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Captivate 
chicken.

Delight customers with America’s #1 baked beans.

Tickle 
their ribs.

Jazz up 
pork.

*Nielsen Data, Total U.S. Baked Beans    

Bush Brothers & Company • Knoxville, TN 37950-2330 • 1-800-251-0968

Serve Bush’s Best, the taste they truly love. The baked beans
preferred 5 to 1 over any other brand.* That’s because we use our
secret family recipe and slow-cook our beans the old-fashioned
way. For that real baked-in taste customers love best.  

So liven up meals and give menus a lift with America’s 
favorite, Bush’s Best.

©2006 Bush Brothers & Company  

CASH BACK ON EVERY CASE 
Get $3 cash back on every case
of Bush’s Best Baked Beans you buy
through 2/28/06. No case limit.
Contact your sales representative.
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Because one heavily themed casual-
dining chain with scantily clad
servers could never be enough, Larry
Flynt’s Hustler is the focus of a con-

cept debuting this fall in Las Vegas.
Brad Saltzman, president of Gerald

Bernard Hospitality, licensee of Hustler Bar
& Grille, says Flynt is very involved in
creating the concept and will make appear-
ances at the units. 

When comparing Hustler to other
restaurant concepts, Saltzman says, “Decor-
wise, equate it with Cheesecake Factory.
The energy and excitement will be what
Hard Rock Cafe used to be.” That energy
and excitement will come from the loud
music, sports on TVs, Hustler memorabilia

sans pornography, people-watching and the
Hustler Hunnies. Who won’t be the equiva-
lent of Hooters girls, he adds. 

“They will be like Hooters girls with a
background in hospitality,” Saltzman says.

The large menu, created by a former
Starwood Hotels & Resorts executive chef,
will offer burgers, ribs, chicken, salads,
fish, sandwiches and more; many items
have a Southern influence. Hustler Bar &
Grille is aiming for an average check of $15
to $18 at lunch and under $25 at dinner.
Food should make up 65 percent of sales;
alcohol, 30 percent; and retail, 5 percent.

At 3,700 square feet, the Las Vegas unit,
scheduled to open in October, will be
smaller than the ideal unit (5,000 square
feet). But thanks to the city’s flexible dining
schedule, more-frequent table turns will
enable it to garner $5 million in sales,
Saltzman predicts, while the expected AUV
for other locations is $3 million.

Saltzman expects to open two to four
outlets in 2007. He is scouting locations in
Los Angeles, Miami, New York and Nash-
ville, Tenn., with high foot traffic, as in
tourist areas and trendy neighborhoods.
Future Hustler Bar & Grilles might co-
locate with Hustler Hollywood shops.

F I R S T L O O K

Hustler Plans to Take on 
Hooters in Casual Dining

To reach young men beyond tradition-
al advertising, Milford, Conn.-based
Subway is placing advertising within
video games.

While ads in video games are not
unique, San Francisco-based Engage
In-Game Advertising places the ad in
the game within the specific markets
Subway wants to target. Engage’s
research finds that among men 18 to
34 years old, TV-watching declined 12
percent in 2004, and time playing
video games increased 20 percent. 

According to David Smith, vice 
president of business development for
Engage, the advertising method is
effective because it contextually sup-
ports the game.

Subway’s goal was to build aware-
ness of its $2.49 daily specials among
these heavy fast-food users. A popular
online action game showed a billboard
on a building promoting the specials.
After three weeks, the ad had reached
31,000 unique viewers. It doesn’t
quantify sales, but the chain experi-

enced an increase in sales in the mar-
kets where the ad ran, such as Las
Vegas, San Francisco and Sacramento,
Calif. A post-campaign survey showed
a 94 percent ad recall among the tar-
get demographic.

M A R K E T I N G

Subway Begins Playing Games

CL

Hustler Bar & Grille will
debut in October in 
Las Vegas.

B R I E F I N G B O O K
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We’ll explain how to-

 Choose the right fryer for the food

 Choose the right oil

 Load and unload appropriately

 Filter and clean often

Fry better for your operation, 
customers, and equipment.

©Frymaster, L.L.C. 2005 Printed in the U.S.A.

2

1

3

4

Fried foods have always been customer favorites. And when 
you know how to properly operate and maintain your fryer, 
you can ensure that these menu “musts” taste better and ARE 
better nutritionally, while minimizing costs by extending the 
life of your oil and fryer. For the full skinny on fit frying, call 
1-800-221-4583 or visit www.frymaster.com

FACTORS
for
FIT FRYING

For more ways to solve your operational 
challenges, visit www.enodis.com
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S T O R Y B O A R D

20 Sportsmanlike Conduct
Cousins Subs has enlisted ESPN’s Dan Patrick to con-
vey the improvements at the chain. In
its latest ad campaign, Patrick
maintains his professional
composure as he discusses the
serious differences between
Cousins and other sandwiches,
while also talking about the ficti-
tious, less serious tasks the ad
agency had asked him to do like
wearing a chicken costume. Early
feedback suggests sales are up single-digits
since the ads began airing in October.
By Margaret Littman

R E S T A U R A T O U R

22 Color Commentary
To appeal to new customers without alienating its core demo-
graphic of Hispanic families, El Pollo Loco redesigned its interior
from drab to dramatic. The new decor evokes freshness and the
chain’s Mexican heritage with a rich color palette, an open grill, a
mix of banquettes and moveable two-tops, handcrafted tiles, and a
salsa bar with house-made salsas. The new freestanding units are
averaging $1.5 million in sales a year.
By Lisa Bertagnoli

T O Q U E O F T H E T O W N

29 Bagel Baker, 
Sandwich Maker

As Bruegger’s transitions from bagel bakery to fast-casual cafe,
Executive Chef Philip Smith has broadened the menu to include
more artisanal and healthful fare. He has launched tossed-to-order
salads, sandwiches with upgraded ingredients and adventuresome
flavors, and more indulgent desserts. Sales started to pick up
speed in 2005, with monthly volumes averaging 2 percent higher
than the prior year and fourth-quarter same-store sales 5 percent
higher than the same period in 2004.
By Monica Rogers
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How to Grow 
to 100 Units
● Our new online series, created to help

young chains reach the next level.
● Coverage of Chain Leader’s “How to

Grow to 100 Units” roundtable,
including video highlights.

● An expanded editorial archive of 
stories on growing concepts.

● Ask the Experts: Send Chain Leader
a question, and we’ll get the answer
from industry experts.

● Weekly blog from upstart Pam Felix,
California Tortilla.

Plus
● Coverage and pictures from 

Chain Leader LIVE.
● Senior Editor David Farkas muses

about the restaurant industry in his
blog, Dave’s Dispatch.

● Daily news.
● Archived stories from the pages 

of Chain Leader.

www.chainleader.com
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C O V E R S T O R Y

39 Under New Ownership
CEO Craig Nickoloff and his team are ready to turn Claim Jumper into 
a national brand now that the 38-unit chain is in the hands of private-
equity owner Leonard Green. With high volumes, strong box economics
and low management turnover, Claim Jumper will test its concept in the
Midwest while continuing to expand in its Western markets. As it pre-
pares for growth, it will reduce the size of new restaurants and pick up
purchasing efficiencies to boost the bottom line. Claim Jumper expects
systemwide sales to grow to $290 million this year. 
By David Farkas

G R O W T H S T R A T E G Y

47 Playing Both Sides
Peter Piper Pizza is redefining its pizza-and-gaming concept as fun for all
ages. It has enhanced its menu with new items and ingredients, bought
500 new games and launched a new marketing campaign. The chain
expects the multipronged strategy will help it expand beyond its South-
west core market as it opens 14 units in 2006 and 23 more in 2007.
By Donna Hood Crecca

T H E L E A R N I N G O R G A N I Z A T I O N

53 Skillful Leadership
Restaurant industry executives shared how they successfully execute and
grow their concepts at the second annual Chain Leader LIVE Nov. 16-18
in Dallas. The conference covered topics such as expanding an up-and-
coming chain, restaurant design, menu development, human resources
and successful leadership.
By David Farkas
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This is not meant to
make me sound important
or necessary or anything.
And it’s not like I don’t
communicate with any-
one. It’s just an indication
of one of the management
skills I need to work on:
helping develop other
people.

Follow the Leaders
What made me think of
this was the recent
annoucement that this

summer Applebee’s Chairman and CEO
Lloyd Hill will leave the CEO responsibilities
to an unnamed-as-yet successor (presumably
President and COO Dave Groebel). Joe Lee
handed over the CEO title at the end of
2004 to Clarence Otis, and effective Dec. 31,
the chairman title as well. At Morton’s,
Chairman and CEO Allen Bernstein passed
the baton to Thomas Baldwin at the end of
the year.

A succession plan is important because it
gives your best people the hope and expecta-
tion for a future with your company and
opportunities to grow, improve and make
more of a contribution. All of which are like-
ly to keep them there.

A plan in the executive suite is not only a
good example for other layers of manage-
ment, but a strategy that should be encour-
aged or even mandatory companywide.
Throughout the organization, teams would
be able to replace experienced workers who
leave with those who are ready for new posi-
tions. It would allow you to look forward to
make sure the organization is grooming a

diverse management and executive pool.
And it shows your investors and other

shareholders that you’re focusing on the
future of the business and not only on short-
term gains. And that you’re realistic about
your own mortality.

It Don’t Come Easy
Succession planning isn’t easy. It requires
you, and all of your managers, to humbly
acknowledge that there might be others who
could do your job—maybe even better than
you. It means you have to know where the
company is headed and what skills the peo-
ple who will take it there will need. You have
to honestly evaluate the people you work
with now; increase your retention methods,
such as creating developmental opportuni-
ties for high-potential employees until new
jobs open up; and make sure employees
have clear development paths and roles. You
might need to invest in technology to help
you track who you’re trying to fit where.
And it never ends; it requires an ongoing
commitment.

Get help from your peers in the executive
ranks, especially in human resources. Like
the strategic vision of your company, succes-
sion planning is not a one-man job.

It will be worth it because the best com-
panies use the recruitment and retention of
quality leaders as a key to sales, profit and
geographic growth.

This week at Reed Business Information
we’re wrapping up our 2005 reviews, each
evaluating our performance against goals 
we set this time last year. So it’s a good time
for me to refocus my efforts on preparing
the magazine and staff for my departure.
Though I hope it’s a long way off.

Develop a Deep Bench

I
f I stepped off a curb, got hit by a bus and died tomorrow, Chain Leader
would be in trouble. Of course, the rest of the senior editorial staff is more
than capable of getting an issue out without me. But get them together,
which is difficult enough because they’re in three different cities, and there

would still be information gaps. They still wouldn’t know “where all the 
bodies are buried.”

8 Chain Leader  ♦  February 2006
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E D I T O R I A L

Who will fill
your shoes when
you’re gone?
Who will fill 
that person’s?

CL
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Reform Policy

T he Sarbanes-Oxley Act, passed by Congress in 2002, was supposed to
help protect investors from corporate abuse. Yet this corporate gover-
nance act, quickly passed in the wake of scandals such as those at
Enron and WorldCom, has not benefited the “little guy” to the degree

that was expected. Instead, Sarbanes-Oxley mandates have cost public compa-
nies too much time and money.

10 Chain Leader  ♦  February 2006

CHARLES BERNSTEIN,
EDITOR-AT-LARGE

(732) 263-0581
Charles_Bernstein@msn.com

Photo by Mark Lawrence

T H E B E R N S T E I N P E R S P E C T I V E

The public market
needs accounting
guidance, but
Sarbanes-Oxley is
too burdensome.

The act makes financial
reporting more complicat-
ed than ever before. Many
corporations have had 
to divert employees from
their core business. In
effect, it has inhibited 
job growth and resulted 
in hidden costs for 
business, workers and
consumers. 

Bad for Business?
Sarbanes-Oxley is sup-
posed to be a cure for cor-

porate misbehavior, but instead it punishes
American businesses as a class. And the
mandates are most burdensome for small
and medium-sized companies. If smaller
companies opt to go private, or not enter the
public market in the first place, how much
entrepreneurial spirit will go untapped
because it is unfunded?

With the appointment of Christopher 
Cox last July as chairman of the Securities 
& Exchange Commission, things might
improve on Wall Street. They certainly can’t
get any worse. 

Cox, 52, a former California congressman
for 17 years in Orange County and a former
securities lawyer, knows the ropes. But so
did his predecessor, William Donaldson,
who tried to push business regulations over
the objections of prominent Republicans and
the White House. 

Cox had appeared to be more under-
standing of business issues and concerns.
But on Jan. 4, the Securities & Exchange

Commission issued standards about when
and how financial penalties would be
imposed for wrongdoing, standards that
some don’t consider business friendly. They
also seem to make official one of Donaldson’s
informal principles. 

Tough Enforcement
Cox told the New York Times, “Penalties on
corporations are an important part of our
enforcement program. They enable the
[SEC] to achieve deterrence, and we believe
it is essential to our mission of investor pro-
tection.” The commissioners said they would
seek penalties when a company profited
from a violation and when punishment was
necessary to deter violations. But the SEC
commissioners indicated they would try to
avoid hurting shareholders.

Another item on the agenda of Cox and
the SEC: reforming disclosure rules for exec-
utive pay. The commission was expected to
propose new regulations in January. Time
will tell if they make accounting easier or
even more complicated.

Change Is Good
Today’s accountants do need guidance. And
unfortunately, recent history has shown 
that corporate America needs a system of
evaluating internal financial controls, review
of these controls, and procedures to prevent
and punish fraud. 

But the Sarbanes-Oxley Act is burden-
some and expensive, and it urgently needs
revamping so that it makes sense, is fair to
public companies and their shareholders,
and does not stifle business growth. CL
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Cambro Manufacturing Company, 5801 Skylab Rd.,
Huntington Beach, CA 92647

1-714-848-1555  www.cambro.com 
©2005 Cambro Manufacturing Company

Made in the USA

w w w . c a m b r o . c o m

There’s a good reason why metal shelving is on the way out. It’s called
rust. And it’s time to replace those rusty artifacts with Camshelving®,
the revolutionary shelving that makes cleaning easy and storage safe
anywhere, even in walk-in refrigerators or freezers. Designed to be weldless
and rust proof, the smooth polypropylene surface of Camshelving is easy
to wipe clean. Also, shelf plates can be easily removed and washed in a
commercial dishwasher. Yet, weight bearing components have a steel core for
maximum strength. Overall, Camshelving stands strong as the most
hygienic shelving available.

So say goodbye to rusty and difficult and say hello to clean and easy.
Start by contacting your distributor or call the Camshelving Consulting
Department at 1 (800) 854-7631 to design your storage area for free.

Goodbye Rust.
Hello Clean.

Steel core in weight bearing components
for strength and stability.

➜

ONE STEP SLIDE
ON ASSEMBLY.

EASY TO
ASSEMBLE!

NOW WITH

OUT IN
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*Nielsen Data, Total U.S. Baked Beans  

Bush Brothers & Company • Knoxville, TN 37950-2330 • 1-800-251-0968

©2006 Bush Brothers & Company

A family of favorites.
Serve these customer-pleasing Bush’s Best products: 
Chili Beans, Garbanzo Beans, Kidney Beans, Pinto Beans,
Pork & Beans, Blackeye Peas, Great Northern Beans,
Green Beans, Hominy, Lima Beans, Southern Peas,
Spinach and other Greens. 

Bush’s Best
was chosen #1
bya panel of
experts.

Your customers.
Bush’s Best Baked Beans is the taste they truly love. The brand
preferred 5 to 1 over any other brand.* That’s because we use our
secret family recipe and slow-cook our beans the old-fashioned way.
So they have real baked-in taste that wins the highest praise.  

For the authentic quality your customers expect, choose America’s
favorite, Bush’s Best.

CASH BACK ON EVERY CASE
Get $3 cash back for every case
of Bush’s Best Baked Beans you buy
through 2/28/06. No case limit.
Contact your sales representative.
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AND AN UNFORGETTABLE LUNCH ISN’T EVEN THE MAIN COURSE. 
ATTENDEES TO OUR DAYLONG SEMINARS LOVE SINKING THEIR TEETH 

INTO THE REST OF THE MENU, TOO. 

Halo Heat® Cook/Hold Ovens & Holding Cabinets
Dispelling low-temperature cooking myths

Holding: It’s more than just keeping food hot
The art of smoking – from hot to cold

HACCP Documentation
A generous portion of Web-based equipment management software

Combitherm® Combination Oven Steamers
Technology & applications

The hands-on cooking experience

Quickchiller™ Chilling & Frozen Food Processing
Safety, scheduling & production benefits

Rotisseries
A simple exploration of holding capabilities & ventilation requirements

Hot Food Display & Merchandising
The systematic approach to display equipment

RESERVE YOUR PLACE AT THE ALTO-SHAAM CULINARY CENTER SEMINAR
Call 800-558-8744 (x8554) or visit the “Contact Us” section of www.alto-shaam.com. 

And be sure to bring your appetite.
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Private-equity firms must love restau-
rant companies. They’ve been buying
them at a record pace since mid-
2004. Dunkin’ Donuts, Claim

Jumper, Taco Bueno, Garden Fresh, Cap-
tain D’s and Perkins, to name a few, are
now baubles in their portfolios. Could
your company be in their sights? Chain
Leader recently asked San Francisco-based
investment banker Damon Chandik of
Piper Jaffray, who shepherded five restau-
rant M&A deals in 2005, to explain how to
handle a first date.

First off, why are financial buyers so
interested in restaurants? 
It’s driven by several factors. One is they

understand the industry is a
large piece of the economy and
that demographic trends are
moving in its direction. There’s
also a significant amount of
capital out there to put to work.
Financial buyers also realize the
industry can provide some
downside protection in the
form of stable cash flows.

What are their expectations?
They are looking to make an
investment they can hold for
four to five years and then exit
in one of several ways: through

an IPO, sale to financial sponsor or strate-
gic player, or perhaps recapitalize the com-
pany and take on more debt and receive a
large dividend because the company is
worth more.

What kind of return on investment 
do private-equity firms expect? 
Historically, it’s been 20 percent plus on
investment, with the emphasis on plus. But
I’m hesitant to put an exact number on this
because each has its own return hurdle

requirements, though they are looking for
more than you can get in the debt markets.

Do sellers have unrealistic expectations
of the value of their companies?
It is difficult for sellers to know how some-
one from the outside will evaluate their
company. It requires an understanding of
all facets. Generally speaking, sellers don’t
know how restaurant companies are valued
by private-equity firms. We typically spend
a fair amount of time educating our clients
so that they have an informed but realistic
valuation perspective.

What should a seller look for 
in an investment banker?
Find someone with recent restaurant expe-
rience, ideally a lot because they will know
what kinds of questions come up—class-
action suits in California, comparable-store
sales, worker compensation and other
industry idiosyncrasies. Don’t forget to talk
to others in the industry who have done
transactions.

Can sensitive issues that a seller might
not want to reveal hamper a deal?
Throughout an M&A process, the seller
will need to disclose its issues. The buyer
community is very savvy, and everything 
is going to get out at the end of the day,
although you give information in stages
throughout an M&A process.

How are fees determined? 
Are they negotiable?
Fees are typically a percentage of sale price.
You can do it as a fixed percentage or take
a ladder approach—it’s x-percent for this
[price] range. In the end, they are nego-
tiable, and the seller pays. The buyer will
have his own fees because they have
lawyers and accountants. Everybody takes
care of their own fees. 
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Private-equity
firms have a new
crush—your
restaurants.

BY DAVID FARKAS

O N T H E M O N E Y

Head Over Heels

CL
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Partake in innovative services combined to yield appetizing results for your business.

Sale/Leaseback Financing

1031 Investment Properties

Investment Banking

Development Financing

Build-to-Suit Development

www.trustreet.com 877.667.4769

SavorySavory
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In the glitzy and glamorous Los Angeles
dining scene, where adventurous cuisine
and high design rule, Barney’s Beanery is
an anomaly. Founded in 1920, the leg-

endary roadhouse restaurant and bar has
managed to stand the test of time by sim-
ply serving up large portions of affordable
comfort food in a scuffed-up, rowdy envi-
ronment, while attracting celebrity regulars
from Janis Joplin to Quentin Tarantino
along the way.

Now co-owners David Houston and Avi
Fattal plan to duplicate the West Holly-
wood landmark in the rest of California
and nationwide. 

“Some of the Barney’s appeal is, we have a
kind of low-expectations vibe to the place,”
says Houston, who along with Fattal also
owns Q’s Billiard Clubs, a three-unit chain
of pool halls in Los Angeles. “We’re not say-
ing that we’re Spago. We’re not saying its
fine dining or anything like that. It’s Bar-
ney’s. It’s fatty food served well and warm.”

Same Old, Same Old
When the duo purchased the restaurant in
1999, they decided not to mess with Bar-
ney’s hallmark large menu and retro, worn-
out decor. 

The 700-item menu includes breakfast
available all day, burgers, chili, hot dogs,
sandwiches, barbecue ribs and pizza as
well as more than 125 domestic and
imported beers with 40 available on tap.
The average check is $12.50, but cus-
tomers feeling extravagant can order the
$175 Barney’s Champagne Breakfast, which
consists of a giant chili cheese dog and a
bottle of Dom Perignon.

The decor is a hodgepodge of “junk and
chaos,” Houston says. Multicolored striped

booths, dark wood walls and exposed steel
beams provide the backdrop for license
plates on the ceiling, tables decoupaged
with photos and articles about celebrities
and politicians, and pop culture memora-
bilia like magazine covers, alcohol logos
and old road signs.

Change Is Good
While the essence of Barney’s has re-
mained, Houston and Fattal did make
some changes when they came on board.
They added more TVs to better accommo-
date sports fans, improved the sound sys-
tem and built an outdoor patio after the
state’s smoking ban went into effect. 

Most importantly, Houston and Fattal
focused on improving customer service. It
continues to be the company’s ongoing
challenge as it grows. Barney’s is currently
working on standardizing its training pro-
cedures, putting them on video, elongating
the training process and hiring more mys-
tery shoppers. 

Houston and Fattal credit their changes
for Barney’s improved balance sheet. Average
unit volume tracks at $5 million, up from
$1.5 million in 1999. The company posted
$10 million in systemwide sales in 2005 and
expects to generate $15 million in 2006.

Barney’s opened its second unit in
August 2004 in Santa Monica and plans to
open another in March in Pasadena, which
will include a double-decker bus in the
unit. As the company investigates locations
in San Diego, San Francisco and Las Vegas
for its next few stores, it is looking for sites
in metropolitan areas with a mix of locals,
businesspeople and tourists. 

Barney’s plans to have 20 to 25 units
nationwide in 10 years.
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Barney’s Beanery finally takes its 85-year-old
roadhouse to new markets. BY MAYA NORRIS

C O N C E P T

Barney’s Beanery

P A R E N T C O M P A N Y

Bean Ball, 
West Hollywood,
Calif.

U N I T S

2

2 0 0 5  
S Y S T E M W I D E S A L E S

$10 million

2 0 0 6  
S Y S T E M W I D E S A L E S

$15 million
(company estimate)

A V E R A G E
U N I T V O L U M E

$5 million

A V E R A G E C H E C K

$12.50; 
$20 with alcohol

E X P A N S I O N P L A N S

1 in 2006; 20 to 25
in 10 years

SNAPSHOT

Hitting the Road

CL

The third oldest restaurant
in Los Angeles, Barney’s
Beanery takes pride in its
beat-up decor and simple
but hearty comfort food.

U P S T A R T S
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arry Weissman had already accom-
plished a lot since he joined
Menomonee Falls, Wis.-based
Cousins Subs three years ago. As

vice president of marketing,
he helped freshen the QSR
concept, revamping every-
thing from store design and

menu boards to service initiatives. 
“This was a chain in dire need of some

attention,” Weissman remembers. “For a
long time, it was the only player in town,
but then other competitors came in, and
they were newer and sharper and taking
business away.” 

His efforts did spice up the stores, the
menu and the staff, but they didn’t seem to
reach customers. When the chain began
surveying lapsed users, Weissman was dis-
appointed to hear them retelling tales of
experiences from more than four years
prior, things that wouldn’t—and didn’t—
happen at the new and improved Cousins
Subs. “We had these messages in-store, but

no one was listening,” Weissman explains.
“How do you tell people? That’s where we
started to run into problems.”

So the company launched a new ad
campaign last fall to convey that Cousins’
sandwiches were stacked with more pro-
tein than those of their competitors and
frequently beat those from Quiznos, Sub-
way and elsewhere in taste tests.

“We needed to find a way to meld those
two messages. We decided we needed to 
find somebody to be our outside sub expert
because people weren’t listening to us. We
needed to create a personality for the brand,”
Weissman says. “But we could not afford 
an A-list celeb.” Chain Leader estimates
Cousins’ 2005 ad budget at $1.7 million.

Talent Search
Weissman turned to Noble & Associates, 
the Chicago-based ad agency that had been
working on the Cousins account since
Weissman joined the company.

“We needed to be deliberate with our

Sportsmanlike
CONDUCT

Cousins Subs signs 
a sports anchor to give 

color commentary about
its product line.

BY MARGARET LITTMAN

“Serious Subs” Length: 30 seconds 

S T O R Y B O A R D

1. Dan Patrick: When
Cousins Subs asked me to

talk about their subs, 
the ad agency had some

pretty strange ideas.

2. I am not getting 
in that thing.

3. I can’t say that word 
on TV.

4. This somebody’s 
fowl joke?

L
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spending and needed to build credibility,”
says Kevin Beauseigneur, senior vice 
president and creative director at Noble 
& Associates.

Cousins wanted a pitchman who would
convey how “serious” the chain is about its
sandwiches. The team deemed ESPN
anchor and reporter Dan Patrick as the
right face for the brand.

“Dan was the perfect fit because Dan’s
brand resonates very well with Cousins’
target audience,” Beauseigneur says. “Dan
brought that credibility. He is very serious,
and his brand is very serious.”

Before having him sign on the dotted
line, Noble tested Patrick’s recognition
among Cousins’ 18-to-49-year-old demo-
graphic. He tested well with the entire
group and, surprisingly, had the same recall
for female customers as for male customers
and franchisees. Patrick has a radio call-in
show that airs in the Milwaukee area,
among other markets, helping his aware-
ness in Cousins’ geographic markets. The
chain is focusing its growth on the 400-
mile radius of its Milwaukee home base,
which includes Detroit, Chicago and St.
Louis. (The exception is Arizona, where the
concept has 17 units.)

While Patrick wasn’t initially familiar
with the Cousins brand, Beauseigneur says
that he and his four kids quickly became
hooked: “He was a great sport. He brought
a lot of energy to the shoot,” which was
held on a weekend because of Patrick’s
ESPN schedule.

Serious Differences
In the TV spots, which began airing in
October, Patrick maintains his professional
composure as he highlights what the chain
considers the serious differences between
Cousins and other sandwiches, while also
talking about the fictitious, less serious
tasks the ad agency had asked him to do
like wearing a chicken costume. 

Since fall, Patrick has appeared in free-
standing insert coupons in newspapers, on
the Cousins Web site, in stores and on the
radio, as well as in the television commer-
cials. The company will add at least three
new TV spots with Patrick this year, includ-
ing one in February hawking limited-time
offers. The creative is designed in a modular
way so it is easy to expand. The contract
Patrick signed is for several years, and
Cousins intends to use him in all its commu-
nications efforts during that period.

The Patrick campaign is still new enough
that Weissman hasn’t been able to calculate
results, but he says early feedback suggests
sales are up single-digits since the ads began
airing. All told, December 2005 was the
12th consecutive month of positive comps
for the $70 million chain, progress Weiss-
man attributes to all the efforts over the 
past three years, not just the advertising. 

Such stats have allowed Cousins to
move forward, albeit cautiously. The chain
may add as many as 20 units in 2006, all
within that radius of Milwaukee. “We are
not looking to be the next McDonald’s,”
Weissman says. 

C O N C E P T

Cousins Subs 

H E A D Q U A R T E R S

Menomonee Falls,
Wis.

U N I T S

138 franchised, 
23 company

2 0 0 5  
S Y S T E M W I D E S A L E S

$70 million 
(company estimate)

A V E R A G E C H E C K

$7.50

A V E R A G E
U N I T V O L U M E

$435,000

2 0 0 5  A D B U D G E T

$1.7 million*

A D A G E N C Y

Noble & Associates,
Chicago

E X P A N S I O N P L A N S

15 to 20 in 2006

*Chain Leader estimate

SNAPSHOT

5. Let’s be serious. Because
Cousins is a serious sub.

Look at these guys. 
They’re huge. 

6. And that bread, baked
fresh right in the store.

Piled high with the finest
meats and cheeses.

7. Cousins is the best,
so let’s be serious.

8. Cousins Subs: 
Better bread. Better subs.
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Here’s the downside of asking
customers what they think: Those
opinions aren’t always easy to hear.

While conducting customer
research, El Pollo Loco executives
learned that a catered event such as
an office lunch provided many non-

Hispanic customers with their first taste of
El Pollo Loco’s signature marinated, grilled
chicken. Those same customers said they
would never set foot inside an El Pollo
Loco restaurant. 

“They didn’t feel comfortable going into

the restaurant,” says Steve Carley, CEO of
the Irvine, Calif.-based quick-service chain.
The drab, brownish interior “looked too
downscale,” he says. 

El Pollo Loco had a clear challenge: to
make the interiors as vibrant and appealing
as the food. Executives responded by
launching a two-year design process that
resulted in an interior that replaces blah
brown with rich purple, fuchsia and yel-
low, a palette found in the residences and
public spaces of Mexico and other Latin
American countries. 
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The vivid palette 
of Latin America

lifts El Pollo Loco’s 
interior from drab

to dramatic. COLOR 
COMMENTARY

BY LISA
BERTAGNOLI Ph
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C O N C E P T

El Pollo Loco

L O C A T I O N

Chicago

O P E N I N G D AY

Oct. 10, 2005

A R E A

2,450 square feet

S E A T S

60 

A V E R A G E C H E C K

$8.89

U N I T V O L U M E

$1.2 million* 

E X P A N S I O N P L A N S

7 to 10 new 
company stores 
per year
*Chain Leader estimate

SNAPSHOT

R E S T A U R A T O U R

Customers can see the grill
from the ordering line; the
view adds a freshness cue to
the prototype. 

Murals communicate the 
colors of the brand and
include freshness messages
such as “flame grilled.”

Wood tabletops and chairs and handcraft-
ed tiles also express a Latin American feeling.
Cues that evoke the freshness and Mexican
heritage of El Pollo Loco’s chicken exist in an
open grill behind the ordering counter and
in wall murals peppered with phrases such
as “sabor,” “taste the fire” and “citrus garlic
and spice.” 

The new look is comfortable as well:
Booths, banquettes, and moveable chairs and
tables accommodate small groups and the
families with which El Pollo Loco is popular.
A small salsa bar, stocked with five house-
made salsas, lets patrons make their food as
spicy as they want. 

A Balancing Act
El Pollo Loco’s first location was in Mexico;
the chicken’s marinating and grilling process
is a Mexican recipe. So the in-house design
team sought to replicate the feeling and
colors of Mexico in the new design. 

The team, including Carley, Chief Market-
ing Officer Karen Eadon, Vice President of
Development Brian Berkhausen and Director
of Development Brian Charmichall, created
the new prototype. For assistance, they called
on Maite D’Amico, president and chief cre-
ative officer at Cruz Kravitz, El Pollo Loco’s
Hispanic advertising agency. 

“Color was lacking in the interior,” says
D’Amico. “In Mexico, color is everywhere.
Architecture, food, textiles—every expression
has to do with really brilliant colors.”

The design team also sought “the sweet
spot between fast casual and quick service”
to attract new users yet not alienate the His-
panic families that are El Pollo Loco’s core
customers, Charmichall says. 

The team found the balance by mixing 
traditional quick-service and contemporary
fast-casual touches. As in quick service, cus-
tomers queue up to order their food; as in
fast casual, their orders are brought to their
tables. The quick-service-style menu board
hangs above the counter, while the salsa bar
feels fast casual. The seating is mostly ban-
quettes and moveable two-tops. But in bigger
stores, a seating mix of 30 percent booths
adds a fast-casual ambience. Some finishes,
for instance the light-wood tabletops and

The Chicago unit is too
small for booths, which
typically account for 
30 percent of seating 
at El Pollo Loco.

1

2 3
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quarry-tile floors, are quick-service touches. Howev-
er, the brilliant color palette, plus custom-made wall
graphics, look more like fast casual. 

The wall graphics are key to the new look, Eadon
says. The chain hired a Los Angeles art student to
create a master mural; sections of the mural cover a
restaurant’s walls as space permits. For instance,
because the endcap unit in Chicago’s Logan Square
neighborhood has little wall space, the restaurant
contains only three sections of the mural. 

Kitchen Magicians
The new interior helps El Pollo Loco, now at 191
franchised and 14 company stores, prepare to add
130 new units by 2009, primarily via multiunit
franchise agreements. 

A newly engineered back of the house will help as
well. Previously, El Pollo Loco’s chicken was hand-
marinated for an hour and then cooked over an open
flame. “It took six months to train a cook,” Carley
says. While the process resulted in good-tasting
chicken, it was too labor-intensive for franchisees. 
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R E S T A U R A T O U R

El Pollo Loco’s new colors are “food colors” 
but also evoke the chain’s Mexican heritage.

(Clockwise from top l.) Flexible
seating accommodates fami-
lies—an important El Pollo
Loco demographic—and
smaller groups as well.  

The designers call the interior a
delicate balance between quick
service and fast casual. 

A plum-colored awning echoes
the bright interior palette,
which mimics the colors of
Latin American architecture. 

Wood tabletops and chairs and
handcrafted tiles also express 
a Latin American feeling.

KEY
Direction of shot
Shot No.
Position of camera

This floor plan is designed to show
the location of each key photograph.
Shot numbers correspond with 
numbers in select photos.
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A TV is only as
good as what 
you feed it.

Feed it DIRECTV® programming. 100% digital-quality picture and sound.
Exclusive programming. Hundreds of channels. National pricing. And
reliable service from a company that gets the big picture of business.

Hungry? 1-310-964-5311 D IRECTV.com/bus iness

HIGH REVOLUTION TV FOR BUSINESS

©2005 DIRECTV, Inc. DIRECTV and the Cyclone Design logo are registered trademarks of DIRECTV, Inc.
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SRE, a Columbus, Ohio-based kitchen-
design firm, engineered a new process by
which chicken is marinated for 50 minutes
in an automated tumbler, cooked in a con-
vection oven, then finished to order on a
flame broiler. The process also eliminates
the need for 40 running feet of flame broil-
ers, equipment that couldn’t fit in smaller
restaurants. 

All told, the new prototype doesn’t cost
any more than the old and is more prof-
itable: “We are maintaining or improving
capital costs and margins,” Carley says. 
The new freestanding stores average $1.5
million in sales a year, and several are
breaking sales records, though Carley
won’t give specific figures. 

Still, in the process of opening 15 new-
design stores, El Pollo Loco has made 

several cost-saving moves; among them:
using paint instead of custom-made wall-
paper and eliminating a video screen that
played message loops to customers in line.
The screen appeared in the first prototype,
which opened in Los Angeles in 2004; El
Pollo Loco dropped it from the design after
research revealed that customers didn’t
even notice it. 

What customers do notice, however, are
freshness cues such as the open grill and
salsa bar. To test the new look, El Pollo
Loco sent customers to an older store in
Los Angeles, then to the prototype.

The response? Customers said the new
look “sets the expectation that the food will
be more flavorful, more authentic and bet-
ter tasting,” Eadon says. “I’ve never seen
that in a remodel before.” 

C H I C K E N M E A L S

Two pieces plus two sides, served with
corn or flour tortillas and salsa; leg and

thigh, $4.79; breast and wing, $5.49

B U R R I T O S

Twice Grilled Burrito, with chicken
breast, cheese, guacamole, sour cream

and pico de gallo, $4.99

P O L L O B O W L S

Chicken Caesar Bowl: chicken breast,
romaine lettuce, rice, creamy cilantro

dressing, cotija cheese, pico de gallo and
tortilla strips, $3.99

P O L L O S A L A D S

Tostada Salad: chicken breast, lettuce,
pinto beans, rice, cheese, sour cream and

pico de gallo in a tostada shell, $4.79 

L O C O A D D I T I O N S

Chicken Tortilla Soup, $2.99

Taco al Carbon, $1.29

R E S T A U R A T O U R

MENU SAMPLER

(Clockwise from top l. ) To 
save money, the designers
use paint instead of the
handmade wallpaper 
featured in El Pollo Loco’s
first prototype.

A salsa bar offers five 
varieties of salsas with 
varying degrees of heat. 

While the salsa bar says
“fast casual,” the counter
and menu board say 
“fast food.”

New freestanding El Pollo Loco units average 
$1.5 million a year; endcaps average $1.2 million.
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Who can
handle one
more drink?

© 2006 The National Restaurant Association Educational Foundation. ServSafe Alcohol™ is a trademark of the National Restaurant Association Educational Foundation.

What are the physical traits that can affect a guest’s Blood Alcohol Content (BAC)? The answers are 

in ServSafe Alcohol from the National Restaurant Association Educational Foundation (NRAEF). This best-in-class 

training has been adopted by national chains, independent operations and leading college institutions. That’s because ServSafe

Alcohol prepares your entire front-of-the-house to face critical decisions with confidence. They’ll learn to check IDs, handle difficult

situations, recognize and prevent intoxication. And they’ll be able to put this real-world education to work for you. 

That makes ServSafe Alcohol the right decision for your company, your customers and your community.

To order or learn more, contact your State Restaurant Association, your distributor,

or the NRAEF at 800-765-2122 (312-715-1010 in Chicagoland) ext. 701. Or visit www.nraef.org.

Who has the higher BAC? Surprising answers are on tap at www.nraef.org/decision/chainleader.

Every guest has a different BAC. 
Every server needs ServSafe Alcohol™Training.
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Great Reviews Come From Great Food 
You work hard to treat your guests to great food. And, we work hard 
to make your job easier. From tender shrimp to succulent crab cakes 
and more, King & Prince value-added seafood will help you keep 
the great comments coming.

Delivered Consistently
Developed for back-of-the-house ease, King & Prince seafood 
allows you to consistently serve your great recipes 
without sacrificing quality.

And More Profitably
The growing popularity of seafood, King & Prince quality, 
and a smooth running kitchen equals a healthier bottom line.

For more information and a 
library of great recipes, visit
www.kpseafood.com.

1-800-564-1557
2006 King & Prince Seafood Corp.©

Shown top to bottom: Golden Shore Oriental BF,
KP Gourmet Crab Cakes, Shrimp SauceSations®
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he only obvious holes that Bruegger’s
has left unfilled in its menu morph
from bagel bakery to fast-casual cafe
are the ones in its bagels. “We want
guests to love our new look and
menu but cherish us for our authen-
tic, kettle-cooked bagels,” says Philip

Smith, executive chef of the Burlington, Vt.-based
chain. “That tradition’s not changing.”

A whole lot else has since CEO James Greco
set out to strengthen ailing 240-unit Bruegger’s
two years ago. The company has broadened its
menu with cafe-style items like salads, upscale
sandwiches and more indulgent sweets; remod-
eled stores with a warmer, more contemporary
look; and shaped a next-generation prototype. 

And company sales are starting to pick up
speed. They built slowly through 2005 with
monthly volumes averaging 2 percent higher than
the prior year, finishing the fourth quarter with
same-store sales 5 percent higher than the same
period in 2004. 

“It’s very gratifying to see this taking hold,”
says Smith, who stepped over to menu develop-
ment from a director of training position two
months before Greco came on board in 2003. 
“It all coincides very nicely with the evolution of
consumer interest away from low-carb toward
healthy and flavorful offerings.”

Philip Smith’s new menu helps transform Bruegger’s 
from bagel bakery to fast-casual cafe. BY MONICA ROGERS

Bagel
Baker, 

Sandwich
Maker
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Whole wheat, barley,
sunflower seeds, flax,

pumpkin seeds, rye,
malted wheat flakes, 

millet, buckwheat and 
corn pack nutrition

into Bruegger’s new 
whole-wheat bagel.

Executive Chef Philip
Smith has broadened

Bruegger’s menu 
with salads, upscale

sandwiches and 
indulgent sweets.

T
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Going with the Grain
Requests for low-carb have
steadily declined to the point that
Bruegger’s dropped its low-carb
wrap in fall, in favor of a more
flavorful whole-wheat wrap.
Smith also launched a hearty
whole-wheat bagel made with
barley, sunflower seeds, pumpkin
seeds, flax, rye, malted wheat
flakes, millet, buckwheat and
corn, that’s more on point with
customers’ new desires. 

“I knew that when the pendu-
lum swung away from low-carb,
the next thing was going to have
something to do with artisanal
craftsmanship and healthy basics,
and that includes whole grains,”
he says.

Artisanal and healthful are the
objectives in Bruegger’s new items like the
top-selling whole-wheat bagel and the
sourdough bagel, slated for a mid-March
launch, as well as the menu sections Smith
shaped for 2004 and tweaked in 2005.

“Everything happened in two phases,”
Smith explains. “There was first the quick-
change, 90-day plan, where we introduced
the new programs, followed by the second
phase where we built on the strengths and
adapted what we felt could work better.”

Bruegger’s launch of salad in November
2003, for example, included four varieties,
such as the Mandarin Medley, $5.19, with
Mandarin oranges, dried cranberries, blue
cheese and greens, tossed with balsamic
vinaigrette and topped with almonds.
According to Smith, the salads did all right,
coming in at 3 percent of sales and acting
as a veto-vote-stopper, but he thought they
could do better.

He switched to tossed-to-order service in
April 2005 and added a $5.99 Build Your
Own Salad option, allowing guests to choose
three veggies, one meat and one cheese.

Vice President of Marketing Scott 

Hughes reports that salad sales have dou-
bled since the April change and that half
the guests choosing salad now order the
build-your-own option.

Sandwiches Go Beyond the Bagel
Arlene Spiegel, a New York-based restau-
rant consultant, says the timing is right for
Bruegger’s to move beyond bagels: “There
is a great opportunity today to sell what
you have all day, in all sorts of creative
ways, without creating confusion in the
consumer’s mind about what you are.”

Bruegger’s new sandwiches fit that strat-
egy. Smith upgraded ingredients and added
some adventuresome flavors. He first
added the top-selling Cuban Chicken,
$5.29, in November 2003. The sandwich
includes chipotle sauce and Dijon mustard
with grilled chicken strips, honey ham,
Swiss cheese, lettuce and pickle slices. In
September 2005, Smith followed up with
the new best-seller, Cranberry Gobbler,
$5.49, roast turkey topped with cheddar
cheese, whole-berry sauce, lettuce, red-
onion rings, cucumbers and sprouts. 

Bruegger’s does 45 percent of business
at breakfast and 45 percent at lunch.

B R E A K F A S T C L A S S I C S

Western Bagel Sandwich, with egg, roasted peppers,
red onions, cheddar, bacon and chipotle sauce, $3.39

S A N D W I C H C L A S S I C S

Leonardo da Veggie: roasted red peppers, Muenster
cheese, lettuce, tomato and red onion with light 

herb-garlic cream cheese, on a plain Softwich, $4.99
D E L I S A N D W I C H E S

Chicken Salad: lettuce, tomato, red onion, cucumber,
green pepper, sprouts and choice of condiments, $4.19 

T O S S E D F O R Y O U S A L A D S

Sesame Chicken Salad, with grilled chicken strips,
sesame seeds, sliced almonds, chow-mein noodles,

salad greens and Asian sesame dressing, $5.99

C O N C E P T

Bruegger’s 

H E A D Q U A R T E R S

Burlington, Vt.

O W N E R S H I P

Sun Capital 
Partners, Boca
Raton, Fla.

U N I T S

240

2 0 0 5  
S Y S T E M W I D E S A L E S

$154.8 million 

A V E R A G E
U N I T V O L U M E

$657,000

A V E R A G E C H E C K

$5.42

E X P A N S I O N P L A N S

30 in 2006

SNAPSHOT

MENU SAMPLER

Giving guests more 
reasons to trade up 
from bagels and cream
cheese, Bruegger’s just
launched two new hearty
breakfast wraps.
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Parmesan Crusted Turkey Tenderloin

I t ’ s  about  t ime.  Res taurant  r epu ta t ions  a ren ’ t  bu i l t  on  the  o rd inary,  and  add ing  another  ch i cken  p roduc t  to  

your  menu ,  we l l ,  i t ’ s  no t  exac t l y  un ique.  Consumers  s eek  g rea t  t a s t e s ,  and  Caro l ina  Turkey  s a t i s f i e s  the i r  hunger  

w i th  a  f r e sh  approach  to  our  l ine  o f  foodse rv i ce  p roduc t s .  A  s t rong  commitment  to  innova t ion  adds  ve r sa t i l i t y  

and  ind iv idua l i t y  to  your  menu .  Our  p ropr i e t a ry  p roce s s  de l i ve r s  g r ea t - ta s t ing ,  h i gh  qua l i t y  tu rkey  eve ry  t ime.  

And ,  wh i l e  your  k i t chen  i s  a l r eady  fu l l  o f  f l avor,  add ing  tu rkey  to  the  menu  w i l l  ensure  i t  r ema ins  f a r  f rom b land .  

For  more  in format ion  ca l l  800-523-4559 ex t .  687.

Is
l and  Rot i s s e r i e  Turkey  Breas t Ath

enos  Turkey  Meda l l i on  Sa l ad

Ter i yak i  Turkey  Sa tay
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And More. No matter how you cut it, serving consistent,

delicious steaks isn’t always easy. You want to offer your

customers the delicious steaks that keep them coming

back, while controlling quality, portion and cost. We

heard you, and developed a line of popular portion cut

steaks that deliver superior flavor, provide

consistent portioning, reduce waste and increase

profitability. But that’s not the only thing we offer.

Our unparalleled meat and culinary expertise provides

you with extensive industry knowledge and creative

collaboration that’s aimed to specifically address your

needs. Innovative solutions with rewarding results, this is

how Cargill works with customers.

Committed To Solving Your Everyday Challenges.

“That Works For Me.”

Learn more at www.cargillfoodservice.com or call 800-373-6515.
©2005 Cargill Meat Solutions Corporation. All Rights Reserved.
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Customers can purchase their sandwich-
es on bagels or pay a buck more to get
them on a Softwich (a soft square bagel),
stone-hearth honey-wheat bread or a
whole-wheat wrap.

Smith bolstered the soup line in Novem-
ber 2003 with heartier offerings such as
Italian Wedding Soup with Pecorino
Romano cheese, spinach, pearl pasta, meat-
balls, spices and celery, $2.79 per cup, and
then extended the line in 2005 to include
several organic vegetarian options from the
Moosewood Restaurant in Ithaca, N.Y. One
popular example: Moroccan Stew, $2.79,
blends cabbage, cumin, red peppers and
chickpeas in vegetarian broth. 

Smith has yet to quantify changes in
sales or satisfaction in response to the new
soups. “We’ll be looking at those results
through winter before determining whether
more changes are necessary,” he says.

To stay on trend, Smith works closely
with his field team, the director of opera-
tions, purchasing department and vice
president of training. He also looks
throughout the industry for new ideas, 
as well as sifting through decades of wide-
ranging culinary influences.

World Flavors
With dad in the British Army and mom
from British India, Smith’s globetrotting
childhood included years in Germany, the
United States and West Africa. “Mother
entertained weekly and made all sorts of
world foods,” he says. “So I come to my
love of food from a global perspective.”

Following hospitality-management train-
ing in England, Smith worked for a small
luxury hotel there. He followed that with a
formal externship in Switzerland and cook-
ing stints in St. Moritz and Tuscany. Smith
also taught for five years at the New Eng-
land Culinary Institute before coming to
Bruegger’s in October 2002.

Smith has borrowed flavors from the
Orient and Latin America for Bruegger’s
menu, but what about Tuscany and India?
“I do have some Tuscan flavors in use, and
may do more with that, but wouldn’t
chicken tikka with a curry mayonnaise be
nice?” he laughs. “Well, the curry may be a
bit before its time.” 

Smith says while he
will push the envelope
as far as possible, the
aim is to hit that sweet
spot of comfortable but
intriguing: “You know,
keep one foot in safe
territory but the other
on new ground.”

Hearty and Indulgent
No pushing the envelope at breakfast and
for dessert, however; here, objectives are to
go heartier and more indulgent. “We want-
ed to give our guests more opportunities to
trade up from a bagel and cream cheese at
breakfast, and from a cookie at dessert,”
Smith says. 

Bruegger’s added two hearty breakfast
wraps in January. The Classic, $3.99,
includes choice of peppered bacon, sausage
patty or honey ham plus cheddar or Muen-
ster cheese and a two-egg omelette. The
Rio Grande, $3.99, adds roasted pepper
and jalapeño cream cheese to the build.

At dessert, it’s all about indulgence,
Smith says. Launched in November 2005,
Bruegger’s Worthy dessert bars, $1.69,
include the best-selling Seven Layer Bar,
with dark chocolate, walnuts, butterscotch,
coconut and graham crunch and chocolate
kisses. Dessert sales have doubled since the
program started. 

Room for Improvement
While most of the new items hit the mark,
stone-hearth-baked breads have met with
muted reception. “The bread was our first
attempt to go beyond bagels,” Smith says.
“We haven’t yet cracked the code on this.”
Bread will continue to augment the bagel
lineup, however, and Smith is experiment-
ing with different formulations and loaf
sizes. “We’re on to something with this
sourdough bagel, for example,” he says. “It
really crosses the two categories.”

The jury is also still out on muffins.
Bruegger’s first attempt with The Morning
Glory, a spin on carrot cake, and Blueberry
muffins “allowed us to dip our toe into the
snack arena,” Smith explains. Launched
along with the new desserts, muffin sales
are not available. 

Sandwiches
on Bruegger’s
traditional
and square
bagels make
up half of
purchases.

The best-selling Cranberry
Gobbler tops roast turkey with
cheddar cheese, whole-berry
sauce, lettuce, red-onion rings,
cucumbers and sprouts. It’s
shown here on a Softwich,
Bruegger’s square bagel. 

T O Q U E O F T H E T O W N
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Our Products Are Solid. Our Solutions Are Clear.
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Your Merchandise
Will Be Visible.

Not Ours.

You want your customers to notice your food — not your merchandiser. That’s why Hatco

Heated Merchandisers are designed to put the focus on your product.

While showcasing your food, a Hatco display warmer also keeps it hot and appetizing.

And food held at proper serving temperatures stays fresher, longer, which reduces waste and

looks good for your bottom line.

With the industry’s most complete line of equipment, we have a heated display warmer to fit

your foodservice operation. Every unit is built with impeccable Hatco quality, making

it nearly invisible to your day-to-day operation.

To understand the quality of a Hatco Heated Merchandiser, and how it can enhance your

food, see one for yourself.  The one thing you will notice is the Hatco difference.

(800) 558-0607
www.hatcocorp.com
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Patrons know that turkey burgers are a 

low-fat option to beef. But now they’ll

change their order because of taste.

Big, juicy, satisfying taste. My turkey burgers

give you more flavors and shapes than anyone else. Let your creativity go wild. And because they cook

with greater yield, you put more meat on the bun for less. With healthier eating on the radar, now’s the

perfect time to start a different kind of stampede. Call your rep today.

For turkey burger recipes and special
coupons, call 888/PERDUE-2
or visit www.perduefoodservice.com.

Patrons don’t have to fly 
Air Force One to enjoy them.

Healthier burgers, healthier profits—
everybody goes home satisfied.

Homestyle Turkey Burger
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Gold diggers: (From l.)
CFO Bill Hustedt, CEO Craig
Nickoloff and COO Robert
Ott are hoping to mine a
customer-rich vein as 
Claim Jumper expands 
to the Midwest.

The South Coast Plaza 
Claim Jumper, part of a
busy mall complex, rings 
up $170,000 a week.

t 5:30 p.m. on a recent Wednesday, hungry diners are streaming into
Claim Jumper at South Coast Plaza mall in Costa Mesa, Calif. Soon, 

the cavernous dining room is on a wait. By evening’s end, the 400-seat
restaurant will have served 1,500 meals, typical of a weekday. On weekend

nights, the number grows by a thousand.
The attraction is easy to figure out: A decor blending rusticity with

sophistication makes for a comfortable setting, and stupendous portions of
good food on a reasonably priced menu equals value. Tonight, for example,
strips of breaded calamari, $10.95, are as
thick as steak fries, and a heart-stopping
slice of a chocolate cake, $8.95, dubbed
The Motherlode, might well feed six. The
company claims it sells 250,000 of them
a year. Many customers are toting left-
overs as they leave.

More undoubtedly will be asking for
doggy bags now that the 38-unit chain is

Under New 
OWNERSHIP

With a new parent
footing the bill,
Claim Jumper’s 

veteran managers 
are tackling

national expansion.
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in the hands of pri-
vate-equity owner
Leonard Green. The
Los Angeles-based
firm, which paid an
estimated $220 million to $240 million
after beating out six other bidders, is eager
to turn the chain into a national player.
Although some potential buyers are said to
have wanted new blood at the top, Leonard
Green Partner Tim Flynn isn’t among them.
“We backed Craig [Nickoloff] and his
team,” he insists. “We think it’s a great
management team.”

Nickoloff, the 54-year-old founder and
CEO, is indeed sticking around. “I’m still
very active. I’m in the office six days a 
week and still get out to openings,” he says,
adding that he reinvested in the company
he and his father, Nick, launched 28 years
ago in Los Alimitos, Calif. It remained a fam-
ily-run enterprise until the October auction.

Nickoloff therefore will be heading to
Chicago this year. Of the five new units
scheduled for this year, three will open in
the Chicago suburbs of Lombard, Hoffman
Estates and Wheeling. “We will do this
slowly and cautiously. We are aware of eco-
nomic trends,” he says.

“The big challenge is to move from a
small, closely held private company to a
large, national brand,” says CFO Bill
Hustedt. He, along with Nickoloff and
President and COO Robert Ott, runs 
day-to-day operations.

That won’t be easy. None has broad
national experience, although they have
grown the chain throughout California and
opened a dozen Claim Jumpers in four
other Western states. Management admits
they’ve learned hard lessons along the way.
One: Don’t hire new managers locally. The
company now seeds new restaurants largely

with veteran managers and has trimmed
management turnover from 50 percent to
14.1 percent in the process. 

“We noticed this very interesting phe-
nomenon during our openings,” recalls
Vice President of Training and Develop-
ment Bill Story. “We tripled our turnover.
Because we do so much business, even
existing employees get pushed to their
maximum.” The Fresno unit, for example,
reportedly rang up $300,000 in its first
week last July.

For the Lombard restaurant, which
opened in January, Story hired just three
entry-level people, dispatching 10 experi-
enced managers at the cost of $27,000
each. Among them is eight-year Claim
Jumper veteran Anna Bozarelos, general
manager of the South Coast Plaza unit. 

Old Timers
Long tenure helped up the ante in October’s
auction. Both Ott and Hustedt, for example,
have worked for Claim Jumper for almost
20 years. Story has been there even longer.
General managers, like Bozarelos, also hang
around for a long time. “There was some-
thing we have never seen before,” says
Flynn, recalling his due diligence. “Among
all the managers, 185 have been there more
than 10 years.” 

Tonight, the South Coast Plaza unit’s 
display kitchen is a blur of activity. Yet it 
is hard to miss its most notable features: 
a floor-to-ceiling rotisserie and a wood-
fired steak broiler. The chain introduced
open cooking in 2003, and so far all new
units (seven in total) have installed it. Still,
it’s hard not to wonder what took so long
to debut a standard design element among
casual-dining chains. “We hadn’t put them
in before because we do so much volume,”
Ott says, citing the pressure of putting out
so many dishes. Nonetheless, Ott says, they
were installed because “we take pride in
what we do.”
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Piper Jaffray positioned Claim Jumper 
as having a strong culture and team that
would make it a nationwide concept.

C O M P A N Y

Claim Jumper
Restaurants

H E A D Q U A R T E R S

Irvine, Calif.

U N I T S

38 

2 0 0 5  R E V E N U E S

$250 million

2 0 0 6  R E V E N U E S

$290 million 
(company estimate)

A V E R A G E
U N I T V O L U M E

$7.1 million

A V E R A G E C H E C K

$17 

E X P A N S I O N P L A N S

5 in 2006; 5 or 6 
in 2007

SNAPSHOT

Founder Craig Nickoloff
spruced up Claim
Jumper’s decor with
classy lighting, rustic
furniture and open
kitchens.

The mouth-watering 
and artery-clogging
Motherlode is a six-layer 
chocolate cake; Claim
Jumper claims it sells
250,000 of them a year.
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Bacon Carbonara
Sweet Apple Wood Smoked
Bacon, spring peas, mushrooms,
diced tomatoes and linguini
pasta in a light olive oil and
basil based sauce with
Parmesan cheese as a
finishing touch. Also can be
served with a light cream or
tomato based sauce.

Who
thought?

would have

Your customers love a trendy, new spin on old classics. Take linguini and add the bold, unique

flavor of Patrick Cudahy’s Sweet Apple Wood Smoked Bacon and...bravo! Now you’ve turned

Italian into an exciting, new, profitable menu sensation. And there’s plenty more. 

By adding Patrick Cudahy products to your menu, you can build your check average and your

customer base. It’s time to innovate!

For more recipe ideas and Patrick Cudahy’s full line of products, call Dan Kapella at (800) 486-6900 or visit us at www.patrickcudahy.com.

©2004 Patrick Cudahy, Inc. A Foods Company

“Home of Sweet Apple Wood
Smoke Flavor®

”

Sweet Apple Wood 
SmokedBacon

from the Innovation Specialists

TM
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Large volumes are Claim Jumper’s hall-
mark. Although the privately held compa-
ny doesn’t disclose financials, officials claim
the last 10 units are each ringing up more
than $8 million a year—a figure that puts
them in the rarefied company of Maggiano’s
Little Italy (AUV: $9.2 million) and The
Cheesecake Factory (AUV: $11.2 million).
Taken as a whole, the unit average is $7.1
million, still way above most everyone else. 

The company expects systemwide sales
to grow to $290 million,
from ’05’s $250 million,
in ’06—a year the Irvine,
Calif.-based chain begins
testing the concept in the
Midwest. In ’07 and ’08,
the chain will open small-
er restaurants—10,000
to 11,000 square feet in-
stead of the usual 13,000
square feet—in St. Louis;
Indianapolis; and Colum-
bus, Ohio. Then it plans
to head to the Carolinas
and Florida. 

That’s when Leonard
Green’s bet will pay off,
says former Baja Fresh
CEO Greg Dollarhyde,
who represented another
private-equity firm inter-
ested in the company.
“Where [Claim Jumper]
is going to reward the
very full investment of
the equity partners is

when they can pop the East
Coast,” he says.

Nickoloff insists he’s not in a
hurry or under pressure from
the new owners. “They recog-
nize how careful you need to
be,” he says. “We haven’t even
gone to Texas yet, and we
always get pressure to go there.
[But] that is a very, very, very
saturated state.”

Then again, so is California,
and Claim Jumper has done
quite well there since opening
its first restaurant. Since 1995,

Claim Jumpers have popped up in Col-
orado, Arizona, Nevada and Washington.
Two units are scheduled for Portland, Ore.,
this year.

Until recently, no one outside the com-
pany really knew how well Claim Jumper
did. Could it be that profitable given the
portion sizes and the well-appointed build-
ings? The selling memorandum Minneapo-
lis-based Piper Jaffray prepared for buyers
of Nickoloff’s company (his family owned
about 85 percent) gave industry experts a
close look at unit performance. Although
sworn to secrecy by confidentiality agree-
ments, several offer a broad picture that
confirms what observers long speculated:
strong box economics. 

“Claim Jumper has a long-standing his-
tory of high sales, passion and dedication
to the concept,” says former investment
banker Mark Saltzgaber, who advised two
bidders. Management tenure was impor-
tant, too, but no one failed to notice anoth-
er salient point. “You weren’t going to wake
up one day and find someone had copied
you. You aren’t worried about a direct
threat,” he says.

Risky Business
Of course, not everyone has the stomach 
to risk $4 million plus on each restaurant,
despite warding off potential rivals. Damon
Chandik of Piper Jaffray, who prepared the
selling memorandum, recalls he didn’t
underline the investment cost: “We didn’t
downplay it, but I will say you’ve got to be
willing to make the investment.” Instead, he

“I’m not a big believer in just designing a box and 
then cookie-cuttering it all over.” —CEO Craig Nickoloff

For several years Claim
Jumper has operated a 
meat-cutting plant near
headquarters that saves it 
2 to 3 percent on food costs.

Although restaurants are
shrinking from 13,000 square
feet to 10,000 square feet,
officials insist they will not
make the units look alike.

Though Claim Jumper’s overall management
turnover was only 14.1 percent last year, the
high-volume units remain a tough place to work.
Vice President of Training and Development 
Bill Story lists the five top reasons that send 
newbies out the doors:
Transfer issues. Where’s the bank, the dry
cleaner, and can you deal with the absence 
of friends and family?
Different focus. Total focus is on operating
the restaurant according to Claim Jumper’s
plan—not yours.
Indifference to new ideas. “We can be 
perceived as not grabbing on to all those great
ideas for improvement,” Story admits.
Large teams. Not only must new managers
get used to running their shifts by the book, they
must also learn to subordinate themselves to any
one of nine other store managers in the process.
Quality of work life. Consider managing
140 employees serving hundreds of customers
inside a 10,000-square-foot restaurant from 
a huge scratch menu with multiple bosses 
judging your performance.

TAKE THIS JOB AND...

C O V E R S T O R Y
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For more information and to receive a free DMA profile,
Call 1.800.435.7576 or visit www.workplaceprint.com

“Nothing gets us higher
redemption than WorkPlace!”
Mark Hardison
Director of Retail Marketing

El Pollo Loco is a 
registered trademark 
of El Pollo Loco, Inc.

positioned Claim Jumper as having a strong culture and
team that would make it a nationwide concept. “There
was great growth potential,” Chandik adds.

That notion was evident in the final round of bidding
among seven private-equity firms, who pushed the multi-
ple into the low double digits, according to a source who
asked for anonymity. If accurate, it’s an astonishingly high
valuation, even for a proven, high-volume restaurant
company. “It’s off the charts,” declares mergers-and-
acquisitions specialist David Epstein of J.H. Chapman
Group, adding that seven times earnings is more typical. 

Why did Nickoloff, the son and grandson of restaura-
teurs, give up 65 percent of his company? Certainly the
timing must have seemed propitious, with so much pri-
vate capital sloshing around the industry. Taco Bueno, El
Pollo Loco, Dunkin’ Donuts, Garden Fresh and Dave &
Buster’s, for example, recently sold to private-equity buy-
ers, many new to the industry. For his part, Nickoloff
wanted to “do some family financial planning.” Part of
that included immediately reinvesting an undisclosed
amount in the company, hoping his family might get “a
second bite of the apple,” he adds. Employees, including
management, own the remaining shares. 

Private-equity firms, of course, are buying a company’s
earnings potential, and Leonard Green’s Flynn thinks
Claim Jumper has it in spades. “It is still a small compa-
ny, but we see a long runway ahead. We think the con-
cept can grow to two or three times its size,” he says.
Adds Nickoloff: “We have a very high potential to achieve
our EBITDA goals.” 

Bottoms Up
Like other executives, Nickoloff, Ott and Hustedt think
about boosting the bottom line in their restaurants.
“Everyone wants a little more profit. We’re on that train,”
Nickoloff says. At the first board meeting in late Novem-
ber, the company set its profit goals. “With time, we’ll be
able to achieve a little more profit,” Ott says. 

Driving down building costs and picking up purchas-
ing and shipping efficiencies in Chicago will eventually
help. Meanwhile, keeping the existing restaurants—big,
complicated affairs that employee 140 workers—up to
snuff is daunting. “Daily operations is foremost on our
minds,” Nickoloff concedes.

Standardizing the design would reduce costs. But
Nickoloff, Ott and Hustedt have so far resisted the temp-
tation, though for how long is anyone’s guess. “I’m not a
big believer, or haven’t been, in just designing a box and
then cookie-cuttering it all over. Our feeling is that the
design of our restaurants plays a big part of our success,”
Nickoloff says. 

If proof is needed: The gorgeous South Coast Plaza
unit, with its gleaming display kitchen, rang up $9 mil-
lion in sales last year. 
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“The big challenge is to move 
from a small, closely held 

private company to a large, 
national brand.” —CFO Bill Hustedt

It costs $4 million plus to
open a Claim Jumper.
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television commercial shows a smiling
mother approaching the table with a

fresh, hot pizza, only to be surprised to 
sit down on a whoopee cushion. The

voiceover asserts, “The food’s as
good as the fun!”

The spot sums up the new brand posi-
tioning for Scottsdale, Ariz.-based Peter
Piper Pizza, which has 136 locations in five
Southwestern states. “The goal is to be
known as the restaurant people of all ages
look to for a magical experience of great
tasting food, fun, family and friends,” says
President and CEO Frank Sbordone.

But Sbordone is well aware that national
expansion is not just fun and games, and is

eager to demonstrate the 33-year-old pizza-
and-gaming concept is not just for kids. 

Changes to the menu, entertainment
offering and marketing campaign are
designed to differentiate the concept from
competitiors with fun-for-all appeal. 

Grown-Ups Welcome
Research revealed that Peter Piper cus-
tomers come in three varieties—families
with children, groups such as sports teams,
and adults without children—and that
patrons stay an average of 90 minutes. So
the company embarked on a mission called
“90 Minutes of Magic,” to deliver quality,
service and value. 
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Peter Piper Pizza

H E A D Q U A R T E R S

Scottsdale, Ariz.

U N I T S

136

2 0 0 5  
S Y S T E M W I D E S A L E S

$171 million

2 0 0 6  
S Y S T E M W I D E S A L E S

$185 million 
(company estimate)

A V E R A G E
U N I T V O L U M E

$1.3 million 

A V E R A G E C H E C K

$19 per party

E X P A N S I O N P L A N S

14 in 2006, 
23 in 2007

SNAPSHOT

Playing Both Sides
Peter Piper redefines its pizza-and-games concept 
as fun for all ages as it prepares to expand beyond 

its core market. BY DONNA HOOD CRECCA
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Laurie Katapski and President
and CEO Frank Sbordone have
changed Peter Piper Pizza’s
menu, entertainment and
marketing.

A
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A prototype unveiled in 2002 features
three seating options: a quieter, more sub-
dued section with booths and TVs showing
sporting events for adults; an area with
tables and chairs geared toward family din-
ing; and larger tables and bench seating for
groups and parties. 

The gaming area features redemption,
sports, interactive and video games, as well
as children’s rides and a play area; guests
can redeem tickets for prizes. 

Tile floors, warm colors, pendant lights
above tables, brickwork and wood accents
provide a contemporary feel. At 10,000
square feet, the new locations seat 375 to
400. Twenty-two new stores follow the pro-
totype, and 60 percent of existing units
have been remodeled.

Peter Piper also worked toward improv-
ing the menu. “Operation Rolling out the
Dough,” for example, refocuses employee
attention on adhering to specs and proce-
dures when preparing the dough. 

“Pizza is our core product, so we need to
ensure employees know the specs,” says
Laurie Katapski, vice president of market-
ing. “The gaming association makes people
think the pizza will taste like cardboard.
But we make our dough fresh daily at each
location, use a special sauce and 100 per-
cent mozzarella.” 

Don Henry, formerly of Chi-Chi’s and
Koo Koo Roo, joined Peter Piper as director
of food and beverage in 2004. He has
introduced menu items and ingredient
enhancements to please the palates of
young and old alike. The company
launched Garlic Cheese Bread, $4.29, in
2004, followed by two entree salads—
Chicken Caesar and Italian Chef, $4.49—
and the popular Cinnamon Crunch
Dessert, $2.99. It rolled out a Caramel
Cinnamon Crunch Dessert in October. 

“Our goal is to make sure people know

we’re more than just cheese pizza and to
drive them into the restaurants as much for
the food as for the games,” Katapski says. 

Play to Win
To maximize its game investment, Peter
Piper moved from a vendor-share arrange-
ment to full ownership of all game units at
the 39 company stores in the past three
years. It hired 18 additional technical man-
agers, so each unit now has someone on
site to maintain and service games. The
company also purchased nearly 500 new
games to keep the mix up to date.

“This investment gives us control over
the entire operation. We can service the
game area without having to call for the
vendor to come; we’re able to keep all
games in consistent operation,” explains
CFO Tim Flynn. “Now the manager can
manage the entire restaurant, which speaks
to delivering on guest service.”

Peter Piper also instituted a monthly
maintenance schedule. “That way we find
the problems before the guest does,” says
Vice President of Entertainment Steve
Thomas, who joined Peter Piper in 2004;
he served as director of technical services at
Showbiz Pizza and vice president of amuse-
ments for Jillian’s. 

Games account for 26 percent of sales,
while food and beverage generates 74 per-
cent. Food and beverage transactions aver-
age $19 per party, plus an additional $8
on games. “Our entertainment revenues are
now higher because we own the games.
The added personnel cost is offset some-
what by better in-service rates and guest-
service levels, but on a gross basis, we
expect the ratio to remain consistent,”
notes Flynn. 

Many franchisees are also buying games
and training technicians, all with Thomas’ 
assistance. And they’re modeling other 
corporate initiatives such as a game data-
base that tracks guest usage. 

Balanced Branding
To communicate the changes at Peter Piper,
new TV ads and a redesigned Web site
debuted in mid-2004. At the same time,
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Games
account for 
26 percent of
sales; food
and beverage
make up 
74 percent.

Vice President of Entertainment
Steve Thomas has maximized
Peter Piper’s game investment
by moving from a vendor-
share arrangement to full 
ownership of all games.

G R O W T H S T R A T E G Y
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the company took on sponsor-
ship of the Phoenix Suns and
Arizona Diamondbacks. 

The eight television commer-
cials convey the “total family
experience,” according to Katap-
ski. In addition to the whoopee
cushion spot, scenarios include a
coach with team members, a
father and son, and other group
and family situations. 

“We strive to balance the food
focus with the gaming focus in
our campaign. A syndicated
study shows that the campaign is
driving increases in brand aware-
ness and food-attribute aware-
ness,” Katapski says.

This multipronged strategy is
driving results overall. System-
wide sales reached $154 million
in 2004, a 10 percent increase
over 2003, according to Chicago-based industry analyst
Technomic. Peter Piper ended 2005 at $171 million. The
company says average unit sales are $1.3 million, up
from $1.2 million in 2003.

Twelve Peter Pipers opened in 2005, and 14 units will
open in 2006 and 23 in 2007. With 96 of its 136 restau-
rants franchised, Peter Piper will grow primarily through
franchise develoment, with two or three franchised units
for every company unit. The chain will expand beyond
its Southwest core market by mid-2006, says Sbordone,
who is talking with potential operators in Florida, Illi-
nois and the Northeast. 

“There is room for a national chain like Peter Piper,”
observes Darren Tristano, managing director at Tech-
nomic. “Chuck E. Cheese’s and Dave and Buster’s cer-
tainly show that Americans like entertaining themselves
with games, and they each hit a certain demographic.
What Peter Piper hits upon is that you almost have to
appeal to all different age groups to grow today, and
they’re having good growth.”

Peter Piper plans to keep that momentum going. “The
goal is to be national, but to do it slowly and make the
right decisions on where to go,” Katapski says. “Our
approach is to be methodical yet aggressive enough to
impact the business.”

Since embarking on its new 
branding strategy, Peter Piper has
seen sales increase by 10 percent.

Open the page to

PPORTUNITY

Page 61
Opportunities abound in 

Chain Leader’s new 
Franchise Developer section. 

Turn to page 61 for the best in 
franchise opportunities.

For extensive info on franchises visit
Franchise Developer Online 

@www.foodservice411.com/franchise/

Interested in Advertising? 
Call Jim McMurray at (630) 288-8467.

CL

Director of Food and 
Beverage Don Henry
upgraded the menu to
appeal to a wider audience.
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W ith obesity concerns across America,
consumers are looking for healthier
food options at QSRs. Parents and

teens say they would visit QSRs more often if
healthier choices were available—and they’d be
willing to pay more for them, according to a
2003 Technomic study. 

Dairy provides an enticing spectrum of
offerings for health-conscious customers. And
many parents say they want to see more dairy
on the menu: 69% of moms say they wish
QSRs would offer a wider variety of dairy 
products, including healthy dairy snacks, a
2004 GfK Kids Study reported. 

Nutrients and Nutrition

Dairy provides a powerful nutritional 
package. It’s rich in calcium, vita-
min B-12 and protein. It is also
rich in potassium, phosphorus,
vitamins A and D, riboflavin and
niacin.

One of the key recommenda-
tions of the new U.S. Dietary
Guidelines is to consume three
cups per day of nonfat or low-fat
milk, or equivalent milk prod-
ucts. And word is getting out: a
2004/2005 Yankelovich Monitor
study found that nearly 4 in 10
consumers care about getting
more calcium. Increasingly, they
can do just that at QSRs. 

Got Dairy?

New innovations in dairy
products—such as single-serving
plastic packaging for milk, fla-
vored milk, yogurt varieties and
snacking cheeses—are boosting
the category. Resealable plastic
milk packaging is making a splash
at QSRs around the country.
McDonald’s and Wendy’s both
made milk available in re-sealable,
kid-friendly, plastic 8-oz. bottles
in white and chocolate, and saw

their milk sales skyrocket. 
Wisconsin-based Culver’s has long offered

milk in single-serving cartons, but found that
its customers were interested and enticed by
new milk packaging. In response, all Culver’s
locations in 15 states are rolling out plastic
resealable “milk chugs,” in 2% white and lowfat
chocolate.

An increasing number of Subway franchises
in the U.S. and Canada are also menuing milk.
Individual operations are reacting to local
demand and adding plastic re-sealable milk
containers as an independent initiative. 

The demand for milk includes flavored milk
as well. Sixty-nine percent of kids say chocolate
milk is their favorite drink, the GfK study
found, and 40% of adults who order milk at

QSRs regularly purchase chocolate—and would
like to see more flavors available, according to a
2004 NPD study. 

Because of yogurt’s wide appeal and healthy
platform, many QSRs are adding it to menus.
One recent example is Wendy’s fresh-fruit-and-
yogurt entrée salad with low-fat strawberry-
yogurt dipping sauce, available throughout the
day. Another is McDonald’s new Fruit &
Walnut Premium Salad, with sliced apples, red
seedless grapes, candied walnuts and a side of
low-fat vanilla yogurt. 

All-Day Dairy

Healthful dairy items span the day-parts—
they’re not just for breakfast. Milk is becoming
a popular beverage throughout the day: 1 in 5

adult QSR visitors ordered milk
for themselves in the past 3
months, and 39% of these adults
bought milk with meals other
than breakfast, according to the
NPD study.

Yogurt, too, has cross-over
potential. McDonald’s low-fat
yogurt parfaits are available all
day, and since their introduction
in 2002 have become popular for
breakfast, lunch and as a healthy
snack or dessert, according to the
company. Parents prefer to order
yogurt for their children as a side
item, snack or dessert alternative
to cookies or cake, the GfK
study found. 

And for a healthy snack
option, consider adding string
cheese: 73% of kids say it’s fun
to eat string cheese, and 60%
said they would definitely or
probably order it as a snack, the
GfK study found. 

From breakfast parfaits to
string-cheese snacks to refreshing
milk, dairy is adding its health-
ful, delicious attributes to QSR
menus, all day long. 

Dairy in Demand 

A D V E R T I S E M E N T

Dairy provides an 
exciting spectrum of
choices for health-
conscious customers.

Availability of healthful dairy products away-from-home is on the rise  
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Skillful Leadership

T H E L E A R N I N G O R G A N I Z A T I O N

est-selling author and consultant Jason Jen-
nings knew how to grab the attention of

the 160 restaurant industry executives
who attended the second annual Chain

Leader LIVE Nov. 16 to 18 in Dallas.
Using research from his latest book,

Think Big, Act Small, Jennings kicked off the
conference with an illuminating keynote speech
that offered important tips for improving leader-
ship and execution. In his book, he profiled nine
companies that have grown both revenue and
operating profits by 10 percent or more for 10
consecutive years. One of those companies was
Oklahoma City-based Sonic Corp. 

Jennings shared the five secrets of their success:
Great leaders and companies have a cause, master
the art of letting go, completely satisfy the right
customer, get everyone to think and act like own-
ers, and see themselves as stewards.

Chain Leader LIVE
takes a look at how

operators successfully
execute and grow

their concepts.
BY DAVID FARKAS

1. The Upstarts session
looked at how to grow an 
up-and-coming chain.
2. The On The Money 
breakout session covered
topics like how to raise money
for expansion.
3. Keynote speaker Jason
Jennings offered tips for
improving leadership.
4. Chain Leader Editor-in-
Chief Mary Boltz Chapman
presented Billy Downs with
the Protégé Award.
5. At the Storyboard session,
Bob Taber, Monica Hahn and
Billy Downs spoke about how
their ads increased sales.
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Taking the Gold
Chain Leader itself bestowed prizes on the
leaders of three successful restaurant compa-
nies: Phil Hickey, chairman and CEO of Rare
Hospitality, won the Chain Leadership
Award; Billy Downs, owner and founder of
bd’s Mongolian Barbeque received the Pro-
tégé Award, honoring a restaurant executive
under 40; and Joe Lee, former chairman of
Darden Restaurants, won the Legend Award.

Last year’s Chain Leadership winner, Rick
Federico, CEO of P.F. Chang’s China Bistro,
offered his thoughts on restaurant leadership
by tracing the development and ongoing
operations of the popular chain. “The cor-
nerstone of our business is employee owner-
ship,” he said, adding that by increasing
employee tenure, P.F. Chang’s saw a “corre-
sponding increase in sales and profits.”

Federico then joined Hickey, CEO Aslam
Khan of Falcon Holdings and BJ’s Restau-

rants Co-Chairman Paul Motenko
for a lively discussion of the skills
needed to keep their brands grow-
ing. Khan, for instance, described
how incentives for managers build
the brand’s momentum. Federico
recalled the lessons of his mentors:
Grady’s founder Bill Regas had the
unique ability to make people feel
good about themselves because he
always praised employees for their
accomplishments, and former
Brinker CEO Ron McDougal
always held people accountable. 

Lamar Hamilton could have
used bosses like that. In the

Upstarts session, the Minneapolis-based
businessman described in painful detail 
the downfall of Bilimbi Bay, a three-unit,
Caribbean-themed chain he and partners
opened and closed within three years. One
problem: They opened all three restaurants
within three weeks. “I don’t recommend
doing that,” Hamilton wryly advised.

Same Old DNA
On a more successful note, at the Restaura-
tour session, Bear Rock Cafe CEO Gary
Bryant described how he and designer Bill
Chidley of Design Forum went through a
branding evolution. “The point was to keep
the original DNA, but we needed to make
the name more relevant,” Bryant explained. 

Their solution: making the fast-casual
units more sophisticated and less rustic.
Today, the two added, the gender-neutral
design translates easily to new markets. 
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Dallas-based chains such as Which Wich and
Abuelo’s showcased their signature fare.

T H E L E A R N I N G O R G A N I Z A T I O N

1. Tom Giannetti, director of
IT at El Pollo Loco, told
attendees at the Technology
breakout session that the
fast-food chain is testing a
central call center that takes
drive-thru orders.

2. Luke Belsito (l.) of Red
Robin and Pepe Lopez of 
El Torito explained how they
develop innovative menu
items that can be replicated
throughout their chains’ 
systems during the Toque 
of The Town session.

2

1

clx0602Learn.qxd  1/11/2006  2:33 PM  Page 54



clx06_feb.indd   55clx06_feb.indd   55 1/17/2006   10:55:47 AM1/17/2006   10:55:47 AM



The Toque of the Town session explored
the culinary side. Corporate Executive Chef
Bob Davis of Max & Erma’s humorously
related the story of a tomato, mozzarella and
chicken sandwich he developed that at first
didn’t seem to fit in with the concept’s menu
of signature burgers. Despite the “opera-
tional nightmare” it caused, both servers and
customers loved it. Afterward, Davis joined
corporate chefs from Red Robin, Elephant
Bar and El Torito for an interactive discus-
sion with the audience.

Dinner Bell
Food was also a focal point Thursday
evening when several local chains show-
cased their signature dishes. Guests feasted
on such fare as Abuelo’s bacon-wrapped
shrimp, Chili’s chili, and Which Wich’s
turkey and roast beef sandwiches.

Informal breakout sessions gave attendees
the opportunity to grill the experts at close

range. At the Human Assets session, Chief
People Officer Bill Streitberger of BJ’s Restau-
rants and Applebee’s John Prutsman, execu-
tive director field human resources, detailed
the process of qualifying managers for pro-
motion. Eat’n Park Vice President of Human
Resources Karen Bolden talked about her
company’s internship program, which teach-
es leadership skills to employees who are
college students.

Those young people could be tomorrow’s
restaurant industry leaders. To make sure
they stick around, today’s bosses should keep
in mind something Legend Award winner Lee
offered: “[Darden] has provided me with
more opportunities than I thought existed.
My obligation here is to ensure the opportu-
nities I received exist for other people.”

For additional photos from Chain Leader
LIVE and information on this year’s event,
visit www.chainleader.com/live.
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Attendees grilled experts on brand strategy, technology, 
HR, food safety and finance at informal breakout sessions.

CL

1. Chain Leader recognized
companies that were
featured in the magazine’s
“Best Places To Work” issue.

2. Executives who have
appeared on Chain Leader’s
covers selected Phil Hickey
for the 2005 Chain 
Leadership award.

3. Gary Bryant of Bear 
Rock Cafe detailed how he
redesigned the chain’s stark
interior into a mountain-
lodge look.

4. (From l.) Aslam Khan 
of Falcon Holdings, Paul
Motenko of BJ’s Restaurants,
Rick Federico of P.F. Chang’s
China Bistro and Phil Hickey
of Rare Hospitality shared
how they keep their brands
growing.
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Communication
Championd i m e n s i o n

Dedicated to the Development and
Advancement of Executives in the 
Foodservice and Hospitality Industries

You’d be surprised how an encouraging word here or a helpful suggestion
there can make a difference in the success of your business. As Doug Brooks
has learned over the years, keeping the lines of communication open—up
the ladder and down—optimizes morale and inspires productivity. It’s a 
philosophy he has instilled at Brinker International, Inc. 

As a communication champion, Doug understands that a free-flowing dialogue
among team members creates a mutual level of trust, respect and inclusion
that is essential to an organization’s overall performance. In fact, it’s one of
the primary reasons he supports The Elliot Leadership Institute and endorses
its 10 Dimensions of Executive Leadership™, the most critical measures of
industry success. Using these insights, the Institute has been extremely effective
in providing management teams across the country with the “tools” they
need to grow both personally and professionally. Based on validated research
and proven principles, this innovative suite of cost-effective online products
and services was developed by hospitality leaders for hospitality leaders. 

Visit www.elliotleadershipinstitute.org to find out how this not-for-profit organization
can help strengthen your current and future generation of leaders…and your business.

“Open and 
honest dialogue
is crucial for
driving dynamic  
company 
performance.”

—Doug Brooks, 
President & CEO
Brinker International, Inc.
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Fast-food customers tend to
stick to their cars in the morn-
ing. Half (49.4 percent) of
those who had breakfast on

their last QSR occasion used the
drive-thru, according to the quar-
terly Quick-Track survey by Sandel-
man & Associates, a San Clemente,
Calif.-based research firm. A 21-
quarter average shows that 25.9
percent of customers who had
breakfast on their most recent occa-
sion ate in the restaurant, and 23.3

percent used carryout. Of all users’
last occasions, 30.1 percent were
drive-thru, 27.2 percent were eat-
in, and 30.9 percent were carryout.
● Breakfast comprises 11.1 percent
of all QSR occasions, a 21-quarter
average reveals.
● National hamburger chains
receive the bulk of those occasions:
65.5 percent of those having break-
fast in the past month. Burger
chains see 40.9 percent of all past-
month occasions.
● Only 10.3 percent of fast-food
customers having breakfast on their
most recent occasion used a special
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T R A F F I C T R E N D S

National QSR chains see
much of their breakfast
business go out the 
window.

BY MARY BOLTZ CHAPMAN

Morning Traffic Report

promotion or deal vs. 22.0 percent
of all QSR users, according to a 21-
quarter average.
● Those customers having breakfast
on their last occasion spent $3.92
per person on average; all users
spent $4.70.
● Fully 49.7 percent of QSR patrons
who had breakfast on their most
recent occasion were alone. Of all
users, 27.1 percent dined alone on
their last visit.
● The average number of people per
party was 2.0 for those having the
morning meal on their last occasion
vs. 2.8 for all, according to a 21-
quarter average.
● 25.6 percent of fast-food users
whose last visit was at breakfast
bought a cola or diet cola; 24.1 
percent had coffee.

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 breakfast users” as those who have pur-
chased breakfast from a QSR at least once in the
past month. Most-recent purchase data is based
on all fast-food users whose QSR purchase was 
at breakfast.

CL
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N E W  F R O M  C H A I N  L E A D E R

Ask us

We’ll find an
answer.

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

Roundtable Recap
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.

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

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

Get Automatic
Updates
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.

Check it out online at 
foodservice411.com.
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It’s about new. It’s about you. 

It’s about time.

Nourish your business. Register now at: www.internationalrestaurantny.com

CODE: CHL

© 2006 Reed Elsevier Inc.

OWNED AND SPONSORED BY:

PRODUCED AND MANAGED BY:

M A R C H  5 - 7 ,  2 0 0 6 | J A C O B  K .  J AV I T S  C E N T E R  | N E W  Y O R K ,  N Y

There’s only one foodservice event where you can find all the latest business-enhancing 
solutions. The 2006 International Restaurant & Foodservice Show of New York. In 3 days, you can do
a year’s worth of comparing and sourcing, to outline winning strategies. Over 600 leading vendors
with never-before tasted foods and the latest beverages, equipment, services – it’s all here.

Plus, all new features: 100+ New International Foods, New Product Showcase and Tasting Arena,
3 Demo Cooking Theaters, New York Nightlife Corner, Hispanic Foods Expo, and Restaurant
Tours and Sampling. And don’t miss the FREE seminars, exclusive CIA courses, Celebrity Chef
demonstrations, Brewery and Wine Garden. 

CORPORATE SPONSOR:
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Before you decide whether to add another restaurant under
your current brand or diversify with a new one, take a close
look at the range of business-building tools included in the

franchisor’s ongoing support services. Franchisors are vying for
growth with everything from yield-management training to new
menu concepts. Programs to evaluate include:

● Technology. Look for an innovator. “Overall, the industry has
been behind the curve in utilizing technology at the unit level,”
says Melissa Wilson, principal with Chicago-based foodservice con-
sultant Technomic. What signals a strong platform for franchisees:
software that reaches through the depth and breadth of the opera-
tion—from table reservations to inventory. Look for technology that
offers customers time-saving, computerized ordering and payment
options. Ask about solutions that leverage promotional and cross-
selling opportunities across your database.

● Incremental revenue drivers. Craig Moore, president, CiCi’s
Pizza, Coppell, Texas, sees franchisors working to develop new 
revenue streams. “One trend is to add ‘legs’ to the business with
revenue drivers such as off-premise catering and to-go items,” says
Moore. Expect further refinements on those themes as franchisors
roll out signature products, such as popular salad dressings or
desserts for retail sale.  

● Training. “Few franchisors provide franchisee training on how to
effectively operate multiple units and leverage these potential 
efficiencies. One example of a franchisor that does is Panera Bread,
which offers an optional seven-week course,” says Technomic’s
Wilson. Panera, which only offers multiunit franchises, provides a
class to prep operators for multiunit leadership, she adds.

● Incentives. Chains such as CiCi’s Pizza are considering incentives
for franchisees who meet multiple-development targets ahead of
their projected pace. Larger portfolios give franchisees more say 
in the decision-making process—from involvement on franchise
advisory councils to participation in new product testing.

Franchise
Developer

S P E C I A L  A D V E R T I S I N G S E C T I O N

New Profit-building Tools

Chains such as CiCi’s Pizza are considering incentives for franchisees who
meet multi-development targets ahead of schedule.

© 2004 Captain D’s, LLC.

Diversify your restaurant portfolio with Captain D’s 
and enter the underserved seafood market
segment with an extraordinary brand.

 • Strong 35-year performance history including 
  record sales years in 2002 and 2003.

 • A growing market segment with highly 
  favorable competitive conditions.

 • A new restaurant prototype designed for low 
  capital investment and maximized returns.

Single and multi-unit markets are currently available 
in a variety of territories.

For more information, visit us online 
or call the Franchise Development team.

1-800-550-4877
captainds.com 

1-800-550-4877
captainds.com
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S P E C I A L  A D V E R T I S I N G S E C T I O N F r a n c h i s e  D e v e l o p e r
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S P E C I A L  A D V E R T I S I N G S E C T I O N F r a n c h i s e  D e v e l o p e r

We are seeking proven multi-unit 
operators, throughout North America

• A proud 50 year tradition
• A world recognized brand
• A strong sales-to-investment ratio
• A great reason to get excited about 

the next 50 years!

For Franchise Inquires: (818) 662-9900 X 378
www.sizzler.com

February 2006 ♦  Chain Leader 63

*   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.

Flavor Your Life.

www.hungryhowies.com
(800) 624-8122
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Here’s To Our
Great Partners
Chain Leader would like to thank our
sponsors for their generous support 
and contribution to the success of 
Chain Leader LIVE in 2005.

View more photos online at http://www.foodservice411.com/clmag/live/

Save the date for 2006:
November 1-3
The Westin Michigan Avenue
Chicago

TITLE SPONSOR: 

SENIOR SPONSORS: 

EXCELLENCE
in Execution
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FOOD & BEVERAGE

Bush Brothers & Co. p. 1, 13.
Signature baked beans and
other products. Call (800)
251-0968 or visit the Web site
at www.bushbeans.com.

Cargill Meat Solutions p. 32.
Portion-control steaks and
custom solutions. Call (800)
373-6515 or visit the Web site
at www.cargillfoodservice.com.

Carolina Turkey p. 31. Makers
of a full line of turkey prod-
ucts. Call (800) 523-4559,
ext. 687 or visit the Web site
at www.carolinaturkeys.com.

Dairy Management Inc. p. 52.
Markets the use of domestic
dairy products. Call (800)
454-COWS or visit the Web
site at www.ilovecheese.com.

Hershey’s Food Service p. 9.
Branded ingredients, recipes 
and menu ideas. Call 
(877) 772-3556 or visit 
www.hersheysfoodservice.com.

King & Prince Seafood p. 28.
Value-added seafood prod-
ucts. Call (800) 841-0205 or
visit www.kpseafood.com.

MasterFoodServices/Uncle Ben’s
Inside Back Cover. Rice vari-
eties for use in foodservice.
Call (800) 432-2331 or visit
www.masterfoodservices.com.

Patrick Cudahy Inc. p. 41.
Customized bacon and other
pork products. Call (800)
486-6900 or visit the Web site
at www.patrickcudahy.com.

Perdue Farms Inc. p. 38. A 
variety of poultry products
for use in foodservice. Call
(888) PERDUE-2 or visit
www.perduefoodservice.com.

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

Rich Products Corp. Back Cover.
Food products and custom
solutions. Call (800) 828-
2021, ext. 8095 or visit
www.richs.com.

S&D Coffee p. 51. A variety of
coffee blends and flavors. Call

(800) 933-2210 or visit
www.sndcoffee.com.

TW Garner p. 49. Maker of
Texas Pete hot sauces. Call
(888) 915-7282, ext. 20 or
visit www.texaspete.com.

EQUIPMENT

Alto-Shaam Inc. p. 14-15. 
Manufacturer of low-temper-
ature ovens and display cases.
Call (800) 558-8744 or visit
www.alto-shaam.com.

Amana Commercial Cooking
p. 46. Ovens and other appli-
ances for use in foodservice.
Call (866) 426-2621 or visit
www.amanacommercial.com.

Brother International Corp.
p. 45. Manufacturer of 
commercial printers. Call
(866) 455-7713 or visit
www.brother.com.

CookTek p. 55. Induction 
technology for custom appli-
cations. Call (888) COOKTEK or
visit www.cooktek.com.

Electrolux Professional Inc.
p. 6-7. Appliances and inte-
grated solutions. Call (800)
331-7958 or visit the Web
site at www.electroluxusa.com.

Frymaster p. 3. Fryers, toast-
ers, rethermalizers and more.
Call (800) 221-4583 or visit
www.frymaster.com.

Hatco Corp. p. 36-37. Manufac-
turer of a full line of foodser-
vice equipment. Call (800)
558-0607 or visit the Web site
at www.hatcocorp.com.

SUPPLIES/SERVICES

Cambro p. 11. Durable plastic
products for service, mer-
chandising, warewashing and
storage. Call (800) 833-3003
or visit www.cambro.com.

DIRECTV/Hughes Communica-
tions Inc. p. 25. Television and
audio programming. Call
(310) 964-5311 or visit
www.directv.com/business.

Everpure Inc. p. 19. Commer-
cial water-treatment systems
and maintenance service. 
Call (800) 323-7873 or visit
www.everpure.com.

Sales Building Systems p. 44.
Promote your brand to con-
sumers in their paychecks.
Call (800) 435-7576 or visit
www.salesbuildingsystems.com.

Saniguard/Component Hardware
Group Inc. p. 43. Inorganic,
anti-microbial plumbing and
hardware. Call (877) SANI-
GUARD or visit the Web site at
www.saniguard-online.com.

WD Partners p. 33-34. Restau-
rant development and con-
sulting. Call (888) 335-0014
or visit www.wdpartners.com.

FRANCHISING/FINANCING

Franchise Developer p. 50, 61-
63. News and opportunities
for multiunit franchisees. 
Call (630) 288-8467 or visit
www.foodservice411.com.

Trustreet Properties p. 17.
Offers financial and advisory
services to restaurant compa-
nies. Call (877) 667-4769 or
visit www.trustreet.com.

EDUCATION/EVENTS

Chain Leader LIVE p. 64. For
more information or to
sponsor the 2006 event, call
(630) 288-8201 or visit
www.chainleader.com/live.

Elliot Leadership Institute p. 57.
Leadership development for
executives. Call (914) 524-
9100 or visit www.elliotleader-
shipinstitute.org.

How to Grow to 100 Units
p. 59. Chain Leader presents
tools and best practices for
growing concepts. Visit
www.chainleader.com.

International Restaurant &
Foodservice Show of New York
p. 60. New educational and
expo features. Register at
www.internationalrestaurant-
ny.com.

NRA Educational Foundation
p. 27. ServSafe Alcohol Train-
ing prepares servers to face
critical decisions. Call (800)
765-2122 or visit the Web site
at www.nraef.org.

Company descriptions are 
supplied by Chain Leader’s
advertisers.

February 2006  ♦  Chain Leader 65

V E N D O R E X C H A N G E

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

P O S  S Y S T E M S

C O M P U T E R
S O F T W A R E

S P E C I A L T Y M E A T S

FOR ONLINE ADVERTISING
OPPORTUNITIES 

CONTACT:

James McMurray at 
630-288-8467 or fax your ad

copy to 630-288-8215.
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BY CHARLES BERNSTEIN

Gregg Majewski, franchisee of 15
Jimmy John’s Gourmet Sandwich
Shops as well as CEO of South
Elgin, Ill.-based Wildcat Invest-

ments, which recently launched the Jerseys
Pizza & Grill and Patty Burger concepts,
plays basketball whenever he can.

“It is a game I just love,” he says. “It
requires teamwork, a fast pace and plenty
of challenges. No matter how good any
player is, the team has to succeed together.
Most of all, I get a kick out of making so
many friends on the basketball court.”

His love of the game started in the
fourth grade at the Grove Avenue elemen-

tary school in Illinois. Majewski liked play-
ing basketball but admits that he wasn’t
very good, especially since he was short. 

Team Player
But it didn’t stop Majewski from joining 
the junior-varsity basketball team in high
school. Although his team got crushed at
first, the Burlington, Ill., high school team
started to improve the second year. 

Majewski also started to break out in his
sophomore year. He finally grew to 5 feet 3
inches and moved up to the varsity team.
“My high school coach gave me the chance
to show what I could do, and I’ve never
forgotten that,” Majewski declares. 

“I was a point guard averaging 10
points a game and making my share of
assists,” he says. “We never won the state
high school championship, but we did win
some of the league championships.” 

Playing from the Sidelines
By the time he was a freshman at the Uni-
versity of Kentucky, Majewski had grown
to just over 6 feet tall, still small for a bas-
ketball player. He unsuccessfully tried out
for the Kentucky basketball team, but he
continued to play pickup games with his
college friends.

“Truthfully, I wasn’t good enough to
make that great team,” Majewski admits.
“Even though I wasn’t on the team, I really
enjoyed the pickup games.” 

The college basketball seasons turned
out to be exciting for Majewski and his
alma mater. Antoine Walker, who is now 
a professional basketball player for the
Miami Heat, led the team to the 1996 and
1998 college championships. In between
he helped the team finish second.

At age 29, Majewski still plays pickup
games for the friendship and the fun of it.
He likes playing the power forward posi-
tion and scoring three-pointers from far
outside. He plays in gyms and churches
twice a week for 60 to 90 minutes each
time. Basketball helps him stay in great
shape, and he fully expects to play for at
least another 30 years.
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Jimmy John’s Gregg Majewski stays in shape 
and bonds with friends on the basketball court.
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©2006 Rich Products Corporation

Dairy taste in a topping 
that really holds up.

 Introducing Niagara Farms®.

A dairy blended 

topping that 

won’t run, melt or 

splatter? It’s right 

here in black and 

white. Introducing Niagara Farms® premium blended whipped topping, the latest innovation 

from Rich’s. Your customers get the wholesome, made-with-cream flavor they expect in a 

whipped topping. While you get the performance 

and appearance that make everything you dollop

irresistible. For a FREE case, call: 1-800-45-RICHS.

www.richs.com

Now dairy is a 
pleasure to work with.
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