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StarChefs.com is the site for top toques
- and their most dedicated fans

By RACHEL WHARTON
Updated Friday, September Sth 2003, 337 PM

When the heawy hitters of food media come to
fmind, you probahly think Gourmet, Food & Wine ar
even Epicurious.com. Butwhen chefs want to kKeep
Up with Joneses, they often wind up reading
starChefs.com.

Launched in the early-Internet era of 1995,
starChefs.com is still mostly unknown outside of
the professional chef scene. But that's heginning to
change, thanks in large part to CEQ Antoinette
Bruno.

Bruno —who has an MBA from Harvard, a

post-graduate degree from the London Schoaol of SN

Economics and a stint helping the Britiskh brand 1{5{‘.‘;’\_
The Body Shop find marketing success in the Antoinette Bruno, CEO of

States — took leadership of the struggling StarChets.com, buitt the
consumer food site in 1999, after meeting a once-modest site into an industry

founder in a mammy-and-me style class. paverhouse.

Bruno had been looking for a way to use her management and marketing skills
and a love for food originally honed in hier first career in high finance. At the age of
22, shetook ajob as aWall Street power player — and ane of five women at
solomon Brothers in the [ate 1930s. But beyond the great salany, she found that
anly part of the gig she liked was taking her clients outto Lutece and La Cote
Basqgue, then the city's top French restaurants.

“The maore | learned ahout fine dining, the more Iwas liking the enteraining side of
Ty job moare than the ather stuff" says Bruno. "ltwould be great, she remembers
thinking, "if ' was making this money and was really hapy"

The realization prompted her to leave for a stint cooking in France, first in a kitchen
and then in classes at Ritz Escoffier in Paris. But after deciding that she wasn't
really cut out to he a French chef — she couldn't lift 100 pound bags of potatoes
and hated to ask for help — Bruno decided to hit business schooal, eventually
ending up atthe Body Shop, back onWall Street and then at home with her first
child.

shewas looking for & way to combine her unigue background — a mix of food,
finance, management and marketing — when she stumbled across the founder of
starChefs.com, who was in desperate need of an infusion of cash and ideas.

‘I raized the money in a month," says Bruno who also took a percentage
ownership in the company, "she'd heen trying to raise the money for four years "

And despite plenty of hainy months where Bruno and a fewe dedicated staffers didnt
really get pavchecks, Bruno's background, her decision to focus on industry
readers and herWall Street contacts fwho trusted her judgment and kicked in to
hielp) are nowe paving off.

In the past decade, StarChefs.com has gone from a struggling plain-Jane food
gite to the mustpost place for food industry jobs to a multi-platform entity wooing
those who really know restaurant management and food.

The site iz now a storehouse ofwideos, chef-provided recipes, news,
management tips, chef profiles and gear reviews geared to professional chefs
and those who follow them. Instead of what's on trendy tables, this is the place
wehere you learn boww to turn pork into foam or make better chef de cuisine hiring
decisions.

Bruno's crew also produces avyearly "Chefs to Know " guide, largely the anly
available whao's who of the industry's major players, runs national chef-to-chef
demos called StarChefs Studios and gives out "riging stars" awards to chefs from
four cities each year.

Forthat job, Bruno and her small staff go on traveling binges to selected cities,
wehere they set up tastings with notable or up-and-coming chefs for several
12-hour days. Bevond using those belly-busting excursions to scope out the chef
awards, they also uge the trips to catalog trends and new recipes and profile chefs
and restaurants for the site.

"Ewenything we write ahout" says Bruno, "is what we seg”

But the company's most high-profile shindig is shaping up to he three-year-old
conference Bruno has named the Chefs Congress, which takes over the Bew
York Arrmory building for three days stading September 12,

Cpen only toworking professionals in the food world — tickets are §195 a day for
thoze working and restaurants and $2495 for food writers and others in the industry
— it brings national and international chefs, mixologists, restaurateurs, food
weriters and food pundits together for panels an culinary trailblazers or warking with
[ocal produce, demaos on new gin cocktails, modern pastry techniques or Mexican
street food, and of course, plenty of after-parties.

Nne= i mF¥He= Faill Ainsrre- Femet mF1 = ~c=amY% et i e ~EsEiEEsr= Rl s at ST



