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Investment firm to raise 
$50M to grow companies 

Atlanta’s Arris  
driving multi-
screen media 

Cities rushing  
to put Sunday 
sales on ballot

New ‘breast-aurant’ chain 
to wrestle Hooters in Atlanta

Twin Peaks: Texas-based Twin Peaks is coming 
to Atlanta, thanks to former Hooters CEO 
Coby Brooks. Twin Peaks features attractive 
waitresses and mountain lodge décor.

Capital idea: Mark Buffington, Shawn Welch and 
Scott Pressly of Buckhead Investment Partners, 
which is raising a $50 million venture fund.
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Yet another Atlanta firm is prepping to 
plow millions of dollars into the next  
generation of tech companies.

Atlanta-based Buckhead Investment 
Partners LLC will launch a $50 million venture capital 
fund, just three years after raising its first fund. 

The latest capital raise comes as two other 
Atlanta groups are raising funds, which combined, 
would put up to $200 million to work.

With its second fund, Buckhead Investment 
Partners (BIP) hopes to capitalize on a “substan-
tive investment pipeline,” Managing Partner  
Shawn Welch said, noting current deal flow has 
been the strongest since 2004.

Local capital pools not only help seed the next 
generation of companies, they ensure that existing 
entrepreneurs and their companies remain and 
grow in the region.

Entrepreneurs are more likely to risk launching 
new ventures in a city, if there’s a greater likelihood 
of getting funding locally, said Scott Allen, attorney in 
the tech practice at Morris, Manning & Martin LLP.

The alternative — raising money from out-of-
state investors — increases the odds the company 
ends up moving, because the investors’ network of 
industry and customer connections is likely to be 
elsewhere.

By urvaksh Karkaria
STAff WrITEr

➤ See fIrM, 32A

The television is morphing from “idiot 
box” to “smart box,” capable not only of 
delivering video, but doubling up as music 
player, digital picture frame, even Web 
browser.

That’s a pretty picture for Bob Stanzione, 
CEO of Arris Group Inc., a Suwanee, Ga.-
based company that makes the hardware 
and software that allows cable companies 
to deliver video, Internet and phone 
service into homes and businesses. 

As more media devices get developed, 
it increases demand for bandwidth upon 
which the data is carried.

“The consumption of bandwidth is 
growing at about 50 percent annually a 
year,” Stanzione said in an interview. “The 
amount of bandwidth being consumed 
worldwide is doubling every 18 months.”

High-speed Internet connectivity has 
moved beyond a discretionary spending 
item, Stanzione said.

It “has become similar to what  
electricity was 100 years ago,” he said. 
“Modern society views broadband  
connectivity as a necessity.”

All this is good news for Arris, whose 
products let consumers access that  

By urvaksh Karkaria
STAff WrITEr

➤ See ArrIs, 22A

The former CEO of Atlanta-based Hoot-
ers of America LLC is bringing a rival 
concept to metro Atlanta.

Addison, Texas-based Twin Peaks, a restau-
rant chain that features attractive waitresses, 
mountain lodge décor and the tag line “Eats. 
Drinks. Scenic Views,” is entering the market 
with the help of former Hooters top executive 
Coby Brooks.

Brooks stepped down in July after eight years 
as president and CEO of Hooters. In late 
August, he inked a series of development agree-
ments to open 35 Twin Peaks restaurants 
throughout Georgia, Florida, North Carolina, 
Alabama, South Carolina and Tennessee over 
the next 10 years.

Twin Peaks, which opened its first restaurant 
in Dallas in 2005, has 15 locations in five states 
with three more to open soon, including one in 
a sixth state.

“We’re pursuing the metro Atlanta market,” 
said Joe Hummel, chief operating officer for 
Atlanta-based La Cima restaurants LLC, the 
franchising company that Brooks, its CEO and 
president, formed.

Hummel himself left Hooters as its executive 
vice president of operations and purchasing to 

By Lisa r. Schoolcraft
STAff WrITEr

➤ See BreAsT-AurAnT, 32A

Although local elected officials down-
played their interest last spring in 
legalizing Sunday retail sales of alcohol, 
they’ve been quick to put the issue before 
their voters this fall.

More than three dozen cities in metro 
Atlanta alone have added Sunday sales to 
their Nov. 8 ballots. The Atlanta City 
Council became the latest to join the rush, 
voting Sept. 8 to include Sunday sales on 
the ballot along with two other issues.

Even counties, which don’t usually hold 
elections in odd years, are getting into the 
act. Ten counties, including Cherokee 
County in metro Atlanta, have put  
Sunday sales up for a vote in November, 
according to the Association County 
Commissioners of Georgia.

For the most part, local elected offi-
cials stayed out of this year’s debate in 
the General Assembly over legislation 
authorizing local governments to ask 
voters whether to let supermarkets,  
convenience stores and liquor retailers 
sell beer, wine and liquor on Sundays.

While Sunday sales became one of the 

By Dave williams
STAff WrITEr

➤ See CITIes, 17A
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Yet another Atlanta firm is prepping 
to plow millions of dollars into the next 
generation of tech companies.

Atlanta-based Buckhead Investment 
Partners LLC will launch a $50 million 
venture capital fund, just three years  
after raising its first fund.

The latest capital raise comes as two 
other Atlanta groups are raising funds, 
which combined, would put up to $200 
million to work.

With its second fund, Buckhead  
Investment Partners (BIP) hopes to 
capitalize on a “substantive investment 
pipeline,” Managing Partner Shawn 
Welch said, noting current deal flow 
has been the strongest since 2004.

Local capital pools not only help 
seed the next generation of companies, 
they ensure that existing entrepreneurs 
and their companies remain and grow 
in the region.

Entrepreneurs are more likely to risk 
launching new ventures in a city, if 
there’s a greater likelihood of getting 
funding locally, said Scott Allen, attor-
ney in the tech practice at Morris, Man-
ning & Martin LLP.

The alternative — raising money 
from out-of-state investors — increases 
the odds the company ends up mov-
ing, because the investors’ network of 
industry and customer connections is 
likely to be elsewhere.

“The more funding we’ve got locally, 
the more likelihood of getting some 
of our early-stage companies funded,”  
Allen said. “Historically, such compa-
nies have had to go out of market in  
order to get the funding they need to go 
to the next level.”

Robust M&A and IPO markets are 
juicing venture capital investment  
activity. Venture firms make money 
for their investors (limited partners or 
L.P.s) when they “exit,” either through 
mergers or acquisitions or taking their 
portfolio companies public. That, in 
turn, allows venture firms to raise a 
new fund and reinvest.

The first quarter marked the strongest 
quarter for U.S. venture capital fund-
raising since the third quarter of 2008 
and the best annual start for fundrais-
ing in the United States since 2001, 
according to Thomson Reuters and the 
National Venture Capital Association. 
Thirty-six U.S. venture capital funds 
raised more than $7 billion in the first 
quarter of 2011.

Atlanta-based Fulcrum Equity Part-
ners Inc. is raising an up-to-$100 mil-
lion fund to leverage, as one partner put 
it, “the best deal flow that we’ve ever 
seen in our collective experience.” The 
Fulcrum fund is aimed at health-care 
and tech companies.

Atlanta-based venture capital firm 
TTV Capital is raising a $100 mil-
lion fund, according to a Securities &  
Exchange Commission filing. TTV, 

formerly Total Technology Ventures, 
invests in technology-enabled financial 
services businesses.

The brisk fundraising comes as  
investors have parked their money on 
the sidelines since the market collapse 
of 2008.

“The worst part of being an investor 
in an economic time like now is to feel 
like you’re going to miss the boat,” said 
Jamie Hamilton, an Atlanta angel and 
operating partner at BIP.

Investors are anxious to put that mon-
ey to work, Hamilton said.

By Urvaksh Karkaria
Staff Writer
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“The more funding we’ve got locally, 
the more likelihood of getting some of our 
early-stage companies funded,” Allen said. 
“Historically, such companies have had to 
go out of market in 
order to get the funding 
they need to go to the 
next level.”

Robust M&A and IPO 
markets are juicing 
venture capital invest-
ment activity. Venture 
firms make money for 
their investors (limited 
partners or L.P.s) when 
they “exit ,”  ei ther 
through mergers or acquisitions or taking 
their portfolio companies public. That, in 
turn, allows venture firms to raise a new 
fund and reinvest.

The first quarter marked the strongest 
quarter for U.S. venture capital fundraising 
since the third quarter of 2008 and the best 
annual start for fundraising in the United 
States since 2001, according to Thomson 
Reuters and the National Venture Capital 
Association. Thirty-six U.S. venture capital 
funds raised more than $7 billion in the first 
quarter of 2011. 

Atlanta-based Fulcrum Equity Partners 
Inc. is raising an up-to-$100 million fund to 
leverage, as one partner put it, “the best 
deal flow that we’ve ever seen in our collec-
tive experience.” The Fulcrum fund is 
aimed at health-care and tech companies.

Atlanta-based venture capital firm TTV 
Capital is raising a $100 million fund, 
according to a Securities & Exchange 
Commission filing. TTV, formerly Total 
Technology Ventures, invests in technology-
enabled financial services businesses. 

The brisk fundraising comes as investors 
have parked their money on the sidelines 
since the market collapse of 2008.

“The worst part of being an investor in an 
economic time like now 
is to feel like you’re 
going to miss the boat,” 
said Jamie Hamilton, an 
Atlanta angel and oper-
ating partner at BIP. 

Investors are anxious 
to put that money to 
work, Hamilton said. 

“They don’t want to 
miss out, and wake up 
tomor row and say 

“maybe I should’ve [gotten back] in earlier,” 
he noted.

Innovation sectors
BIP Opportunities Fund II will invest in 

early-stage firms in the health-care IT, 
digital media (two growing industry clus-
ters in Atlanta) franchising and specialty 
finance sectors. 

“We are opportunistic and wouldn’t be 
limited to these specific sectors if early-
stage opportunities arise where we believe 
we can be value added,” Welch said.

BIP plans to do 10 to 14 deals, investing 
$4 million to $5 million in each, over a two- 
or three-year period, Welch said.

BIP plans to raise small funds and do it 
often. 

“Our goal is to lunch a series of $50 million 
funds and put the money to work over  
shorter time horizons,” Mark Buffington, 
managing partner, said. “Staying smaller 
eliminates a lot of the pressures to put money 
to work, which oftentimes leads to hasty 
decisions.”

Health-care IT and digital media are both 
markets ripe for innovation, Welch said.

“We try to find areas where there’s a lot 
of innovation that’s occurring and where 
we have good contacts in the space that can 
bring revenue opportunities to some of 
these businesses,” he said.

The health-care industry is a decade 
behind in its adoption of technology and 
sophisticated business management prac-
tices, Buffington said.

“Whether you agree or disagree with 
Obamacare, what it’s really done is put 
some focus on innovation and technology,” 
he said. “When we speak with hospital 
executives and physician management 
executives, they are all focused on innova-
tion and technology to improve their 
operations.”

Roll-up-the-sleeves investing
BIP typically does deals without invest-

ment partners. The solo approach allows 
BIP to “move more quickly and efficiently, 
because you’ve got less parties that are 
making decisions,” Welch said.

BIP takes a hands-on approach, taking 
board seats in its portfolio companies. 
The investment group offers operational 
expertise, access to management talent 
and potential business partners and cus-
tomers, noted BIP Managing Partner H. 
Scott Pressly.

“We tend to spend a lot of time with the 
businesses on a daily [and] weekly basis 
trying to sift through the revenue opportu-
nities, what are the contacts that we can 
bring to bear, [and] helping building out 
sales and marketing,” Welch said.

BIP partners, who have a combined 
40-plus years of investment banking, private 
equity and operational expertise, have col-
lectively invested $200 million of equity. 
The team has funded several companies, 

including Vendormate Inc., Ingenious Med 
Inc., and PlayOn Sports.

Welch expects the $50 million fund to be 
raised mostly from wealthy individuals, foun-
dations, endowments and family offices. 

Raising the new fund, which BIP expects 
to complete early next year, could be a chal-
lenge as investment portfolios have gotten 
bruised by a roiling stock market.

Welch waved away such concerns: “The 
last time we raised a fund was during the 
worst economic recession ... in my career. 
So, I can guarantee you it’s going to be 
easier this time.”

BIP might, in fact, get a boost as a stalled 
stock market sends investors in search of 
portfolio diversification and growth. 

“The American investor is fed up with 
the stock market,” Buffington said. “It’s 
been over 10 years since they’ve made 
real money.” 

Raising a second fund is also easier 
because there is a track record. BIP has 
generated a roughly 45 percent annualized 
return on its investment portfolio (both 
pre-fund and fund investments) since its 
inception in late 2006.

“Dollars coalesce around dollars,” 
Hamilton said. “If you have had success 
with the first fund, your next deal, your next 
fund should be easier.”

Firm to raise $50M to grow companies
Continued from 1A

Reach Karkaria at ukarkaria@bizjournals.com.

By the numbers
$50 million — Size of Buckhead 
Investment Partners second fund

$4 million to $5 million — Individual 
deal size

10 to 14 — Estimated deals

$1 million to $5 million — Average 
annual revenue of target companies

join Brooks in the Twin Peaks venture.
Other former Hooters executives to join 

La Cima include Roger Gondek, former 
vice president of company store operations; 
Clay Mingus, vice president and general 
counsel; Jim Tessmer, vice president and 
controller; and Patti Frederick, who served 
17 years as business administrator to Bob 
Brooks, owner of Hooters from 1984 until 
his death in 2006. Frederick served the 
Brooks estate for the past five years.

A consor tium of private investors, 
including Chanticleer Holdings Inc. of 
South Africa, purchased Hooters in January 
from the Brooks estate.

On Aug. 23, the day Coby Brooks 
announced his new deal to be a franchisee 
of Twin Peaks, Terrance M. Marks was 
named CEO of Hooters. Marks had been 
president and CEO of The Pantry Inc. 
(Nasdaq: PTRY).

As Brooks was leaving Hooters, “he must 
have been looking for another opportunity, 
and decided he could take his talented team 
and help develop a similar concept,” said 
Nima Samadi, senior analyst at IBISWorld 
Inc., a Santa Monica, Calif.-based consumer 
research group.

Hummel expects five to seven locations 
in Atlanta in the next five to seven years.

Each restaurant will cost from $800,000 
to $1.8 million to build out, depending on 
the real estate and the market, he added.

Twin Peaks restaurants range from 6,500 
square feet to 8,000 square feet. La Cima is 
currently looking in Alpharetta, the 
Perimeter area, the Lawrenceville/Gwinnett 
County area, Buckhead and Cumberland 
for possible locations, said Hummel, who 
was with Hooters for 20 years. “We know 
the [Atlanta] market pretty well since we’ve 
been here awhile,” Hummel said.

The first location should be in place 
during the first half of 2012, he added.

A Hooters spokesperson did not respond 
to a request for comment by press time.

‘Breast-aurants’
Twin Peaks won’t be the only “breast-

aurant” competing with Hooters in Atlanta.
Tilted Kilt, a Celtic-themed restaurant with 

waitresses dressed in tartan halter tops and 
kilts, entered the market in 2009 and now  
has seven locations here, including Johns 
Creek, Roswell, Perimeter and Kennesaw.

While Hooters’ appeal has waned, Tilted 
Kilt and Twin Peaks are seeing growth, 
said Eric Giandelone, director of food- 
service research at Mintel International 
Group Ltd., a consumer research firm.

“But it’s hard to know how many ‘breast-
aurants’ a city can support,” he said.

Hooters “had a great amount of appeal, 
but probably hit its peak in the mid-1990s or 
so and has tailed off since then,” he said. 
“The brand has been in decline for a while.”

Hooters overextended itself, he said, and 
the ownership has been in flux.

“But the basis of the concept seems to be 
almost reinvigorated lately,” Giandelone 
said. “There seems to be a backlash against 
being politically correct, and for men, being 
told they must act a certain way and be a 
certain way. These restaurants flaunt that.”

Hooters, Twin Peaks and Tilted Kilt cater 
heavily to a male demographic and sports-
oriented patron, he added.

“It certainly helps to have a bar and fairly 
large beer selection and a TV everywhere 
you look,” Giandelone said. “They are defi-
nitely a spor ts-geared place to go 
hand-in-hand with the food and the wait-
resses. If it wasn’t for the sports part of it, 
and it was just scantily clad women and 

chicken wings, I don’t know how much 
staying power these concepts would have.”

Who’s next?
Hooters, Twin Peaks and Tilted Kilt have 

a similar “gimmick, but an ef fective 
gimmick,” said IBISWorld’s Samadi.

Twin Peaks has done very well in Texas, 
its home base, “and there seems to be 
interest in the brand and some good expan-
sion opportunity out there for them,” 
Samadi said. “But Hooters is the market 
leader in this niche.”

Hooters may be the market leader in the 
concept but “there is room to take market 
share here still,” said Gregg Katz, tenant 
representative at The Shopping Center 
Group LLC in Atlanta, who is helping Twin 
Peaks with site selection.

Hooters was well-established when Tilted 
Kilt entered the Atlanta market, Katz said. 
“I think the market is ready for something a 

little dif ferent, both in food quality and 
appearance.”

Where Twin Peaks makes some if its dif-
ferentiation is in its menu, Samadi said.

“Hooters is chicken wings with hot 
sauce,” he said. “That’s the majority of  
their menu.”

Twin Peaks is between a sports bar and 
restaurant and does well with its food, 
Samadi said. 

“It will be interesting to see the success 
[Twin Peaks] has out of its core area — 
whether the food is good enough. Whether 
people will go back for the food more than 
the ambience or in addition to the ambi-
ence,” Samadi said.

Hooters is a great concept, but Twin 
Peaks “is looking to do something dif-
ferent,” Hummel said. “It brings a different 
feel, a different make up of food. We think 
we can attract a lot of clients.”

‘Breast-aurant’ chain to wrestle Hooters
Continued from 1A

Reach Schoolcraft at lschoolcraft@bizjournals.com.
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Beer, anyone? Twin peaks caters heavily to a male demographic and sports-oriented 
patron. The first location should be in place during the first half of 2012.
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“The more funding we’ve got locally, 
the more likelihood of getting some of our 
early-stage companies funded,” Allen said. 
“Historically, such companies have had to 
go out of market in 
order to get the funding 
they need to go to the 
next level.”

Robust M&A and IPO 
markets are juicing 
venture capital invest-
ment activity. Venture 
firms make money for 
their investors (limited 
partners or L.P.s) when 
they “exit ,”  ei ther 
through mergers or acquisitions or taking 
their portfolio companies public. That, in 
turn, allows venture firms to raise a new 
fund and reinvest.

The first quarter marked the strongest 
quarter for U.S. venture capital fundraising 
since the third quarter of 2008 and the best 
annual start for fundraising in the United 
States since 2001, according to Thomson 
Reuters and the National Venture Capital 
Association. Thirty-six U.S. venture capital 
funds raised more than $7 billion in the first 
quarter of 2011. 

Atlanta-based Fulcrum Equity Partners 
Inc. is raising an up-to-$100 million fund to 
leverage, as one partner put it, “the best 
deal flow that we’ve ever seen in our collec-
tive experience.” The Fulcrum fund is 
aimed at health-care and tech companies.

Atlanta-based venture capital firm TTV 
Capital is raising a $100 million fund, 
according to a Securities & Exchange 
Commission filing. TTV, formerly Total 
Technology Ventures, invests in technology-
enabled financial services businesses. 

The brisk fundraising comes as investors 
have parked their money on the sidelines 
since the market collapse of 2008.

“The worst part of being an investor in an 
economic time like now 
is to feel like you’re 
going to miss the boat,” 
said Jamie Hamilton, an 
Atlanta angel and oper-
ating partner at BIP. 

Investors are anxious 
to put that money to 
work, Hamilton said. 

“They don’t want to 
miss out, and wake up 
tomor row and say 

“maybe I should’ve [gotten back] in earlier,” 
he noted.

Innovation sectors
BIP Opportunities Fund II will invest in 

early-stage firms in the health-care IT, 
digital media (two growing industry clus-
ters in Atlanta) franchising and specialty 
finance sectors. 

“We are opportunistic and wouldn’t be 
limited to these specific sectors if early-
stage opportunities arise where we believe 
we can be value added,” Welch said.

BIP plans to do 10 to 14 deals, investing 
$4 million to $5 million in each, over a two- 
or three-year period, Welch said.

BIP plans to raise small funds and do it 
often. 

“Our goal is to lunch a series of $50 million 
funds and put the money to work over  
shorter time horizons,” Mark Buffington, 
managing partner, said. “Staying smaller 
eliminates a lot of the pressures to put money 
to work, which oftentimes leads to hasty 
decisions.”

Health-care IT and digital media are both 
markets ripe for innovation, Welch said.

“We try to find areas where there’s a lot 
of innovation that’s occurring and where 
we have good contacts in the space that can 
bring revenue opportunities to some of 
these businesses,” he said.

The health-care industry is a decade 
behind in its adoption of technology and 
sophisticated business management prac-
tices, Buffington said.

“Whether you agree or disagree with 
Obamacare, what it’s really done is put 
some focus on innovation and technology,” 
he said. “When we speak with hospital 
executives and physician management 
executives, they are all focused on innova-
tion and technology to improve their 
operations.”

Roll-up-the-sleeves investing
BIP typically does deals without invest-

ment partners. The solo approach allows 
BIP to “move more quickly and efficiently, 
because you’ve got less parties that are 
making decisions,” Welch said.

BIP takes a hands-on approach, taking 
board seats in its portfolio companies. 
The investment group offers operational 
expertise, access to management talent 
and potential business partners and cus-
tomers, noted BIP Managing Partner H. 
Scott Pressly.

“We tend to spend a lot of time with the 
businesses on a daily [and] weekly basis 
trying to sift through the revenue opportu-
nities, what are the contacts that we can 
bring to bear, [and] helping building out 
sales and marketing,” Welch said.

BIP partners, who have a combined 
40-plus years of investment banking, private 
equity and operational expertise, have col-
lectively invested $200 million of equity. 
The team has funded several companies, 

including Vendormate Inc., Ingenious Med 
Inc., and PlayOn Sports.

Welch expects the $50 million fund to be 
raised mostly from wealthy individuals, foun-
dations, endowments and family offices. 

Raising the new fund, which BIP expects 
to complete early next year, could be a chal-
lenge as investment portfolios have gotten 
bruised by a roiling stock market.

Welch waved away such concerns: “The 
last time we raised a fund was during the 
worst economic recession ... in my career. 
So, I can guarantee you it’s going to be 
easier this time.”

BIP might, in fact, get a boost as a stalled 
stock market sends investors in search of 
portfolio diversification and growth. 

“The American investor is fed up with 
the stock market,” Buffington said. “It’s 
been over 10 years since they’ve made 
real money.” 

Raising a second fund is also easier 
because there is a track record. BIP has 
generated a roughly 45 percent annualized 
return on its investment portfolio (both 
pre-fund and fund investments) since its 
inception in late 2006.

“Dollars coalesce around dollars,” 
Hamilton said. “If you have had success 
with the first fund, your next deal, your next 
fund should be easier.”

Firm to raise $50M to grow companies
Continued from 1A
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join Brooks in the Twin Peaks venture.
Other former Hooters executives to join 

La Cima include Roger Gondek, former 
vice president of company store operations; 
Clay Mingus, vice president and general 
counsel; Jim Tessmer, vice president and 
controller; and Patti Frederick, who served 
17 years as business administrator to Bob 
Brooks, owner of Hooters from 1984 until 
his death in 2006. Frederick served the 
Brooks estate for the past five years.

A consor tium of private investors, 
including Chanticleer Holdings Inc. of 
South Africa, purchased Hooters in January 
from the Brooks estate.

On Aug. 23, the day Coby Brooks 
announced his new deal to be a franchisee 
of Twin Peaks, Terrance M. Marks was 
named CEO of Hooters. Marks had been 
president and CEO of The Pantry Inc. 
(Nasdaq: PTRY).

As Brooks was leaving Hooters, “he must 
have been looking for another opportunity, 
and decided he could take his talented team 
and help develop a similar concept,” said 
Nima Samadi, senior analyst at IBISWorld 
Inc., a Santa Monica, Calif.-based consumer 
research group.

Hummel expects five to seven locations 
in Atlanta in the next five to seven years.

Each restaurant will cost from $800,000 
to $1.8 million to build out, depending on 
the real estate and the market, he added.

Twin Peaks restaurants range from 6,500 
square feet to 8,000 square feet. La Cima is 
currently looking in Alpharetta, the 
Perimeter area, the Lawrenceville/Gwinnett 
County area, Buckhead and Cumberland 
for possible locations, said Hummel, who 
was with Hooters for 20 years. “We know 
the [Atlanta] market pretty well since we’ve 
been here awhile,” Hummel said.

The first location should be in place 
during the first half of 2012, he added.

A Hooters spokesperson did not respond 
to a request for comment by press time.

‘Breast-aurants’
Twin Peaks won’t be the only “breast-

aurant” competing with Hooters in Atlanta.
Tilted Kilt, a Celtic-themed restaurant with 

waitresses dressed in tartan halter tops and 
kilts, entered the market in 2009 and now  
has seven locations here, including Johns 
Creek, Roswell, Perimeter and Kennesaw.

While Hooters’ appeal has waned, Tilted 
Kilt and Twin Peaks are seeing growth, 
said Eric Giandelone, director of food- 
service research at Mintel International 
Group Ltd., a consumer research firm.

“But it’s hard to know how many ‘breast-
aurants’ a city can support,” he said.

Hooters “had a great amount of appeal, 
but probably hit its peak in the mid-1990s or 
so and has tailed off since then,” he said. 
“The brand has been in decline for a while.”

Hooters overextended itself, he said, and 
the ownership has been in flux.

“But the basis of the concept seems to be 
almost reinvigorated lately,” Giandelone 
said. “There seems to be a backlash against 
being politically correct, and for men, being 
told they must act a certain way and be a 
certain way. These restaurants flaunt that.”

Hooters, Twin Peaks and Tilted Kilt cater 
heavily to a male demographic and sports-
oriented patron, he added.

“It certainly helps to have a bar and fairly 
large beer selection and a TV everywhere 
you look,” Giandelone said. “They are defi-
nitely a spor ts-geared place to go 
hand-in-hand with the food and the wait-
resses. If it wasn’t for the sports part of it, 
and it was just scantily clad women and 

chicken wings, I don’t know how much 
staying power these concepts would have.”

Who’s next?
Hooters, Twin Peaks and Tilted Kilt have 

a similar “gimmick, but an ef fective 
gimmick,” said IBISWorld’s Samadi.

Twin Peaks has done very well in Texas, 
its home base, “and there seems to be 
interest in the brand and some good expan-
sion opportunity out there for them,” 
Samadi said. “But Hooters is the market 
leader in this niche.”

Hooters may be the market leader in the 
concept but “there is room to take market 
share here still,” said Gregg Katz, tenant 
representative at The Shopping Center 
Group LLC in Atlanta, who is helping Twin 
Peaks with site selection.

Hooters was well-established when Tilted 
Kilt entered the Atlanta market, Katz said. 
“I think the market is ready for something a 

little dif ferent, both in food quality and 
appearance.”

Where Twin Peaks makes some if its dif-
ferentiation is in its menu, Samadi said.

“Hooters is chicken wings with hot 
sauce,” he said. “That’s the majority of  
their menu.”

Twin Peaks is between a sports bar and 
restaurant and does well with its food, 
Samadi said. 

“It will be interesting to see the success 
[Twin Peaks] has out of its core area — 
whether the food is good enough. Whether 
people will go back for the food more than 
the ambience or in addition to the ambi-
ence,” Samadi said.

Hooters is a great concept, but Twin 
Peaks “is looking to do something dif-
ferent,” Hummel said. “It brings a different 
feel, a different make up of food. We think 
we can attract a lot of clients.”

‘Breast-aurant’ chain to wrestle Hooters
Continued from 1A
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“They don’t want to miss out, and 
wake up tomorrow and say “maybe I 
should’ve [gotten back] in earlier,” he 
noted.

Innovation sectors
BIP Opportunities Fund II will invest 

in early-stage firms in the health-care 
IT, digital media (two growing indus-
try clusters in Atlanta) franchising and 
specialty finance sectors.

“We are opportunistic and wouldn’t 
be limited to these specific sectors if 
early-stage opportunities arise where 
we believe we can be value added,” 
Welch said.

BIP plans to do 10 to 14 deals, invest-
ing $4 million to $5 million in each, 
over a two- or three-year period, Welch 
said.

BIP plans to raise 
small funds and do it 
often.

“Our goal is to 
lunch a series of $50 
million funds and put 
the money to work 
over shorter time  
horizons,” Mark 
Buffington, managing partner, said. 
“Staying smaller eliminates a lot of 
the pressures to put money to work, 
which oftentimes leads to hasty deci-
sions.”

Health-care IT and digital media are 
both markets ripe for innovation, Welch 
said.

“We try to find areas where there’s a 
lot of innovation that’s occurring and 
where we have good contacts in the 
space that can bring revenue opportu-
nities to some of these businesses,” he 
said.

The health-care industry is a decade 

behind in its adoption of technology 
and sophisticated business manage-
ment practices, Buffington said.

“Whether you agree or disagree 
with Obamacare, what it’s really done 
is put some focus on innovation and 
technology,” he said. “When we speak 
with hospital executives and physician 
management executives, they are all  
focused on innovation and technology 
to improve their operations.”

Roll-up-the-sleeves investing
BIP typically does deals without  

investment partners. The solo approach 
allows BIP to “move more quickly and 
efficiently, because you’ve got less par-
ties that are making decisions,” Welch 
said.

BIP takes a hands-
on approach, tak-
ing board seats in 
its portfolio com-
panies. The invest-
ment group offers 
operational expertise,  
access to manage-
ment talent and  
potential business 

partners and customers, noted BIP 
Managing Partner H. Scott Pressly.

“We tend to spend a lot of time with 
the businesses on a daily [and] weekly 
basis trying to sift through the revenue 
opportunities, what are the contacts 
that we can bring to bear, [and] help-
ing building out sales and marketing,” 
Welch said.

BIP partners, who have a combined 
40-plus years of investment banking, 
private equity and operational exper-
tise, have collectively invested $200 
million of equity. The team has funded 
several companies, including Vendor-

mate Inc., Ingenious Med Inc., and 
PlayOn Sports.

Welch expects the $50 million fund 
to be raised mostly from wealthy indi-
viduals, foundations, endowments and 
family offices.

Raising the new fund, which BIP  
expects to complete early next year, 
could be a challenge as investment 
portfolios have gotten bruised by a roil-
ing stock market.

Welch waved away such concerns: 
“The last time we raised a fund was 
during the worst economic recession ... 
in my career. So, I can guarantee you 
it’s going to be easier this time.”

BIP might, in fact, get a boost as a 
stalled stock market sends investors in 
search of portfolio diversification and 
growth.

“The American investor is fed up with 
the stock market,” Buffington said. “It’s 
been over 10 years since they’ve made 
real money.”

Raising a second fund is also easier 
because there is a track record. BIP has 
generated a roughly 45 percent annual-
ized return on its investment portfolio 
(both pre-fund and fund investments) 
since its inception in late 2006.

“Dollars coalesce around dollars,” 
Hamilton said. “If you have had suc-
cess with the first fund, your next deal, 
your next fund should be easier.”


