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Your customers.

Bush’s Best Baked Beans is the taste they truly love. The brand
preferred 5 to 1 over any other brand.* Thats because we use our
secret family recipe and slow-cook our beans the old-fashioned way.

B BN Ny s

g So they have real baked-in taste that wins the highest praise. .
For the authentic quality your customers expect, choose America’s _ . ’
! i favorite, Bush’s Best. =B
SRR ELT FHT , ' BEANPOT
S | i , % 2 g 4 A family of favorites. GETAR]
4 p 138 § § e — J 5 iidl ’ Serve these customer-pleasing Bush’s Best products: AKED BE ED BEANg/
< % ‘ BRE R h \ iissanid by Chili Beans, Garbanzo Beans, Kidney Beans, Pinto Beans, 'BEANS e
" ‘ i Pork & Beans, Blackeye Peas, Great Northern Beans, 7
S - v Green Beans, Hominy, Lima Beans, Southern Peas,

Long a best-kept secret and a back-of-house-favorite, Red Gold Tomato - Spinach and other Greens.

‘ ‘ » — FREE SAMPLES & RECIPES
THE TAKES . Ketchup offers taste and style to rival any front-of-house national brand. Ty Bush’s Best Baked Beans

Great value, rich color and first-class flavor make Red Gold Tomato and see why they’re #1. Contact

. . . . 1200u)° ‘ ~ = ¥ Q our sales representative or call
Cl‘alg Mlllel‘ gI‘OWS : Ketchup perfect for any chain operation. — AP , : B“SH s—’ Bk i " v

0 ) 8 “ " = o L - i | BEST
units and prOfltS -_ Call 1-877-748-9798, ext. 1630, for a free sample of the : " ¢ g “
y . X - ketchup your accountant and your customers will love. i —\EEE . | S FOODSERVICE
at Ruth’s Chris. , B i o

s

WWW.I‘Eng’d.COm/fS Bush Brothers & Company « Knoxville, TN 37950-2330 « 1-800-251-0968
Puge 70 - 2 ©2005 Red Golde is a registered trademark of Red Gold, Inc. - et | - " : *Nielsen Data, Total U.S. Baked Beans ©2005 Bush Brothers & Company
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An Ounce of
Prevention

FC has taken a proactive position to

counter possible customer concerns

about avian flu. The Louisville, Ky.-

based division of Yum Brands is
preparing TV commercials to reassure con-
sumers that its chicken is safe.

Yum Brands Senior Vice President of
Public Affairs Jonathan Blum told investors,
“We'll keep them on the shelf and hope not
to use them.”

KFC's sales growth has slowed in China
to 8 percent from 24 percent in 2004. Yum
blames a failed fried-chicken product pro-
motion. But some customers in China are
avoiding chicken altogether.

According to the World Health Organi-
zation, it is safe to eat poultry even if there
is a bird-flu outbreak, as long as it is

cooked to 150 degrees or more. But NPD
Group’s Food Safety Monitor found that
about 40 percent of respondents are aware
of and concerned about bird flu.

“We're keeping our fingers on the pulse
of what happens day in and day out
around the world,” Blum said. “And we are
taking action in terms of preparing for this
in the event it becomes an eventuality in
any market.”

Beef Could Be
Back in Business

aving banned U.S. beef imports

for the past two years, the Japanese

government may now be easing

its restrictions. It has announced
that U.S. beef poses a low risk of causing
harm to consumers.

While not setting a timeline for when

imports could resume, the committee

MARKET FORCES

Of course, the research won't
tell you if they will actually
buy it, but fastfood customers
say there aren’t enough
healthful items at quick-
service restaurants.
According to Consumer
Attitudes Toward Health and

Nutrition and Fast-Food
Restaurants, a study by
San Clemente, Calif.-based
research firm Sandelman &
Associates, 59 percent of
QSR customers think there
should be more nutritious
items available. More than

OSR Customers Ask for Healthful Fare

a third of QSR users said they
would visit one of their regu-
lar fastfood chains more
often if they had more health-
ful items. And 68 percent
would visit a chain they don't
typically go to if it offered a
better selection.

More than half said fast-
food restaurants don’t provide
enough nutritional informa-
tion. And almost three quar-
ters of 16-to 24-year-olds
said there isn’t enough
information.

About a third of respon-
dents said they are very con-
cerned about the nutritional
content of fast food, and a
third are worried about the
quantity they receive.

addressing the issue
said American beef
would need to be from
cattle 20 months or
younger with certain
parts like brains and
spinal-cord tissue
removed.

Before the ban, Japan
was the biggest buyer
of U.S. beef, with $1.5
billion in purchases in
2003, according to
the U.S. Meat Export
Federation.

Take Note

In Chain Leaders Octo-
ber issue, the headquar-
ters of Denny’s design
company, Vision 3
Architects, was incor-
rect. Vision 3 is based in
Providence, R.I. We
regret the error.
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sTH OF BACTERIA?

OUR’S DOES.

That's because our Pre-rinse and other plumbing products have
the protection of SANIGUARD™ This innovative and revolutionary,
inorganic antimicrobial technology guards you, your
employees, and your customers against harmful bacteria,
mold, mildew, and will help prevent the possibility of food-
borne illness. It’s like working in a germ-retardant bubble.
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SANIGUARD is not a spray or a cleaner. It becomes a permanent
part of the product during the manufacturing process. And
through independent testing, we have proven that
SANIGUARD is effective, won't wash or wear away, and
lasts for the life of the product.

You can only get SANIGUARD on professional products like
CHG’s Encore™ Plumbing, and other premium products.
These are the same types of items you touch every day, so
be sure to specify SANIGUARD protection the next

time you order.

WHAT DID YOU
TOUCH TODAY?

,i Make it SANIGUARD and. . .
Make it Safe!

For more information,
call us at: 1-877-SANIGUARD

or visit our Web sitc_a at
www.saniguard-online.com
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22 Naked Ambition

To attract more of its 18- to 49-year-old demographic and women
to its restaurants, Minneapolis-based Buffalo Wild Wings developed
Naked Tenders, a more healthful alternative to its fried and battered
wings. The chain launched an advertising

campaign for the non-
breaded chicken
tenders in September,
playing up the irrever-
ent nature of the
product name that is
consistent with the 23-
year-old concept’s vibe.
In the 30-second TV
commercial, the chicken
tenders are pixilated, so as to

obscure their “naked” bodies.
By Margaret Littman

RESTAURATOUR

26 Lightening Up

Charlotte, N.C.-based Bojangles” has modernized its design without
making it unrecognizable. The bright colors of its Mardi Gras design
and QSR-style finishes has given way to quieter earth tones, a more
muted shaded of its signature orange, and upscale finishes such as
wood and Italian-looking tile. Since remodeling 18 stores, check
averages and unit volumes are up.

By Lisa Bertagnoli
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70 Raising the Stakes

President and CEO Craig S. Miller has grown units, volumes and
profits at Ruth’s Chris Steak House since taking the helm in 2004.
He has leveraged the bottom line by selectively marketing the
chain’s image, boosting margins and increasing sales. Analysts
remain bullish on Ruth’s Chris’ long-term prospects despite some
setbacks the chain encountered in the wake of Hurricanes Katrina
and Wilma. Ruth’s Chris posted double-digit same-store-sales
gains in company stores for seven consecutive quarters—a record
unmatched by other luxury steakhouse chains.

By David Farkas

ToaUE OF THE TowN

o4 Give and Take

Director of Product Development Lisa Tillman has purged trans fats
from Jason’s Deli while adding hot options such as pastas, paninis and
wraps to drive dinner business. She is also shaping more classic “big
belly” sandwiches—those stuffed with 6 ounces or more of meat. And
she is planning entree salads and a salad-bar revamp to include more
organic produce and soups. The company made these changes with-
out passing costs on to customers, underscoring Jasons belief that if
you build it better, crowds will come. Same-store sales for July, August
and September were up 8 percent to 10 percent.

By Monica Rogers
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EDITORIAL

Companies that
recognize people
are an asset,
not an expense,
will keep their
best workers.

MaRry BoL1z CHAPMAN,
EpiTor-IN-CHIEF

(630) 288-8250
mchapman@reedbusiness.com

6 Chain Leader # December 2005

Employment Opportunity

t People Reports Best Practices Conference last month in Dallas,

founder and CEO Joni Doolin looked back at how human resources

has changed over the last 10 years. She pointed out that one of the

first successful efforts to really make the link between employee sat-
isfaction and guest satisfaction was The Service Profit Chain, by W. Earl Sasser,
Leonard A. Schlesinger and James L. Heskett, published in 1997.

But Doolin also looked
ahead at demographics
that show a shrinking
teenage work force, the
need to build greater trust
with employees and the
growing expectation that
companies work toward a
cause more important
than profits.

For those who don't
know, People Report
benchmarks and analyzes
restaurant-industry people
practices for its consor-
tium of member companies and for the
industry at large. Research findings from
People Reports Survey of Unit Level
Employment Practices primarily determine
which companies Chain Leader features in
our special “Best Places To Work” issue
each year.

Learn from the Best

At the conference, some may have felt
Doolin was preaching to the choir. Many
companies in the room already have sophis-
ticated, long-term staff development and
measurements in place. But Doolin chal-
lenged even those organizations to innovate.
And interestingly, those companies are will-
ing, even driven, to share how they recruit
and retain their best employees to help
others do the same.

I spoke to two human-resources execu-
tives who unwittingly demonstrated the
range of commitment to people practices in
the industry. In one conversation, I learned
of a large restaurant company that is trying
to get around regulations that restrict it from

offering benefits to the employees of its fran-
chisees. In another, I was surprised to hear
that the franchisees of a large QSR chain
don’t get support or guidance on HR issues
from the franchisor. I find it hard to believe
that there are still chains that don’t consider
servers an important part of their brand.

Where does your company fit along that
spectrum?

Action and Talk

If you feel that the people in your organiza-
tion are an asset to be managed well, it's a
good start, as far as Doolin and whoever
runs HR in your company are concerned.
Admitting you have a problem is the first
step. Taking action is the hard part.

Invite your human-resources executives
to the table. They should be an equal partner
with operations and finance. They need to
help determine your company’ goals rather
than just execute them. They already know
all about the link between people and prof-
its, and I'll bet they've even tried to tell you
about it.

The companies featured at the conference
and those that regularly appear on “best
places to work” and “most admired” lists
usually have operations, finance and human-
resources executives who communicate and
work toward the same goals.

A note to HR: Sometimes it’s not that your
presidents and CEOs don’t want to hear you,
it's that you're not talking their language.
Learn what’s important to them: same-store
sales, return on investment, cost savings,
through-put time. Not only will you make
your case in terms they understand, but it
will demonstrate that you are engaged in the
business. Chain leaders love that. [@
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Unique front access hinged
door (gas model) allows quick-
change nozzle plates for menu

flexibility and easy cleaning.

Digital controls allow programming at-a-glance.
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Gas and electric models
accommodate up to 18" pizzas.
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What's our secret? Air impingement

technology. Items emerge from the
oven baked to perfection.

Get Cooking With The Holman UltraMax’ Impingement Oven.

There’s no question about it: the affordably
Ultra()Max: priced Holman Ultra-Max® Impingement
Conveyor Oven proves you don't have to pay
more for high performance.
The stackable Ultra-Max oven is designed to fit right in at high volume

foodservice operations, especially if space is limited. Whether gas or electric,

it brings flexibility to your kitchen to accommodate today’s changing food

preferences and tastes. An Ultra-Max oven will easily meet the requirements
of your present menu while enabling you to expand the variety of foods you
offer. Prepare pizzas, sandwiches, cookies, beef, fish, pasta, pies, cinnamon

rolls and more — all to perfection.

You can be sure your oven will handle the load, year after year. The
heavy-duty Ultra-Max oven combines Holman’s 25+ years of foodservice
equipment conveyor technology expertise and Star’s more than 84 years
of industry-leading innovative foodservice equipment manufacturing.
Trust the brand.

Top to bottom, your Ultra-Max oven is a model of intelligent design,

unique features and precise engineering. For the full story on

7R

9 o\ ®

this and our other outstanding products, visit us
at www.star-mfg.com today or call Tim Gaskill,
Vice President, Sales and Marketing,
800-264-7827, ext. 450.

STAR MANUFACTURING INTERNATIONAL, INC. ¢ 800-264-7827 * E-mail: info@star-mfg.com s www.star-mfg.com




THE BERNSTEIN PERSPECTIVE

Bob Meritt
gives not only
his views

but guidance

on navigating
accounting rules.

CHARLES BERNSTEIN,
EpITOR-AT-LARGE

(732) 263-0581
Charles_Bernstein@msn.com

Chain Leader # December 2005

()pmlons and Answers

e’ said it before and he’ll say it again. The outspoken Bob Merritt
told a record crowd of 1,400 at the annual Restaurant, Finance and
Development Conference in Las Vegas last month that he was fed up
with constant changes in financial rules and with the organizations
that govern financial reporting. I respect him for standing up for his strong
views and agree that the Securities and Exchange Commission must devise a

consistent and fair reporting system.

The audience seemed to
warm up to Merritt as well,
and I got the feeling that
they liked what he said.

Changing the Rules
Changes in financial
accounting incited a
frenzy among some 150
restaurants and retailers
who had to suddenly
adjust their reporting
methods late last year and
this year. The new rules
prompted Merritt to leave
Outback Steakhouse Inc. in May after 16
years as CFO.

Considered one of the best restaurant
CFOs of the last 20 years, Merritt came to
Outback with a wealth of experience. He
had worked as a Price Waterhouse auditor in
the late 1970s and subsequently was CFO of
Vie de France from 1981 to 1985, CFO of
the now defunct JB’s in the late 1980s and
finally CFO of Outback in 1990. “All that
time I was perfectly happy until the rules
made it so difficult for CFOs,” he asserted.

Merritt retired from Outback, declaring
that he had faced “the good, the bad and the
ugly,” but he noted that it had been good
until the past year when he admittedly
“made a noisy exit.”

What drove him crazy was the lack of
process in the rules as well as the constant
frenzy and changes, Merritt observed. “They
generated new rules and restated everything
over and over. It was a virtual madhouse, and

none of it really helped financial reporting.”

Merritt remains proud of what he accom-
plished in his 16 years at Outback and prais-
es President Bill Allen and other company
leaders. In fact, after his resignation he con-
tinued to work with Outback as a consultant.

And he said he is optimistic about recent-
ly appointed SEC Chairman Chris Cox, who
seems to have the potential to change things
for the better.

Working the System

Now that he is free to say what he wants,
Merritt offered some key ideas to the confer-
ence attendees: “Be a businessperson first and
then a financial person if you really want the
best results.” And from his many years in
business, he emphasized that “if you are a
private company, stay that way rather than
having to comply with all the different rules.”

Yet most of all, he warned operators not
to try to fool Wall Street. If you had a bad
quarter, be honest about what happened. “If
we do nothing else,” Merritt said, “honest
integrity will take us a long way.”

Now that 53-year-old Merritt has left
Outback, he can take it easy if he wants. But
he recently accepted a director position on
the board of Deerfield Ill.-based Cosi for a
three-year term. He said he has respect for
Cosi and its two top executives, President
and CEO Kevin Armstrong and Chairman
William Forrest.

So Merritt will continue to have to work
the system as rules continue to change. And
he will likely continue to tell us what he
thinks about it.
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Antimicrobial
Protection.

| 1 Now here’s a great idea: making your handwashing stations more

- convenient and accessible by integrating them into your food prep
sequence. What better way to attain more frequent handwashing,
plus better HACCP food safety?

Let the industry’s clean leader help by giving you the widest range
of handsink choices — many available with exclusive MICROGARD®
Antimicrobial Protection. More models, configurations and accessories
mean more design options for you ... so you’ll have more efficient food
prep areas along with improved hygiene.

For all the details on how Eagle handsinks add up to better sanitation

and enhanced food safety, call toll-free or visit www.eaglegrp.com.

awEAGLE
| ____GROUP 4

Profit from the Eagle Advantage*

100 Industrial Boulevard ¢ Clayton, DE 19938 USA
Phone: (302) 653-3000 ® Toll-Free: (800) 441-8440 ¢ FAX: (302) 653-2065
www.eaglegrp.com/handsinks.html

MICROGARD and Profit from the Eagle Advantage are registered trademarks of Eagle Group.

got soap?
st

Call for FREE brochure!

800-441-8440

©2004 Eagle Group
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WE ARE PROSTART®

STUDENT + TEACHER

+ MENTOR =

Real Skills.

YOU can help build the future leaders of our industry by
supporting the ProStart program! It is estimated that from
2005 to 2015, the number of jobs in our growing industry
will increase by 1.8 million—45,000 of which will be
management positions. Get involved today to help our
industry recruit dedicated workers to meet this need.

In partnership with your State Restaurant Association,
the National Restaurant Association Educational Foundation
(NRAEF) developed ProStart—a career-building program
that gives high school students a taste for success by
implementing both classroom learning and work experience

For more information visit

Pro)Start

Creating Tomorrow’s Foodservice Leaders

Real Knowledge. Real Success. Support ProStart Today!

to produce the future culinary and management leaders of
tomorrow. Involving more than 45,000 students in 46 states
and territories across the country, the ProStart program sets
the standard for restaurant and foodservice management as a
rewarding career in our industry—the cornerstone of career-
and-employment opportunities.

Become a program partner. Mentor a student.
Hire a ProStart student.

Contribute today. Benefit tomorrow.
Call 800.765.2122 ext. 754

www.weareprostart.org

National Restaurant Association

EDUCATIONAL FOUNDATION
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®
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American Express Corporation
Anton Airfood Inc.

The Coca-Cola Company
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Golden Corral Corporation

The H.J. Heinz Company
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ProStart is a registered trademark of the National Restaurant Association Educational Foundation
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D Denny’s...2
Domino’s Pizza...70
Doolin, Joni...6
Downs, Abigail...78
Downs, Amanda...78
Downs, Amy...78
Downs, Billy...78
Downs, Brendan...78

E Eddie V’s Edgewater Grille...19

“CLEANLINESS IS...”
e Hinged design allows for
— easier cleaning
- the most thorough cleaning
possible—like new
—reduced threat of fire

“A PENNY SAVED...”

—less strain on fan motor
— greater heat removal
— quieter operation

Buildings MEA 1-0O5-E
o NFPA No. 96 approved
e Stainless steel
e Each filter individually boxed

X % FEMD

Revolutionary Ideas

" Foodservice Products

Slotted Baffles

Patent Pending

Hinged Design

e Unique, slotted baffles reduce static pressure, creating

* Approved by the City of New York Department of

Lumberton, NJ e Las Vegas, NV

FMPONLINE.COM

®
= Franklin Machine Products
p Parts and Accessories for the Foodservice Industry

800-257-7737 © 609-267-3700  24-Hour Fax: 800-255-9866 ¢ 609-288-9058

www.franklinfilter.com
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EDS Architecture, Interior Design and
Project Management...26

Elder, Clay...26

Elie, Lolis Eric...70

F Fertel, Randy...70

Fertel, Ruth...70

First Call...70

Fleming, Paul...70

Fleming’s Prime Steakhouse
& Wine Bar...70

Foles, Larry...19

Forrest, William...8

G Geraty, David...70
Glass, John...70

H Hannity, Sean...70
Hard Rock Hotel...70
Heskett, James L....6
Hinz, John...22
Hyde, Bill...70

I Institutional Investor...14

J Jason’s Deli...64
JBs..8

KKFC...2
Kirby, Matthew...78

L Lamar University...64
Lavely, Tony...70

M Madison Dearborn...70
Maisel, David...26
McDonald’s...14

Merritt, Bob...8

Miller, Craig S....70
Miller, Larry...14

N NPD Group...2, 64

0 Omohundro, Jeff...70
Outback Steakhouse Inc....8, 70

P Pearce, Bobby...22

Pedone & Partners...70
People Report...6

Price Waterhouse...8
Prudential Equity Group...14

R RBS Capital Markets...70
Ruth’s Chris Steak House...70

§ Sandelman & Associates...2, 74

Sasser, W. Earl...6

Schlesinger, Leonard A....6

Securities and Exchange
Commission...8

Smith & Wollensky...70

Standard & Poor’s...22

T Technomic...70
Tillman, Lisa...64
Tim Horton’s...14
Times-Picayune...70

U U.S. Meat Export Federation...2

V Vie de France...8
Villavaso, Guy...19
Vision 3 Architects...2

W Wachovia Securities...70
Wendy’s...14

WestWayne...22

Wildfish Seafood Grille...19
World Health Organization...2
Wright, Wayne...78

Y Yum Brands...2
Z Z'Tejas Southwestern Grill...19




When we elevate women leaders,
everyone reaches the next level.

What does it mean to elevate women leaders? For companies, it means harnessing the power of gender-diverse
leadership. For individuals, it means honing the skills that move careers forward. And moving forward is what
Women’s Foodservice Forum is all about. As the premier leadership development community, WFF empowers

the nearly 7 million women in our industry to envision and achieve their highest potential. Be part of it.

www.womensfoodserviceforum.com

elevating

women

leaders

WOMEN'’S
FOODSERVICE
FORUM




ON THE MONEY

Hot Pepper

Why investors should look forward fo Chipotle’s IPO.

By DavID FARKAS

hares of Chipotle Mexican
Grill may soon be outselling
the chain’s fat burritos if next
year’s IPO takes off as some
analysts expect. Prudential Equity
Group’s Larry Miller, for example,
predicts a market cap of $666.7
million should parent McDonald’s
sell just 15 percent of the company.
Chain Leader recently
asked Miller, an Institu-
tional Investor Best Up-
and-Comer in 2004, to
explain his enthusiasm.

Why does it make
sense for McDonald’s
to spin out Chipotle
at this time?

The timing may not be
the best, as restaurant
stocks have been under
pressure due to concerns about
weaker consumer demand from
high energy costs. But we believe
McDonald’s is less interested in the
“right” timing for this IPO since the
motivation is about a greater focus
on its core hamburger business.

How have investors reacted
to the planned IPO?
Chipotle is a small part of McDon-

ald’s and would appeal to a different
type of investor, growth rather than
value. Still, we believe most view it
as a positive.

You’ve called Chipotle “one of
the best restaurant concepts in
existence.” Financially speaking,
what’s your evidence?

The S-1 filing showed
growth in comp-store
sales during a period

of rapid expansion,
which is impressive, as
there’s often high levels
of cannibalization when
brands build out markets
to get scale. The S-1

also showed that Chipo-
tle has segment-leading
average unit volumes of
$1.38 million and strong
unit economics.

If the Chipotle IPO turns out

to be successful, will investors
reward McDonald’s with a
higher valuation?

Probably not. Chipotle is a very
small component of McDonald’s
total market capitalization, which
we believe is another reason the
company’s spinning it out.

Chipotle’s S-1 filing says the chain
used McDonald’s real-estate per-
sonnel to acquire sites in 2004
but did not use them in 2005. Is
Chipotle capable of managing its
own rapid growth?

My sense is that McDonald’s has
allowed Chipotle to run more inde-
pendently than it had been to better
prepare it for becoming an indepen-
dent public company.

Chipotle has raised prices to
cover the cost of expensive ingre-
dients like Niman Ranch pork
and naturally raised chicken.
Granted “food with integrity” is
part of Chipotle’s appeal, but
could high prices make the con-
cept less competitive?

All restaurant companies have been
faced with rising food costs, and
most have raised prices to offset
some inflation. In addition, con-
sumers understand that food costs
are going up. They only have to go
to the supermarket to see this.

Chipotle’s IPO. Tim Horton’s pro-
posed IPO. Are there parallels in
terms of what the burger giants
are attempting to accomplish?
The motivation is quite different
here. McDonald’s wants to spin
Chipotle because its not meaningful
in the context of their business.
Wendys is spinning Tim Horton’s
because it was meaningful and the
market wasn't recognizing the value
of this brand. When it did announce
the separation, they created signifi-
cant shareholder value. [@
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Poultry Bites from Jim Pergy,,

Here’s more proof that

zero news is good news.

This year, we became the very first poultry
company to offer zero grams of
trans fat in all of our products.

|

A year ahead of the & FDA’s requirement to merely list it!

Breaded Chicken
Tenderloins

Customers need trans fat like
they need a wobbly table.

Trans fat contributes to coronary heart disease and people know it. Serving the exceptional taste and

quality of my poultry with zero grams trans fat makes more sense than ever. For cashing in on healthier

%

i g Y We were the first to give 2
eating trends, zero news is the best news. Call or e-mail us for more. fi 4 ;&

trans fat a pink slip.

For information on zero grams

trans fat products, call 888-PERDUE-2 Yau can tell tbe Lll:ﬁéi"efice.®

or visit www.perduefoodservice.com.

© 2005 Perdue Farms Inc.



Elevating Women Leaders

April 2-5
Wyndham Anatole Hotel
Dallas, Texas

2006 WFF Annual
Leadership
Development
Conference

Take your career to the next level.
Join us for an enriching, engaging
program packed with breakout
sessions, roundtable discussions,
networking opportunities and
dynamic keynote speakers.

WEFF Exclusive Events:

* Network with the Leaders

« Core Competency Skill
Development Workshops

* Insightful Keynote Addresses

* Executive Forum (Executive Attendees only)(‘@

Conference Features:
* Functional Networking Luncheons
* Awards Ceremonies
« Onsite Resources including
WFF Cyber Cafe and Bookstore

Space is limited! Register today at
www.womensfoodserviceforum.com

WOMEN’S
FOODSERVICE

FORUM
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Eddie V's brings high-end
seafood fo a casual, high-energy
setting with Wildfish.

Applied Leamlng

By Maya Norris

uy Villavaso and Larry Foles are
out to prove that upscale seafood
doesn’t have to be confined to
formal, white-tablecloth restau-
rants. Using the knowledge they've gained
as the founders and owners of Eddie V’s
Edgewater Grille, a three-unit, fine-dining
seafood chain, the duo is taking their
seafood know-how to casual dining with
the November launch of Wildfish Seafood
Grille in Newport, Calif.
“Wildfish is that same culinary niche
[as Eddie V5] but presented in a different
design presentation,” says Villavaso, who
also created Z'Tejas Southwestern Grill
with Foles. “It’s going to be high-end
seafood delivery in a fun environment that
people can enjoy in a casual way and come
back frequently.”

Same but Different

Targeting the upper end of casual dining
with a check average of $50, Wildfish will
have a menu similar to Eddie V’s sophisti-
cated fare. Mainstay dishes will include
Sauteed Gulf Snapper Meuniere, $19.95,
with lemon and brown-butter meuniere
sauce; Chilean Sea Bass, Steamed Hong
Kong Style, $28.50, with light soy broth,
sesame spinach and pickled ginger; and
Sauteed Georges Bank Lemon Sole in
Parmesan Crust, $21.95, with plum toma-
toes and lemon-garlic butter sauce.

But Wildfish’s menu will differ from
Eddie V5 in a few ways. Executive Chef
John Carver will experiment with wok
cooking via dishes like Wok-Seared &
Sliced Pacific Ahi Tuna, $11.95, with soba
noodle and shiitake stir-fry in light shoyu
broth. Plate presentations will be more

casual. And the menu will include more
appetizers that guests can share.
And unlike Eddie Vs clubby, intimate

fine-dining surroundings, Wildfish will fea-

ture a casual, contemporary decor with a
mix of light cherry and blond woods, glass,
steel and stained concrete. To create an
interactive, people-watching environment,
the 7,500-square-foot, 300-seat restaurant
will have an open layout with an exposi-
tion kitchen, bar, oyster bar and patio. “It’s
not so high energy as to infringe on the
dining experience,” Villavaso says. “But
there’s a lot of visual participation in the
level of activity.”

School of Fish

Villavaso is confident that the dinner-only
concept will ring up $5 million in sales in
its first 12 months, emphasizing that Wild-
fishs commitment and passion for the
finest seafood will set it apart from the
competition. With fish flown in daily from
areas such as the North Atlantic, Pacific
Coast and Gulf of Mexico, the menu will
change weekly and include daily and sea-
sonal specials. In addition, all chefs and
general managers attend a three-day semi-
nar at Boston-based Foley Fish, the chain’s
seafood processor, to learn how to source,
ship, store and handle seafood.

In the meantime, the company plans to
open another Wildfish in February 2006 in
Scottsdale, Ariz., and a third in San Antonio
by the end of 2006. It is looking for inline
sites in lifestyle centers and freestanding
locations in metropolitan areas with a dense

population of 25- to 54-year-old profession-
als. The company expects to open two units :

a year in Arizona, Texas and Southern Cali-
fornia for the next several years. @

FIRST LOOK

Although it does offer USDA,
specially aged center-cut
steaks, Wildfish specializes in
high-end seafood dishes such
as the Chilean Sea Bass,
Steamed Hong Kong Style and
Pacific Ahi Tuna “Filet Mignon.”

CONCEPT

Wildfish Seafood
Grille

PARENT COMPANY

Restaurants Inc.,
Scottsdale, Ariz.

2006
SYSTEMWIDE SALES

$10 million
(company estimate)

AVERAGE
UNIT VOLUME

$5 million
(company estimate)

AVERAGE CHECK

December 2005 4 Chain Leader
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”Tustefully Done” Length: 30 seconds

1. Customer 1:
Um, excuse me. Is this
what we ordered?
Waitress: Yeah,
Naked Tenders.

Naked

2. Customer 1:
But they're kind of blurry,
aren’t they? What are they,
digitized or something?

3. Waitress: Actually, they're
pixilated. They are
Naked Tenders.

Customer 1: Ohhh.

4. Waitress:
Oh, no, those are just
for concealing identity.

Why don’t you just use
those black bars?

Riffing on its playfully

named new product,
Buffalo Wild Wings
takes it all off on TV.

Ambition

ings. Beer. Sports.” This tagline is
the operational trifecta for Buffalo
Wild Wings, a simple distillation of
everything for which the concept
stands. What else could the chain
possibly add to court more of the 18-
to 49-year-old demographic? Nudity,
of course.
The Minneapolis-based company spent

. months developing Naked Tenders, a more
© healthful alternative to its fried and bat-

- tered wings doused with one of 12 signa-

. ture sauces. After adding them to the menu
. in August, the $511 million chain began

© airing television spots for the nonbreaded

¢ chicken tenders in September on both net-
- work and cable TV in major markets.

BY MARGARET
LITTMAN

Chain Leader # December 2005

f The Naked Truth

While the chain has aired a dozen TV com-
mercials in select markets over the last six

years, the Naked Tenders ad is the first
with Atlanta-based WestWayne, Buffalo
Wild Wings’ agency since December 2004.
WestWayne spent three months developing
the TV spots, point-of-purchase materials
and radio ads, which take a light-hearted
approach to a product the chain hopes will
attract more female customers to its stores,
given the perceived health benefits.

While the product, ad agency and target
demographic may be new, the name and
marketing approach is consistent with the
23-year-old chain’s vibe. All the ideas for
the ad campaign were born out of the
irreverent nature of the product name,
which Buffalo Wild Wings had chosen
before WestWayne became its agency, says
Bobby Pearce, executive vice president and
executive creative director at WestWayne.

In the 30-second TV spot, the chicken
tenders are pixilated, so as to obscure their




5. Customer 1:
Right!

“naked” bodies. The in-store materials
quip, “For heaven’ sake, cover them up,”
and, “If they had legs, they’d go streaking.”
The radio spots feature a female waitress
asking her male customers if they’d like to
try the new Naked Tenders. Every time she
says the word “naked,” they giggle.

“That’s what guys do when they hear the
word ‘naked, whether they are 30 or 13,”
Pearce says.

Making a Scene

According to Pearce, capturing the in-store
excitement was part of the secondary
objectives for the TV commercials. “I think
the setting plays a big part into it. It gives
an idea of what we are about and that we
do not take ourselves too seriously,” says
John Hinz, senior director of marketing at
Buffalo Wild Wings.

In addition to Naked Tenders, Buffalo
Wild Wings is adding tags to ads in some
markets and in-store displays promoting
50-cent “boneless Thursdays.” That promo-
tion emphasizes value, an approach the
chain uses instead of couponing or other
types of discounting. Even if those point-
of-purchase materials aren't in the same
aesthetic vein as those for Naked Tenders
or other promotions, Hinz says customers
benefit from consistency of message.

“For us, what is the same is the attitude
campaign to campaign, while focusing on
a specific product,” he says. “The Buffalo
Wild Wings experience permeates through
all of those [ad materials], showing people
having a good time.”

Buffalo Wild Wings serves both quick-

)

6. Customer 2:
Whoal!

7. Voice-Over: New Naked

Tenders. Juicy, grilled strips

of all-white chicken. Only
at Buffalo Wild Wings.

casual and casual-dining meals, allowing
customers to order at the bar, at the count-
er or for takeout. An estimated 17 percent
of sales are from takeout orders, according
to Standard & Poors.

“Our thought was that we needed some-
thing that made sure people understand
what the product is,” Hinz says. “We do
want to make new users aware of us, but

the main message was to emphasize what is

new here. That is what is exciting.”

Wild and Crazy

As the name suggests, Buffalo Wild Wings
is as wild as it wants to be. But behind the
bravado is a serious mission. The publicly
held company plans to eventually triple its
current number of 354 units, an aggressive
plan investment analysts such as those at
Standard & Poors question. In the near
term, Buffalo Wild Wings plans to increase
the size of the chain by 20 percent in 2006.
The company has signed a franchise agree-
ment for 36 restaurants in the New York
City area.

Because franchisees play a significant
role in the chain’s expansion strategy, their
buy-in to the marketing of the new Naked
Tenders line was essential. The chain’s

national advisory board, which includes six :

franchisees, OK'd the campaign before it

was rolled out. Franchisees, who pay 3 per- :

cent of sales into an ad fund, liked that the
campaign was clear and consistent with
previous marketing efforts, Hinz says.

And for Buffalo Wild Wings’ core audi-
ence, getting naked just sounds like a real
good time. [@

STORYBOARD

6
BUFFALO WILD WINGS

=S¢ GRILL &BAR ¥=
WINGS. BEER. SPORTS.

8. Buffalo Wild Wings.

Wings. Beer. Sports.

SNAPSHOT

Buffalo Wild Wings
HEADQUARTERS

2004
SYSTEMWIDE SALES

$511.4 million

2005
SYSTEMWIDE SALES

$567.6 million*
AVERAGE CHECK

$12 million*
AD AGENCY

WestWayne, Atlanta
EXPANSION PLANS

20 company stores;
50 to 55 franchises
in 2006

*Chain Leader estimate
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What Is A Plate
With Nothing On It?

Perfect.

Your reputation depends on your dishwashing process and its ability to provide clean, dry
and sanitary dishware.

Heating your dishwasher’s rinsewater to 180°F assures that your dishware is free of food
deposits, residue and harmful bacteria. With a Hatco hot water rinse, dishware not only looks
better, it dries faster. This means less handling and quick turnaround time, requiring less
inventory of dishware, glasses and utensils. In addition, a Hatco Booster Heater supplies low-
temp dishwashers with 140°F hot water for proper operation.

For over 50 years, Hatco has been the leader in producing the most reliable Booster Heaters
in the industry — backed by a one-year parts and labor warranty, including valves and gauges,
and a ten-year warranty on our Castone® tanks.

No one in the industry offers more value for the dollar than Hatco. With maximum performance
and dependable service, Hatco offers gas or electric models in more sizes to fit any dishwashing
application. And many models are available in our Quick-Ship inventory for immediate shipment.

Yet for all the reasons a Hatco Booster Heater can be beneficial, the most important is that
the only thing on the plate is what you put there.

CORPORAT/ION

A NS . m —

Nothing less than the best.™
(800) 558-0607

www.hatcocorp.com
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RESTAURATOUR
Bojangles’ goes
contemporary with
natural finishes,
muted colors
and lots of light.

BY LISA BERTAGNOLI . Brick and stucco cladding
- and masonry towers give

Bojangles’ a distinctive

profile without making

it unrecognizable.

eing known as “fun and festive” isn’t neces-
sarily a bad thing. But after nearly 30 years
of such a reputation, Bojangles’, the Char-
lotte, N.C.-based quick-service chicken
chain, longed for a change.

So the concept previously known for
its orange mansard roof and lively interi-
ors performed what a popular women’s magazine calls a

“makeunder.” The bright colors of Bojangles’ previous

Mardi Gras design and QSR-style finishes gave way to

quieter earth tones, a more muted shade of its signature

orange, and upscale finishes such as wood and Italian-

looking tile. The chain added booths to its dining room

and made the restrooms bigger, with touch-free fixtures.
Outside, brick and stucco cladding and masonry

towers give the restaurant a distinctive profile without

making it unrecognizable. ;
Thats exactly what Bojangles’ executives had in

mind. “We wanted to contemporize our building look

but not eliminate the 25 to 28 years of heritage that we | coycEpr

have,” explains Victor Webber, vice president of real N i

estate and development. : Bo]gngles Famous
David Maisel, a former Bojangles’ executive and now Chicken & Biscuits

a franchisee of seven restaurants in South Carolina, .| LOCATION

including the East Aynor location featured in this story, EastAynor SC.

concurs: “There was nothing wrong with the old look; it

just wasn't contemporary looking.” OPENING DATE

Comfort Zone L AREA
Two years ago, customers spurred Bojangles’ into P
redesign action, Director of Franchising Chris Bailey :
says. Focus groups and research indicated that patrons | SEATS
considered Bojangles’ a destination restaurant, but at 100
the same time noted that the interior didn't quite feel ;
like a destination location. P RAERANE AIELY

“They said, ‘We like a more comfortable restau- | $8.50
rant’...someplace to conduct business, someplace to sit | i1 VoLUME
quietly with their families,” Bailey says. I

To pull the dining rooms into the comfort zone, $1.6 million
Natural light and wood Webber added more light to the space in the form of .| EXPANSION PLANS
finishes give a more bigger windows and glass block behind formerly dark | 3016 40 new stor
upscale look to Bojangles’ areas such as the self-service beverage station. Glass | 4107 corporate
dining room. block was installed in the kitchens as well, to make the | [emodels in 2006

workplace more employee friendly. :

30 to 40 new stores;

Photography by Johnny Cain
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RESTAURATOUR

(Clockwise from top .)
Bojangles’ chose the carpeting
and other finishes for their
durability.

Formerly a metal railing, a
wood-finished wall now marks
the serpentine ordering line.

Wood seats and booth-back
fabric are more contemporary
than finishes in the chain's
older Mardi Gras design.

Curves, such as the rounded
glass of a display case, soften

the interior. . . .
s The new design gives Bojangles’
the ability to go national, executives say.
This floor plan is designed = Webber replaced harsh finishes with - Trimming Here and There
to show the location of - softer ones. The metal railing at the serpen- = The first new-look Bojangles’ opened just
each key photograph. Shot ~ +  tine ordering line is now a waist-high . outside of Charlotte, in Fort Mills, N.C,,
numbers correspond with . wooden wall. The Bojangles’ logo is an oval | about a year ago. Since then the prototype
numbers in select photos. - instead of a rectangle. The glass display . has undergone a few changes in the name
. case for chicken has a curved front instead = of both operations and value-engineering,

K,EY . . of asquare one, and food containersarea ~ : according to Bailey. The designers changed

‘/] gl"roetc;;‘;“ ofshot  Soft black, not stark stainless steel. - the position of the beverage stations and

tinkered with how to integrate booths, a
new seating element for the concept, into
the floor plan.

Cutting costs fell to Clay Elder, founder

“~Position of camera

ﬁT
|
F

‘ ;g gg . and CEO of Charlotte-based EDS Architec-
] 2 == ] =——1[ . ture, Interior Design and Project Manage-
— gg gg gg ;2 gg e QEZ - ment. Elder cut back on several masonry
‘E gg gg gg ****************** - ¢ elements including dramatic, high exterior
I— N i;i s l towers and specified an all-wood frame,
r= gg o SEe==mD rather than a stainless-steel one, to trim
'''' i%\r & - building costs. Inside, comparison shop-
p C : . .
_ g = 1)  ping helped cut costs: For instance, Elder

saved $5,000 per store by choosing an
American-made tile rather than Italian tile.
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COMING IN JANUARY

UNITS

Visit www.foodservice411.com/clmag/

Chain Leader

has created a special “site

within a site” devoted to helping
entrepreneurs and young chains
get to 100 units. We'll connect you
with other young chains and more
experienced operators to help you
accomplish your goal.

Ask custom questions. Get custom
answers. Responses will remain on
the site for new users to read and
learn from.

Find solutions to potential problem
areas such as financing, brand
development, real estate and
recruiting the right managers.

This roundtable of those striving to
achieve 100 units and those who
have successfully achieved that goal
will cover it all. Video clips let you
hear directly from your peers.

Find a collection of Chain Leader
stories relevant to growing to 100
units—including many that have
never before been available online.

Read about the day-to-day trials
and tribulations of an up-and-
coming chain-restaurant developer.

When new material goes online,
you can be among the first to
know, when you sign up for
automatic updates by e-mail or
RSS feed.

Chain Leader

INSIGHT FOR RESTAURANT EXECUTIVES

Check it out online at
foodservice411.com.




(From .) Bojangles’ airy,
contemporary look appeals
to women and younger
customers.

The prototype’s booths are
a first for Bojangles'.

New menu hoards, currently
in development, will feature
more food photography.

Stucco and masonry towers add visual
interest to Bojangles’ new exterior.

According to Webber, value engineering
remains a work in progress: “If we could
get 10 percent [more] out, we’d be happy.”
The cost of the new building ranges from
$700,000 to $900,000, Bailey says.

Credit Report

Bojangles” has remodeled 18 restaurants and
is pleased with the results. Check averages
are $8.50 at the remodeled stores, compared
to $4.50 at older locations. The company
attributes the boost partly to the fact that the

newer stores accept credit cards; credit-card
purchases account for 35 percent of transac-
tions. Unit volumes at franchised stores are
growing by 2 percent annually; corporate
stores are seeing double-digit growth, Bailey
says. Bojangles’ plans to remodel four to
seven corporate stores a year.

For Maisel, the best news of all is that
the new look is pulling in new customers.
“We're getting a younger family audience
that may not have tried Bojangles’ before,”
he says. “Except for the pricing, you
wouldn’t think you're in a QSR.

“I built in a very small town,” Maisel
continues, “and it’s the nicest restaurant
in town.”

Don’t be fooled by a
toad. Life isn’t a fairy
tale. And remember

you're fresher and

safer with Hillman.
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HILLMAN

Practice safe seafood.”

www.hillmanoysters.com

hey say, “What you see is what

seafood is not only fresher, but also safer.
And safer management of microorganisms
offers great peace of mind for Hillman
customers.

through our exclusive, unique process
pioneered by us more than a decade ago.

Try adding Hillman's diverse seafood offerings to
your menu, including unique farm-raised, whole
frozen white clams. Quick and easy to prepare in
their own packaging, these great tasting vac-pac,
grit-free white clams go from freezer to the table in

less than 10 minutes!

you get.” Not always. At Hillman® our

‘ N 7ith a solid reputation worldwide, we offer
only the best-quality seafood, prepared

Life may not be a fairytale — but no matter
what, with Hillman...everything ends with
happily ever after!
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Idaho Potato and Chipotle Soup

“This soup started out as a great way to utilize our leftover mashed potatoes,
but now there’s so much demand we make it from fresh potatoes.” — Anthony Lamas

MONDAY TUESDAY

2

16 1% 18 19 20 24

MARTIN LUTHER

- g
24 23 26 25 28 2
242
;‘ﬂl‘otel, Motel & Restaurant Supply Show of the Southeast,
- Myrtle Beach, S.C. (800) 261-5991, hmrsss.com
. - :_’,"
2= B T e S A Ay ;
 CHINESE NEW YEAR 5 v
o ‘ F & : X
4 : : : ! et L IVAAT, | RV . RS ML N i :
“We use Idaho® potatoes daily. I've got theliiRallic . Py TR RN ey e R T Byl Y > 3 LR o R 1 R
my menu: in soup, mashed potatoes, a ' p ! el & T e N ; VR vy ) WY {! -
saltado, beef-potato empanadas and a ’ oy E R ST ot 4 ? ~ y
salad that we use as a side to seviche : g S : LT : ! '
two to three cases of Idaho® potatoes @ Ao = o e o A :
TIP: BOILING IDAHO® POTATOES FOR SOUPS ;
. : . ; Precook potato chunks in {1§O°E water for 20 minutes, then bring to a full boil until done.
Anthony Lamas = This process, called retrografjaflon, prevents ldaho potatoes from crumbling in soups and stews.

Chef/Owner
Seviche - ot
Louisville, Ky. o ! :

www.idahopotato.com
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Spicy Idaho Potato and Chicken Croquettes I: E B R U A R Y

“The Idaho® potato is a great vehicle for flavor in this dish, as a counterpoint to the spicy stuffing. The potato
adds good body to the croquette, and the yucca helps hold it together” — Russell C. Skall

SUNDAY MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY SATURDAY
1 2 3 4
S 6 Y 8 9 10 11

12 13 14 S 16 17 18

VALENTINE’S DAY

20 21 22 23 24 P

PRESIDENT’S DAY 25-28
Council of Hotel and
Restaurant Trainers
Conference, Nashville,
Tenn., (800) 463-5918,

chart.org
27 28
= FAT TUESDAY
25-28 L
Council of Hotel and Restaurant Trainers Conference, Nashville, Tenn., ‘

(800) 463-5918, chart.org

Feb. 26-March 1
IFMA Chain Operators Exchange (COEX 2006),
Phoenix, (312) 540-4400, ifmaworld.com R

“I like that the starch and s
is always consistent. Idah re
versatile. You can fry them, poach th
make potato baskets from them.”

ary s Potato Lovers’ Month. ™

RKINING IDAHO® POTATOES ‘
0|Ied Idaho potatoes as soon: aé!h‘ey are cooked so they won 't absorb
, moisture from the cooking wat

Russell C. Skall

Corporate Chef

Fleming’s Prime Steakhouse & Wine Bar
Tampa, Fla.

5 0potato.com
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Idaho Potato Ravioli with Minted Pea Sauce M A R C I_l

SUNDAY TUESDAY WEDNESDAY THURSDAY FRIDAY SATURDAY
ASH WEDNESDAY
Feb. 26-March 1
IFMA Chain Operators

Exchange (COEX
. 2006), Phoenix,

S 6 v

5-7

International Restaurant & Foodservice Show of New York,

New York, (888) 334-8705, internationalrestaurantny.com
7-8
Nightclub & Bar Beverage Retailer
Convention & Trade Show, Las Vegas,
(888) 966-2727, nightclub.com

onference & Trade Show,

12 13 14 15 16 17 18
9-12 13-15 ST. PATRICK’S DAY

Research Chefs Wisconsin Restaurant Expo, Milwaukee, (800) 589-3211, wirestaurant.org

Association Annual

Culinology Conference 1416 [ :

& Trade Show, International Pizza Expo, Las Vegas, (502) 736-9500, pizzaexpo.com

Houston, (404) 252-
3663, culinology.org

20 21 22 23 24 T2

FIRST DAY OF SPRING 9224

Food Safety Summit, Las Vegas, (800) 746-9646,
foodsafetysummit.com

b7 28 29 30 31

29-31
MultiUnit Franchising National Development Conference & Expo, Las Vegas,
(800) 289-4232, franchise-update.com

March 29-April 1
IACP International Conference, Seattle, (502) 581-9786, iacp.com

; PR e SRR e ; 30
“An Idaho® potato is extremely versatile as a medium to P | . California Restaurant
suspend flavors: | can add curry, chiles, peas, anything. | _ 1 , Industry Conference,
could even add mascarpone and peppered strawberries : ‘ . I(_I;)fol;g%%l?:f ;
to this ravioli and make it a dessert.” : e
- ;
\ ) Robert G PRESERVING IDAHO® POTATO NUTRIENTS
i \\ Exgcu%\';: C:e?SbV ) “To retain maximum nutrients and flavor, boil Idaho potatoes while
‘ Noé E ! = - unpeeled. After the potatoes cool for a few minutes, the skins will
0 ouston G ~ easily slip off.
- Fantous Potatoes
www.idahopotato.com GROWN I

IDAHO|,



- -
Idaho Potato and Asparagus Pancakes -

“ldaho® potatoes hold the shape of these pancakes, and the texture is wonderful: crispy on the
outside, very moist on the inside and smooth as butter” — Emile Castillo

SUNDAY MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY SATURDAY

1

March 29-April 1

IACP International
Conference, Seattle,

(502) 581-9786, iacp.com

2 3 4 S 6 7 8

DAYLIGHT SAVING
TIME BEGINS

2-5
Women’s Foodservice Forum Annual Leadership Development Conference, Dallas,
(866) 368-8008, www.womensfoodserviceforum.com

9 10 11 12 13 14 15
; . 9-11 PASSOVER BEGINS i GOOD FRIDAY

New England Foodservice & Lodging Exposition & Conference, Boston, AT SUNDOWN
(207) 842-5500, nefsexpo.com >

16 17

EASTER SUNDAY

1= 20 21 22

26 27 28 29

“Ildaho® potatoes are No. 1 when it comes to making 30
french fries and also baked potatoes.”

SR TTPR
- cl O

Executive Chef

e - To test doneness of Idaho potatoes while boiling, pierce a potato with a sharp
€ rarker ivieridien . Crrec . . ‘ q 5
New York knife and lift it up in thg yvater. When the potato drops off the knife tip back to
the bottom of the pot, it is done.
Foutous Potatoes
www.idahopotato.com GROWN I
IDAHO|,

=
-



“Baker’s-Style” Idaho Potatoes with Morels and Sweet Onions M A Y

“Ildaho® potatoes have the perfect starchiness for dishes like this because they absorb the flavors
and lend their starch to the sauce. Other potatoes wouldn’'t work as well.” — Adrian Hoffman

SUNDAY MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY SATURDAY

1 2 3 4 S 6

CINCO DE MAYO

7 8 9 10 11 12 13

14 15 16 17 18 19 20

MOTHER’S DAY 18-19 20-23
IFMA Sales & Marketing Conference, Chicago, National Restaurant
(312) 540-4400, ifmaworld.com Association Restaurant,

Hotel-Motel Show,
Chicago, (312) 853-2525,
restaurant.org

21 22 23 24 25 26 27

20-23
National Restaurant Association Restaurant, Hotel-Motel Show, Chicago,
(312) 853-2525, restaurant.org

08 29 30 39

MEMORIAL DAY
“The texture of this dish is killer. The
- pieces of potato are soft and tender
but hold their shape. At the top layel ﬂ/
they gain a little bit of crispiness.” -
I — TIP: ROASTING IDAHO® POTATOES
Adrian Hoffman P— m—— For a variation on this dish, transfer potatoes to a casserole and bake with a chicken or a

Group Chef
Lark Creek Restaurant Group
San Francisco

eg of lamb on

top, so the natural juices of the cooking meat drip into and flavor the potatoes

Fautous Potatoes

GROVN IN

IDAHO|



nch Fries with Lime and Cilantro | J U N E

ch to an American classic. The cilantro,
reat flavor and a little bit of a bite.” — Marie Grimm

SUNDAY MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY ~ SATURDAY

1 . : 3

5 6 7 8 9 10

11 12 ’ 13 14 15 16 17
: FLAG DAY

18 19 20 2Ll 22 23 24
FATHER’S DAY FIRST DAY OF SUMMER

:-I?TEZC 2006, Minneapolis, (800) 646-4387, hitec.org
25 26 97 28 29 - 30

25-27
Southwest Foodservice Expo, Houston, (800) 395-2872,
www.restaurantville.com

ie Grimm

ctor of R&D/Corporate Chef ;
TIP: FRYING IDAHO® POTATOES

When making french fries, blanch Idaho potatoes before frying. This prevents the fries from
sticking together while cooking and ensures that they will cook all the way through.

www.idahopotato.com Fautous Potatoes

GROVN IN
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Poached Idaho Potatoes with Trofie Pasta, Green Beans and Pesto J U L Y

“Poaching ldaho® potatoes gives them a butteriness; they get really rich and soft insi&'-
and the skin is wonderful and crispy.” — Holly Smith

MONDAY T__UESDAY WEDNESDAY THURSDAY

B 6
NDEPENDENCE DAY 7
o
12 13

FRIDAY

14

BASTILLE DAY

14-16

SATURDAY

|
&

PMA Foodservice Conference, Tours & Expo,
Monterey, Calif., (302) 738-7100, pma.com

20 o1 22
14-16 20-22 F :
PMA Foodservice B American Cheese Society Annual Conference, Portland, Ore. .
Conference, Tours & - & (502) 583-3783, cheesesociety.org S e
Expo, Monterey, Calif., : & # b, S G W
(302) 738-7100, & e A e &
pma.com - : b
L o
23 29- - T
July 29-Aug: 15 - \4!
IFDA Sales & Marketing. Confe Council of Hotsl.and iy
ifdaonline.org Restaurant Trainers =~ .~ - - - =
. 7 Conference, g
Las Vegas, - 2
‘] do love an Idaho® russet for gratin, especially with (800) 463-5918, ﬁ
% chart.org 3

; TIPY STORING IDAHO® POTATOES

July 29-Aug. 1

~ will convert the potato’s starch into sugar.

www.idahopotato.com

Council of Hotel and Restaurant Trainers Store Idaho potatoes in a cool, dark, well-ventilated place
Ce e, Las Vegas, (800) 463-5918, at 45°F to 50°F. Refrigerator temperatures are too low ang’

GROVN IN
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Idaho Potato Napoleon A U G U

“ldaho® potatoes have enough starch to hold everything together in this dish.” — Karl Matz

SUNDAY TUESDAY WEDNESDAY FRIDAY SATURDAY
| 4 5
. da .y Conference
- : Las Vegas,
(800) 463-5918,
chart.org
8 9 10 -1, 12
153 16 17 18 10
22 23 24 25 26
26-28
Western Foodservice
¥ & Hospitality Expo,
= Los Angeles,
(800) 840-5612,
westernfoodexpo.com
29 30 31 7
ice & Hospitality Ex:pg,‘ » 3 '}f‘ .
840-5612, : == = 38
“ldaho® potatoes are one of those things that you can : ' s i g LB ﬁ RS
always count on. You know what you'’re going to get; the — g : e ‘g,;' = = : 4
flavor is very consistent; and as a chef, you know you can e - ' L : = : : i 3 \ie
always rely on them. - e 7 ke VLt - s :
Karl Mat p : ” ; ) TIP: FRYING IDAHO® POTATOES : == = = == 3 -
rd e T2 F A : = . - . - = : s =R
Gulinary R&D Managor : : : : A ik : Soak Idaho potatoes in hot water for 30 minutes before frying. The water.wnl remove some of = :
The Cheesecake Factory — = the starch and raw flavor from the potatoes, so they cook up fluffy and mild. == .
Calabasas Hills, Calif. 2 = = = =
www.idahopotato.com & = Fantous Potatoes
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“I like that we're able to order Idaho® potatoes b
All the potatoes in the case are about the same size

and shape, so they all cook about the sz

Randy Zweiban
Executive Chef/Partner
Nacional 27

PMA Fres
(302) 738-7100

20

DAYLIGHT SAVING
TIME ENDS

30

31

HALLOWEEN




Idaho Potato and Celery-Root Skordalia
“Traditional Greek skordalia is a potato-and-garlic purée. | use the Arabic technique of adding puréed almonds,
which creates a sublimely creamy consistency without the heaviness of cream or butter.” — Ana Sortun

F MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY SATURDAY

1 o 3 ok

2-4
Culinary Institute of America Worlds of Flavor
International Conference and Festival, St. Helena, Calif., (800) 888-7850,
prochef.com
1-2
Chain Leader LIVE, Chicago, (630) 288- 8201
foodservice411.com

7 B 9 10 11

ELECTION DAY y ; VETERANS’ DAY
‘ 1R o i e
International Hotel/Motel
& Restaurant Show,
New York,

(914) 421-3206,
ihmrs.com

- 14 15 16 17 18
——— - ' : 18-20

- Itefnational Hotel/Motel & Restaurant Show, . Women Chefs &

New York, (914) 421-3206, ihmrs.com ¢ Restaurateurs
Conference, Atlanta,

(502) 583-3783,
womenchefs.org

19 20 21 g 23 24 25

18-20 THANKSGIVING DAY
Women Chefs & Restaurateurs Conference,
Atlanta, (877) 927-7787, womenchefs.org

“ldaho® potatoes are dry and fluffy, perfect for a
smooth purée and-for absorbing other flavors like

elery root: They are the-only potato |
use for a perfect potato puree

" Chef/Owr e
; Oleana
Cambridge, Mass.

tun- v - - . ! - - AR : e : E - - -:_ & r ‘;‘.: '):", m % e, ,m--;;;\’w.u‘.,‘Lﬂt'f“ﬂl"‘ A
ill become i

ly smoot and'fluffy texture the best tool
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“l like the consistency of the Idaho® potato. It has a
wonderful texture and is very easy to use in so many
recipes: french fries, mashed potatoes, au gratin ...

P
Martial Noguier T ———

Executive Chef
one sixtyblue
Chicago

IGROWN IN

IDAHO




FEBRUARY

IDAHO® POTATOES In Season

JANUARY

FEBRUARY

Idaho Potato and Chipotle Soup
Yield: 6 servings

Anthony Lamas, Chef/Owner
Seviche, Louisville, Ky.

Ingredients
2 pounds Idaho® potatoes, peeled and quartered
(or 4 cups mashed Idaho® potatoes)
1 medium Spanish onion, roughly chopped
1 tablespoon minced garlic
1 tablespoon olive oil
2 ounces canned chipotle chiles with adobo sauce
4 cups chicken stock or water
1 cup heavy cream
1 teaspoon ground cumin
1 teaspoon ground coriander
1 cup grated smoked Cheddar cheese,
plus additional for garnish
Kosher salt, to taste
White pepper, to taste
¥ red bell pepper, seeded and diced
¥ yellow bell pepper, seeded and diced
Y cup fresh cilantro, chopped
1 tablespoon chopped red onion
1 lime
1 cup Crispy Shoestring Potatoes (recipe follows)

Crispy Shoestring Potatoes

2 medium unpeeled Idaho® potatoes, scrubbed
Peanut oil for deep-frying, as needed

Kosher salt, to taste

Directions

1. In a large pan of salted water, cook potatoes in
140°F water for 20 minutes, then bring to a boil
until potatoes are soft. Drain.

2. In a sauté pan over high heat, sauté onions and
garlic in olive oil for 1 minute; add chipotle chiles
and adobo sauce; lower heat to medium; continue
cooking until onions are soft and translucent, 2 to
4 minutes.

3. Combine potatoes, stock or water, cream, cumin
and coriander in large saucepan. Bring to gentle
boil. Reduce heat to low; simmer 10 minutes. Turn
off heat; let cool about 5 minutes.

4. Purée with immersion blender until smooth,
gradually adding cheese. Season to taste with
kosher salt and white pepper.

5. Prepare Crispy Shoestring Potatoes: Using a
mandolin, cut potatoes into shoestrings. Pat dry.
Deep-fry in 350°F peanut oil until crisp, 1% to 2
minutes. Drain; set on paper towel. Sprinkle with
salt; reserve.

6. In small bowl, mix together bell peppers, cilantro
and onion. Squeeze lime over; mix in juice. Season
to taste with salt.

7. Per portion: Garnish each bow! of soup with 1 to
2 tablespoons pepper mixture, 1 tablespoon cheese
and ¥ cup Crispy Shoestring Potatoes.

Spicy Idaho Potato and Chicken Croquettes
Yield: 4 appetizer servings

Russell C. Skall, Corporate Chef
Fleming’s Prime Steakhouse & Wine Bar
Tampa, Fla.

Ingredients

10 ounces yucca, peeled, all red skin removed,
cut into 3-inch pieces

5 teaspoons kosher salt, divided

10 ounces Idaho® potatoes, peeled, cut into
large pieces

¥ teaspoon each: paprika, finely ground black
pepper, onion powder, cayenne pepper, dried
oregano, dried thyme, garlic powder

% cup plus 2 tablespoons all-purpose flour

2 tablespoons salted butter

Spicy Chicken Stuffing (recipe follows)

3 tablespoons shredded smoked Cheddar cheese

2 eggs

% cup fine breadcrumbs

Vegetable shortening, as needed for deep-frying

1 cup Roasted Red Pepper Sauce (For recipe, visit
www.idahopotato.com)

4 sprigs fresh rosemary, for garnish

Directions

1. Place yucca in large pan with water to cover
and 1% teaspoons salt. Bring to boil; cook until
tender but not mushy, 45 to 50 minutes. Drain
well; cool. Remove center vein and any uncooked
yucca.

2. In separate pan, cover potatoes with water and
add 1% teaspoons salt. Boil until tender; drain
well; reserve.

3. In small dish, make seasoning mixture by com-
bining remaining 2 teaspoons salt, paprika, black
pepper, onion powder, cayenne pepper, oregano,
thyme and garlic powder. In separate bowl, mix 2
teaspoons seasoning mix with % cup flour.

4. Prepare Spicy Chicken Stuffing and Roasted
Red Pepper Sauce.

5. Place potato, yucca, butter, remaining season-
ing mix and remaining 2 tablespoons flour in
food processor. Blend to dough consistency,
about 1 minute.

6. Using a tablespoon, portion out 20 mounds of
potato mixture onto a cutting board. Coat hands
with seasoned flour; roll each portion of potato
mixture into a ball. Make indentation in each ball;
fill with % teaspoon of Spicy Chicken Stuffing and
% teaspoon shredded cheese. Gently fold potato
mixture around stuffing; roll each ball into a cylin-
der about 2 inches long and % inch wide.

7. In small bowl, beat eggs with 1 tablespoon
water. Place breadcrumbs in another bowl. Dip
each croquette in remaining seasoned flour, then
egg wash, and then breadcrumbs. Place on paper-
lined sheet pan.

8. In deep-sided pan over medium-high heat, melt
enough vegetable shortening for deep-frying
(about 2 inches); heat to 350°F. Fry croquettes
until golden brown, about 3 minutes. Drain well on
paper towels; season lightly with salt and pepper.



9. Serve with Roasted Red Pepper Sauce and
garnish with sprig of rosemary.

Spicy Chicken Stuffing

1 tablespoon clarified butter (or canola oil)

Y4 cup minced yellow onion

2 teaspoons minced jalapefio peppers

Y4 teaspoon minced garlic

1 pinch ground cumin

1 pinch dried thyme

1 pinch dried oregano

1 pinch chili powder

1/ teaspoon kosher salt

2 ounces boneless, skinless chicken breast,
minced

1 pinch sugar

1 teaspoon white vinegar

2 teaspoons tomato paste

1. Heat butter in medium sauté pan over medium-
high heat; sauté onion and jalapefios until soft,
about 3 minutes. Add garlic, cumin, thyme,
oregano, chili powder and salt; cook 1 minute.

2. Add chicken to pan along with sugar and vine-
gar; cook until chicken is no longer pink, 3 to 4
minutes. Add tomato paste; cook 1 minute to
incorporate. Transfer to small bowl; cool.

MARCH

Idaho Potato Ravioli with Minted Pea Sauce
Yield: 8 entrée servings

Robert Gadsby, Executive Chef
Noé, Los Angeles and Houston

Ingredients

2 eggs, lightly beaten

2 tablespoons extra-virgin olive oil

8 teaspoons water, plus additional as needed

2 cups all-purpose flour

1/s teaspoon salt

4 pounds medium Idaho® potatoes, unpeeled,
scrubbed

2 tablespoons peanut oil

8 shallots, peeled and minced

2 cups grated Gruyére cheese

Salt, to taste

Freshly ground white pepper, to taste

Cornstarch, as needed

Olive oil, as needed

8 teaspoons extra-virgin olive oil or lemon oil,
for drizzling

Minted Pea Sauce (recipe follows)

8 teaspoons freshly shaved Parmesan cheese

8 teaspoons bacon bits (optional)

24 to 32 pea-shoot tendrils (optional)

Minted Pea Sauce

Yield: 2 cups

1 tablespoon olive oil

% medium white onion, diced

% clove garlic, minced

% teaspoon ground cumin

8 ounces fresh spinach leaves, stemmed,
cleaned, dried

5 ounces shelled fresh peas

3 tablespoons fresh mint leaves

1% cups potato water from boiling potatoes
(or vegetable stock)

1/s teaspoon freshly ground nutmeg

Salt, to taste

White pepper, to taste

Directions

1. Prepare ravioli dough: In small bowl, combine
eggs, olive oil and water; mix well. In another
bowl, combine flour and /s teaspoon salt. Make a
well in center of flour; pour in egg mixture. Using
your hands, gradually work flour into egg mixture,
adding more water, 1 teaspoon at a time, if needed
to make a dough.

2. Transfer dough to a clean work surface; knead
until it is smooth and elastic, 6 to 7 minutes. Do
not overwork dough or allow it to warm. Divide
into 4 pieces. Wrap in plastic; refrigerate at least 1
hour, but no longer than 2 days.

3. Put potatoes in large pot; cover with salted
water. Cook until soft and easily pierced, 15 to 20
minutes. Drain, reserving 2 cups cooking liquid.
Let potatoes cool 3 minutes; peel while still hot,
using a knife and a towel or napkin. Pass peeled
potatoes through a food mill or sieve while still
warm.

4. Heat peanut oil in a medium saucepan over
medium heat until oil slides easily across the pan.
Add shallots; cook, stirring occasionally, until soft,
about 5 minutes; let cool. Add shallots, cheese
and salt and white pepper to taste to potatoes; mix
to combine.

5. Remove one piece ravioli dough from refrigera-
tor; roll out in pasta machine.

6. Lay rolled dough on a clean work surface.
Using a tablespoon, place spoonfuls of potato
purée in three rows over half the pasta sheet, leav-
ing 2 inches between each spoonful. Brush other
half of sheet lightly with water; fold over the first.
Run a finger around each pocket of filling, press-
ing to seal.

7. Using a round cookie cutter (about 3 inches in
diameter for entrée-size raviolis), cut ravioli.
Transfer to baking sheet dusted with cornstarch.
Repeat with remaining dough and filling. Set filled
ravioli aside to dry for 15 minutes; turn and dry 15
minutes more.

8. Prepare Minted Pea Sauce: Heat olive oil in
saucepan; add onion, garlic and cumin; gently
sauté 7 to 8 minutes, until light gold. Chop
spinach to a chiffonade; add to pan along with
peas, mint and 1% cups reserved potato water or
stock. Bring to simmer; cook until spinach has
wilted, 3 to 4 minutes.

9. Transfer sauce to blender, in batches if neces-
sary; blend until very smooth, about 1 minute.
Strain; discard solids. Return strained sauce to
pan; heat to a gentle simmer. Add nutmeg, salt
and white pepper to taste; reserve.

10. Refill pot with salted water; bring to boil. Add
ravioli; cook until tender, about 3 minutes. Drain.
11. Heat small amount of olive oil in a large skillet
over medium-high heat; add ravioli flat-side-up;
sauté until golden-brown, 15 to 30 seconds.
Gently turn and cook other side; reserve.

APRIL

12. Reheat sauce, thinning with a small amount of
potato water, if necessary. Plate 3 or 5 ravioli per
portion and sauce with about 1 tablespoon Minted
Pea Sauce per piece. Drizzle each portion with 1
teaspoon extra-virgin olive oil or lemon oil.
Garnish with 1 teaspoon Parmesan shavings, and
chopped bacon and pea-shoot tendrils if desired.
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Idaho Potato and Asparagus Pancakes
Yield: 4 servings

Emile Castillo, Executive Chef
Le Parker Meridien, New York

Ingredients

1 pound medium Idaho® potatoes, unpeeled
Y4 cup whole milk

1% tablespoons flour

2 eggs

1 egg white

5 ounces fresh asparagus

Salt and pepper, to taste

4 ounces clarified butter

4 cups baby greens

IDAHO® POTATOES In Season

¥ cup balsamic vinaigrette (your recipe)
15 slices smoked salmon, 1 ounce each
1 cup cherry tomatoes

Directions

1. Put potatoes in large pot of salted water; boil
until tender, 18 to 20 minutes. Drain and cool
slightly; peel with sharp knife while potatoes are
still warm.

2. Put potatoes through a food mill into a large
bowl. Stir in milk and flour. Add eggs and egg
white, one at a time. Mix gently until milk and eggs
are incorporated and mixture is the consistency of
pastry cream.

3. Boil asparagus in salted water until tender-crisp,
3 to 4 minutes. Slice on bias into Y-inch pieces,
reserving a few asparagus tips for garnish if
desired. Add to potato mixture along with salt and
pepper to taste.

4. Heat 1 to 2 ounces clarified butter in a large skil-
let over medium-high heat. Spoon 2 ounces (about
Y4 cup for each pancake) potato mixture into pan to
make oval pancake; cook until golden brown, 3
minutes per side. Repeat to make 12 pancakes,
adding butter as needed; reserve warm.

5. Toss greens with vinaigrette; reserve.

6. Per portion: Place a 4-inch metal ring on one
side of a dinner plate; line with 3 slices salmon.
Remove ring carefully, leaving the salmon; fill
salmon ring with dressed greens; garnish with
cherry tomatoes. Fan 3 potato pancakes on other
side of plate; garnish if desired with reserved
asparagus tips. (For alternate plating, as shown in
photo, stack potato pancakes, top with salmon;
garnish with dressed greens.)

MAY

“Baker’s-Style” ldaho Potatoes
with Morels and Sweet Onions
Yield: 4 servings

Adrian Hoffman, Group Chef
Lark Creek Restaurant Group, San Francisco

Ingredients

3 tablespoons unsalted butter

1 sweet onion, such as Vidalia, Walla Walla or
Maui, peeled and thinly sliced

1 cup fresh morel mushrooms, cleaned and halved
(if fresh morels are not available, substitute
dried; reconstitute in water)

5 sprigs fresh thyme, leaves picked, chopped

2 teaspoons kosher salt

Freshly ground black pepper, to taste

5 small Idaho® potatoes, peeled, sliced into
Ya-inch disks

4 cups chicken stock or meat stock, boiled to
reduce by half

1 bay leaf

2 teaspoons fresh chives, snipped in 3/s-inch
lengths

Directions
1. Preheat oven to 400°F.
2. Melt butter in large ovenproof sauté pan over

medium heat. Add onions, morels and thyme; sea-
son with salt and pepper. (If using commercial
stock, add salt carefully.) Cook gently until onions
are soft, 8 to 10 minutes. Add potatoes; gently stir
to mix. Add enough reduced stock to barely cover
potatoes; add bay leaf. Bring to boil; immediately
remove from heat and transfer to oven.

3. Bake until potatoes are cooked, the liquid has
reduced to a sauce-like consistency and top layer
of potatoes is lightly browned, 40 to 50 minutes.
4. Sprinkle with chives.

JUNE

Idaho Potato French Fries with Lime and Cilantro
Yield: 8 servings

Marie Grimm, Director of R&D/Corporate Chef
Hard Rock Cafe, Orlando, Fla.

Ingredients

4 pounds medium Idaho® potatoes,
unpeeled and scrubbed

Canola oil for deep-frying, as needed

2 garlic cloves, minced

3 tablespoons fresh lime juice

1 tablespoon kosher salt

Y4 cup minced fresh cilantro

Directions

1. Using a french-fry cutter, cut potatoes length-
wise into /3-inch by /3-inch strips. Place in cold
water to prevent oxidization and to wash out
excess starch.

2. Blanch potatoes: Bring a large pot of water to
boil; add potato strips. Allow water to return to a
full boil; cook 30 seconds more; drain. Place on
lined cookie sheet; hold refrigerated.

3. Combine garlic, lime juice and salt in small dish;
refrigerate 1 hour.

4. Remove potatoes from refrigerator. Thoroughly
pat dry. Deep-fry in 365°F canola oil for 3 to 6 min-
utes, until crispy and golden brown. Drain, then
place in a stainless-steel bowl; reserve warm.

5. Stir cilantro into garlic mixture. Add to fries,
tossing to coat. Serve in a paper cone.

JuLy

Poached Idaho Potatoes with Trofie Pasta,
Green Beans and Pesto
Yield: 4 entrée servings

Holly Smith, Chef/Owner
Cafe Juanita, Kirkland, Wash.

Ingredients

2 medium Idaho® potatoes, unpeeled, washed,
rubbed clean and dry

4 cups extra-virgin olive oil, or enough to cover
potatoes

2 tablespoons kosher salt

¥ cup chicken stock or vegetable stock

1 pound trofie pasta (penne, gemelli or orecchiette
may be substituted)



26 green beans, trimmed and washed
Ice water

4 ounces créme fraiche

Kosher salt, to taste

Pinch coarse sea salt

Pesto

% pound fresh basil leaves

3 cloves garlic

% cup extra-virgin olive oil

Y4 cup pine nuts or blanched almonds (optional)

1 lemon, zested and then juiced

1% teaspoons kosher salt

4 teaspoon cayenne pepper

Y4 cup freshly grated Parmigiano-Reggiano cheese

Directions

1. Put potatoes in heavy-bottomed pan; add
enough olive oil to cover potatoes. Heat oil to just
below a simmer, about 200°F. (Do not let oil reach
a higher temperature or potato jackets will be too
crisp.) Cook potatoes 45 minutes to 1 hour, until
tender with a slight resistance when pierced with
sharp knife. (Potatoes will continue to cook after
they are removed from heat.) Remove from heat,
leaving potatoes in the oil. Let stand at least 1
hour, or refrigerate up to 24 hours.

2. Bring 4 quarts water to boil with 2 tablespoons
kosher salt; stir in pasta. Cook until pasta is ten-
der but not soft. Drain and reserve refrigerated,
up to 1 day.

3. Blanch green beans in salted boiling water until
just tender, 1 to 3 minutes. Drain and plunge into
ice water to stop cooking, 1 to 2 minutes. Drain;
cut into 1-inch pieces. Reserve refrigerated, up
to 1 day.

4. Prepare Pesto: In food processor, combine
basil and garlic until finely chopped. Scrape down
bowl once; run for an additional minute. With
motor running, add oil, nuts if using, lemon zest,
lemon juice, salt and cayenne pepper. Scrape
down bowl; process 30 seconds more, adding
more oil if necessary to smooth out texture, and
more lemon if desired.

5. Place Parmigiano-Reggiano in bowl; add basil
mixture; stir to combine. Adjust seasoning to
taste. Reserve refrigerated, up to 1 day.

6. For service, reheat potatoes in olive oil to 200°F.
7. In heavy-bottomed sauté pan large enough to
hold all the pasta, warm stock at medium heat.
Add pasta; cook until most of stock absorbs into
pasta, 3 to 4 minutes.

8. Add green beans and créme fraiche; increase
heat to medium high; cook to a sauce-like consis-
tency, 2 to 4 minutes. Taste for desired doneness
of pasta and beans and add a bit more stock or
water if necessary.

9. Reduce heat to medium; add half of the pesto
and kosher salt to taste. Mix well; remove from
heat.

10. Divide pasta mixture among 4 pasta bowls or
plates. Carefully remove potatoes from oil; drain
on paper towel. Cut potatoes in half and crumble
one piece over each portion of pasta. Season pota-
toes with a pinch of sea salt and serve at once.

AUGUST

Idaho Potato Napoleon
Yield: 4 servings

Karl Matz, Culinary R&D Manager
The Cheesecake Factory, Calabasas Hills, Calif.

Ingredients

5 medium Idaho® potatoes, peeled
Herbed Goat Cheese (recipe follows)
Canola oil, for deep-frying

All-purpose flour, as needed

4 eggs, whisked

3to 4 cups panko breadcrumbs
Heirloom Tomato Confit (recipe follows)
Salt and freshly ground pepper, to taste
4 tablespoons shredded Parmesan cheese
4 teaspoons julienned fresh basil

Herbed Goat Cheese

12 ounces soft goat cheese

1 cup grated Parmesan cheese

¥ cup mascarpone cheese, softened
(or substitute cream cheese)

4 teaspoons minced shallots

1 teaspoon minced fresh thyme

1 teaspoon salt

2 pinches black pepper

Heirloom Tomato Confit

1 pound assorted heirloom tomatoes, blanched,
peeled, seeded, cut in Y4-inch dice

1 cup extra-virgin olive oil

1 clove garlic, smashed

1 sprig fresh thyme

¥ teaspoon salt

1 pinch sugar

1 tablespoon seasoned rice vinegar

2 tablespoons julienned fresh basil

1 tablespoon minced parsley

2 teaspoons minced shallots

4 teaspoon black pepper

1 pinch minced fresh thyme

Directions

1. Slice potatoes on mandolin to "-inch-thick
disks. Select 60 disks of at least 1% inches in
diameter; reserve remaining pieces for other use.
Par-cook disks for 2 minutes in boiling water; drain
well. Arrange in a single layer on baking sheet to
air-dry and cool, about 5 minutes. (Do not shock in
cold water.)

2. Prepare Herbed Goat Cheese: Mix all ingredients
together in bowl with wooden spoon; reserve.

3. To assemble each of 12 Napoleons, place a
potato slice on a work surface; top with a teaspoon
Herbed Goat Cheese. Continue layering: a potato
slice, a teaspoon of cheese, a potato slice, a tea-
spoon of cheese, a potato slice, a teaspoon of
cheese and finish with a potato slice. Gently press
and compact so Napoleon measures about 2%
inches in height and cheese is neatly contained.
Repeat to make a total of 12 Napoleons. Transfer

to clean sheet pan; refrigerate 20 to 30 minutes,
or up to 1 day.

4. Prepare Heirloom Tomato Confit: Place toma-
toes, olive oil, garlic, thyme sprig, ¥ teaspoon
salt and sugar in shallow baking dish. Bake 1
hour in preheated 250°F oven. Remove tomatoes
from oil, reserving oil. Cool tomatoes; discard
garlic and thyme.

5. In a stainless mixing bowl, whisk together Y4 cup
of rice vinegar and oil reserved from tomatoes.
Add cooled tomatoes, basil, parsley, shallots,
pepper, remaining 4 teaspoon salt and chopped
thyme; mix well. Reserve at room temperature,
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covered, up to 1 hour.

6. Remove Napoleons from refrigerator. Carefully
dip each in flour, shaking off excess. Dip in egg
wash then gently roll in panko crumbs, pressing
crumbs between the layers.

7. In deep, medium-gauge saucepan, heat oil to
300°F. Working in batches of four, carefully place
Napoleons in oil; cook until golden, about 5 min-

OCTOBER
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utes. Transfer with slotted spoon to paper towel;
reserve warm.

8. Divide Heirloom Tomato Confit among four
plates. Carefully cut each Napoleon in half; place
6 pieces per plate on top of confit, arranging cut-
side-up in desired plate presentation. Sprinkle
each piece with salt, pepper, and %2 teaspoon
Parmesan. Scatter 1 teaspoon basil over tomatoes
on each plate.

SEPTEMBER

Idaho Potato Gnocchi with Maine Lobster
Yield: 4 appetizer servings

Brian Hinshaw, Regional Chef
Cameron Mitchell Restaurants, Columbus, Ohio

Ingredients
4 ounces chanterelle mushrooms,
halved or quartered if large
1%2 tablespoons olive oil
1 tablespoon minced shallot
1% cups heavy cream
Idaho® Potato Gnocchi, cooked (recipe follows)
4 ounces Maine lobster meat, cooked, chunked
1 ounce roasted garlic purée
Kosher salt, to taste
White pepper, to taste
2 ounces baby arugula, torn
1 teaspoon butter
4 tablespoons grated Parmesan cheese
8 teaspoons basil oil (recipe follows)
Parsley sprigs for garnish

Gnocchi

1 pound Idaho® potatoes, unpeeled
% to 1 cup all-purpose flour

2 large egg yolks

1 tablespoon kosher salt

1 to 2 tablespoons olive oil

Basil ol
3 cups loosely packed basil leaves
1 cup olive oil

Directions

1. In large sauté pan over medium heat, cook
mushrooms in olive oil until soft, about 5 minutes.
Add shallots, cook 2 to 3 minutes.

2. Add cream, cooked gnocchi, lobster, garlic
pureé, salt and white pepper; bring to boil. Reduce
to medium heat; simmer until gnocchi are warmed
through, 1 to 2 minutes.

3. Add arugula; toss briefly to wilt, about 10 sec-
onds; stir in butter and remove from heat.

4. Serve while hot, garnishing each portion with 1
tablespoon Parmesan cheese, 2 teaspoons basil oil
and a sprig of parsley. (If desired, deep-fry parsley
at 275°F for 5 seconds; drain on paper towel;
sprinkle with salt.)

Gnocchi

1. Preheat oven to 350°F. Prick potatoes with fork
to release steam while baking; bake until easily
pierced with fork, about 1 hour.

2. Halve potatoes, scoop out flesh. Press through
ricer onto a lightly floured board. Make a well in
center; sprinkle with half the flour; add egg yolks
and salt; cut together with a bench scraper until
just incorporated. Examine the texture of the
dough, and add more flour if necessary, sprinkling
on a little at a time until dough achieves desired
consistency. Too much flour will make the gnocchi
dry, so add flour carefully. Use just enough so
dough is tacky and sticks together, but doesn’t
stick to your hands. Dough should pull away from
board and be tender but not elastic. Use more
flour if needed to dust surface of board.

3. Roll dough into ball. Cut off small section; roll
into ¥2-inch-thick rope; cut into uniform pieces
about %-inch long. Roll each piece over a gnocchi
paddle (or imprint with a fork); place on a sheet
pan lined with parchment paper and dusted with
flour. Repeat until all gnocchi are rolled. (Gnocchi
may be frozen at this point for later use.)

4. Cook gnocchi in barely simmering, heavily salt-
ed water for 2 minutes; shock in ice bath; drain.
To prevent sticking, gently toss with olive oil. (May
be reserved refrigerated at this point 3 to 4 days.)

Basil oil

1. Blanch basil leaves very briefly (about 2 sec-
onds) in boiling salted water; shock immediately in
ice bath; squeeze out water.

2. In a blender, purée basil and %2 cup olive oil to a
paste; add remaining %2 cup olive oil.

3. Refrigerate overnight; strain. Will hold refrigerat-
ed up to 2 weeks.

OCTOBER

Idaho Potato and Pumpkin Hash
Yield: 4 servings

Randy Zweiban, Executive Chef/Partner
Nacional 27, Chicago

Ingredients

3 cups Idaho® potatoes, peeled, cut in Y4-inch dice

6 cups plus 2 tablespoons canola oil

3 cups calabaza pumpkin, peeled, seeded,
cut in Y-inch dice (or use regular pumpkin
for a denser consistency)

¥ teaspoon ground cumin, toasted

¥ teaspoon ground coriander, toasted

% teaspoon ground black pepper, toasted

¥ teaspoon kosher salt

¥ teaspoon sugar

% teaspoon paprika

Y4 teaspoon cinnamon

/3 cup plus 4 teaspoons Orange Aioli
(recipe follows)

Orange Oil (recipe follows)

Y4 cup smoked bacon, finely diced

Kosher salt, to taste

Freshly ground black pepper, to taste

4 fresh chives, chopped

4 |daho® potato gaufrettes (optional)

Orange Aioli and Orange Oil
1 cup freshly squeezed orange juice



1 egg yolk (or substitute 2%2 tablespoons
pasteurized egg yolks)

2 tablespoons freshly squeezed lemon juice

¥ tablespoon Dijon mustard

1 cup canola oil

1 to 2 tablespoons water

Directions

1. Combine potatoes and 6 cups oil in heavy
saucepan. Cook over medium heat until to 170°F.
Adjust heat to maintain temperature and cook until
potatoes are fork tender, 12 to 18 minutes, taking
care to maintain temperature. Remove potatoes
with slotted spoon. Drain on paper towels, reserv-
ing the oil. Set aside to cool.

2. In mixing bowl, toss pumpkin with cumin,
coriander, black pepper, salt, sugar, paprika, cinna-
mon and remaining 2 tablespoons oil. Bake on
sheet pan in preheated 350°F oven until pumpkin
is fork tender, 15 to 20 minutes; cool.

3. Prepare Orange Aioli: In a sauté pan over medi-
um heat, reduce orange juice to % cup; cool. In
small bowl, whisk together egg yolk, lemon juice
and mustard; slowly whisk in oil. Add half the
reduced orange juice. Thin with water to desired
consistency.

4. Prepare Orange Oil: Transfer remaining reduced
orange juice to a bowl and whisk in % cup
reserved oil from cooking potatoes.

5. In sauté pan over medium heat, slowly render
bacon until meaty but not crisp, about 5 minutes.
Pour off some of the fat. Add potatoes and pump-
kin; season to taste with salt and pepper and heat
gently. Remove from heat and stir in 3 cup
Orange Aioli.

6. Divide potato mixture among 4 ring molds that
have been placed on serving plates. Press gently
to compact then carefully remove molds. Top each
with 1 teaspoon Orange Aioli; drizzle 1 to 1%2
tablespoons Orange Qil around rings. Garnish
each with chopped chives and an Idaho® potato
gaufrette.

NOVEMBER

Idaho Potato Celery-Root Skordalia
Yield: 4 servings (about 3 cups)

Ana Sortun, Chef/Owner
Oleana, Cambridge, Mass.

1 small celery root, about 1 pound

2Y teaspoons salt, divided use

¥ tablespoon whole-milk plain yogurt,
preferably Greek-style

1 Idaho® potato, about 12 ounces,
peeled and quartered

3/g cup whole blanched almonds

2 to 3 cloves garlic, roughly chopped

1% teaspoons freshly squeezed lemon juice

Y4 cup extra-virgin olive oil

Salt and black pepper, to taste

Directions
1. Cut both ends of celery root so it stands on a
cutting board; peel in a spiral pattern with a sharp

knife or peeler; rinse to remove any dirt; cut into
eighths. Place pieces in medium saucepan; cover
with warm water and % teaspoon salt. Bring to
boil; reduce to a simmer. Cook until fork-tender,
20 to 25 minutes. Drain, reserving 1 cup of cook-
ing water.

2. While celery root is still hot, combine in food
processor with yogurt and Y4 cup of reserved
cooking liquid. Purée with metal blade until
smooth and creamy. Transfer purée to medium
mixing bowl; reserve.

3. Place potato quarters in medium saucepan with
water to cover and 1% teaspoons salt. Bring to
boil over high heat. Reduce heat to medium; sim-
mer until tender, 15 to 18 minutes; drain. While
potatoes are still hot, press through a ricer or food
mill. Fold potatoes into celery root mixture.

4. Combine almonds, garlic, remaining % cup
reserved cooking liquid, lemon juice, olive oil and
remaining 1 teaspoon salt in a blender. Blend until
completely smooth and creamy, about 2 minutes.
5. Fold nut mixture into potato/celery-root mixture.
Season to taste with salt and black pepper.

6. Serve at room temperature or cold, as an appe-
tizer or hors d’oeuvre. This dish pairs well with
grilled bread, grilled beef kebabs or skewers of
marinated, grilled mushrooms.

DECEMBER

Idaho Potato Quiche
Yield: 4 servings

Martial Noguier, Executive Chef
one sixtyblue, Chicago

4 medium Idaho® potatoes, unpeeled, scrubbed
Olive oil, as needed

Salt, to taste

Black pepper, to taste

4 cups kosher salt

1egg

1 egg yolk

1 pinch cayenne pepper

1 pinch nutmeg

¥ cup whole milk

¥ cup heavy cream

4 ounces Swiss cheese, grated
4 ounces ham, chopped

Frisée salad, as needed

Directions

1. Preheat oven to 400°F. Rub potatoes with olive
oil and sprinkle with salt and black pepper. Prick
potatoes with fork. Fill small sheet pan with 4 cups
kosher salt; place potatoes on salt. Bake until a
knife easily pierces potatoes, 40 to 55 minutes.
Remove from oven and cool; reduce oven to 350°F.
2. In a small bowl, whisk egg and egg yolk with a
pinch of salt, cayenne pepper and nutmeg; whisk
in milk and cream.

3. With a sharp knife, slice off top % inch of
cooled potatoes; scoop out insides, leaving Y4 inch
of potato all around to form a shell. (Reserve
inside of potato for another use.)

4. Return potato shells to salt on sheet pan. Divide
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cheese and ham among potatoes and then add
egg mixture.

5. Carefully return potatoes to oven; bake at 350°F
until eggs are softly set, 15 to 20 minutes. Serve
as an entrée with frisée salad dressed with bal-
samic vinaigrette.



ou know your customers love Idaho

French fries. So here’s an easy way to
make them love ‘em even more. Take those
beautiful Idaho® Potatoes and bake them.

Baked Idaho fries offer the great taste

and texture people love in their favorite
fries. And they also appeal to a lot of people
who wouldn’t ordinarily care for a fried
French fry.

Idaho re-invents the baked potato.

So offer a two-fry menu. Baked or fried.

But remember, only Idaho Potatoes
deliver the flavor and consistency your
customers demand. So
always spec the best.
Genuine Idaho
potatoes. And
serve them baked.
And fried.

Fantous

Potatoes
IDAHO|

Idaho Potato Commission e P.O. Box 1670, Eagle, ID 83616 e (208) 334-2350 e www.idahopotato.com/fspro
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Hired 30
new employees

Invested in
new equipment

Built a loyal
customer base

Protected the business
with an emergency
preparedness plan

With ready.gov, the business you’ve worked so hard to build can be as prepared as possible S{/a\?
should a disaster strike. Download free, easy-to-use checklists, templates and other resources 2 @:
to help you develop an affordable plan. Protect your life’s work—start or update your plan today. Q 5

Becoming a success is hard work. Protecting it isn’t. www.ready.gov
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Juson’s Ranchero Wrap, $5.50,
with chicken breast, pico de
gallo, cheddar cheese, jalapefio
peppers and ranch dressing, is
served with tortilla chips and
picante sauce.

f Lisa Tillman never saw another
drop of partially hydrogenated oil,
it'd be too soon. “At least I won't have
to see it at Jasons,” she says.

After five years of label scrutiny,
vendor wheedling and recipe revamp-

ing, the director of product develop-
ment for 142-unit Jason’s Deli has squeezed
every bit of the stuff out of inventory.

“We found it in the most unexpected
places, and it took a lot of work on our part
and negotiation with our vendors to get rid
of it all,” Tillman says. “We worked really
hard to ensure flavors were just as good or
better than before and to make this as
transparent to our guests as possible.”

The fast-casual sandwich chain officially
celebrated trans-fat freedom in April.

Trans-fat busting at Beaumont, Texas-
based Jasons is just one example of the
“it’s better, so just do it” decisions that the
company stands on. Others include the
April addition of panini grills and more
organic products on the roster.

Although the changes may be invisible to
the customer, behind the scenes, compo-
nents are different. Chocolate mousse, for
example, used to include trans-fat-laden

whipped topping with milk solids. Now,
unit workers whip it fresh with cream.

Jason’s made these changes without rais-
ing prices. Same-store sales for July, August
and September were up 8 percent to 10 per-
cent over the same months in 2004. How
much of that’s attributable to the trans-fat-
free products is debatable, but feedback
from customers indicates, “We are getting
some new guests here purely because we
made the switch,” founder Rusty Coco says.
“Because we're 100 percent trans-fat free,
they don't have to shop the menu to find
what is and what isnt OK.”

Good Timing
Jason’ timing is good, says Harry Balzer,
vice president of Port Washington, N.Y.-
based NPD Group, which polls consumers
on 20 health and diet issues every other
week. “Trans fat has steadily increased in
awareness to the point that its now one of
their top three concerns,” he says. “Jason’s
action puts them ahead of the curve. The
fact that they’re not charging customers
more for a healthier menu is crucial.”
Jason’s completes the trans-fat purge just
as it enters California. “We expect Califor-
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nia to be huge for us,” Coco says. “Healthy basted French bread with basil pesto,
eating and organics are very important to grilled chicken breast, provolone cheese,
consumers in California markets.” roma tomatoes and spinach. The South- CONCEPT
While Jason’s celebrates its emancipation west-style Smokey Jack Panini, $6.25, | o % Deli
from bad fat, Tillman has moved on. She is comes with smoked turkey breast, bacon, Jason's Deli
developing more hot options such as pas- jalapetio jack cheese, Russian dressing, gua- HEADQUARTERS
tas, paninis and wraps to drive dinner camole and roma tomatoes. More versions Beaumont, Texas
business. She’s shaping more “big belly” are in development for January testing. UNITS
sandwiches—those stuffed with 6 ounces According to Tillman, the paninis have = : | 25502
or more of meat. And she’s planning entree been a huge success, scoring in the 44 to 5 142
salads and a salad-bar revamp with more range in test, out of a possible five points. 2005
organic produce and soups. Coco says that sales have put the sand- SYSTEMWIDE SALES
wiches in line with other category leaders $340 million
Hot Off the Grill such as Jasons New Orleans Muffaletta, (company estimate)
Jason’s began developing panini sandwich- $9.50, premium ham and hard salami with pany
es after a Coco family member ate them all provolone and olive mix. AVERAGE
over Italy. “We believed the use of the pani- Panini also paved the way for Wrapinis, Unit VoLume
ni grill could really enhance flavors and wrap sandwiches grilled in the panini $2.4 million
textures of our ingredients, but it took over machine. In April, Jason’s introduced the AVERAGE CHECK
a year to accomplish,” Tillman says. In best-selling Grilled Portobello Wrapini, =~ @ | s
addition to recipe development and the $6.25, Italian-dressing-marinated, grilled $7.50
equipment purchase, Jason’s had to work Portobello mushrooms with avocado EXPANSION PLANS
out the logistics of space and additional spread, pico de gallo, spinach and Asiago 3byyear—end """"
power supply for the grills. cheese; and the Chicken Club Wrapini, 20 in 2006
Tillman initially tested paninis with 3 $6.25, chicken breast, bacon, red onions,

ounces of meat but later doubled it. “It
may not be a traditional panini, but it’s
more in line with the value customers
expect from Jasons,” she says.

Jason’s offers panini two ways: The
Chicken Panini, $6.25, features olive-oil-

roma tomatoes, ranch dressing, and Swiss
and cheddar cheeses.

Company Loyalty
Jason’s menu has been top of mind for Till-
man for 27 years. She came to Jason’ as a

Marinated Chicken Breast Salad,
with cheddar cheese, black olives,
tomatoes, guacamole, mixed greens

ALL-TIME FAVORITE SANDWICHES

Reuben the Great: hot corned beef,

cheddar cheese, $5.25

and Italian dressing, $6.50 Swiss cheese, sauerkraut and

Russian dressing on grilled rye
bread, with chips and a pickle, $6.25

The Slim Jim: hot roast beef,
fat-free mozzarella, light ranch
dressing, lettuce and tomato
on a toasted onion bun,
with chips and a pickle, $4.99

Spinach Veggie Wrap, with house-
made pico de gallo, guacamole,
sprouts, mushrooms and Asiago

cheese, with a side of picante and
choice of fruit, veggies or baked

potato chips, $4.99

BAKED POTATOES

Texas Style Spud, topped with
soy-based butter substitute,

The addition of panini grills in April
makes pressed sandwiches and wraps
a hot new menu option for Jason’s customers.
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Crispy pita chips smothered in creamy Parmesan sauce, with Italian sausage,
Mozzarella and Parmesan cheese.

Topped with Tuscany salsa, made with olives, tomatoes and capers. FOODSERVICE

: e
Recipes at www.thedairyspecialist.com Your Passion. Our Promise.

©2005 Land O’Lakes, Inc.
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“We think hot-food options have the potential to boost
dinner sales 5 to 10 p@rcent. 7 —Jasons Deli founder Rusty Coco

night-shift line employee in 1978 to help
pay for college and never left. After earning
a management degree from Lamar Univer-
sity in Beaumont, Tillman became general
manager of the flagship store and started
working more in product development
with Coco. He shared research and devel-
opment tasks with Tillman for 24 years
while she continued as GM. She’s been the
company’s full-time product-development
director for the last five years.

As such, Tillman develops recipes and
training materials, spelling out product
builds, portion sizes, presentation and
food-cost analysis. She oversees testing,
which involves in-store sampling, focus
groups and customer feedback via surveys
and comment cards.

It opens wide.

With 80 items, Jason’s new core menu
comes out each April with two to five new
items. The company culls slow movers
annually but shuttles them onto an
approved recipe list that operators can use
as specials. “Some items may be favorites
regionally, so we want to give operators the
opportunity to continue to feature those
where it makes sense,” Tillman explains.

Jason’s updates training procedures
quarterly and posts them on the company’s
Deli Net intranet, which includes its latest
marketing promotions and limited-time
offers. “Some of these promotional items
may move on to core menus,” Tillman
says, “but we also have products like
chicken gumbo and chicken pot pie that
are offered seasonally only.”

’—v

Now you say,

Giving guests hot options for
dinner, Jason’s Deli added
Chicken Pasta Primo in April,
is testing pasta and meatballs,
and has other pasta entrees
on the way.




It’s not just big news; it’s big business. It’s cereal like you’ve never seen before and it’s
ready to go anywhere, anytime of day. Kellogg’s® Drink ‘n Crunch™ is perfect for every
breakfast-skipping-on-the-go-consumer. It’s nutritious, completely portable, and totally delicious.
Kellogg’s® Drink ‘n Crunch™ is a cereal innovation that’s sure to fuel the growing breakfast
daypart. For more information contact your Kellogg sales representative or call 1-877-511-5777.

9.0
Food Away, ’me"me

Bringing our focus to your business.’
www.kelloggsfoodawayfromhome.com
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“Removing trans fats from menus was a costly change but not one

we could pass on to our customers.” —Lisa Tillman, director of product development

Eyes on the Prize
Tillman divides development time between
constant re-evaluation of classics like these
and the quest to shape new products.
Rather than create new dishes on her own,
Tillman prefers to hold companywide
recipe contests, rewarding best ideas with
cash prizes. “Some of our best ideas have
come from the field,” she says.

For example, a manager and a trainer
split the $1,000 reward for developing
trans-fat-free recipes for whipped-cream-

dish was Jason’s first stab at a hot entree
designed for dinner. It sold so well in test
that it went to the core menu in April.

Tillman added a meatballs and marinara
pasta special and is exploring more hot-
pasta LTOs for January.

Jason’s is also testing a chicken, fruit and
nut salad to potentially launch in spring
and is revamping the salad bar to add more
organic items like artichoke hearts, kalama-
ta olives and maybe an organic soup.

But Tillman’s highest hopes are tied to

Juson’s best-selling sandwich
is the New Orleans Muffaletta,
premium ham and hard
salami or oven-roasted
turkey breast with provolone
and house-made olive mix.

the current Create a New Sandwich con-
test, with $500 going to the winner. “I'm
seeing a lot of everything-but-the-kitchen-
sink-type sandwiches and some really cre-
ative veggie sandwiches, so who knows
where this could go?” she says.

based topping and chocolate mousse.
Another example: Several employees
collaborated to create the Chicken Pasta
Primo, $6.50, penne topped with creamy
tomato-basil sauce, grilled chicken breast
and Asiago cheese. Launched this year, the

You’ll aah over

Shift-on-the- Introducing the
Fly™ because it
lets you change
speeds without

stopping.
.

Hobart 20-Qt.
Legacy™ Mixer

Not only does

Hobart’s exclusive
Ooh over the

Quick Release™
Agitators that
are so fast and
easy to change.

swing-out bowl make
it so easy to add
ingredients, take
out product, remove
and change bowls,
but the 20-qt Legacy™
Aah. The most
important point
about the Legacy:
its single point of
installation makes

it easy to change
and mount bowls.

mixer has loads of
other great features,
too. See more reasons
to ooh and aah at

www.hobartcorp.com.

HOBART

Solid equipment. Sound advice.
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and profits
at Ruth’s Chris
Steak House.

By DAvVID
FARKAS

Chain Leader # December 2005

Ithough Ruth’s Chris Steak House doesn't
do lunch, the staff at the Winter Park,
Fla., restaurant whipped up heaping steak
salads for Craig S. Miller and a guest on a
recent afternoon. Sure, Miller’s status as
president and chief executive accounted for
the royal treatment. But there are also plen-
ty of people outside the organization
who’d argue Miller deserves at least as
much care and feeding,

That’s because the 91-unit chain is
growing again. And while its stock price
tumbled this fall from $23 to $17 in the
wake of Hurricanes Katrina and Wilma,
which closed six units (four have since re-
opened), analysts remain bullish on the
long-term prospects of the company, now

N

1

headquartered near Orlando, Fla.

“Katrina dealt a blow, but company
recovers quickly,” Boston-based CIBC’s
John Glass wrote in a Sept. 19 equity note.
He rates the stock a “sector outperformer.”
Jeff Omohundro, based in the Charlotte,
N.C., office of Wachovia Securities, was
impressed with “the decisive and profes-
sional manner” Miller’s team responded to
Hurricane Katrina. Both firms, by the way,
underwrote the company’s August IPO.

Ruth’s Chris has posted double-digit
same-store sales in company stores for
seven consecutive quarters—a record
unmatched by other luxury steakhouse
chains. Preliminary third-quarter results
showed a 10.6 percent same-store-sales




increase despite 71 days lost to hurricane-
related closures. Revenues from company-
store sales and franchise royalties rose an
estimated 5 percent, to $147.6 million, for
the first nine months of the year.

Ruth on Radio

Miller, who signed on in March 2004, says
the chain’s strong brand image, selectively
marketed, is chiefly responsible for the
recent surge in guest counts and check-
average increases. Radio and TV talk-show
personality Sean Hannity, for example, is a
spokesman for Ruth’s Chris because his
mostly male listeners match the chain’s
customer profile. Ads also appear on popu-
lar Internet sites such as theatermania.com

and golf.com. The company’s
redesigned Web site has enhanced
both the gift-card program and
online reservation system.

The push toward technology
comes from Vice President of
Marketing Tony Lavely, a former
Domino’s Pizza executive who also
worked for a sporting-goods dot-
com. Since joining the company in
August '04, he has replaced the
chain’s longtime New York-based
agency, Pedone & Partners, with
six agencies that separately handle
everything from public relations
to the Internet. Lavely describes
2004 as “a benchmark year.”
Ruth’s Chris spent an estimated
$6.8 million on marketing and
advertising this year. Lavely
expects that figure to increase by
20 percent next year.

The chain is also finally
expanding after a restaurant-less
2004. This year, Miller opened
company stores in Boston and
Roseville, Calif., a Sacramento
suburb. A third unit is scheduled
to open in December in down-
town Sacramento. Franchisees
opened four units, including a
second Ruth’s Chris in Baltimore.
Miller expects to open six to eight
company units in ‘06 in New Eng-
land, Florida and California. Fran-
chisees are likely to open four. In
all the company expects to grow 10 per-
cent in the next three to five years.

Miller is confident the units will do well
as long as the company and franchisees
find “A” sites in densely populated urban
areas and affluent, high-traffic suburbs.
Recent openings, he claims, are averaging
$5 million or better, considerably higher
than the $4.7 million AUV posted last year.

The new volumes still rank
below competitors Smith &
Wollensky ($9.7 million) and
The Capital Grille ($7.2 mil-
lion). That's no big deal when
you consider Ruth’s Chris 34.8
percent cash-on-cash return
swamps all comers except

COVER STORY

Ruth’s Chris
Steak House

HEADQUARTERS

40 company
restaurants,
51 franchises

2005 REVENUES

$211.1 million
AVERAGE CHECK

6 to 8 company,
5 to 7 franchise
restaurants in ’06

*Chain Leader estimate

President and CEO Craig Miller
has paved the way for both
expansion and profitability at
Ruth’s Chris Steak House by
increasing unit sales, boosting
margins and selectively
markefing the chain's image.

Wine makes up 15 percent
of cost of goods, Ruth’s Chris’
second largest expenditure
(meat is the first). The
company is currently
revamping bar operations

to boost the sales of wine
and spirits.

Porfrait by Steven Widoff




An $80 million line of revolving credit
and free cash flow should help Ruth’ Chris
continue to open new restaurants.

Customer traffic has helped
account for seven consecutive
quarters of double-digit
same-store-sales gains.

Ruth’s Chopped Salad is a
modern take on the
traditional: iceberg lettuce,
spinach and radicchio tossed
with red onions, mushrooms,
green olives, bacon, eggs,
hearts of palm, croutons,
blue cheese and lemon-basil
dressing, served with cherry
tomatoes and topped with
crispy fried onions.

Meat accounts for 51 percent
of Ruth’s Chris’ cost of goods.

Fleming’s Prime Steakhouse & Wine Bar
(37.1 percent). “This is a solidly profitable
business,” declares Minneapolis-based RBS
Capital Markets analyst David Geraty, who
rates the stock “outperform.”

“Profit” is a word that Miller steps care-
fully around. The knock against his prede-
cessor, former President and CEO Bill
Hyde, is that Hyde fretted about the com-
pany’s bottom line at the expense of grow-
ing sales and opening new units. “[Prior
management| was more focused on main-
taining the profitability of the business than
on growth and franchising,” Miller charges.

Debt Load

“I don’t think that’s a fair characterization,”
complains Hyde, who now works as a
private investor in Dallas. “We were never
focused on profitability.”

The company, however, was saddled
with significant debt after a recapitalization
bought out late founder Ruth Fertel and
brought in new owners Madison Dearborn.
Hyde, Ruth’s Chris’ second largest share-
holder, does admit that the $130 million
owed to lenders, combined with the eco-
nomic slowdown after 9/11, restrained
company growth.

Miller nonetheless has found ways to
boost margins. He replaced common carri-

ers with a customized distribution system,
for instance. “Distribution is saving us a
half-point to a point in overall cost of sales,
depending on the restaurant,” Miller
explains. “The buying power that goes
along with distribution savings means we
are able to negotiate national contracts on a
lot of products.” Meat accounts for 51 per-
cent of Ruth’s Chris’ total cost of goods;
wine follows at 15 percent.

Still, Miller insists the real leverage on
the bottom line comes from raising sales
volumes. “In approximately 18 months, we
have added $1 million per restaurant in
sales. We've taken the system from $4.2
million to $5.2 million,” he boasts. “The
leverage that comes out of that increase in
sales is very significant to the bottom line.”

CIBCs Glass, in fact, estimates a 1 per-
cent change in same-store sales will add or
subtract 2 cents of earnings per share. Ana-
lysts who follow Ruth’s Chris and report
their findings to First Call predict the com-
pany will earn 73 cents per share in '05
and 86 cents in '06 based on strong same-
store sales. Shares of RUTH are currently
trading at 21 times earnings, somewhat
below the 23.7 times analysts expected for
‘05, due likely to hurricane-related issues.

The company expects to open the dam-
aged Metairie, La., restaurant this month
while leaving shuttered the original Ruth’s
Chris on Broad Street in New Orleans and
the Biloxi, Miss., restaurant (which never
opened). The devastated New Orleans
restaurant is likely to be razed, though no
official is willing to say so. The brand new
Biloxi unit, in the Hard Rock Hotel, how-
ever, will open next year.

Hurts So Bad

The reaction to management’s quick deci-
sion to move company headquarters to
Heathrow, Fla., after Hurricane Katrina has
not been entirely positive. “I have not heard
a single person defend the move,” says




Times-Picayune restaurant critic Brett Ander-
son. “The city wasn't done flooding yet and
they were gone.” A columnist for the same
newspaper, Lolis Eric Elie, recently quoted
Fertel’s son, Randy, as saying, “I don't think
leaving would have crossed her mind.”

Miller is sensitive to criticism that he
abandoned the founders hometown without
much thought to her legacy. Fertel, a single
mom, remortgaged her house to buy Chris
Steakhouse, a New Orleans institution, in
1964. A savvy businesswoman, she got a
jump on competition by franchising, a risky
move that worked despite the complexity of
a fine-dining restaurant. Ironically, one of
her earliest franchisees was Paul Fleming,
who founded Fleming’s Prime Steak House.
He later sold the rival chain to Outback.

“You'd like to be able to take more
time,” Miller allows, adding the decision
to relocate headquarters was sobering. “I
learned that in a crisis, the absence of
someone with an answer can be the most
hurtful and harmful thing. Everyone is
looking at you.”

Including, apparently, the Street.
“Uncertainty in a market is unsettling for
investors,” Miller says. The market may
still be worried given the beating the stock
has taken since the September storms.
Miller, however, remains hopeful. “The
clouds will dissipate and the sun will come
out. Nothing about our story, nothing about
our fundamentals, has changed,” he says.

Let Them Eat Steak
Part of that story concerns Ruth’s Chris’
customers, who Miller believes will still be
willing to fork out an average $63 a meal
despite rising energy prices. He’s counting
on baby boomers, with their increasing
disposable income and desire for luxury
goods, to help him maintain market share.
“Demographically, we're aligned with what
consumers are looking for,” he says.

So positioned, Ruth’s Chris, the largest

player in the luxury steak subset, may cur-
rently have the upper hand in the $12.5
billion steak category. “People think, all

of a sudden, there’s a lot of competition
among the high-end steakhouses. If you
add them up, I think the number is less
than 400,” he says.

Considerably less, in fact. Technomic
reports nine national chains with per-person
check averages greater than $50 operated
just 273 units at the end of 2004. Experts
do not expect that number to climb much
higher by the end of ‘05 as many companies
prefer wringing sales from existing restau-
rants to adding new ones. Only Fleming’s
and Capital Grille saw double-digit annual
growth in '04, on a much smaller unit base
than Ruth’s Chris.

“What the IPO allowed us to do is sig-
nificantly capitalize the company to fulfill
our growth objectives,” Miller says. The
proceeds from the offering relieved debt
pressure, which had hampered company
store expansion. Miller figures Ruth’s Chris
still owes about $38 million, a relatively
minor sum in the scheme of things. An
$80 million line of revolving credit and
free cash flow (the company will generate
$35 million in EBITDA in ’05) will be more
than enough to fund new restaurants and
projects like bar renovation and the yet-to-
launch “Friends of Ruth” VIP program.

Miller envisions the program, largely
administered online, catering to local
movers and shakers. The details, particu-
larly as they concern privacy issues, have
yet to be worked out. But Miller thinks
offering a higher level of service to these
folks, whether or not they currently use the
restaurants, will entice them to the restau-
rant more often. “I would love to be in a
position where a Friend of Ruth drives up
outside and our valet is able to recognize
him,” he muses.

Here’s another thought: How about serv-
ing him lunch? [

- M Ruth’s Chris, the largest

- upscale steakhouse chain, a

- guest-focused culture is a big
- draw for affluent families and
- expense-account diners.

Seafood dishes such as Ahi-
. Tuna Stack make up 12.1

percent of sales, while meat

dishes make up 43 percent.

Taking Stock

Ruth's Chris Steak House stock
opened at its IPO at $19.90, well
above the predicted $15 to $17. Siill
weathering the effect of hurricanes
along the Gulf Coast and in Florida,
RUTH stock was trading at around
$17.80 at press time.
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TRAFFIC TRENDS

Eat-in QSR customers
have more sides and drinks
and spend more money.

By MARY BoL1z CHAPMAN

ast-food customers who eat in
the restaurant spend more on
average than those who don't.
According to Quick-Track, a
quarterly survey by San Clemente,
Calif.-based research firm Sandel-
man & Associates, the average per-
person check for those who ate in
the unit on their last occasion was
$4.96, vs. $4.65 for all QSR users,
a 21-quarter average shows.
e Eat-in customers were more apt
than all QSR users to order drinks
and sides with their meals. 96.3
percent of those who ate in on their
last visit had a beverage vs. 77.3
percent of all fast-food users. 67.9
percent of dine-in guests bought at
least one side vs. 57.8 percent of
all users.
e Those eating in on their last occa-
sion were less likely to use a special

Chain Leader # December 2005
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promotion: 15.8 percent vs. 22.1
percent of all users. 39.1 percent of
eat-in customers taking advantage
of such a deal learned about it from
signs in the restaurant.

o A 21-quarter average finds that
eat-in comprises 29.5 percent of all
QSR occasions. Drive-thru makes
up 40.3 percent; carryout, 23.4
percent; and delivery, 6.7 percent.

e While 40.0 percent of all users
had lunch on their last occasion,
54.4 percent of those eating in the
restaurant on their last visit had
lunch. 49.5 percent of all users had
dinner; 36.9 percent of eat-in cus-
tomers had dinner.

e According to a 21-quarter average,
22.1 percent of QSR customers din-
ing in the unit on their last occasion
were with friends. And 21.0 percent
were alone. Conversely, 17.3 per-
cent of all fast-food users ate with
friends on their last occasion, and
26.9 percent dined alone.

¢ 28.0 percent of those eating in the
restaurant on their most recent
occasion had a hamburger; 24.7
percent of all users did on their last
occasion.

Regional Favorites

All QSR sers’ most recent purchases,
21-quarter average

All Dining Types Eat-In Occasions
I Burger M Sandwich | Mexican
Pizza 1 Chicken Regional/other

Dining In and Spending More
All QSR users’ most recent occasions

= Eqf-in occasions e Al dining types
Average spending per person

94.30 $5.14
$4.23 1 1 _

Mean amount for party paid on one check

513.08 S13.01
$1251 1 1 . our

Percentage who used a limited-time promotion

21.0% 16.9%

14.0% 1.5%]

1 1 1

1 1
Percentage who ate at least one side dish

1
Percentage who drank a beverage
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Methodology

Customer trend data is based on the quarterly
Quick-Track survey by Sandelman & Associates, a
San Clemente, Calif.-based research firm. Quick-
Track queries a nationally representative sample
of 600 fast-food customers on a host of demo-
graphic and usage questions. The firm defines
“QSR eat-in users” as those who have purchased
meals for eat-in from a QSR chain atf least once
in the past month. Most-recent purchase data is
based on all QSR users whose dining type was
eat-in on their last purchase occasion.




SPECIAL ADVERTISING SECTION

Franchise
Developer

Lending Alliances: Five Options
for Franchise Funding

may be the key to the future of the quick-service restaurant
industry. The good news is that finding financing typically is
easier the second-or third-time around.

M ulti-branding is hot. According to some leading franchisors, it

Here are some strategies to consider:

1. Sale/leasebacks. Franchisees who own business real estate can
put it to work as a capital source by selling the real estate to a
financing company, then leasing it back. You essentially profit from
the sale but retain operating control. “If you go into default, you
may lose the store but you won't lose your house,” says Brad Saltz,
director of restaurant services for Cleveland, Ohio-based SS&G
Financial Services, Inc.

© 2004 Captain D’s, LLC.

2. Franchisors. Franchisors such as McDonald’s link franchisees to
“relationship” banks offering competitive financing packages. They
also may offer guarantees to make the numbers work. Among the
options, says Mark Siebert, chief executive officer, The iFranchise
Group, Homewood, lli.: a financial guarantee of up to 10% of the
loan portfolio; a guarantee cushioned by a take-back provision; or
a guarantee that includes a remarket agreement for a given num-
ber of units.

3. Partnerships. “It's better to do it on your own. But if you can't,
look for 10 investors with $50,000 rather than one ‘angel’ investor,”
advises Saltz. The key: finding partners with aligned interests and, if
possible, complementary contributions such as operations skills or
access to a development pipeline.

4. Venture capital/funds. Generally,
venture capital is interested only in
large portfolios. However, Franchise-
Consultation.com reports financial
brokers are approaching franchisors
to put together large pools of money
using Small Business Administration
(SBA) and private funds.

5. Traditional sources. The SBA has
two basic loan programs, says
spokesperson Mike Stamler: a guaran-
teed loan that provides for a partial
guarantee on bank loans up to $2 mil-
lion and a certified development com-
pany loan. If you want a longer term
and can pay a higher rate, Saltz advises going to a national bank.
Local banks are more likely to lower the interest rate as a balance to
a shorter term.

Diversify your restaurant portfolio with Captaiﬁ D's
and enter the underserved seafood market
segment with an extraordinary brand. :

* Strong 35-year performance hlstory mcludmg
record sales years in 2002 and 2003.

« A growing market segment with hlgh_ly‘_ ki
favorable competitive conditions.

o5 -

« A new restaurant prototype designed for low
capital investment-and maximized retums;

1-800- 550 4877
captainds.com
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SPECIAL ADVERTISING SECTION

They have owned
Burger King’s, Arhy’s,
Friday’s and Applebee’s.

Now they own a slice of us.

4
\!i.
Veterans of QSR and Casual Dining concepts
can really appreciate 0ld Chicago —
it's as simple and good as pizza and beer.

And pizza and beer isn’t the only thing that looks
good at 0ld chicago. Check out these numbers:

Overall food cost — 25%"
Food to Bar Ratio — 60% : 40%*
Net Operating Income — 24%*

We’re looking for experienced,
multi-unit food service operators to expand our
29 year, 79 store concept nationwide —
and we have plenty of prime territory available.

(DN
OLD CHICAGO

Vo)

Eat. Drink. Be Yourself.

For more information, visit www.ocfranchising.com
or call us at 303.664.4200.

*Figures reflect averages of all company-owned restaurants opened for at least one full year in 2004.
Substantiation of these figures can be found in our Uniform Franchise Offering Circular. We do no represent
that any operator can expect to attain the operating margins presented in this advertisement, or any other
particular level or range of operating margins. Your success will depend largely on your ability and efforts.

You must accept the risk of not doing as well. This offering is made by prospectus only.

Chain Leader 4 December 2005

Franchise Developer

* Named the 2004 Chain of the Year by Pizza
Today Magazine.

* Our Flavored Crust pizza is the reason for our
appeal and the foundation for our success.

* #1 Pizza Opportunity, three years in a row, by

Entrepreneur Magazine's Annual Franchise 500.

"Top 200" franchise chain by Franchise Times.

525 stores in the United States & Canada.

32 years of success.

Markets available nationwide.

$50,000 liquid with $150,000 net worth.

Full training and support.

www.hungryhowies.com
(800) 624-8122

L

There’s never been a Better time to
own a Papa John’s franchise.

But hurry! Prime Papa John'’s franchise
opportunities are going fast.
— i

%

If you have the right combination
of drive and skills, we want you as
a franchisee.

Please visit our website for more
information, because these
franchise opportunities

won't stay hot forever!

Web: www.PapaJohns.com

Papa John’s International, Inc.
New Business Development
2002 Papa John’s Boulevard
Louisville, KY 40299

Better Ingredients.
Fax: 502.2614324 Better Pizza.



VENDOR EXCHANGE

For more information about any of Chain Leader’s advertisers, please contact them directly at the numbers or addresses provided.

FOOD & BEVERAGE

EQUIPMENT

Bush Brothers & Co. p. 1. Baked beans and
other products. Call (800) 251-0968 or
visit www.bushbeans.com.

Hillman Oyster Co. p. 30. A line of fresh
seafood products. Call (888) 582-4416 or
visit www.hillmanoysters.com.

Kellogg's Food Away From Home p. 68.
Branded cereal in on-the-go packaging.

Call (877) 511-5777 or visit the Web site
at www.kelloggs.com/fafh.

Land O’Lakes Inc. p. 66. A full line of dairy
products. Call (800) 328-1322 or visit
www.thedairyspecialist.com.

MasterFoodServices /Uncle Ben’s Inside Back
Cover. Rice varieties for use in foodser-

vice. Call (800) 432-2331 or visit
www.masterfoodservices.com.

Perdue Farms Inc. p. 15. A variety of poultry
products for use in foodservice. Call

(888) PERDUE-2 or visit the Web site at
www.perduefoodservice.com.

Red Gold Inc. Inside Front Cover. Value-
priced tomato ketchup. Call (888) 733-
7225, ext. 60 or visit www.redgold.com/fs.

Rich Products Corp. Back Cover. Food prod-
ucts and custom solutions. Call (800)

828-2021, ext. 8095 or visit the Web site
at www.richs.com.

FINANCING/FRANCHISING

Franchise Developer p. 10, 75-76. News and
opportunities for multiunit franchisees.
Call (630) 288-8467 or visit the Web site
at www.foodservice411.com.

Trustreet Properties p. 14. Offers financial
and advisory services to restaurant com-

panies. Call (877) 667-4769 or visit
www.trustreet.com.

Alto-Shaam Inc. p. 20-21. Low-temperature
ovens and display cases. Call (800) 558-
8744 or visit www.alto-shaam.com.

Eagle Group p. 9. A line of handwashing
sinks with anti-microbial protection. Call

(800) 441-8440 or visit the Web site at
www.eaglegrp.com/handsinks.html.

Hatco Corp. p. 24-25. A variety of food-
service equipment. Call (800) 558-0607
or visit www.hatcocorp.com.

Hobart Corp. p. 67, 69. A full line of com-
mercial foodservice equipment. Visit the
Web site at www.hobartcorp.com.

Star Manufacturing Intl. Inc. p. 7. Ovens,
griddles and more. Call (800) 264-7827
or visit www.star-mfg.com.

SUPPLIES/SERVICES

Franklin Machine Products Co. p. 12. Replace-
ment machine parts and accessories. Call

(800) 257-7737 or visit the Web site
www.fmponline.com.

Saniguard/Component Hardware Group Inc.
p. 3. Inorganic, anti-microbial plumbing
and hardware. Call (877) SANIGUARD or
visit www.saniguard-online.com.

U.S. Department of Homeland Security p. 63.
For free checklists, templates and other
resources to plan for emergencies, visit
www.ready.gov.

WD Partners p. 17-18. Restaurant develop-
ment and consulting. Call (888) 335-0014
or visit www.wdpartners.com.

EDUCATION/EVENTS

How to Grow to 100 Units p. 29. Chain
Leader presents tools and best practices
for growing concepts. Visit the Web site
at www.foodservice411.com/dmag.

Chain Leader is published monthly for executives of multiunit restaurant companies by Reed
Business Information, a division of Reed Elsevier Inc. Reed Business Information, a division of Reed
Elsevier, Inc., is located at 360 Park Avenue South, New York, NY 10010. Tad Smith, CEQ; Jeff
Greisch, President, Chicago Division. Chain Leader® is a registered trademark of Reed Elsevier
Properties, Inc. used under license. Reed Business Information does not assume and hereby disclaims
any liability to any person for any loss or damage caused by errors or omissions in material contained
herein, regardless of whether such errors result from negligence, accident or any cause whatsoever.

NRA Educational Foundation p. 11. ProStart
links students, teachers and restaurant-
industry mentors to build future industry
leaders. Call (800) 765-2122 or visit
WWW.WE(II'EPI'OS'ICII'I'.OI'Q.

Women’s Foodservice Forum Annual Leader-
ship Development Conference p. 13, 16.
Helping to elevate women leaders. For
information or to register, visit the Web
site at www.womensfoodserviceforum.com.

Company descriptions are supplied by Chain
Leader’s advertisers.

FRANCHISE
CONSULTANTS

FRANCHISE YOUR BUSINESS

Complete
Franchise
Programs
Offering Food Service Operation Manuals, Pre-
Opening Manual, Employee Manual, Operations
Manual, Uniform Franchise Offering Circular
(UFOC), Franchise Agreement, Franchise Sales
Brochure, Confidential Franchise Application Form,
DMA Map, Guidelines, Business Plan and more.

Franchise Programs from $950

www.FRANDOCS.com

800.655.0343

POS SYSTEMS

DINE-AMICS P.O.S.

$7495 TWO-TOUCHSCREEN SYSTEM

$2995 Single Touchscreen P.O.S.
$9484 Three-Touchscreen P.O.S.
$10,995 Three Touchscreen P.O.S. w/ Server
Call for ANY configuration
INCLUDES HARDWARE & SOFTWARE

www.dineamics.com 1-800-331-1129
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In September, Downs
finished 811th out of 2,076
compeitors in his first
Ironman triathlon, crossing
the finish line with his wife,
Amy, and their three kids.

@bodil)
i

riple Duty

Triathlons bring out the
compefitive spirit in
bd'’s Mongolian

& Borbeque’s

illy Downs.

BY CHARLES BERNSTEIN

illy Downs, president, CEO and
owner of 28-unit, Ferndale, Mich.-
based bd’s Mongolian Barbeque,

. started competing in triathlons in

© 2001 at the urging of Matthew Kirby, a

. partner of Downs’, and Wayne Wright, a

. franchise service manager.

. “T'had never done anything like this

© since I launched the company in 1992.”

- Downs says. “I rarely exercised and spent

- more time just working. But Kirby and

: Wright encouraged me to try a triathlon,

- and one is all that it took to hook me.”

. From 2001 to 2004, Downs dabbled

¢ with triathlons and began to discuss com-

. peting in Ironman events. An Ironman

- triathlon is no easy task: It consists of a

. 2.4-mile swim, 112-mile bike ride and

- 26.2-mile marathon.

OFF THE CLOCK

Start to Finish

In 2004, Downs took advantage of a
unique opportunity to sponsor and train
with an elite team of 12 athletes in the
Detroit area. “Thus I could prepare for my
own Ironman,” he declares.

From February to September of 2005,
Downs trained for his first Ironman. Three
or four times a week, he swam a mile and
a half, ran 6 to 10 miles or biked for five
hours a day. He also incorporated yoga and
weight training into his regimen.

On Sept. 11, Downs competed in an
Ironman triathlon in Madison, Wis., with
temperatures soaring in the mid-90s. The
39-year-old finished 811th out of 2,076
competitors and completed the endurance
test in 13 hours and 18 minutes.

More importantly, Downs was able to
share his triumph with his wife, Amy, and
their three children, Amanda, 12; Abigail,
9; and Brendan, 5. “Although I love my
lifestyle, the defining moment for me this
year was crossing that finish line with my
family,” he says.

If at First You Don’t Succeed...

Downs’ finish was not quite good enough
for him to qualify for the Ironman world
championship in Kona, Hawaii. But he is
not losing sight of his goals. He is tuning
up for a marathon in January in Phoenix
and is set to compete in a crucial Ironman
battle July 23, 2006, in Lake Placid, N.Y.
His goal in Lake Placid is to finish in the
top 3 percent of his age group, ensuring
him a trip to the world championships.

When he’ not training for a triathlon or
marathon, Downs is out of bed by 4:30
a.m., the first one in line at Starbucks, and
off for a 6- to 9-mile run three days a week.
As the season progresses, he goes for two
or three workouts a day.

Although his athletic pursuits take up a
lot of his time, Downs doesn’t let it inter-
fere with other parts of his life. “Everything
needs to be in balance, and you must have
your priorities straight,” he asserts. “I
schedule my family time first, work second
and fitness third.”
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iE JOB’S GOT FREAKISH HOURS
AND EXCRUCIATING STRESS. . ,

TO YOU, . &=
THOSE ARE THE BENEFITS.

| THE NOISE. THE HEAT. THE INTENSITY. THE CHAOTIC BUT FLUID ORCHESTRATION OF A MEAL COMING
_ TOGETHER. WORKING IN FOODSERVICE TAKES A SPECIAL BREED OF PERSON WITH A SPECIAL KIND
,oé,PASSION. LIKE YOU, THE UNCLE BEN’Se BRAND HAS GOT IT. FOR OVER 60 YEARS WE'VE SERVED

'P RI‘CE, STUFFING, SAUCES, AND MORE — PERFECTLY. LIKE YOU, WE WOULDN'T ACCEPT LEs‘s."t

' S0 FORGET LESSER suBsTiTuTES. ACCEPT ONLY THE ORANGE PACK.

| HEY, EVEN THE COLOR’S INTENSE. Good food hegins with U:

MasterFoodServices:

A DIVISION OF MARS, INCORPORATED
BRANDS THAT BUILD

Find out about all our success-building brand support at www.MasterfoodServices.com or call 1-800-432-2331. Incorporated 2004




When other
toppings fall down
on the job,
Bonnie’s desserts
stand out.

Take stability and sales
right to the top.

With Rich’s® On Top® non-dairy dessert topping And it’s so easy to be creative with

in the convenient decorator bag, W On Top? You can edge, make borders,
+-%  you can prepare irresistible create designs, even blend in colors / \\\

and flavors. The possibilities are
endless. And the added sales
yu’ll enjoy will help make

them for hours. Unlike aerosols,
On Top® holds up so well you can
decorate hours in advance. Even after
4 hours, it won’t run, melt or break down.

your dessert business a
stand out success.

1-800-45-RICHS
b/
RICHS
®
—
@ CARING FOR CUSTOMERS

CO 3 LIKE ONLY A FAMILY CAN®
Delicions Y%

www.richs.com
RICHS
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