement 
to the Bureau of Alcoholic Beverages & 
Lottery Operations; tax fairness for small 
business; habitat viewing platforms for 
tourism; employment leave for victims of 
violence; and roughly 80 more.  

This watch list is posted at www.maineres-
taurant.com. The list will be updated as 
bills are printed and the legislative intent 
becomes clearer.   

Stay tuned to “On Your Plate” email up-
dates as we endeavor to keep you in-
formed of public hearing dates and times 
on important topics as soon as the infor-
mation is available.  If you are interested, 
call the Association and ask to come for a 

legislative visit! 

9

The Maine Restaurant Association Educa-
tion Foundation will host the second annual 
ProStart culinary competition at Southern 
Maine Community College on Saturday, 
March 9, 2013. 

With national and local support from indus-
try members, educators, the Maine and 
National Restaurant Association Education 
Foundations, ProStart reaches more than 
90,000 students in 1,700 high schools across 
47 states, Guam, and U.S. military bases 
worldwide.

From culinary techniques to management 
skills, ProStart’s industry-driven curriculum 
provides real-life practical skills, experi-
ence, and opportunities, building a foun-
dation that will last a lifetime.

By bringing together the industry and the 
classroom, ProStart gives students a plat-
form to discover new interests and talents 
that will open doors to fulfi lling careers. 
This all happens through a curriculum that 
includes all facets of the industry, ProStart 
sets a high standard of excellence for stu-
dents and the industry.

ProStart Maine provides a culinary curriculum 

with the primary mission of starting the 
education that will prepare the leaders of 
tomorrow’s foodservice industry. 

All MeRA members are encouraged to be-
come involved with ProStart Maine and all 
are welcome to attend the competition 
on March 9th when a new 2013 champi-
on will be determined. The winners will be 
honored at the annual MeRA awards ban-
quet in Portland on Tuesday, April 2nd be-
fore moving on to represent Maine at the 
national competition in Baltimore, Mary-
land later in the month. 

The Maine Restaurant Association is proud 
to sponsor this exciting event with the kind 
support of the following industry leaders:  
SYSCO Northern New England, Perfor-
mance Foodservice – NorthCenter, Coca-
Cola Bottling Company of Northern New 
England, Pine Tree Food Equipment, Sea 
Dog Brewing Company, Dennis Paper 
& Food Service, DiMillo’s On The Water, 
Ecolab, Governor’s Restaurants, Dysart’s 
Restaurant, Gifford’s Famous Ice Cream, 
Ground Round Restaurants, R.M. Flagg 
Company, Stone Cove Catering and The 
Great Impasta. 

Second Annual Maine ProStart 
Youth Culinary Competition 

Annual Awards Banquet

Maine Restaurant Association

Award Categories

Restaurateurs of the Year    Lifetime Achievement Award
Chef of the Year    Allied Member of the Year

Now Coordinating Event Sponsorships

Join us in celebration of Maine’s Restaurant Community

Tuesday, April 2, 2013 ∙ Holiday Inn By the Bay
5 pm - Restaurant Showcase Reception ∙ 6:30 pm - Awards Dinner

MeRA President, Dick Grotton said, “We 
strive to reward those who give back 
to their community, serve as mentors to 
others, go above and beyond the call 
of duty, and make a positive contribu-
tion to the restaurant industry.  With our 
2013 slate of awardees, we have ac-
complished that goal and then some.” 

A banquet will be held to honor these 
award recipients on Tuesday, April 2nd 

at the Holiday Inn By the Bay the night 
prior to the Maine Restaurant & Lodg-
ing Expo. The evening will begin at 5:00 
pm with a restaurant showcase re-
ception featuring the culinary stylings 
of some of Maine’s most celebrated 
chefs followed by a seated dinner and 
presentation of awards.

Members of the restaurant association 
are encouraged to attend the ban-
quet in celebration of the awardees 
and Maine’s restaurant community.  
Seats are available for $80 per person, 
tables of eight for $590. Registration 
and more information regarding the 
event is available at www.maineres-
taurant.com. For more information, 
please contact Marketing & Events Di-
rector, Rebecca Dill at 207.623. 2178 or 
events@mainerestaurant.com. 

Annual Awards...
...continued from page 1

Members invited to Southern Maine Community College to Watch
Students Compete The National Restaurant Association’s Conserve initiative is designed to initiate 

and inspire actions that improve a company’s bottom line, but also are good 
for people and the planet. The Conserve Sustainability Education Program offers: 

• Industry-tried best practices
• Education videos by industry experts
• Money-savings techniques
• Personalized action plans

Conserve focuses on four areas: water conservation, building and construction, energy effi ciency, and waste reduction. The tips 
and resources offered will help restaurateurs and their staff understand the importance of these issues.

Resources

Find tools and tips for making sustainable restaurants.

Conserve Sustainability Education Program

The Conserve Sustainability Education Program is an online resource designed by the restaurant industry for the restaurant industry.
Conserve provides an introduction to sustainability and a roadmap to help operators with easily digestible information to fi t in to 
hectic schedules. 

To learn more, log onto www.restaurant.org/conserve.

Understand the Issues
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President’s Report:
By Dick Grotton, President & CEO, Maine Restaurant Association

Economics & Food Costs

ers cannot be enticed to try less costly spe-
cials or other menu selections food costs 
will inch up and up.  It is critical that menu 
pricing refl ect each item’s contribution to 
profi t and that the actual sales mix gen-
erates the targeted food cost you estab-
lished.  

My suggestion is to monitor prime costs re-
lentlessly - on a weekly basis if possible.  To 
fi gure prime cost, add your total food and 
beverage costs to your total labor costs, 
including benefi ts, workers comp insur-
ance, and payroll taxes.  These prime costs 
should not be permitted to exceed 65% of 
sales for the week. I appreciate that it is a 
labor intensive process to obtain weekly 
prime cost data as it requires a weekly in-
ventory, sort of.

Here’s my suggestion:  Carefully inven-
tory your twenty most expensive items in 
the kitchen, probably protein plus a few 
things that may have proven to be theft 
targets. Assume that all other inventory 
items consistently remain the same week 
to week. Then carefully inventory your top 
twenty liquor items. This accurate inventory 
of your top forty restaurant items, plus your 
assumed consistent inventory balance of 
all other products, could be completed in 
perhaps an hour or two.  

Once you have an accurate inventory 
number for the week (either up or down 
from the prior week) and you have your to-
tal weekly purchases as well as your weekly 
sales numbers.  You can quickly fi gure your 
food cost for the week.  Keep in mind this 
is a very small sample and a small inven-
tory or sales fl uctuation can magnify issues 
greatly so it is the pattern, week after week, 
that reveals discrepancies. Your monthly 
prime cost number showing a complete 
inventory will be more accurate. 

If you know your prime costs, you will see 
a trend or know about a problem at the 
end of a week, rather than two weeks into 
the following month when the P & L comes 
out and you may have lost real dollars in a 
busy season.  

February 2013

First, a personal 
note: Sally Zoidis, 
wife of Maine Res-
taurant Association 
past chairman, Bill 
Zoidis for whom our 
association’s Life-
time Achievement 
Award is named, 
passed away in 
early January.  Sally 
was just an awe-
some lady and life 
partner.  Everyone 

who knew Sally will miss her greatly. On   
behalf of the association and Maine’s res-
taurant community, I offer my sincere con-
dolences to Bill and his family.

Employment seems to be trending up a bit 
nationally but, according to former state 
economist Professor Charles Colgan in his 
annual Maine Economic Forecast presen-
tation on January 10th, Maine will struggle 
a little longer with sales just peeking above 
the 2% infl ation rate until the national eco-
nomic recovery becomes more robust.  
The National Restaurant Association pre-
dicts a 3% increase over 2012.  The good 
news is that hospitality is one of Maine’s 
bright lights and continues to be an eco-
nomic engine for the state boasting restau-
rant sales above $2.1 billion for the year. 

2012 restaurant sales in Maine fi nished well 
into the black showing an annual increase 
of 5.6%.  I think the prospects for 2013 look 
bright but there are food cost concerns, 
especially surrounding center of the plate 
and protein. Late last year, beef herds 
went to slaughter early as feed costs es-
calated. Poultry followed suit and supplies 
were tight for wings on Super Bowl Sunday!  

Look for higher prices on beef, chicken, 
pork and seafood especially early in the 
year. As prices increase on popular pro-
tein dishes, you may have the urge to hold 
the line on their menu pricing. You may be 
hoping that the menu mix will keep overall 
food costs in line. Just remember, if custom-

Wednesday, February 13, 2013
5:00 pm - 8:00 pm

Legislative Reception
Senator Inn & Spa, Augusta

Tuesday, April 2, 2013
5:00 pm - 9:00 pm

Annual Awards Banquet
Holiday Inn By the Bay, Portland

Wednesday, April 3, 2013
10:00 am - 4:00 pm

Maine Restaurant
& Lodging Expo
Cumberland County Civic Center, 
Portland

Wednesday, June 5, 2013
3:00 pm - 5:00 pm

Membership Meeting
5:00 pm - 7:00 pm

Membership Meeting

Location TBD

Upcoming EventsTechnology Tip

If you haven’t created a Facebook 
page for your restaurant yet, you’re miss-
ing a fantastic (and free) opportunity 
to market your restaurant and connect 
with your customers. If you have a per-
sonal Facebook account, you’re well on 
your way.  If you don’t, setting one up is a 
quick and easy process.  Simply log onto 
www.facebook.com and follow the “Sign 
Up” instructions.

Once your personal account is estab-
lished, you can then create your restau-
rant “Page”. Make sure you’re on your 
“Wall” view by clicking your name on the 
blue bar at the top of the page. Scroll 
all the way to the bottom of the page 
then  click “Create a page”. Next, select 
the “Local Business or Place” box. Select 
your category as “Restaurant/Café”, en-
ter the name of your business and your 
physical address and phone number.  
Check to agree to Facebook’s terms 
then hit the “Get Started” button.  

Upload a photo (we recommend using 
your logo or an image of your building).  
Next you’ll be asked to add some infor-
mation about your restaurant. Be cre-
ative and descriptive. This is your oppor-
tunity to attract diners. Here, you’ll also 
have the opportunity to enter your web-
site address (if you have one).  

Then, you’ll create a unique web address 
for your Facebook “Page” which will 
make it easy for other Facebook users to 
fi nd your restaurant on the site when they 
search for it. Choose wisely. You cannot 
change the address once you’ve set it 
up. Make sure it’s easy and obvious. It 
should simply be the name of your res-
taurant if possible. 

Lastly, you’ll be asked to “Enable Ads”. 
This is a payment-based service that 
Facebook uses to fund their site but you 
are not required to participate in this ser-
vice in order to have a Facebook “Page” 
for your business. Advertising on Face-
book may be of interest to you, now or 

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

in the future, but we recommend making 
that decision later – especially if you’re 
new to Facebook.

That’s it. Your “Page” set-up is complete.  
Now, here are some best-practices:

• For starters, “Like” your own page 
and ask your employees, friends and 
family to do so too. Facebook works 
because information spreads expo-
nentially on the site. The more you 
can grow your network, the more 
success you’ll have.

• 
• Post your fi rst “Status Update” (i.e.  

Today’s specials are…).
• 
• Add a “Cover Photo” (perhaps of 

your restaurant’s interior or a few of 
your signature dishes)

• 
• Add your hours of operations (look 

just under your profi le picture on your 
“Page” and click “Add Your Hours”.

• 
• Check out other restaurants that are 

using Facebook. “Like” their pages 
and learn from their postings. Two 
Maine restaurants who’ve earned 
quite a following are Dysart’s (www.
facebook.com/Dysarts) and The Red 
Barn (www.facebook.com/TheRed-
BarnMaine). They each have more 
than 10,000 followers!

• 
• In addition to regularly posting “Status 

Updates” to your restaurant “Page”, 
be sure to comment frequently on 
other business’ “Pages” and to your 
customer’s personal accounts. This 
will help you increase your visibility 
among other Facebook users.

• 
• Each time you log into Facebook, 

you’ll do so using your personal log-in 
information (email and password). To 
post to your “Page”, be sure to click 
on the cog-wheel icon on the right 
side of the blue bar at the top of the 
site. A window will appear that says 
“Use Facebook as”. This will allow you 
to toggle back and forth between 
your person account and your busi-
ness “Page”. (Be sure you’ve select-
ed your restaurant “Page” from the 

“Use Facebook as” options.)
• 
• Add a Facebook link on your web-

site that connects to your Facebook 
page.

• 
• Let your customers know you’re on 

Facebook by putting your “Page” 
address on menus, table tents, and/
or receipts.

• 
• Oh, and be sure to “Like” your restau-

rant association at www.facebook.
com/mainerestaurantassociation!

If you have trouble with any of this, call 
the Maine Restaurant Association. We’ll 
be glad to walk you through the process.

Setting up your Facebook “Page” should 
take less than 20 minutes but the real 
worth of this marketing tool is the fi ve to 
ten minutes you devote to it daily. Face-
book, at its best should be an interactive 
and dynamic experience for you and 
your customers. 

If your business is already active on Face-
book, you’re a step ahead of the com-
petition. Cheers to you! Stay tuned for 
more technology tips in future editions of 
the Maine Ingredient.  

Facebook: 101
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Chairman’s Message:
By Todd Maurer, King Eider’s Pub & Restaurant - Damariscotta

I

I speak, of course, of the 2013 Maine Restau-
rant & Lodging Expo. On Wednesday, April 3rd 

the Maine Restaurant Association will host the 
event that, each year, brings to the Cumber-
land County Civic Center everything we res-
taurant operators need to run our businesses. 
More than 120 exhibitors, most of them allied 
members of the restaurant association, will be 
on hand to share new ideas and technology, 
new tastes and equipment - enough to fi ll any 
needs list as well as any wish list.  This year’s 
show promises to be more wide ranging than 
ever and we, as members of Maine’s restau-
rant association, need to support this effort of 
our industry suppliers with our attendance and 
purchases.

The rhythm of this business is not one that can 
thrive in isolation.  We are a group that feeds 
and grows off of networking and collabora-
tion.  The Maine Restaurant & Lodging Expo 
is a place and a great time for all of this to 
happen. The opportunity to “talk shop” at the 
beginning of a new season, surrounded by all 
the up-to-the-minute products we need (and 
some we didn’t even know we needed!), con-
veniently and colorfully displayed makes Expo 
a can’t-miss event.

There has been a great deal of good news 
lately and it seems, almost as much bad.  On 
the upside even the national press has been 
talking about the ever expanding and high-
caliber of the dining scene in Maine. None 
other than the Wall Street Journal weighed in, 
not too long ago, with a positive and com-
plimentary review of our “foodie culture”.  It 
seems people don’t just come to Maine and 
eat – they come to Maine to eat.  

The gloomy news is, no surprise, the economy.  
This is getting to be old news and it challenges 
us to be creative, while being cost sensitive.  It 
seems to me that our industry tradeshow, with 
all that it offers, is our best resource for meeting 
those challenges.

I look forward to seeing many of you at Expo, 
having time to visit with our hardworking allied 
members and letting their displays stir up new 
ideas and fresh ways to make the rhythm of 
this year’s vacation season the best ever.  

The
Maine Ingredient

is published six times a year by 
the Maine Restaurant Association. 
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The Rhythm of Maine’s Restaurant Business

February 2013

I was watching the 
news a few eve-
nings ago, always 
interested in what 
the economic news 
will be and how 
it will affect the 
restaurant world.  
Strangely, the thing 
that lodged in my 
mind was not eco-
nomic predications,
but a soup com-
mercial! And strang- 

er than that, it was the catchy way the mes-
sage began – using the theme, “the rhythm 
of life”.  Our rhythm in Maine, in the restaurant
business, is an interesting and unique and 
very often challenging one.

The rhythm of the season is our driving force 
and although February may seem like no 
season for us on the coast, or maybe middle 
of the season for the ski areas, it is - quite hon-
estly - the season that makes all the differ-
ence in the bottom line.  There is nothing that 
can make the brainstorming, the planning 
and the execution of business plans more 
convenient, more time effi cient and more 
creative than bringing all the resources from 
air freshener to zucchini into one huge forum.  

www.mainerestaurant.com

Wednesday, April 3, 2O13 ∙ 10 am - 4 pm ∙ Cumberland County Civic Center ∙ Portland, Maine

MAINE RESTAURANT & LODGING EXPO

EXPO IS SPONSORED BY:

REGISTRATION
Join us for Maine’s premier, comprehensive, business-to-business 

tradeshow for the foodservice and lodging industry!
Two complimentary badges* will be mailed to Maine Restaurant Association members* in late February imprinted with 
the name(s) that we have on record for each member property. If you would like to request different/specifi c names on 
your complimentary badges, email badges@mainerestaurant.com.

Sending more than two people to the Expo? Register additional attendees for only $12/person at www.mainerestaurant.com.
(Online registration closes on March 22nd.)  

After March 22nd, any member of Maine’s foodservice or lodging industry can register at the door for only $15.

* Complimentary badges are available only to restaurant members, not allied members.
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Hot Tip
Hot Tip

Maine Restaurant Association Names
2013 Award Recipients

45 Melville St. • Augusta, ME 04330

IN THIS ISSUE:

Legislation Update:
1700 Bills on the Docket 

Chairman of the Board Todd Maurer has 
announced the names of the industry 
professionals who will be honored with 
the Maine Restaurant Association’s 2013 
annual awards. Award winners are se-
lected each December by the associa-
tion’s awards committee from nomina-
tions submitted by restaurant and allied 
industry members from across the state.  

In making the announcement Chairman 
Maurer said, “The restaurant community 
has much to celebrate and so many wor-
thy candidates deserving of recognition. 
This year’s slate of awardees is well rep-
resentative of Maine’s legendary reputa-
tion for hospitality.”

The 2013 Allied Member of the year is Bev-
Tech, Inc. of Elliot, Maine. Owners Marty 
and Veronica “Ronnie” McNerney start-
ed their restaurant beverage equipment 
company nearly three decades ago 
during the frozen beverage craze. Over 
the years, their business has expanded to 
include machinery and products for the 
creation of specialty coffee drinks, ice 
cream machines and the more recent 
addition of gelato machines. Bev-Tech 
services the entire state and has long 
been partners in profi tability for Maine 
restaurateurs.   

The 2013 Chef of the Year, Melissa 
Bouchard, commands the brigade in 
the kitchen of Maine’s highest volume 
independent restaurant, DiMillo’s On the 
Water. Chef Bouchard began her career 
with DiMillo’s (then DiMillo’s Floating Res-
taurant) in Portland nearly 15 years ago 
and steadfastly worked her way up. To-

day, as DiMillo’s chef, she represents 
the DiMillo family restaurant both here 
in Maine – serving 1,300 covers on a 
busy summer day, as well as frequently 
competing in the Maine Lobster Chef 
of the Year competition, and away – 
as Maine’s representative in last year’s 
Great American Seafood Cook-Off in 
New Orleans.  

The 2013 Restaurateurs of the Year are 
brothers John and Dave Pelletier – owners
and founders of Margaritas Mexican 
Restaurants. Having established the orig-
inal Margaritas restaurant in Manchester, 
New Hampshire in 1985, they opened 
fi ve Maine locations over the next de-
cade. Now, with restaurants located 
throughout the northeast, Margaritas 
has grown into a well-established region-
al chain and a favorite of New England-
ers in search of an authentic Mexican 
experience.

And, the 2013 recipient of the industry’s 
highest honor, the “Bill Zoidis” Lifetime 
Achievement Award is David Evans, 
owner and co-founder of Portland’s re-
nowned restaurant, The Great Lost Bear. 
Evans opened “The Bear” in 1979 with a 
dedication to craft brews long before 
craft breweries established the cult fol-
lowing they enjoy today.  Combined 
with an eclectic and expansive menu, 
Evans’ formula established The Great 
Lost Bear as an iconic Maine eatery 
boasting longevity shared by a rare few 
in the restaurant industry.

In speaking of the award recipients 
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In a business with three or more employees working at 
one time, employees have the right to take a 30-minute

break* after six hours of work unless there is a signed written agree-
ment stating otherwise. 

Small business exception: The break schedule above does not apply when fewer than 
three employees are working at one time, AND  the nature of the work done by the em-
ployees allows them frequent breaks during their work day.

Frequently Asked Questions:

1. “Does my employer have the right to say I can’t leave the building during my  
..break?” Yes.

2. “Does my employer have to pay me for the 30-minute break?” No.

* The 30 minute break must be a true break away from work.  The employee is not allowed to do 
  any work at all during this time. If the employee answers the phone, or buses a table, it is no longer 

an unpaid time period.

.                      ..                      .

//
From the total of 1700 bills submitted 
by legislators and various government 
agencies the Maine Restaurant Associa-
tion has identifi ed about 100 that will be 
on the watch-list to see exactly what the 
bill’s sponsor has in mind and what the 
impact would be on the hospitality indus-
try.  By the beginning of February about 
250 bills had been printed allowing only a 
fraction of those 1700 bills to be reviewed 
for language and legislative intent. 

Two bills that would increase the lodging 
tax have our attention.  The meals and 
lodging tax in Maine is 7%, 40% above 
the sales tax for other products.  Rais-
ing the lodging tax assumes the visitor to 
Maine, and the 36% of Mainers who stay 
in Maine lodging properties, won’t notice 
the increase or don’t care.  The propo-
nents of this tax increase believe that it 
will not alter the behavior of visitors to 
Maine.  Traditionally, government taxes 
behavior that it wants to discourage.  




