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on Luther graced Chain Leader’s cover 
in November 2003, 10 months after 
he joined Allied Domecq QSR, then-
owner of Dunkin’ Donuts, Baskin-
Robbins and Togo’s. Since then, 

Dunkin’ Brands, as the trio is now called, 
traded hands a few times before finding a 
home with a group of private-equity firms: 
Bain Capital Partners, The Carlyle Group 
and Thomas H. Lee Partners. Chain Leader 
checked in to see what’s new and what’s 
next for Dunkin’ Brands.
How’s business?
Things couldn’t be better. We ended last 
year ahead of our plan. And we have 
exceeded everyone’s expectations both 
from a leadership standpoint as well as 
from the financial standpoint. With the 
transfer from Allied to Pernod Ricard and 
then to the new ownership of our new 
three major private-equity firms, it’s been 
exciting around here.
Let’s look at some of the things that 
you talked about in November 2003. 
Upgrading coffee at Dunkin’ Donuts…
Our coffee platform is expanding con-
stantly. We have introduced a product 
called Turbo Ice, which is our iced coffee 
with a shot of espresso. And just recently 
we launched our Turbo Hot, which is an 
espresso shot into our hot coffee, and it’s 
been resonating very, very well. We’re close 
to launching a new product for the sum-
mer. Right now, coffee and coffee-related 
products represent over 65 percent of our 
store sales. 
You also were talking about 
Dunkin’ Donuts’ lunch daypart.
We have a new prototype. It’s a reconcept 
pointing more toward our coffee creden-
tials, a little warmer environment. We’ve 
exploded the PM platform. Our first two 
prototypes are up with the full menu. In 
those two locations, about 40 percent of 
the overall sales are now coming in after 
11 o’clock. And it’s a mix of our good coffee 
platform…and people are then coming in 
enjoying a snack in our PM platform.

We’re going to introduce between all 
three of our brands 38 new products that 

will be put on the menu over the next two 
or three years. 
Tell me about the new Baskin-Robbins.
It’s a lot of energy, a lot of fun. We’ve cre-
ated a sundae bar where we have the old-
style soda jerk making sundaes for you. 
We’ve added a Bold Breeze beverage plat-
form to Baskin, which is a fruit-based iced 
drink with natural fruit. And we’re experi-
menting with frozen custard. We now have 
a freestanding franchise model in Baskin, 
which is not dependent on combo growth. 
What’s the status of the all-day concept?
The all-day concept is gone. It’s day is over. 
We have taken Togo’s out of most of the all-
day stores and replaced it what we call the 
Dunkin’ Deli, which is a wonderful sand-
wich platform under the Dunkin’ Donuts 
umbrella. 
So what is the future of Togo’s?
We’ve closed stores that weren’t profitable. 
And as a result, we have a very, very strong 
Northern California and a rebounding 
Southern California market. We’ll probably 
open 15 to 20 stores next year in Togo’s 
single stores out on the West Coast.

We’re now pointing it to be compared 
with a Panera Bread quality or a Firehouse 
Subs quality or Potbelly quality. And we’ve 
also elevated it more toward fast casual.
How have you improved franchisee
relationships?
Well the first was the commitment to the 
Brand Advisory Councils, the Regional 
Advisory Councils and the Enterprise Advi-
sory Council. The other thing is that we 
as a leadership team are always out in the 
field with the franchisees, making sure that 
the message that we deliver is consistent, 
that we’re always working with our fran-
chisees in a fair and firm way.
You’ve been named chairman 
since your most recent purchase. 
How’s your role changing? 
I think my role changes a bit away from 
the day-to-day, which I love. But you know 
what? At the end of the day, I’m just a kid 
that loves to operate the business. So I’m 
probably going to find myself dabbling in 
the weeds once in a while.
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The Best of Times

Now that the 
buying and 
selling are over, 
Jon Luther sees 
only good things 
ahead for 
Dunkin’ Brands.
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A soft yet modern interior
helps differentiate Qdoba. 
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Iowa’s Maid-Rite is taking
its signature loose-meat
sandwich national. 
Page 63

Jon Luther, CEO, Allied Domecq QSR

BY MARY BOLTZ CHAPMAN

The Chain Leader Cover 
Society is made up of the
executives who have appeared 
on the cover since the 
magazine’s debut in August 
1996. This occasional feature 
updates readers on a Cover 
Society member. 

To find out more about 
what Luther had to say 
about the future of Dunkin’ 
Brands, download the podcast 
of his extended interview at 
www.chainleader.com. 
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www.manitowocbeverage.com     812.246.7000

©2006 Manitowoc 3539

At the beverage fountain, some customers know what they want and
stay with the “tried and true”. Other customers want to be tantalized
with options. When it comes to ice preference, you can be prepared
for any discriminating palate that walks through your front door.

Take your “choice” to the next level.
Servend and Manitowoc Ice have combined their beverage and ice
making expertise to create the new           beverage dispenser. With
just a touch of a button, your customers can choose their ice option.
No need to second guess what they want. No need for two separate
ice machines.

There’s choice, then there’s the right choice – the           from
Manitowoc Beverage.
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24 Into the Blues
Famous Dave’s new ad campaign uses blues music 
to highlight its authentic barbecue. 
With Texas Slim and the Love 
Machine singing in the back-
ground, the new commercials  
feature dishes like catfish and 
ribs as well as the chain’s many 
regional barbecue styles.
By Margaret Littman

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

28 Work in Progress
Located near the University of Delaware, 
California Tortilla’s first two-story restaurant 
gives off a carnival vibe. The walls are painted orange, lime green 
and yellow. And chili-pepper lights hang from the black ceiling. The 
unit brings California Tortilla one step closer to a standard 
prototype—crucial as it steps up expansion.
By Lisa Bertagnoli

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

35 Building on Tradition
Director of Quality Assurance Doug Hetherington is mixing Olga’s 
Kitchen’s classic Mediterranean recipes with new ingredients and 
cooking techniques. Spinach pies and gyros now stand alongside 
original creations like a deep-fried, phyllo-covered cheesecake and 
white bean chicken chili, prompting a jump in the average check 
and systemwide sales. 
By Monica Rogers

 L I Q U I D  M E A S U R E

45 Creative Juices
Juice It Up is using exotic fruits full of antioxidants and fresh-
squeezed juices to reinforce its “healthy” image as it expands. Its 
Brazilian Blends line features the acai berry and acerola cherry. Mean-
while the new Healthyway Juices combine fresh-squeezed vegetable 
and fruit juices that go beyond the usual orange, carrot and apple.
By Maya Norris
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83 Growing Up
With small-town tradition and major urban amenities, Charlotte, N.C., 
is one of the fastest-growing cities in the Southeast. Chris Ivens-Brown, 
vice president of culinary development at Compass Group North 
America, gives Chain Leader a tour of the sophisticated restaurants 
that call Charlotte home.
By Lisa Bertagnoli

 H U M A N  A S S E T S

90 Latin Influence
Consolidated Restaurant Operations and its franchisees are finding 
that tapping the growing Hispanic labor pool helps them better 
recruit and retain talent at its Cantina Laredo and El Chico locations. 
By Donna Hood Crecca
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How to Grow 
to 100 Units

Our new online series, created to help 
young chains reach the next level.

The experts respond: How often should 
regional managers visit units?

Coverage of Chain Leader’s “How to 
Grow to 100 Units” roundtable, 
including video highlights.

An expanded editorial archive of 
stories on growing concepts.

California Tortilla’s Pam Felix on the 
trials and joys of growing her spunky 
concept.

Plus
Download a podcast featuring 
Dunkin’ Brands’ Jon Luther.

Financial adviser Jim Parish talks about 
the financial status of the industry.

Senior Editor David Farkas muses 
about the restaurant industry in his 
blog, Dave’s Dispatch.

Daily news.

Franchise opportunities.

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

53 Support System
Chairman and CEO Martin Sprock has positioned Raving Brands and 
its eight fast-casual concepts for national expansion. His franchisee-
friendly formula includes free operational support and leveraging his 
successful concepts to secure A locations for the others. With 465 
units across the eight brands, the company expects to grow unit totals 
to 1,200 to 1,500 by 2008.
By Lisa Bertagnoli
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Captivate 
chicken.

Tickle 
their ribs.

Jazz up 
pork.
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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

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.

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.

Delight your customers 
with America’s #1 

baked beans.

CASH BACK ON EVERY CASE
Get $3 cash back for every case
of Bush’s Best Baked Beans you buy
through 6/30/06. No case limit.
Contact your sales representative.
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What Can I Do For You?
Changes the perspective, 
doesn’t it? I don’t edit a 
magazine. I filter informa-
tion so you get what you 
need. That’s why Chain 
Leader uses other methods 
beyond this publication to 
provide you with knowl-
edge where and when you 
need it: Via e-mail with 
Newsbites, the daily news-
letter we distribute with 
our sister publication, 
Restaurants & Institutions. 

In the electronic version of our printed 
issue, which is downloaded to computers 
the same day the hard copy ships. On our 
Web site, www.chainleader.com, which con-
tinues to offer more and more Web-exclusive 
features, some hooked to the magazine (like 
the current podcast featuring an extended 
version of the Cover Society interview with 
Jon Luther of Dunkin’ Brands on Page 2) 
and others unique (like California Tortilla 
founder Pam Felix’s blog chronicling the 
growth of her spunky concept). At our 
annual Chain Leader LIVE conference, which 
brings the insight and analysis of the print 
magazine to a live forum.

Perhaps you didn’t even know about 
some of those offerings. Perhaps you see 
Chain Leader as a magazine and nothing 
more. That’s fine, I guess. Unless you want 
more information or would like it in a differ-
ent format.

Chain Leader needs to define itself con-
tinually so you know what we have to offer.

Charles Bernstein, our editor-at-large, 
knew that a long time ago. Back in the ’70s, 
he defined himself not as an editor of a 
foodservice trade magazine, but as an expert 
on the industry who could help companies 
grow. He wrote books, created industry 
events and volunteered his time to organiza-
tions. It’s why his title is editor-at-large—
anything else just seems too small. Charles 
is retiring, so this is his last issue. But he’s 
promised to continue to be a resource for us 
here at Chain Leader and for the industry.

Defining Moments
Luther, chairman and CEO of Dunkin’ 
Brands, knows the importance of the defini-
tion exercise. During our interview, he said 
the company’s focus is on “culinary develop-
ment rather than product development.” 
He boasted about the culinary team Dunkin’ 
Brands attracted to keep the new-product 
pipeline full of compelling offerings. For 
example, Executive Pastry Chef Christopher 
Boos has won several gold medals from 
international pastry competitions, and Exec-
utive Chef Stan Frankenthaler is a James 
Beard nominee.

And Luther talked about the importance 
of getting buy-in from the company’s fran-
chisees before marketing initiatives to the 
masses. He and his team are changing the 
definition of Dunkin’ Donuts from “time 
to make the doughnuts” to a brand that 
“America runs on.”

The challenge is to define yourself or your 
concept not by name or title, but by results. 
If you don’t define yourself, clearly and con-
sistently, somebody else will.

8 Chain Leader  ◆  May 2006

MARY BOLTZ CHAPMAN,
EDITOR-IN-CHIEF

(630) 288-8250
mchapman@reedbusiness.com
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E D I T O R I A L

If you don’t 
communicate who 
you are, others 
will make up their 
own minds.

CL

During the Women’s Foodservice Forum leadership conference last 
month, I participated in a workshop called, “Speak Up, Stand Out, 
Be Heard.” In it, we learned how to define our roles not by our job 
titles but by what we actually do. So if someone asks me what I do 

for Chain Leader, my response should not be “editor-in-chief” but something 
like, “I help chain restaurant executives do their jobs better by providing and 
filtering news, analysis and information.”

High Definition

clx0605EditorialID   8clx0605EditorialID   8 4/19/2006   5:32:05 PM4/19/2006   5:32:05 PM



here’s how
to grow your
business
without
adding tables.

On average, American Express® Cardmembers spend over 24%* more

than other customers. So when they meet with friends, entertain clients or just

come in for a quick bite, they’re more likely to spend that much more in your

restaurant as well. But attracting higher-spending customers is just one reason to

feel good about accepting the Card. American Expess also makes it easy for you get

the point-of-purchase materials, online servicing and payment processing solutions

you need to help attract these customers and grow your business.

Learn more. Visit americanexpress.com/merchantvalue2

*The 2005 Nilson Report. © 2006 American Express
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I’m proud of my 
accomplishments as a 
founding editor of Chain 
Leader, helping it over the 
last decade to grow to its 
strong position. It’s come a 
long way since 1996.

I am proud of my three 
books, which sold well 
and I think helped the 
industry: Great Restaurant 
Innovators, 1981; Sambo’s, 
Only a Fraction of the 
Action, 1984; and Winning 
the Chain Restaurant Game, 

1994, a collaboration with Ron Paul, presi-
dent and CEO of Technomic.

And I fondly recall my work with Restau-
rants & Institutions and the 18 years I spent 
as chief editor at Nation’s Restaurant News.

A Look Back
This was a different industry in the 1970s 
when I started out at NRN. Among the key 
industry leaders were Joe Lee, Norm Brink-
er, the late Dave Thomas and the late Joe 
Baum, all giants in the industry. Sambo’s had 
been a leading chain then, until it faltered in 
the early 1980s from overstepping its limits. 
And Victoria Station, launched in 1969 by 
three Cornell University grads, rose quickly 
from 1969 to 1978 to some 100 units, and 
then the bottom fell out. Another lesson in 
too much, too fast.

My favorite story was in 1976. I spent a 
week on assignment reporting on the Alas-
kan Pipeline, which was being built then. I 
watched the caterers and distributors con-
quer the Arctic wasteland in hazardous May 
weather. I saw trucks filled with food sup-
plies bogged down in mud, unable to move 

until they could be towed away. I watched 
30 percent of the produce spoil, and pre-
cious hours lost.

Another one of my favorite assignments 
was a two-week trip in 1987 through several 
parts of the Soviet Union. I studied its efforts 
to build halfway decent restaurants, which 
rarely succeeded at that time. But by 1990, 
McDonald’s finally started opening restau-
rants in Moscow.

Now we see the restaurant industry grow-
ing at a faster pace than ever, but we must 
be careful. It is not perfect by any means. 

Challenges Ahead
Certainly, despite the strong, dedicated 
efforts of the Women’s Foodservice Forum 
and the MultiCultural Foodservice & Hos-
pitality Alliance, there still should be a lot 
more room for women and minorities at all 
levels of the industry. Diversity remains one 
of the biggest battles we have faced and con-
tinue to face.

Other problems that continue are the too-
rapid growth of many overly ambitious com-
panies; IPOs and financing that don’t work 
out because of rose-colored glasses and lack 
of due diligence; and too many companies 
frequently switching leaders at the top—take 
Burger King as a prime example.

At the same time, we have a massive 
immigration challenge which must be settled 
reasonably.

And the restaurant industry needs to con-
tinue trying to elect more foodservice lead-
ers to Congress and other public offices.

When I started, this was a smaller indus-
try and didn’t have anywhere near the clout 
that it has today. It has been my honor to be 
with you and to see it grow. And I’ll still be 
watching and cheering you on.

10 Chain Leader  ◆  May 2006

(732) 263-0581
Charles_Bernstein@msn.com
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T H E  B E R N S T E I N  P E R S P E C T I V E

I’ve been honored 
to chronicle the 
industry’s growth, 
but there is still 
work to do.

CL

A fter more than 30 years of studying and reporting about the restau-
rant industry, this will be my last column as an official foodservice 
editor. I am finally retiring to smell the roses and spend time with 
my wife, Norma, our three children and five grandchildren. Truth-

fully not a bad idea at all at age 71.

A Fond Farewell

CHARLES BERNSTEIN,
EDITOR-AT-LARGE
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Exclusively from ICE-O-Matic, PURE
ICE promotes Food Safety by preventing
bacteria growth in ICE makers.

Our new Hotel Dispensers come with
powerful features: Turbo Dispense, Power
Clean and Maximum ICE Storage in an
Ultra-Low Profile.

For information on our complete line of
products, call toll-free 1-800-423-3367,
to receive a product catalog.  

ICE. Pure and Simple

PURE ICE™

The Smart Choice
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Applegrove Restaurants, a 100-unit 
Applebee’s franchise based in 
Atlanta with revenues of almost 
$250 million, finally outgrew a 

homegrown reporting system. CFO Mike 
Rummel replaced it with a custom-made 
performance-management system from an 
Atlanta-based software firm. He details the 
recent changes.

What did you buy?
I term it a business-performance-manage-
ment solution, or BPM. I was looking for 
a tool to take us through the financial 
reporting and information processing, from 
forecasting our business plan to analyzing 
actual results versus the forecast.

As opposed to what?
As opposed to having to do this process in 
an Excel file and then import the forecast 
into the general ledger. We spend a lot of 
time reconciling the data. Our goal is to get 
financial information to users quickly and 
cost effectively. 

Why engage in this process now?
The technology is finally catching up. Our 
company is approaching $250 million 
in revenues, and until now, the cost was 
prohibitive for a company of our size. We 
think the investment cost will be less than 
the cost of adding human capital to keep 
up with our expected growth.

Couldn’t you simply outsource 
these processes?
Yes, but I didn’t even know who to out-
source it to. Plus, I didn’t see this as an 
outsourcing opportunity. We were looking 
for tools to help operators manage their 
restaurants by giving them access to what 
we call “one version of the truth.” 

Who’s using it?
Right now we have trained our directors 
of operations on the system. The train-
ing lasted about eight hours. We trained 

them how to forecast and budget using the 
system. The next phase is to integrate our 
actual results into the system so we can 
compare and react.

What are the benefits 
of the new system?
Financial information will be delivered 
faster, which will allow our operators to 
more quickly identify and adjust for vari-
ances to our plan. One thing we like about 
the tool is, long term, it will be quicker and 
easier to do analysis across restaurants. It 
will allow a better focus on problem areas.

Was there pushback? 
The initial feedback was that this is going 
to take a lot of time out of the operators’ 
day. They said, “It was easier when you 
did it for us.” After we went through the 
[training] process, they said, “We know 
our financial side of business better than 
we did before.”

How much did you budget
for implementation?
[Applegrove is] investing about $250,000 
during a three-year implementation. That 
includes user licenses and annual software 
maintenance.

How do you measure savings? 
One mantra I have is being effi-
cient and effective. We have three 
staff accountants, one for every 
30-plus restaurants. We will be 
able to expand the unit number 
utilizing this system. We will 
be able to grow from 90 to 120 
units without adding another 
accountant, saving roughly 
$65,000 to $70,000 a year. The 
other payback is, we will elimi-
nate redundant systems. Finally, 
and most important, we will 
speed up the delivery of accu-
rate financial information to our 
operators. 

Performance Enhancing
An Applebee’s 
franchisee makes 
reporting efficient 
and effective.
BY DAVID FARKAS

CL

clx0605moneyID   19clx0605moneyID   19 4/17/2006   2:43:27 PM4/17/2006   2:43:27 PM



©2006 McCain Foods USA, Inc. 
The trademarks herein are owned by McCain Foods Limited or by one of its subsidiaries or are licensed to McCain Foods Limited or one of its subsidiaries.
®BREW CITY name and logo are registered trademarks of McCain Foods USA, Inc.

clx0605_ads   20clx0605_ads   20 4/19/2006   2:35:57 PM4/19/2006   2:35:57 PM

New BREW CITY® Onion HOT SCOOPS™

& JALAPEÑO BOTTLE CAPS™ are
simple to prepare and portion easily
into a variety of menu applications.
Serve them as an appetizer in an
eye-catching BREW CITY Wire Cone
Serving Container, or use Onion HOT
SCOOPS™ & JALAPEÑO BOTTLE CAPS™

to create unique sides and entrées.

Experience our BREWPHORIA
2006 Spring Promotion! Get
sales blazing with eye-catching
POS like BREW CITY® Table

Tents, and fire up your
staff with a BREW CITY

server incentive program.
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Alan Thompson hopes the second 
time around is the charm. The 
founder and COO of Franklin, 
Tenn.-based Off The Grill has res-

urrected the chain from bankruptcy and is 
ready to give expansion another try.

It has been a bumpy ride for Thomp-
son, something he didn’t foresee when he 
opened Off The Grill in 1999 in St. Louis. 
A former Steak-Out franchisee, Thompson 
had envisioned a concept that delivered 
a limited menu of steaks, burgers and 
chicken. But to increase margins, get A 
locations and differentiate it from other 
steak-delivery concepts, Off The Grill also 
offered dine-in and takeout in a fast-casual 
environment. 

Too Much, Too Soon
The formula seemed to work. A year after 
opening the first unit, Thompson entered 
into a joint-venture agreement with a com-
pany in Phoenix for six stores and began 
franchising soon thereafter. From 2000 to 
2004, Off The Grill grew to 21 units in Ala-
bama, North Carolina, Arizona, Missouri, 
Southern California, Oregon, Oklahoma, 
Kentucky, Connecticut and Tennessee, with 
some units posting sales over $1 million.

Such fast expansion turned out to be a 
detriment to an undercapitalized company 
still developing its concept. The stores 
were so spread out that the company could 
neither gain market saturation and buying 
power nor provide adequate support for 
franchisees. And because most of the fran-
chisees were mom-and-pop operators, they 
didn’t have the resources and infrastructure 
to operate the stores properly.

“That kind of growth in the develop-
ment stage is just…in retrospect, it was 
stupid,” Thompson says. “It was my fault 

as a franchisor, not knowing enough about 
where we were and where we were going.”

By 2004, Off The Grill had racked up 
$1.5 million in debt, filed bankruptcy 
and closed half its stores, mostly in the 
West. An investment group that Thomp-
son sought out purchased the chain out of 
bankruptcy that year.

New Game Plan
Off The Grill spent the next year-and-a-half 
coming up with a new strategic plan. It calls 
for growing concentrically in the Southeast 
and accepting only multiunit franchise 
deals with companies that have financial 
resources and restaurant experience. 

Off The Grill also improved store effi-
ciencies. It reduced its prototype to 1,800 
square feet from 2,500 square feet while 
adding seating. It also created two separate 
grill areas: one for takeout and dine-in 
orders and the other for delivery orders.

To better support franchisees, Off The 
Grill rewrote its training, operations and 
pre-opening manuals to be more compre-
hensive. And because the chain is only 
growing regionally for now, it was able to 
secure contract pricing with distributors 
and vendors.

With these systems in place, Off The 
Grill is concentrating on opening three 
to four units in Nashville, two or three in 
Memphis and three or four in Atlanta this 
year. While Thompson predicts the chain 
could easily have between 100 to 300 units 
nationwide in five years, he emphasizes 
that the company is committed to growing 
its existing markets first.

“What we really want and part of our 
strategic growth plan is to make certain we 
have strong growth—much more quality 
than quantity right now,” he says.   

Second Chance
Off The Grill climbs out of bankruptcy to start growing again.

At Off The Grill, delivery 
makes up 60 percent to 
65 percent of sales, while 
dine-in accounts for 20 
percent to 25 percent, and 
takeout, 15 percent.

U P S T A R T S

BY MAYA NORRIS
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C O N C E P T

Off The Grill

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

Franklin, Tenn.

U N I T S

13

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

$8 million

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

$14 million to
$15 million 
(company estimate)

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

$800,000

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

$18.50

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

10 in 2006, 
15 in 2007 

SNAPSHOT
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T I M E L E S S .

Talk about multi-tasking.Traulsen Blast Chillers cool piping hot food down to safe storage temps in about 90

minutes. They’re NDP-compliant, and full of operator-friendly features like our exclusive “Chill By Product”

mode. And they’re all equipped with our SmartChill™ control, which uses a simple ATM-style interface for quick

training and use.To learn more, contact your Hobart/Traulsen sales representative or visit www.traulsen.com.
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GraphicCaption

ast year, Famous Dave’s of 
America, the Minnetonka, 
Minn.-based barbecue chain, 
launched a black-and-white 
ad campaign set to blues 
music. The campaign was 
only the second year of tele-

vision advertising in the chain’s nearly 12-
year history.

The commercials showed how the 
Famous Dave’s concept developed. As its 
chefs and founder Dave Anderson looked 
all over the country for the best regional 
barbecue recipes, they “ran into a lot of 
blues music. There’s a natural connec-
tion between blues music and barbecue,” 
explains Vice President of Marketing Lane 
Schmiesing. “We used the black and white 
to grab interest. It had a documentary-
esque feel, and then as you started to move 
into Famous Dave’s food, it became more 
vibrant, and moved into color.”

The campaign worked as intended. 

But as the publicly owned chain plans to 
expand at the rate of 25 to 30 units annual-
ly, primarily through franchising, that sort 
of aggressive growth prompted Famous 
Dave’s to create a new ad campaign that 
highlights its authentic barbecue and blues 
ambience. 

“We just decided to take the original 
idea and make it better,” says Denny Haley, 
president and chief creative officer at 
BBDO Minneapolis, the agency that created 
the campaign. “It is still very much about 
the marriage of barbecue and blues. We’re 
just taking it up a notch.”

Filmed entirely in color, the new spots 
once again feature blues band Texas Slim 
and the Love Machine singing lyrics BBDO 
specifically wrote for the ad. The songs 
are rife with double entendres, referring 
to “a hunger inside me” and “now that I’ve 
found you, there’s nothin’ more to do.”

The team hired Danny Clinch, a director 
nominated for a Grammy for his work on a 

Into the
Famous Dave’s lets blues music sing its tale of authenticity.

BY MARGARET 
LITTMAN

1. [Blues music] 2. Voice-over: Famous Dave’s 
spent 25 years perfecting 
America’s favorite styles 

of barbecue.

3. 4. Like our slow-smoked 
chopped pork with 

tangy Georgia mustard sauce.

“America’s Favorite”  Length: 30 seconds

S T O R Y B O A R D
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C O N C E P T

Famous Dave’s of 
America

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

Minnetonka, Minn.

U N I T S

40 company-owned, 
91 franchised

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

$102.4 million

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

$109 million*

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

$13

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

$4 million*

A D  A G E N C Y

BBDO Minneapolis

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

25 to 30 annually, 
maintaining a 30-
to-70 ratio between 
company and 
franchised units
*Chain Leader estimate

SNAPSHOT

5. 6. And, if over 150 national 
and regional awards don’t 
convince you, the great 

taste will.

7. 8. Tagline: Real Honest 
Barbeque.
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Bruce Springsteen video, to create the ads. 
“That’s how serious we were about this. It 
is really a short-form music video,” says 
Haley, who believes the spots are able to 
garner attention without getting off mes-
sage. “A lot of [other] executions got in the 
way of the food. But marrying the blues 
music to the food worked really well.”

Food First
This second iteration of the musical cam-
paign began airing in early March. The 
three spots, available in both 15- and 30-
second formats, feature limited-time pro-
motions such as the variety of catfish items 
on the menu, from blackened to fried. 
This summer’s commercials will highlight 
ribs, while the fall touts pork loin. Another 
version introduces customers to Famous 
Dave’s “To Go” carryout options. 

Haley says the commercials feature more 
than one kind of barbecue to underscore 
Famous Dave’s authenticity. The ads spe-
cifically mention the chain’s many regional 
sauces such as tangy Georgia mustard and 
smoky Texas pit. The spots end with the 
tagline: “Real Honest Barbeque.”

Unlike their black-and-white prede-
cessors, the new spots feature images of 
Famous Dave’s restaurant interiors from the 
back-of-the-house grill to the front-of-the-
house waiters in addition to Texas Slim’s 
tunes, which are more upbeat and faster-
paced than the ones it sung in the 2005 ads.

But Haley says the spots were created 

with the food in mind from the get-go. 
“This was not ‘have some blues music and 
then insert food.’”

No Cheap Shots
“This is a smart position, and it is work-
ing,” Haley says. “We never mention price. 
If someone wants to buy the cheapest 
barbecue, they’ll go find it. We are not 
commoditizing. We are [showing Famous 
Dave’s] as uncompromising. These musi-
cians, Texas Slim, are guys who have not 
sold out, and [Famous Dave’s barbecue] is 
the same kind of thing.”

Such advertising doesn’t come cheap. 
According to TNS Media Intelligence, 
Famous Dave’s spent $2.5 million on adver-
tising placement in 2005, up from $1.4 
million in 2004. The chain subsidized the 
campaign with its first ad fund, in which 
franchisees contribute 1 percent of sales.

The ads are targeted to new, lapsed and 
current customers, ages 21 to 54, who are 
college educated. To reach that wide, var-
ied audience, the commercials have been 
airing in a variety of time slots on both 
cable and network TV. Coordinating radio 
ads run during sports radio and adult rock 
programming.

But for all the emphasis on the menu, 
Schmiesing says, the chain brought in 
an unexpected new audience when it 
announced the agreement with Texas Slim 
and the Love Machine: “We started getting 
e-mail from their fan base.”
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So Reliable,

You’ll Never Notice It.

Face it. The only time you ever notice equipment is when it fails. And

when it comes to keeping food at safe serving temperatures, failure is

not an option.

Hatco Heated Wells are built to be dropped in and forgotten, because

they’re easy to install and give you continuous, reliable performance.

The remote thermostat retains its settings to give you consistent heat;

and thicker stainless steel construction and a flat drain screen allows the

pan to stay level, providing more even heat so you can always be

confident that your Hatco Heated Well is taking proper care of your food.

Available wet or dry, round or rectangular, there’s a Hatco Heated Well

that’s perfect for your application. And every one is designed to give you

one less thing to worry about.

(800) 558-0607
www.hatcocorp.com
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T
he plumbing needed fixing. 
A staircase in the center of 
the restaurant had to be 
moved. But even with those 
major faults, California 
Tortilla couldn’t say no to a 
two-story, 4,700-square-foot 

location on Main Street in Newark, Del., 
just steps away from the University of 
Delaware campus. 

Main Street “is like a carnival when the 
weather is nice,” says co-founder Alan 
Cohen, who is also head of new store 
construction and design for the Rockville, 
Md.-based chain. Indeed, the restaurant 

was packed on a recent pleasant spring day, 
even though it was the first day of spring 
break for the university. 

Besides, “kids find us,” Cohen says. 
“That’s how we have grown.” 

The restaurant’s interior certainly gives 
off a carnival vibe. The walls are painted 
unabashed orange, lime green and yel-
low. A glass case stocked with bottles of 
hot sauce, many with lively names, lines 
the entryway. Red chili-pepper lights hang 
from the black ceiling. Booths are a deep 
burgundy, and the tabletops are a collage 
of burgundy, yellow and orange. Halo-
gen spots light “rave boards,” geometric 
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BY LISA BERTAGNOLI

California Tortilla plays 
with its interior design 
as it prepares to expand 
more aggressively.

Work in 
  PROGRESS

The wall colors and 
chili-pepper lights 
at California Tortilla 
look punchier against 
the black ceiling. Ph
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plaques that hold restaurant 
reviews and other press clippings. 

Major Change
Located in a former Italian res-
taurant, the Newark restaurant 
is the first two-story store in 
the system. While the location 
is desirable, the facility needed 
work, including new plumb-
ing, new bathrooms and a new 
place for a staircase located in 
the middle of the restaurant. If 
left there, the staircase would 
have blocked entering custom-
ers’ views of the open kitchen, a 
key design element at California 
Tortilla. Because of all the struc-
tural changes, the buildout of the 
Newark location cost $330,000, 
about a third more than the aver-
age California Tortilla. 

In addition to the second floor, 
the Newark location includes 
quite a few additions to the basic 
design scheme. To start, the 
restaurant has booths and ban-
quettes. The first batch of Califor-
nia Tortilla locations didn’t offer 
booth seating. However, booths 
add a warmer feeling to the din-
ing room, Cohen says: “People 
gravitate toward booths. They’re 
in their own little world.”

Another first: a low wall that 
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C O N C E P T

California Tortilla

L O C A T I O N

Newark, Del.

D E S I G N E R

Brian Laug, Heath 
Design Group, 
Baltimore, Md.

O P E N I N G

Jan. 23, 2006

A R E A

4,700 square feet

S E A T S

90 inside, 
5 on the patio

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

$7.50

2 0 0 6  U N I T  V O L U M E

$1 million 
(company estimate)

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

10 this year; markets 
include Philadel-
phia, southern 
New Jersey and 
Williamsburg, and 
Richmond, Va.

SNAPSHOT

The mezzanine, which will 
offer semiprivate dining, 
is popular with lunch 
customers. 

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

1

2
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cordons off the dining room from the 
doorway and entryway. Before, customers 
would meander through the dining area to 
get to the ordering counter. The wall helps 
guide traffic flow from the door to the 
counter, Cohen says. 

Another change: Floors, once painted, 
are now linoleum. The linoleum is easy 

to clean and far more durable than paint, 
according to Cohen.

Several design experiments won’t move 
on to other stores. For instance, a mottled-
blue vinyl that serves as wainscoting in 
the entryway and as a cover on the low 
wall doesn’t work because the color is too 
serious, Cohen says. He’ll replace it with a 
mottled-yellow vinyl that complements the 
lime, orange and yellow wall colors. 

Working Toward a Standard
The Newark location brings the chain 
one step closer to a standard look and 
procedure for the stores, says Brian Laug, 
principal at Heath Design Group, the Bal-
timore-based design firm on the project. 
“We’re trying not to reinvent the wheel 
each time on these,” he says.

So far, standardization has been difficult 
because no two California Tortilla stores 
are alike. The Newark location, at 4,700 
square feet, is nearly twice as big as the 
ideal California Tortilla location, and the 
original unit, in Washington, D.C.’s China-
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R E S T A U R A T O U R

This floor plan is 
designed to show the 
location of each key 
photograph. Shot 
numbers correspond 
with numbers in 
select photos.

1

3

KEY
Direction of shot
Shot No.
Position of
camera

“Rave boards” in geometric frames display 
California Tortilla’s reviews and writeups.

4

5

(Clockwise from l.) Murals 
and banners will cover the 
wall space, which is far more 
expansive than California 
Tortilla’s single-story units.

The chain experimented with 
adding blue to the color mix; 
yellow will replace the blue in 
future locations.

Vinyl flooring, new to this 
location, is more durable and 
easier to clean than the paint-
ed floors in other units.

2 6

3

4
9

5
8

7

1

Mezzanine
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town, is only 17 feet wide. “They’re not the standard 20-by-80 
box,” Laug says. “All seem to have their own nuances.”

California Tortilla expects the Newark location to generate at 
least $1.2 million in unit sales. The average unit volume for Cali-
fornia Tortilla ranges from $1.1 million to $1.5 million, except 
for its unit at the Baltimore/Washington International airport, 
which tracks at $1.7 million.

Standardization is crucial at this point, due to the chain’s 
stepped-up expansion plans. California Tortilla has opened 17 
locations in the past 16 years. Current expansion plans call for 
10 units to open this year and 10 in 2007. “We have to tone this 
thing down so it’s a little more automatic from the design and 
construction-cost standpoint,” Laug says. 

Cohen allows that standardization is necessary as expansion 
accelerates. However, he says he’ll hang onto one rule: “It’s got to 
be fun. If it’s not fun, we won’t do it.”

Design standardization is a challenge, 
because no two California Tortilla 

locations are alike. 

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

S P E C I A L T Y  B U R R I T O S

Havana Chicken: 
mesquite chicken, 
Mexican rice, black 
beans, spicy low-fat 
Havana sauce with 

a touch of lime, 
salsa and shredded 

romaine, $4.89 small, 
$5.69 regular

B U R R I T O  B O W L S

Nacho Chili Bowl: 
Mexican rice, turkey 

chili, jalapeños, 
tortilla chips, 

shredded lettuce, 
sour cream, salsa and 

guacamole, $5.99

B I G ,  F R E S H  S A L A D S

Southwestern 
Chicken Salad: 

grilled chicken breast, 
lettuce, tomatoes, 

shredded Monterey 
Jack cheese, 

guacamole, corn, 
cilantro and tortilla 

strips, $6.49

D A R N  T A S T Y  D E S S E R T

Churros: toasty, warm 
cinnamon stick, 

99 cents

MENU SAMPLER

9

6 7

8

(Clockwise from top l.) The 
designers moved the staircase 
from the center of the unit 
to the side to provide guests 
with a clear line of sight to 
the open kitchen. 

A new feature for the chain, a 
low wall divides the entryway 
from the dining room and 
guides guests to the counter.

Vinyl flooring reproduces a 
tortilla chip-like pattern that 
faces the burrito-making 
counter and conjures up the 
menu items.

Booths and banquettes, 
another new touch, warm up 
the room.

CL
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Want to add a side of "entertainment" to every order? Serve your customers 100%
digital-quality picture and exclusive programming with consistent national pricing, all
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Make “for here”
a lot more fun.
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BROTHER MULTI-FUNCTION CENTER®

MODELS HELP YOU INCREASE

PRODUCTIVITY WHILE REDUCING

YOUR OPERATING COSTS.
1.43’

1.
23
’

YOUR OPERATION DEMANDS EMPLOYEES THAT CAN RELIABLY

PERFORM A MULTITUDE OF TASKS – FROM CUSTOMER SERVICE TO

INVENTORY CONTROL, ALL DAY, EVERYDAY. SO WHY SHOULD YOU

ACCEPT ANYTHING LESS FROM YOUR OFFICE EQUIPMENT?

YOU WON’T HAVE TO WITH A BROTHER MULTI-FUNCTION CENTER®

MODEL. IT BUNDLES PRINTING, FAXING, COPYING, AND SCANNING

INTO A UNIT WITH A FOOTPRINT THAT’S COMPACT ENOUGH TO

SEAMLESSLY FIT INTO VIRTUALLY ANY AVAILABLE SPACE… AND AT A

PRICE THAT WILL JUST AS EASILY FIT INTO YOUR BUDGET.

WHEN NEEDED, SUPPLIES AND SUPPORT ARE AVAILABLE

NATIONWIDE; AND YOU’RE ALWAYS IN EASY REACH OF OUR

24/7/365 SERVICE NETWORK.

A FULL MENU OF ADDITIONAL PRODUCTIVITY SOLUTIONS

THE MOST

PROFITABLE

1.76 SQ. FT. 

IN YOUR

RESTAURANT

Laser Printer Solutions Fax Solutions Multi-Function Solutions Labeling Solutions
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Building on
   TRADITION

Doug Hetherington puts a 
contemporary spin on Olga’s 
Kitchen’s culinary heritage.

BY MONICA ROGERS
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C O N C E P T

Olga’s Kitchen

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

Troy, Mich.

U N I T S

26

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

$40 million

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

$1.5 million

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

$9.87

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

5 in 2006

SNAPSHOT

The Original 
Olga sandwich 

is the top-
selling menu 
item, making 
up 30 percent 

of sales.

o out for a gyro sandwich 
and you expect counter 
service from guys in white 
aprons, meat on a rotating 
spit, and maybe a blue and 
white awning stamped with 
psuedo-Hellenic lettering. 
Unless you head to Olga’s 

Kitchen, a 26-unit chain where Mediter-
ranean influences are downplayed in favor 
of sandwiches, soups and sides that “you 
aren’t going to find someplace else,” says 
Doug Hetherington, director of quality 
assurance and menu committee lead for the 
Troy, Mich.-based concept.

Yes, there’s spinach pie and a salad with 
feta, olive and red onion, but most every-
thing else studiously sidesteps stereotype. 
The White Bean Chicken Chili, $3.49 a 
cup, and fried bread wedges with Swiss-
almond cheese outsell the spinach pie. 
Even the gyro sandwich isn’t called a gyro. 
It’s an Original Olga, $5.79, seasoned beef 

and lamb broiled and served with onions, 
tomatoes and yogurt sauce on lightly 
sweetened flatbread that’s griddled to order.

“Our strategy has always been to serve 
distinctive foods only available at Olga’s,” 
Hetherington says.

Original with a Difference
Hetherington shows off dishes like the 
best-selling Peasant Soup, $2.89 a cup, 
with veggies, ground beef and lamb in rich 
tomato broth. Olga Snackers, $4.79, deep-
fried wedges of seasoned Olga bread, start-
ed out as complimentary dippers served 
with soups and salads. But they proved so 
popular that the chain now also sells them 
as an appetizer. And there’s more than 20 
iterations of the Olga Sandwich—from the 
Salmon, Bacon, Lettuce and Tomato with 
dill mayonnaise, $7.49, to the Thai Chick-
en, $6.69, with rice, julienne veggies, napa 
cabbage and spicy peanut sauce.

Most of these dishes partially rely on 
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A P P E T I Z E R

Three Cheese Balls: cheddar, 
Jack and Swiss cheeses bread-
coated, deep-fried and served 

with pizza sauce, $3.39 for eight

S A L A D

CBC Salad: grilled chicken breast 
with mixed greens, red onion, 

crumbled blue cheese, 
dried strawberries and toasted 
almonds tossed in housemade 

balsamic vinaigrette, $7.79

O L G A  S A N D W I C H E S

Asian Vegetable: carrot, zucchini, 
celery, green peppers, pea pods, 

green onion and water chestnuts, 
stir-fried with soy, topped with 
fresh tomato and onion, and 

served with a side of yogurt sauce, 
$5.29

Fajita: marinated chicken 
grilled with green peppers and 
onions, topped with cheddar 
cheese, lettuce and tomatoes, 

and served with salsa and 
yogurt sauce, $6.55

Open Face Mushroom 
Steak Monterrey: sirloin steak 

grilled with onions and 
fresh mushrooms, tossed with 
creamy sauce and topped with 
Jack cheese. Served with choice 

of soup, spinach pie, roasted 
vegetables, stir-fried rice 

or Olga’s fries, $8.69

S U N C O A S T  S M O O T H I E S

Three Berry Tango: 
blueberries, strawberries, 

raspberries, raspberry sherbet and 
apple juice, $3.50 for 16 ounces

original recipes for gyro meat, bread dough 
and sauces from founder Olga Loizon, who 
sold the original 1970 restaurant to its cur-
rent owners in 1976 but remains ambas-
sador for the chain. But embellished with 
new ingredients and cooking techniques, 
original recipes continue to evolve and take 
on new life.

Other dishes are completely original. 
The whimsical French Toasted Cheesecake, 
$4.29, looks like a little tumbleweed. The 
shredded-phyllo-covered cheesecake is 
deep-fried, sprinkled with cinnamon sugar, 
and served with strawberries and whipped 
cream. Launched in summer 2004 as part of 
the company’s most recent menu overhaul, 
the cheesecake is now the top-selling dessert. 

Hetherington also launched the White 
Bean Chicken Chili in summer 2004, 
after someone submitted a recipe from a 
newspaper. “We tried it all sorts of ways, 
finally adding Jack cheese into the mix, 
before coming up with a final recipe,” he 
says. Mildly spicy, with chicken and white 
beans, the light-colored chili has a creamy 
consistency thanks to the cheese.

Olga’s Kitchen’s strategic mix of cher-
ished traditions with new ideas has proven 
a successful formula. Its average check 
increased 3.3 percent from 2004 to 2005 
and jumped 2.1 percent from 2005 to 
2006, to the current $9.87. Systemwide 
sales increased 6.6 percent and 4.3 percent, 
respectively, in those periods.

New Look, New Demographic
With the increase in sales, Olga’s Kitchen 
is ready to grow the concept through 
joint ventures and with a new upmarket 
freestanding prototype. The first joint ven-
ture with Southfield, Mich.-based TEAM 
Schostak Family Restaurants meant one 
unit in 2005, two in 2006, two more yet 
to open this summer and firm plans for 
another 10 before 2010. Hetherington 
expects similar multiunit deals to come.

According to foodservice and hospital-
ity consultant Jerry McVety, president of 
Farmington Hills, Mich.-based McVety & 
Associates, the time is right. “It’s a mature, 
proven concept,” he says. “There’s nothing 
like this in the market. And the new model 
they have should do well for both regional 
and national growth.”

While McVety points out that new menu 
ideas aren’t necessary to help Olga’s Kitch-
en move into markets, the company says it 
needed to evolve to meet a changing demo-
graphic. “The freestanding unit makes 
Olga’s Kitchen much more of a destination- 
dining occasion,” Hetherington explains. 
“We used to be primarily in regional malls, 
which meant our guests were mostly 
women shopping during mall hours.” 

The three new units have seen takeout 
orders increase from 5 percent to 10 percent 

Original recipes from founder Olga Loizon are closely held secrets 
prepared behind closed doors at the company’s central kitchen.
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MENU SAMPLER

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

Mandarin Chicken salad, with 
breaded and fried chicken 
pieces, mixed greens, napa 
cabbage, Mandarin oranges 
and sesame seeds in a house-
made citrus dressing, is the 
best-selling entree salad.
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763-253-0441       www.dakotagrowers.com

Premium quality and healthy options makes 
Dakota Growers the clear choice.
As a grower-owned company, we use only No. 1 Hard Amber Durum 
wheat. We focus on quality at every step which results in pasta that has 
a larger al dente “sweet spot”. This means less waste, greater customer 
satisfaction and more profi t.

PUTTING CUSTOMERS FIRST HAS MADE US
NUMBER ONE IN ONLY TEN YEARS

Ask us about our healthy pastas.
• Whole Grain & Whole Wheat
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• Dreamfi elds Healthy Carb Living

Our Passion for Pasta Shows in Everything We Do.
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of daily orders to as much as 
40 percent as well as more 
businessmen at lunch.

Accommodating male 
appetites, the company 

bolstered its bill of fare in July 2005 with 
hearty items such as the Roast Beef and 
Burnt Onion Olga, $6.69; the Roast Beef 
and Swiss Cheese Olga, $6.35; and a 
7-ounce version of the 5-ounce burger, 
plank-shaped to fit the bread, $5.89. 

Roast beef also figures in the new $7.79 
Club Salad, topped with turkey, roast beef, 
bacon, Swiss cheese, red onion and hard-
boiled egg.

Teamwork Approach
Shaping such new items is a task never far 
from Hetherington’s mind. He got his start 
in foodservice working at the commissary 
at Detroit’s Tiger Stadium before joining 
Olga’s Kitchen 30 years ago, during his col-
lege days at Eastern Michigan University. 
“I first met Olga in 1976, as a cook during 
summer break at the second Olga’s Kitchen 
to open,” Hetherington says. “It never 
crossed my mind that I might one day be 
responsible for expanding Olga’s menu.”

After graduating with a degree in fine 
arts, Hetherington went right into manage-
ment training at Olga’s, working as assis-

hillmanoysters.com

Try adding Hillman’s diverse seafood offerings
to your menu, including unique farm-raised,
rope-grown blue mussels. Quick and easy to
prepare in their own packaging, these great
tasting mussels go from freezer to the table in
less than 10 minutes!

Don’t be fooled by a

toad. Life isn’t a fairy

tale. And remember

you’re fresher and

safer with Hillman.

They say, “What you see is what
you get.” Not always. At Hillman,® our

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

With a solid reputation worldwide, we offer
only the best-quality seafood, prepared

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

Life may not be a fairytale – but no matter
what, with Hillman…everything ends with

happily ever after!

Employees’ habit of blending 
frozen vanilla yogurt and 
orange soda on their own led 
to the Orange Cream Cooler.

Olga’s Thai Chicken sandwich 
combines seasoned grilled 
chicken with rice, veggies, 
napa cabbage and spicy 
peanut sauce. 
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Olga’s Kitchen downplays 
the Mediterranean connection: 

the words “gyros,” “pita” and “Greek-style” 
do not appear on menus.

T O Q U E  O F  T H E  T O W N
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tant manager and then general manager 
for five years. He then joined the corporate 
staff as director of quality assurance. As 
such, Hetherington manages and imple-
ments internal inspection programs at all 
restaurants and the central kitchen and 
assists with training programs. He’s been 
leading the menu committee for four years. 

Hetherington says menu development is 
very much a team endeavor that includes reg-
ular input from Director of Purchasing Clyde 
Manion, Food Production Manager Mark 
Elsholz and President Michael A. Jordan. 

“Once we have developed a product that 
meets all of our criteria, we present the 
idea to Mike,” Hetherington says. “If we all 
agree that it’s an item that will work in our 
system, we test it at one of our neighbor-
hood restaurants and then move it to select 

mall locations, before making the decision 
on whether to take it systemwide.”

Ideas come from all directions. Custom-
ers’ call for vegetarian options, for exam-
ple, resulted in the Roasted Veggie Pesto 
sandwich, $5.29, launched last July. The 
sandwich features oven-roasted vegetables 
griddled to order and combined with 
pesto, tomato and Jack cheese.

The Orange Cream Cooler, a blend of 
Olga’s frozen yogurt with orange soda, “was 
something the unit staff were constantly 
mixing up and drinking on their own,” 
Hetherington says.

Try and Fry Again
Although the summer 2004 menu included 
more than a half-dozen new items, plus 
new graphics to match the prototype, 

The Peasant Soup blends beef 
and lamb from Olga’s gyro 
recipe with vegetables in rich 
tomato broth.

Seasoned Olga bread started 
out as free dippers served 
with soup and salad. They 
proved so popular, they’re 
now an appetizer, too.
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Olga’s cross-utilizes ingredients to keep 
food costs within 24 percent to 25 percent.

T O Q U E  O F  T H E  T O W N
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For more information call 303.635.4623 or visit www.SilkSoymilk.com.

• 84% of users consider Silk an everyday staple.¹

• Available in aseptic and refrigerated in a variety of 
flavors and sizes to meet your foodservice needs.

America’s #1 Soymilk Brand

©2006 WhiteWave Foods Company, Broomfield, CO (6352-Apr.06)

¹ Millward Brown 10/05

Silk’s Right at Home 
in your Customers’ Kitchens

Wait till we get to yours.
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Olga’s usually only introduces one or two 
new items a year. The development process 
for new items ordinarily runs just under a 
year, but some new dishes may be in devel-
opment for five or more years.

For example, Olga’s soon-to-launch 
zucchini fries took seven years to develop. 
“We worked long and hard first to get a 
laterally sliced zucchini plank to market,” 
he says. “We had that on the menu for a 
year and guests liked it, but it was opera-
tionally challenging.” So the team began 
working on the fry: “We think this will be 
the right one. It’s like a matchstick fry, with 
a very light, tempura-like batter,” Hether-
ington says.

With checks averaging less than $10, 
Hetherington says part of his challenge is 
keeping quality while staying within the 

24 percent to 25 percent food-cost and 26 
percent to 28 percent labor range. “Margins 
are extremely important,” he says. “We’re 
careful to avoid inventory widows, cross-
utilizing ingredients as much as possible.” 

Helping speed operations and improve 
consistency, Olga’s installed steam-jacketed 
kettles in 2004 to streamline and speed 
soup production.

And capitalizing on the West Coast 
smoothie craze, Olga’s Kitchen launched a 
new concept, Suncoast Smoothies, in sum-
mer 2004 that operates from a separate 
counter within units. “The only equip-
ment this required us to bring in was some 
blenders, juicers, an ice chipper and an ice-
cream cabinet,” Hetherington concludes. 
“It’s new, it’s fresh, it’s family—just the right 
fit for Olga’s Kitchen.”

Desire to be different 
prompted development 
of Olga’s French Toasted 
Cheesecake. Rolled in 
shredded phyllo dough, 
deep-fried and dusted 
with cinnamon sugar, the 
top-selling treat is served 
with strawberry sauce and 
whipped cream.

Olga’s development process for new dishes 
usually runs just under a year.

T O Q U E  O F  T H E  T O W N
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For more attractive menu ideas, visit www.veal.org or www.vealstore.com.
Funded by America’s Beef and Veal Producers through the Cattlemen’s Beef Board  
©2004 Cattlemen’s Beef Board *NPD Study, 2000

A designer label even 
casual restaurants can wear.

Dress your menu in style with the new casual cuts of veal – tailor-made for more fun-loving, laid-back 

places. They look superb in a sandwich, captivating when curried, and extra-special with extra dipping 

sauce. To try on the treat 1 out of 5 consumers love to order when they’re out,* call 1-800-368-3138.

Veal Satay Antipasto Cuban-Style Roasted Veal Sandwich Thai Curried Veal with Mango Salsa
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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. 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. 

©2006 Bush Brothers & Company

Your customers.

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.

*Nielsen Data, Total U.S. Baked Beans      

America’s #1 baked beans  
get the approval that      

matters most.

CASH BACK ON EVERY CASE 
Get $3 cash back for every case
of Bush’s Best Baked Beans you buy
through 6/30/06. No case limit.
Contact your sales representative.
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uice and smoothie bars have 
always billed themselves as the 
choice for health-conscious con-
sumers. But with the increase in 
competition, Irvine, Calif.-based 
Juice It Up launched two new 
lines of drinks that take health 

and wellness to another level. It added 
smoothies with exotic Brazilian fruits chock 
full of antioxidants as well fresh-squeezed 
fruit and vegetable juices to help reinforce 
its image as it expands. 

“[The new drinks] help position our 
overall product line to say that we offer 
something that’s healthier than the alterna-
tive that’s out there,” President Brandon 
Gough says.

Into the Amazon
In 2001, Juice It Up introduced its Brazil-
ian Blends line, featuring the acai berry 
and acerola cherry, both indigenous to the 
Brazilian Amazon. The acai berry has twice 
the antioxidants of blueberries, as well as 
amino and omega acids. The acerola cherry 
has 10 times the vitamin C of orange juice. 
Juice It Up developed the drinks with a San 

Clemente, Calif.-based 
distributor that could 
harvest and import the 
fruits according to the 
chain’s specifications. 

The best-selling drink 
in the line is The Ulti-
mate Acai Smoothie, 
$4.95 for 24 ounces and 
$5.95 for 32 ounces, 
blending organic acai 

with a Brazilian energy drink, bananas 
and apple-strawberry juice. The acai is 
also used in the $4.95 Ultimate Acai Bowl, 
which blends organic acai, a Brazilian ener-
gy drink and banana-apple juice, topped 
with sliced banana and organic omega-3 
granola. The Super C Cherry, $4.95 for 24 
ounces and $5.95 for 32 ounces, rounds 
out the category. Blending acerola cherry, 
orange-pineapple juice, nonfat yogurt 
and peaches, the Super C Cherry contains 
1,000 milligrams of vitamin C.

Juice It Up bolsters its “healthy” 
image with exotic fruits and 
fresh-squeezed juices.
BY MAYA NORRIS

L I Q U I D  M E A S U R E

Creative Juices

Juice It Up’s Brazilian 
Blends line features 
exotic fruits like the 

acai berry in The 
Ultimate Acai Smoothie 

(l.) and Ultimate Acai 
Bowl, and the acerola 
cherry in the Super C 

Cherry smoothie.

C O N C E P T

Juice It Up

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

Irvine, Calif.

U N I T S

93

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

$20 million

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

$26 million 
(company estimate)

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

$5

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

50 in 2006

SNAPSHOT
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While Juice It Up claims it was the first 
U.S. juice and smoothie chain to offer an 
acai smoothie, competitors like Jamba Juice 
and Smoothie King have since jumped on 
the acai bandwagon. So to set its drink 
apart from the competition, in 2002 Juice It 
Up doubled the amount of acai and began 
using fresh rather than frozen bananas 
in its smoothie. It has since become the 
No. 2-selling drink overall at Juice It Up, 
behind its strawberry-banana smoothie.

Turning on the Juice
To further emphasize its brand positioning, 
Juice It Up launched the Healthyway Juices 
in February 2005. The six drinks feature 
a combination of fresh-squeezed fruit and 
vegetable juices that go beyond the basic 
orange, carrot and apple juices prevalent 
at most smoothie chains. For example, the 
best-selling Pure Gold, $2.50 for 8 ounces, 
$3.50 for 16 ounces, $4 for 24 ounces and 
$5 for 32 ounces, juices pineapple, carrots, 
ginger and oranges.

“The introduction of the Healthyway 
line was really about staying true to the 
roots of the juice bars back in the ’50s and 
’60s. The idea of blending fresh fruits and 
vegetables—fresh products—to get the 
nutrients out of those products,” Gough 
says. “I see our competition moving more 
towards a kind of mass-market appeal and 
not necessarily staying true to the original 
smoothie bar and juice concept.”

Although the Healthyway Juices line 
only makes up less than 10 percent of sales, 
Juice It Up is keeping the drinks on the core 
menu because they help cultivate the chain’s 
“healthy” image, especially among hard-core 
health-conscious consumers such as athletes 
and weight lifters, an audience Gough feels 
other concepts have lost touch with.

Work with What You’ve Got
According to the company, both the Bra-
zilian Blends and Healthway Juices were 

More Safety Assurance

Our unique separate mechanical
Ultra-Filter (UFL) and chemical
(carbon) elements provide the
ultimate in efficient and effective
filtered water. With critical reduction
of turbitiy, cysts, bacteria and
viruses to .015 microns, you receive
total water safety assurance.

More Quality Assurance

Its automatic smart controller self-
cleans the innovative patented
Multi-Bore Ultra-Filtration module
as needed. This allows for the
consistent feed of pure water

through the chemical (carbon)
element so there’s no premature
clogging during the chlorine
reduction process and, therefore
delivers total water quality
assurance.

More Cost Assurance

This unique system offers an
assured rated life of 120,000 gallons
of treated water per carbon change
everytime – based on dollars per
gallon. As the only controlled to own
water filtration solution available, it
delivers total water cost assurance.

AJ Antunes & Co.
Headquarters/Manufacturing

180 Kehoe Boulevard
Carol Stream, IL 60188 USA

P: 630.784.1000
TF: 800.253.2991
F: 630.784.1650

Antunes Equipment
Manufacturing (Suzhou) Ltd.,
9 Hou Ju Road, Building #24,
S&T Park, SND
Suzhou, Jiangsu, China 215011
P: 86.512.6841.3637
F: 86.512.6841.3907

other
configurations

available

For more information
call 800.253.2991 or visit 

www.antunesfiltration.com

And Tap Into. . .The Total Assurance Package

It is vital for operators to keep track of 
which Healthyway Juices are selling 

in their stores to minimize waste.

L I Q U I D  M E A S U R E

The Pure Gold 
is the best-
selling drink in 
the Healthyway 
Juices line.
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Take food from ordinary to extraordinary in nothing flat. Merrychef® 

402S ovens allow you to program as many as 500 cook-to-order menu 

items. So with the touch of a button, you’re serving hot, delicious 

food 15 times faster than with conventional ovens. To find out more, 

or to place your order, call 727-375-1944 or visit www.merrychef.com.

For more ways to solve your operational challenges, visit www.enodis.com 

Copyright ©2006. Enodis p/c except where explicitly stated otherwise. All rights reserved. 

Fast, Done Right. Done Fast. 
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easy to execute because the units already 
had the equipment—blenders and juic-
ers—in place, and the employees were 
already trained to use them, keeping labor 
costs at 23 percent to 25 percent. “We just 
expanded the menu to be able to use that 
equipment a little bit more than what we 
currently used it for,” Senior Operations 
Manager Desiree Enciso says.

Enciso and Vice President of Opera-
tions Steve Boud say food costs have stayed 
within 24 percent to 28 percent because 
the growing 93-unit chain has been able to 
use its buying power to negotiate and lock 
in favorable pricing for franchisees. 

But inventory management and waste 
with the Healthyway Juices continue to be 
ongoing challenges. Because the Brazilian 
Blends use fruit pulp that is flash frozen, 
the fruit has a long shelf life. The Healthy-
way drinks, on the other hand, use fresh 
vegetables and fruits that can spoil easily. 
To minimize waste, Juice It Up trains fran-
chisees on keeping track of which drinks 
are selling, ordering produce based on the 
sales mix, and proper storage and handling 
of the fresh produce.

Although Juice It Up is still working out 
the kinks with the new drinks, it hasn’t 
hindered its balance sheet. The company 
credits the Healthyway and Brazilian 
Blends drinks for helping it finish 2005 
with $20 million in systemwide sales and 
a same-store-sales increase of 14 percent.

Juice It Up says the two new product 
lines should help differentiate the chain as 
it opens 50 new stores this year in Califor-
nia, Arizona, Nevada, Texas and Florida, 
and 75 to 100 new stores nationwide for 
the next three to five years. 

“It is part of who we are now. Both of 
these line extensions…are what our selling 
proposition is,” Gough explains. “In addi-
tion to our core smoothies, we have these 
two other lines now that you can’t get at 
other places.”

clx0511_562082 1 10/14/05 2:24:28 PM

The Healthyway Juices feature fresh-squeezed 
fruit and vegetable juices that go beyond 

the basic orange, apple and carrot.

L I Q U I D  M E A S U R E

CL

Juice It Up’s 
Rejuvenator 
consists of 
juiced carrots, 
cucumbers 
and beets.
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INTRODUCING THE NEW 
PLATINUM SERIES CONVECTION OVENS 

FROM ALTO-SHAAM.

Thanks to the name on the outside, you’ll have

more confidence in what goes on inside our 

new Platinum Series convection ovens. Gas 

models feature our patented transverse-flow

burner system for superior heat distribution. 

Solid welded construction means unsurpassed 

durability. Plus doors open to 120° or more for

easier access and cleaning. Find out why Platinum

makes a valuable addition to any kitchen. 

Visit alto-shaam.com or call 1-800-558-8744.

Visit Alto-Shaam exhibit #1059 at NRA
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Support System
aving Brands has no formal expansion plans. Its eight 
brands grow catch as catch can, albeit overwhelmingly in 
A locations. It has no corporate office and no nationwide 
marketing strategy. Raving Brands has only one company-
owned store for each of its brands: Moe’s Southwest Grill, 
Mama Fu’s Asian House, Monkey Joe’s, Doc Green’s Gour-
met Salads, Boneheads Grilled Fish and Piri Piri Chicken, 
PJ’s Coffee, Planet Smoothie and Shane’s Rib Shack.

Yet the Atlanta-based company has made such seeming 
disorganization work, and work well. Chairman and CEO 
Martin Sprock launched Raving Brands in 1998 with one 
Planet Smoothie; the company now has about 500 loca-
tions across eight concepts. Another 200 will open by the 
end of this year—a figured based on signed leases, Sprock 
says, not on franchise agreements—and unit totals could 
reach 1,200 to 1,500 by 2008.

Its eight brands cover most segments in the fast-casual 
arena. This year’s purchase of a breakfast concept called 
Flying Biscuit and the creation of a yet-unnamed pizza 
concept will make that coverage complete.

Raving Brands has “good positioning, and the brands 

Chairman and CEO Martin 
Sprock launched Raving 
Brands with one mission: to 
be kind to franchisees. With 
465 units across eight brands, 
the company expects to grow 
unit totals to 1,200 to 1,500 
by 2008 with the help of 
franchisees.

A franchisee-
friendly formula 

and a bundle 
of fast-casual 

concepts position 
Raving Brands for 

national growth. 

BY LISA 
BERTAGNOLI
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have good consumer appeal,” says Darren 
Tristano, managing partner at Technomic 
Inc., the Chicago-based foodservice 
research firm.

But the collection of concepts could 
prove unwieldy as the company grows. 
“When you have 10 different concepts to 
make successful, it’s inevitable that some 
will do worse than others,” Tristano says. 
“Companies tend to put more energy 
behind the brands that are doing well.”

Sprock disputes the notion that every 
brand has to be a star. “Some brands will 
do better than others,” he says. “We have 
brands that won’t be superstars, and that’s 
OK. At the end of the day, we don’t have a 
brand we consider not successful.” 

Looking for a Better Way
Sprock, 40, founded the company with a 
mission: to be kind to franchisees. After 
college, he and some friends expanded a 
bar business, Clarence Foster’s, in Atlanta 
and other Southeastern cities. Soon discov-
ering that “counting money and drinking 
tequila really don’t go well together,” he 
investigated a few restaurant franchises.

He was not impressed. The companies 
he talked with “were out to get me at every 
turn,” he says, alluding to Draconian con-
tracts, an abundance of fees and not much 
operational support. One contract specified 
a $500 charge for a lost recipe book. “They 
said it was to punish people who lost the 
book,” Sprock says.

The experience inspired him to launch 
Planet Smoothie and also try another way 
of franchising. “I thought, ‘Let’s be the good 
guy,’” Sprock says.

He opened 10 Planet Smoothie units 
in Atlanta in time for the 1996 Olympic 

Games; he says that due to political maneu-
verings in the city, all but two closed. The 
chain has since grown to 125 units with an 
average unit volume of $275,000.

In 2001, Sprock approached a Mexican 
concept with the intent of buying it. When 
the seller balked, Sprock launched Moe’s 
Southwest Grill, focusing on burritos. With 
288 units open and 125 more scheduled to 
open this year, it is Raving Brands’ biggest 
concept. Average unit volumes at Moe’s 
have risen steadily to $860,000 in 2005 
from $760,0000 in 2003. Units in Atlanta, 
the brand’s most saturated marked, do well 
over $1 million a year, Sprock says. He 
adds that same-store sales have risen by 
12 percent to 14 percent over the past 
three years, and that average store profit-
ability hovers around 16 to 18 percent; 
some stores net as high as 30 percent.

In 2000 Sprock entered into a joint-
venture agreement with PJ’s Coffee, a 28-
year-old New Orleans-based concept that 
roasts its own beans. Raving Brands has 
since purchased the concept. 

Sprock developed Mama Fu’s Asian 
House in 2002-2003 and entered into a 
joint-venture agreement with Atlanta-based 

Raving Brands’ concepts offer a mix 
of healthful and indulgent menu items. 
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C O M P A N Y

Raving Brands

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

Atlanta

C O N C E P T S

288 Moe’s Southwest 
Grill, 125 Planet 
Smoothie, 38 PJ’s 
Coffee, 23 Mama Fu’s 
Asian House, 19 
Shane’s Rib Shack, 7 
Doc Green’s Gourmet 
Salads, 4 Monkey 
Joe’s, 3 Boneheads 
Grilled Fish and Piri 
Piri Chicken, 2 
Flying Biscuit

2 0 0 5 
S Y S T E M W I D E  S A L E S 
$258.4 million

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

$490.8 million 
(company estimate)

A V E R A G E  C H E C K 
$10 or less for each 
concept

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

715 total units 
in 2006 

SNAPSHOT

In 2003, Raving Brands entered into a joint-venture 
agreement with Shane’s Rib Shack (l.), which has an 
average unit volume of $950,000.

In 2005, Raving Brands developed Boneheads Grilled 
Fish and Piri Piri Chicken, which specializes in dishes 
grilled with piri piri, a South African pepper.

C O V E R  S T O R Y
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Beyond franchise agreements, a round of 
fi nancing will support expansion.

C O V E R  S T O R Y
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Shane’s Rib Shack 
during that time as 
well. “They were doing 
$2.2 million in 1,200 
square feet,” Sprock says 
of Shane’s. 

Raving Brands devel-
oped Doc Green’s and 
Boneheads Grilled Fish 
in-house and opened 

both in 2005. Doc Green’s, a build-your-
own salad and sandwich bar, bills its menu 
as “as healthy as you want to be.” Bone-
heads features chicken and fish grilled with 
piri piri, a South African pepper.

Also in 2005, Sprock inked a joint-
venture agreement with Monkey Joe’s, 
a children’s concept with play areas and 
snacks, from founders Mel Silverman and 
Joe Wilen. Fourteen units are expected to 
open this year. 

And earlier this year, Raving Brands 
agreed to buy Flying Biscuit, a two-unit 
Atlanta-based breakfast concept featuring 
turkey sausage, organic greens and other 
trendy items. “It’s so killer,” Sprock says.

The brands share many qualities. All 
are fast casual, with checks at or less than 
$10. The menus offer both healthful and 
indulgent items. Sprock, who has two 
young children, says all the brands are 
kid-friendly. The stores do not use MSG, 
and he recently swapped Moe’s popular 
tri-color tortilla chips for a dye-free chip. 
“We’re taking a risk, taking a chance to be 
more on the cutting edge,” he says.

And while all sport hip interiors, the 
average buildout cost is $400,000, “liter-
ally half the cost of our major competitors,” 
Sprock boasts. Perhaps not: Tristano calls 
the buildout “not exactly low,” but suspects 
that Raving Brands’ unit volumes produce a 
fast return on investment. 

That well may be the case. Raving 
Brands just signed a major financing deal 
for Moe’s. The financing, through Wells 

Fargo Bank, will fund general expansion 
plus the acquisition of regional brands 
to convert to Moe’s, says Steve LaMastra, 
president and COO of Raving Brands. The 
financing “is imperative for the size of the 
system,” LaMastra says.

The outright purchase of Flying Biscuit 
also speaks to the company’s financial 
future, LaMastra says. “This shows a more 
aggressive posture in the acquisition mar-
ketplace, and it demonstrates that we’re not 
afraid to buy an operating company and 
operate those units,” he explains. 

Franchising with a Twist 
As he bought and created concepts, Sprock 
fashioned a franchise system that’s differ-
ent from most in the restaurant industry. 
According to Raving Brands’ Uniform Fran-
chise Offering Circular, the company can 
charge for store openings, but Sprock says 
it does not. An all-company team provides 
services such as real estate and other opera-
tional support, as well as the services of 
brand-specific opening teams, gratis. 

Cary Chastain, who franchises five Moe’s 
and one Mama Fu’s in Charleston, S.C., 
welcomed the free help when he opened 
his first location, a Moe’s, in 2002. “They 
were down here three times to help me get 
opened,” Chastain says of Raving Brands’ 
opening team. “I kept dropping the ball, 
and they did everything they could.” Chas-
tain plans to open two more Moe’s, one 
Shane’s, two Doc Green’s and one Mama 
Fu’s, over the next 18 months.

Not charging for opening services costs 
the company: Sprock says a would-be 
investor told him the practice costs Raving 
Brands roughly $17 million a year. But that 
could change as Raving Brands grows. “As 
he gets bigger, he might not be able to 
afford that,” Tristano says. 

Again, Sprock begs to differ. “We’ve been 
through the hump of barely being able to 
pay bills,” he says. “The bigger we get, the 

Raving Brands leverages 
Moe’s Southwest Grill and Doc 
Green’s to secure A locations 
for its other concepts.
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Time. It’s the one ingredient you always wish you had more of … and now you do.

The Amana® Convection Express™ puts time on your side. It allows you to bake,
brown, crisp and toast in half the time — using one-quarter of the space – 

and no special ventilation.That means you get faster turns,
more flexibility and higher profitability. While your customers 
enjoy that same perfectly prepared flavor they’ve come to expect.

Call Amana. And bring superior high speed food preparation 
techniques to your kitchen as you …

All The Flavor. In Half The Time.

Amana ©2005

Convection 
Express™

Think inside the box™.
www.amanacommercial.com   1-800-233-2366
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Raving Brands provides services such as 
real estate, technology and other 
operational support to franchisees gratis.
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leaner we’ll make our-
selves for franchisees.” 

Raving Brands also 
helps out franchisees 
with leases. The compa-
ny signs leases for A-list 
locations, keeps them on 
the company’s balance 
sheet, and then gives—
not subleases—them to 
franchisees who need 
them. Such largess “cre-
ates a real partnership” 
and a chain with a 
preponderance of A-

location restaurants. Sprock says the strat-
egy is necessary because franchisees won’t 
do well in B locations.

Giving leases to franchisees is indeed 
rare, says Susan Kezios, founder of the 
American Franchisee Association, a fran-
chisee advocacy group based in Chicago. 
“A lot of companies won’t do that because 
they don’t want the risk,” Kezios says. She 
adds that companies also sublet to fran-
chisees because it’s easier to evict them 
as tenants than to terminate the franchise 
agreement. “I’ve found [subleases] used in 
insidious ways,” Kezios says.

Fixing to Grow
While six of the eight concepts are thriv-
ing from his franchisee-friendly formula, 
Sprock characterizes two, Planet Smoothie 
and Mama Fu’s, as “tough brands.” To make 
Planet Smoothie more competitive with 
beverage giant Jamba Juice, Raving Brands 
is testing co-branding efforts with Nestle 
Tollhouse cookies and Edy’s Ice Cream. So 
far, the effort has boosted sales at a unit in 
Atlanta’s Phipps Plaza to $400,000 from 
$225,000 annually. 

Mama Fu’s, a 23-unit Pan-Asian concept, 
is “ahead of its time. …Asian concepts are 
still a tough sell,” Sprock says, mention-
ing Scottsdale, Ariz.-based Pei Wei as the 

exception to the rule. He hopes a test menu 
of fusion items and full service at night, to 
boost wine sales, will revive the flagging 
stores. Mama Fu’s averages unit sales of 
$970,000, but “half the stores are success-
ful and half are struggling,” Sprock says.

He’s also honest about PJ’s position in 
the specialty-coffee segment. “If PJ’s went 
head-to-head with Starbucks, they’d lose 
most of the time,” he says. Raving Brands 
is experimenting with a wine bar in some 
units; so far the units with wine bars are 
averaging $550,000 vs. $425,000 for the 
coffee-only units. 

Still, Raving Brands can leverage its suc-
cessful concepts to secure A sites for its 
struggling brands. By offering to fill end-
caps with Moe’s and Doc Green’s, it can 
usually persuade landlords to hand over a 
prime inline space, Sprock says. 

Such tactics are helping Sprock to cre-
ate a 1,000-store franchise system with-
out franchise advertising. Raving Brands 
has already hired a marketing director, a 
public-relations firm and an advertising 
agency. All are meant to prepare the brands 
to compete nationally, which to date, they 
have not: Many stores are concentrated in 
the Southeast.

These days, Sprock has “a little hand in a 
lot of things,” but likes to handle real estate 
and loves to work with franchisees. “He’s 
always made time to address my concerns,” 
says John White, a Raleigh, N.C.-based 
franchisee with three Moe’s and a fourth 
under construction. “The relationship [with 
Raving Brands] is great,” White says.

Seeing that Sprock founded the com-
pany to be franchisee friendly, his interest 
in working with franchisees is hardly sur-
prising. “The only reason we’re successful 
is if our franchisees are successful,” he says. 
“We have to make it work.” 

Raving Brands is experiment-
ing with wine bars in some 
PJ’s Coffee units (l.); so far 
they are averaging volumes 
of $550,000 vs. $425,000 for 
the coffee-only units.

Mama Fu’s is testing fusion 
dishes and full service at night 
to revive flagging stores. 
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FINALLY, THE FIRST COMPLETELY SAFE 
AND SANITARY LID DISPENSER!

Keeping things clean and sanitary can be a challenge 
for any foodservice establishment. Cold take-out drinks
present a special problem: customer’s dirty hands
rummaging through the lids can spell a nasty note from
the health department, and cost you money.

REDI-LID solves this problem with its 
unique technology, dispensing one 
clean and sanitary lid at a time!

REDI-LID is easy to use for both 
customer and foodservice workers.
Available in four sizes: extra-large, 
large, medium and small.

One touch push lever easily dispenses a single, sanitary
lid. Reloads quickly and conveniently through the front.
Completely mechanical; no electrical components or

AN INNOVATIVE DISPENSING SOLUTION MANUFACTURED BY WUNDER-BAR

©2005 Automatic Bar Controls, Inc.

1-800-722-6738
e-mail: sales@wunderbar.com      www.wunderbar.com

plug-ins to worry about. Sturdy plastic and stainless
steel construction makes cleaning and wipe down a
snap. Saves you money, reducing cost on lid waste,
and the risk of costly health department citations.  

And REDI-LID units are listed under NSF 
Standard 2 and we are fully compliant 
with the requirements specified in NSF 
Standard 18, Section 5.26: “Storage 
Compartments for Single Service Items”.

One simple push and a
safe lid is dispensed
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Dear Colleague,

I
n this issue, we address
proactive ways for you to

minimize food safety risks.
Recently, a simple seventh grade
science project that found bacteria in soda
ice became national news. “The New Ice
Age” goes beyond the headlines to offer
you specifics on how to manage this threat
of bacterial growth in your ice supply.

“20/20 Foresight” presents real-life risk-
management solutions from five operators.
These are realistic programs that you can
incorporate into your daily systems to
avoid food safety violations. 

We also announce the winners of our
2006 NSF Food Safety Leadership
Awards Program, now in its third year.
We are proud to recognize true excellence
in the foodservice industry. The awards
program reflects the spirit of our nonprof-
it mission of educating all our key stake-
holders—industry, the regulatory commu-
nity and the consuming public—on the
critical role of public health and safety.
The Food Safety Leadership Awards will be
presented at the National Restaurant
Association Restaurant Hotel-Motel
Show, May 20-23, 2006 in Chicago at
McCormick Place.

We hope you find this issue useful. We
welcome your perspectives on our goal of
providing solutions before problems arise
in your business. This goal is a key com-
ponent of our overall mission at NSF
International.

—Kevan P. Lawlor, President and CEO,
NSF International

May 2006    S-3
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News and CommentaryFRONTLINE

During the Cold War, the fear was that
“the Russians are coming.” Now,

concern is slowly building that
“bird flu is coming.”

Hopefully, the most
recent fear will be
a non-event as
was the Cold War
threat, but opera-

tors need to be pre-
pared for consumer

hysteria, nonetheless. 

The National Restaurant Association (NRA),
Washington, DC, is actively preparing mem-
bers to deal with questions from diners
about avian flu. In addition, poultry suppli-
ers like Tyson and Pilgrim’s Pride have insti-
tuted programs to check every chicken
flock that is harvested to ensure that the
products are safe to eat.

According to Secretary of Agriculture Mike
Johanns, avian flu could arrive in the U.S.
soon. As birds continue to migrate, an out-
break of avian flu in Alaska is “very possi-
ble” in the near future and could affect the
lower 48 states by this fall, some experts
say. However, while affecting migratory
birds, the avian influenza is not very likely
to enter the food chain, as the U.S. has
strict biosecurity, says Donna Garren, NRA
vice president for health and safety regula-
tory affairs. “Restaurant customers should

have reassurances that chicken that is safe-
ly handled and properly cooked is safe to
eat, a fact that has been reconfirmed by
both the U.S. Centers for Disease Control
(CDC) and the World Health Organization
(WHO),” she points out. 

The important thing for operators to do is
to be prepared to answer diners’ concerns

and to ensure that their chicken dishes are
safely handled and properly cooked. For
handling and cooking guidelines, visit
w w w. a v i a n i n f l u e n z a i n f o . c o m ;
www.fda.gov or www.usda.gov, which
has a meat and poultry hotline.
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KNOWLEDGE AND 

COMMUNICATION KEY 

TO CALMING BIRD FLU

CONCERNS

HIDDEN INGREDIENTS CAN WREAK HAVOC 

WITH DINERS AND OPERATORS ALIKE

I f a diner with celiac disease eats
gluten, this is not a good thing. Celiac
disease is a chronic digestive disease

that damages the small intestine and inter-
feres with the absorption of nutrients
from food. The only treatment for the dis-
ease is to never eat gluten. Gluten intoler-
ance was brought to light recently with the
controversy over whether there is gluten
in McDonald’s French fries. McD’s
announced that the fries include a “natu-
ral flavoring” made from wheat and dairy
products, but that the product has no
allergens. Despite this claim, there are
several lawsuits by celiac sufferers who
say they became seriously ill after eating
the fries.

Regardless of the outcome of this case,
operators increasingly need to be on
guard against potential allergic reac-
tions from diners ingesting foods with
hidden allergens. There are eight foods
that are responsible for 90% of allergic
or food-sensitive reactions: milk, eggs,
peanuts, tree nuts (walnuts, cashews,
etc.), fish, shellfish, soy and wheat. It is

essential to communicate the existence
of these products if it is not immediately
apparent to diners that they are an
ingredient in a menu item. (See our cov-
erage of Denny’s allergen initiative in
“20/20 Foresight.”)

Resources: www.foodallergy.org and
www.foodallergy.org/allergens/wheat.
html; www.fda.gov; www.usda.gov

By STEPHANIE SALKIN



Your Trust Is Safe with Us. You’ve got enough to worry about. That’s why Tyson Food 
Safety and Laboratory Services is dedicated to ensuring that 
you get safe chicken, beef, and pork from Tyson Foods, Inc. 
We lead the industry with advanced technology and more than 
3,000 highly trained, dedicated team members, including 20 
PhDs, who go the extra mile to protect your hard-earned 
reputation. All members are ServSafe® Certified. 
We’ve also got USDA inspectors at every meat and 
poultry plant. 

Our newly expanded lab includes top-notch research, 
microbiology, and chemistry departments. With it, we have 
achieved two International Organization of Standardization 
(ISO) certifications that ensure the quality of our work is 
second to none. Foodservice can be a risky business. 
Play it safe with Tyson Foods. 

For more information about our commitment to food safety, 
visit www.tyson.com.

ServSafe is a registered trademark of the Educational Foundation of the National Restaurant Association. 
All other trademarks and registered trademarks are owned by Tyson Foods, Inc. or its subsidiaries.
©2006 Tyson Foods, Inc.
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NRA BACKS CONTROVERSIAL UNIFORMITY IN FOOD ACT

T he National Restaurant Association
(NRA), Washington, DC, part of a
coalition of organizations includ-

ing Grocery Manufacturers of America
(GMA, www.gmabrands.org), is
supporting the National Uniformity in
Food Act, which has raised the ire of var-
ious consumer activist organizations such
as Center for Science in the Public
Interest (CSPI), Washington, DC.

While CSPI says the pending legislation
would “nullify” more than 200 state laws
dealing with issues like shellfish safety,
milk pasteurization, egg safety, allergen
disclosure, and other food safety risks
currently monitored at state and local lev-

els, NRA says this is not the case. “We will
have one set of guidelines that the Food
and Drug Administration and states can
collaborate on, to assure that all 50 states

have a sound food safety standard,” notes
Allison Shay Whitesides, NRA director of
legislative affairs. “This bill will enable us
to monitor safety based on real science.”

Fowl play allowed.

©2006 FoodHandler Inc.



A regulation proposed by the U.S.
Department of Agriculture’s Food
Safety and Inspection Service (FSIS)

would post online lists of retail “con-
signees” that have received meat and poul-
try products subsequently recalled. CSPI has
been campaigning since 2004 for USDA to
disclose names not just of grocery stores
but of restaurants that have received tainted
meat and poultry. The consumer activist
organization wants the term “consignee”
clarified and, in its comments, seeks to
ensure that foodservice operators are
included.

CSPI WANTS RESTAURANTS

IDENTIFIED IN NEW FSIS

RECALL POSTINGS

T he Sioux Falls, SD, Health Department has reported twice the number of
people visiting its Website, since the department began posting restaurant
inspection reports online in mid-January. Within six weeks of the first

postings, the scores generated about 125,000 page views, almost twice the num-
ber in December. The state says it eventually plans to post its own inspections on
the Internet.

SIOUX FALLS WEB POSTINGS DRAW 

HEAVY DINER TRAFFIC

Don’t play chicken with foodborne illness. Our tough new gloves are perfect for
prepping raw poultry, meats and shellfish, and offer superior fingertip sensitivity.

Trust the leader for the latest in food safety, including our new Basic Food Safety online training. | 1-800-338-4433 or foodhandler.com
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NSF ANNOUNCES 3RD ANNUAL FOOD SAFETY LEADERSHIP AWARD WINNERS 

NSF International has announced
the recipients of its third annual
Food Safety Leadership Awards.

An independent awards selection com-
mittee representing academicians,
industry and government officials made
the selections. Winners were selected
for outstanding achievement in technol-
ogy, research, equipment design and
systems improvement. Two individual
leaders with outstanding contributions
to food safety will be honored with the
prestigious NSF Lifetime Achievement
Award.

TECHNOLOGY

BREAKTHROUGHS

HORMEL FOODSERVICE, AUSTIN, MN 

High-Pressure Processing (HPP)

Unlike chemical anti-microbial growth
inhibitors, HPP provides an effective pas-
teurization process for sliced meats by
killing Listeria monocytogenes, other
pathogens and spoilage organisms.  HPP
applies hydrostatic pressure of 87,000
pounds per square inch after the sliced
meats are packaged. Because the package
is sealed, bacteria cannot be introduced
through slicing and handling. HPP does not
affect flavor or texture, typical with tradi-
tional heating or chemical processes.

RESEARCH ADVANCES 

MAPLE LEAF FOODS, INC., TORONTO, CAN

Traceability

Maple Leaf Foods, Inc., a Canadian food
processor, has implemented a traceability
system using DNA technology to track each

piece of pork it produces from the farm to
the consumer’s plate. This genetic marker
tracking system is currently in the develop-
ment process, and Maple Leaf is applying to
the Canadian Food Inspection Agency (CFIA)
for official recognition. Maple Leaf also is
planning comprehensive implementation
and training programs to support this new
technology.  

EQUIPMENT DESIGN

H&K INTERNATIONAL, DALLAS, TX 

Safe-T-Shroud

Safe-T-Shroud is the first cold pan refrigera-
tion accessory to hold perishable food safe-
ly in an open condiment rail without freez-
ing. It uses a design that prevents drying or
freezing of the product, satisfying the FDA
Food Code temperature holding require-
ments in the extreme environments found in
commercial kitchens.

SYSTEMS IMPROVEMENT

SODEXHO USA, GAITHERSBURG, MD 

HACCP Program

Sodexho USA, a food and facilities man-
agement company, has improved its
Hazard Analysis Critical Control Point
(HACCP) program to respond to today’s
food safety challenges by integrating new
technology.  Improvements and upgrades
include:  electronic food safety communi-
cation, expanded food safety training,
food safety zone support, expanded verifi-
cation process, brand protection index
measurement, custom electronic record-
keeping, product quality assurance, and
food security.

LIFETIME ACHIEVEMENT

AWARDS 

RESEARCH

Dr. Ranzell " Nick " Nickelson II

Dr. Nickelson’s thesis at Texas
A&M was responsible for the first
isolation of Vibrio parahaemolyti-
cus from shrimp in the Gulf of
Mexico. Vibrio parahaemolyticus,
a bacterium in water in coastal
regions, can cause serious gas-
trointestinal illness in humans. He
has been responsible for many
breakthroughs, such as the dra-
matic reduction in the incidence of E. coli
O157:H7 in beef and apple juice. His long
and productive career has been responsible
for many food safety controls that are stan-
dard today.  

EDUCATION 

Dr. Oscar Peter Snyder, Jr.  

Dr. Snyder has provided the hos-
pitality industry and government
personnel worldwide with food
technology and management edu-
cation for more than 50 years. He
has helped food companies by
implementing HACCP-based Total
Quality Management programs
that strive to achieve zero-defect
food safety, customer satisfaction, and pro-
ductivity. Some of his most noted work has
been with the Denny's Corporation, for
which he is the HACCP process authority.

Visit www.nsf.org for more information
on these outstanding achievements.



FSIS INITIATIVE AIMS TO REDUCE SALMONELLA 

U SDA’s Food Safety and Inspection Service
(FSIS) has announced a new initiative to
reduce Salmonella contamination in raw

meat and poultry. Resources will be concentrated
on processor operations that need improvement,
and sample-by-sample test results will be made
available to facilities as soon as they are ready. By
comparison, processors currently receive results
after a full set of samples is completed. FSIS also
will begin quarterly postings on its Website of
nationwide Salmonella testing results.

A major factor sparking the initiative is the steady
increase of Salmonella found in broiler chickens
tested by USDA since 2002. About 16% of broilers
tested positive in 2005.

PanSaver® Ovenable 
(400ºF) Pan Liners

Prepare Safer Food
Food holds up to 20ºC warmer
No residue left in pans
Reduces Surface contamination
Improves HACCP compliance

Serve Better Food
Food remains servable three times longer
No food to hot metal contact
Food retains moisture and flavor

Avoid the Mess
Just rinse and sanitize pans for reuse
Save money on labor and cleaning supplies
Grease goes in the trash, not down the drain
Improve employee morale

www.pansaver.com

PARVE
K #1672

NSF
Certified

ISO 9001:2000 QMS
Made in 
the USA

The Only Liner
With Contour Fit®

1-877-PANSAVR Patent Pending

PanSaver® Makes 
a Better Lasagna

PanSaver® Makes 
a Better Mac & Cheese

Cells of Salmonella enteritidis as shown in an electron micrograph
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T
hanks to widespread adoption of
HACCP, many practices for man-
aging food safety risks have
become standard operating pro-

cedure in responsible foodservice kitchens.
But there are some practices that are not so
common. As education increases and com-
mitment strengthens, proactive approaches
to managing risk are emerging. Indeed, just
as they do with their concepts, menus, mar-
keting and human-resource initiatives, the
industry’s best and brightest operators are
taking food-safety and QA up a notch.

This special report takes you behind the
scenes with five industry leaders for a
look at some of the unique strategies
they’re most proud of. As part of compre-
hensive food-safety programs, the strate-
gies highlight just a few of the specific
ways in which food safety is coming into
sharper focus across the industry.

Unannounced health department inspec-
tions can unnerve even the most fastid-

ious foodservice operators. On a good day,
they’re interruptions that have to be dealt
with, generating nervous jitters among
management and staff. On a bad day, they
can have a serious impact on both the day’s
operations and crew morale. If the results
are unfavorable, the effect will be much
more far-reaching.

Union Square Hospitality Group
(USHG), the multi-concept business head-
ed by award-winning restaurateur Danny
Meyer, takes no chances when it comes to
inspections. The nine-unit group has con-
cepts ranging from the renowned Union
Square Café and Gramercy Tavern, to
Tabla, serving “New Indian” cuisine, The
Modern, serving French-American cuisine,
to Shake Shack, a “roadside” burger and
frozen custard stand. Management puts all

of its kitchens through mock inspections
monthly.

“They’re done on a surprise basis,”
says Ron Parker, USHG’s operations man-
ager. “If we find anything wrong, the
restaurant can correct it quickly. A big
benefit of the program is that when the
Health Department does come, the staff is
used to the experience. They welcome
them with open arms and say, ‘Come on in,
let me show you around. Thanks for being
here.”

Parker says he’s surprised more restau-
rants don’t do similar drills. “The chef and
kitchen crews get immediate feedback
after the audit in the form of a report that
follows guidelines used by health inspec-
tors,” he says. They appreciate the fact that
management is doing its part to ensure that
they are complying with all food-safety
requirements, he adds.

20/20 Foresight:
5  P r o a c t i v e  S t r a t e g i e s

MOCK INSPECTIONS KEEP STAFF ON THEIR TOES

Union Square Hospitality Group, New York

By DANA TANYERI
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COMPETITORS INVITED TO
BENCHMARKING

PROGRAMS

Jack-in-the-Box, San Diego

Since suffering a devastating E. coli out-
break in 1993, QSR burger giant Jack-in-

the-Box rose from the ashes in part by mak-
ing food safety its No. 1 operational priority.
Supplementing the chain’s comprehensive
HACCP program are a number of initiatives
that position it solidly as a food-safety leader.
Most—from an aggressive hand-washing sys-
tem (a chime rings in the kitchen every hour,
reminding employees to wash their hands) to
ultra-strict supplier compliance systems—
affect operations within the company’s own
“four walls.” But one initiative, launched a
decade ago, is unprecedented in that it extends
well beyond the bounds of Jack-in-the-Box
proper to reach out to the entire industry.

“We established a benchmarking pro-
gram. It’s essentially an open invitation to any
restaurant company to come in and learn
about our food-safety systems,” says Dr. Dave
Theno, senior vice president, quality and
logistics. “We have at least one company in
every month. Even our most direct competi-
tors have come in. Our stance is that food
safety is too important to make it a competi-
tive issue. Food safety problems hurt not just
one operator, but the whole industry.”

Operators who take Jack-in-the-Box up on
its “sharing” program visit the company’s
new Innovation Center in San Diego for a half-
to full-day workshop in which Theno and
other food-safety team members present
information on the company’s systems and
address questions and topics brought in by
attendees. Content ranges from supply-side

issues and setting safety-related specifica-
tions, to evaluating distributor capabilities,
food-safety training, and general HACCP sys-
tems to how the company responds to specif-
ic issues that arise in the stores. “Even though
we’re sharing our systems, which we feel are
the best of the best, it’s a two-way dialog,”
Theno says. “We might not change based on
what we learn, but it does enable us to con-
tinually think through our systems and
enhance what we’re already doing.”

He adds that communication between Jack-
in-the-Box and companies that participate in
the benchmarking program doesn’t end with
their sharing session. “There’s a lot of ongoing
communication between the food safety and
tech teams,” he says. “They keep in touch with
each other and it’s become a little industry
working group.” Attendees also are asked,
upon departing, to follow Jack-in-the-Box’s
lead and share their systems with other opera-
tors. “Several companies have done just that,”
he says, “and that feels good. If we can give
back and make a difference through programs
such as this, we know it’s the right thing to do.”

DOCUMENTATION LEAVES
NOTHING TO CHANCE

Sodexho USA,
Gaithersburg, MD

As the leading provider of food and facili-
ties management in the U.S., Canada and

Mexico, Sodexho employs more than 12,000
people and, like any organization of its size,
faces significant training challenges. One way
the company is meeting those challenges is by
tapping technology to help standardize oper-
ations, make it easy for employees to succeed
and ensure that food-safety requirements are
met. After four years in development,
Sodexho has begun rolling out its Culinary
Data Assistant™ (CDA), a hand-held device
that’s preloaded with complete menu and
temperature guidelines.

According to Mike Dunn, director of prod-
uct quality assurance, the beauty of the system
is its simplicity. Nothing is left to chance or to
employees’ judgment. “A thermometer is
attached to the device, so readings go direct-
ly in with no manual input needed,” he says.
“The employee simply inserts the thermome-
ter into the selected food item and the read-
ing tells its temperature and if it’s a pass or
fail based on specifications. If it’s a fail, the
device gives the employee the corrective
actions to be taken.”

All information gathered by the CDA device
feeds directly into a main database, and once
data is logged in it can’t be changed; it’s time-
and date-stamped. “Most typical HACCP pro-
grams in the industry require extensive num-
bers of documents for critical control point
documentation on cooking, cooling, holding,
etc.,” Dunn says. “With our system, such doc-
uments are replaced by the pocket PC. If there

Audits and mock inspections ensure
food safety compliance

Managing Risks 
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is a system breakdown, we always can revert to
paper documentation, as the information is
backed up electronically in a major database.”

Dunn says the system ventures into a “whole
new world of tracking and management.”
While not currently mandated, he says some
130 operations already are on board with
CDAs—mostly healthcare, college and univer-
sity operators. “We find that users enjoy col-
lecting data with this device,” he says. “It elim-
inates paper, it’s web-based, very fast and easy-
to-use. We are actually collecting significantly
more data than when employees have to write
down the information. Thus, we get more tem-
perature data, not just the minimum required.
This, in turn, helps us to create some statistical
reports on our website and to identify critical
control point areas that need improvement.”

THIRD-PARTY AUDITS
HELP FRANCHISEES

Moe’s Southwest Grill,
Atlanta

Moe’s Southwest Grill is a fast-casual chain
ranked as the 11th fastest growing com-

pany in America by Inc. Magazine. Fun, frivol-
ity and fresh-made Southwest fare are special-
ties of the house. Menu items sporting names
like Joey Bag of Donuts (a burrito), The Other
Lewinsky and The Ugly Naked Guy (specialty
tacos) help define the experience for guests.
But when it comes to ensuring food safety,
there’s nothing frivolous about Moe’s.

Part of the Atlanta-based Raving Brands
portfolio of franchise companies, Moe’s puts
serious resources into making sure its fran-
chisees and their employees are trained in and
comply with stringent food-safety practices
and regulations. HACCP procedures are fol-
lowed diligently, and, to bolster its own inter-
nal program, the company last year began
making available a third-party audit program
for comprehensive food-safety checks.

“We work with two outside audit firms,”
says Dan Barash, director of new product
development for Raving Brands. “We’re a
franchise company, so it’s not mandatory that

our partners participate, but we highly rec-
ommend it. We feel it’s a worthy program to
offer to franchisees to help uphold our stan-
dards as our brand moves into the next stage
of development.”

Approximately 50% of Moe’s 300-plus part-
ners already are participating in the audit pro-
gram. “Many franchisees were excited about it
and signed up right away,” Barash says.

The audits, which take an average of four
hours each, are paid for by the franchisee.
They’re typically done quarterly. Managers
are encouraged to accompany auditors on the
walk-through, and recommendations are
made for both critical (correct immediately)
and non-critical (correct promptly) steps to
take to improve food safety. Following each
audit, the franchisee, franchisor and fran-
chise support consultants see the report and
together analyze the results.

Other key measures taken at Moe’s include
intensive training, starting with a sharp focus
on food safety during the three-day Raving
Brands University that all franchisees and
managers complete. “It all starts with train-
ing,” Barash says. “We work on everything,
down to the proper procedure for employees
to follow when they go to the restroom. And
we repeat it constantly. Getting the word out
day in and day out, and now adding to what
we’re doing with programs like the third-
party audits, helps us ensure we’re serving
safe and delicious foods to our customers.”

ALLERGENS PAMPHLET
INFORMS DINERS

Denny’s, Spartanburg, SC

W ith growing numbers of patrons
expressing concerns about allergens in

the foods they enjoy away from home, family-
dining behemoth Denny’s has committed to
making it easy for guests to get questions
answered—and for staff to respond knowl-
edgeably to requests for information. The
company makes available a pamphlet contain-
ing detailed information on common allergens
and sulfites that appear in its menu items.

“We at Denny’s realize that an ever increasing
number of our guests need to know if certain
ingredients are in our foods, i.e., they may be
sensitive to MSG or may have a severe life-threat-
ening allergy to peanuts,” the pamphlet states.
“We are providing this information to all of our
guests that request it so that they may make
informed choices prior to ordering.”

The pamphlet lists nearly 170 menu items
and/or ingredients, noting whether they con-
tain hot-button allergens such as wheat, nuts,
tartrazine (Yellow #5), soybeans, MSG, garlic,
fish/shellfish, milk/dairy, egg, corn hydrolyzed
protein, aspartame and sulfites. It even goes
so far as to note that Denny’s pancake mix is
prepared on equipment that also makes prod-
ucts containing soy, eggs and tree nuts. 

The company has just updated this
brochure and is working to raise awareness
among Denny’s employees about it, according
to Debbie Atkins, Denny’s director of public
relations. “Restaurant managers review this
information with all hosts and servers, it’s
included as part of our server/host orientation
process, and the pamphlets are placed in a
convenient location for hosts and servers,” she
says. The information contained in the pam-
phlet is posted on Denny’s Website, as well. 

Proactive strategies not only raise the
food-safety consciousness of staff, they
also keep managers ahead of the curve in
preventing problems. These operators not
only have 20/20 foresight, they are putting
it to work to manage risk.

Denny’s pamphlet highlights potential 
allergens for guests





T
he results of a seventh grader’s science project in Tampa
recently made national news and was noted throughout
the foodservice industry. The project, which won a local
science fair, compared the ice served in drinks at sever-
al fast food restaurants with the water from toilet bowls

in the same restaurants. The bottom line: 70% of the time, the ice
contained more bacteria than the toilet water.  

“Over the last few years, there have been a number of similar
exposés done on television,” says Garth Pearson, marketing man-
ager for Scotsman Ice Systems. “But there are always one or more
flaws in each assessment.”

Nevertheless, makers of ice machines have responded to the
increasing safety concerns of consumers. They have enhanced their
units with cutting-edge engineering features designed to improve
safety by preventing or controlling bacteria build up. Here are some
of the latest improvements to consider.

EASY ACCESS FOR CLEANING
Providing easier access for cleaning the ice machines prompted a
design change in the S series equipment from Manitowoc Ice.  The
S series is a modular machine that makes 300 to 2,000 pounds of
ice. It is mounted on a bin or on a dispenser.

The company re-designed the ‘food zone’—where the ice is
made—to make it easier to clean and inhibit the growth of bacte-
ria. Making the evaporator accessible for cleaning has traditionally
been a difficult task.

“On our machines, we have front-facing evaporators,” explains
Mike Rimrodt, product manager. “So when you open up the
machine, everything you need to clean is staring you right in the
face.  We made it removable. Unscrew some simple thumb screws
and the water distribution tube comes out and separates into two
pieces, so you can clean not only the outside but also the inside. To
clean the water tray on the bottom, just take your thumbs, disen-
gage the tray, and you can take that out. All of the components are
made with plastic that is safe in a dishwasher. We wanted all the
plastic in the ‘food zone’ to remain white, so it’s obvious what needs
to be cleaned.”

The onus is clearly on the operator to maintain a regular cleaning
schedule for top-notch food safety. For inherent protection, the
units have three other features designed to keep bacteria at bay: 
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FEATURE
◆ AlphaSan: This silver-based anti-micro-

bial is incorporated into the primary com-
ponents of the machine to keep bacteria
from colonizing.

◆ Automatic Cleaning System: The
machine periodically turns on the cleaning
system which will pump either cleaner or
sanitizer into the water distribution area,
flushes and rinses itself, and then goes back
to ice making.

◆ Inhibitor for Airborne Bacteria: The
unit releases chlorine dioxide to inhibit bac-
teria from building up in the equipment.
This feature is especially effective in units
that operate where there is airborne yeast
such as where bread or pizza is made.

Of course, in addition to cleaning, operator
error must be minimized. Handling and trans-
port of ice within the operation must be mon-
itored to avoid contamination from staff
hands, scoops and buckets.

DESIGNED TO INHIBIT BACTERIA
The job of protecting the inside of ice machines
from bacterial growth begins during the manu-
facturing process. Some equipment manufac-
turers permanently embed an antimicrobial
agent into the parts that come into contact with
water such as the water tubes and the drain
tubes. For example, Hoshizaki America, Inc.
relies on its HoshiGuard Antimicrobial Agent to
inhibit the growth of bacteria, mildew, mold
and other microorganisms that can cause
odors, discoloration and deterioration. It is
used throughout their product lines.

To erect its own line of defense, ICE-O-Matic
has integrated PURE ICE, an Agion (silver-
based ionic) technology, into key components
of its cube ice makers. The agent is designed to
inhibit the growth of bacteria and slime
through several mechanisms: penetrating the
microbial wall, inhibiting microbial metabo-
lism and stopping multiplication of microbes. 

“We strive to make our equipment easy to
clean by including a simple sanitation process
and cleaning cycle,” says David Foth, market-

ing manager at ICE-O-Matic. “We recommend
the owner/operators clean their ICE-O-Matic
machine on a regular basis and that they
increase the frequency of cleaning and sanitiz-
ing the machine within environments of high
yeast content such as baking environments or
establishments selling beer products.”

KEEPING CHLORINE AT WORK
Ice machines typically use water from the
municipal water system. The Aqua Patrol Water
Filter, which can be installed on any ice machine
from Scotsman Ice Systems, lets the chlorine
already in most municipal water pass through
during filtering so it can continue its function as
a powerful sanitizer reducing the growth of
harmful bacteria inside the ice machine.

According to Pearson, “The chlorine itself
goes back into the reservoir in the ice machine
while pure water is frozen into the ice.  Any
excess chlorine is flushed down the drain dur-
ing the flush cycle.”

Another enhancement to the company’s ice
machines is the Aqua Bullet. This 9-inch silver
microbial wand is inserted into the reservoir
where the water circulates. 

“As the water circulates through the ice
machines, it’s constantly exposed to the anti-
microbial wand, which reduces the likelihood
that something is going to grow in the ice
machine.  It can significantly extend the
amount of time between ice machine clean-
ings, especially in foodservice operations
where bread or pizza is baking,” Pearson says.

SAFETY IN A SEALED SYSTEM
Follett’s Horizon Chewblet ice machines make
a chewable “nugget” ice in any extremely san-
itary manner. Water comes into a sealed reser-
voir that goes right into the back of the barrel-
shaped evaporator. The ice forms inside of the
evaporator and gets harvested off the walls by
a rotating auger. It is then extruded through a
nozzle into a transport tube which comes out
of the ice machine and takes the ice directly to
the dispensers.

“We’re essentially a sealed system,” says Mike

Rice, product marketing manager for the
maker of the new Horizon ice machines.
“Virtually the entire water system is protected
from exposure to molds or free-floating bacte-
ria in the air.”   

Another feature of the company’s machines is
the ‘Satellite-fill capability.’ The ice machine
may be placed in the back room on a wall or
under a counter. The ice can travel more than
30 feet through an insulated tube into a count-
er-top or under-counter dispenser.  

A semi-automatic cleaning system for both the
icemaker and the transport system facilitates
and encourages regular cleaning.

WATER FILTRATION SYSTEMS
Tainted ice isn’t always traceable to a shortcom-
ing in the design of the ice machine itself or a
lack of sanitary maintenance. Sometimes the
culprit is the inbound water. The nation’s pol-
luted waterways can contaminate the water sup-
ply. Municipal treatment facilities occasionally
fail to detect and remove all of the harmful
chemicals and bacteria from the water. That’s
where a filtration system comes in.

Responsible foodservice operators rely on
water filtration systems to remove waterborne
pathogens. But choosing the right system is
critical. Experts say the first step in proper
selection is determining what contaminants
are in the local water supply. Then select a sys-
tem that removes those contaminants. 

The most popular water treatment technolo-
gies are precoat filtration, granular activated
carbon (GAC), carbon block, reverse osmosis
(RO) and water softeners. Experts recom-
mend selecting a water filtration system with
NSF Certification.

The use of ice in foodservice is ubiquitous.
The potential for food safety problems is enor-
mous. Comparing and selecting the best ice
machines and filtration systems are a neces-
sary—and critical—part of every operator’s
food safety strategy.

The New Ice Age
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Brand / Model Auto-Clean

ICE MAKER FOOD SAFETY FEATURES

Capacity Anti-Microbial First In/First Out
Holding Bins1

Contact Info

FOLLETT

Horizon Chewblet
SCOTSMAN 

ICE SYSTEMS

CME 506

ICE-O-MATIC 

ICE0400 (interior shot)
MANITOWOC

S-Series

Follett 1,000-1,400 lbs. No Semi-Automatic Yes www.follettice.com
Horizon Chewblet (sealed system)

Hoshizaki 175-2202 lbs. Yes Yes No www.hoshizaki
KM-1340, KM-320 america.com

ICE-O-Matic 175-2202 lbs. Yes Yes Yes www.enodisusa.com
Ice Series

Manitowoc 300-2000 lbs. Yes Yes Yes www.manitowocice.com
S-Series

Scotsman Ice Systems 307 lb. Yes Yes Yes 2 www.enodisusa.com
CME 506

1   Dispensing the oldest ice first 2   If mounted on a beverage dispenser

NSF Special Advertising Supplement

FEATURE The New Ice Age

FoodSafety INSIGHTS

S-18 May 2006

F O O D S E R V I C E  N E W S  &  R E S O U R C E S



Safer Ice. Less Work.

Fill ice totes up to 50% faster. Ergonomic 
handle and dome design allow easy, comfortable 
ice mounding.

Prevent dangerous ice contamination. Saf-T-Scoop® 
design prevents unsanitary hand contact; Guardian 
protects Scoop when not in use.

Universal mounting options. Included hardware for easy mounting 
inside, outside or on surface of ice bins.

Tough polycarbonate construction.

INTRODUCING THE
Large Saf-T-Scoop® 
& Guardian System™

Patent Pending

Safe Ice Handling Solutions

6-10oz. Saf-T-Scoop® 
& Guardian System™

12-16oz. Saf-T-Scoop® 
& Guardian System™

NEW

Saf-T-Ice® 
Bottle Guardian

NEW

64-86oz. Saf-T-Scoop® 
& Guardian System™

NEW

Saf-T-Ice® Tote

NEW

View Educational Product Videos, Product Literature & Instruction 
Sheets, and learn about the 4 Risks of Unsafe Ice Handling at:
www.sanjamar.com/safeice
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Because before she sees what’s on the menu,
she sees what’s on the menu...

(and the tables, chairs and bathroom fixtures, too!)

Cleanliness counts with customers. That’s why Nice-Pak® has developed a unique 

line of pre-moistened, ready-to-use wipes designed especially for front-of-house 

restaurant use. These products are a visible indication to your customers that you 

and your staff are committed to keeping your restaurants as clean as possible, 

safeguarding health, and ensuring a pleasurable dining experience.

Send a strong message to your customers that your restaurant is serious about 

creating a superior dining environment! Imagine the sense of well-being your 

customers will feel when they see:

✓ Tables being cleaned with single-use disposable wipes prior to seating;

✓ Staff using hand sanitizing wipes (also offer to customers to clean hands 
before they eat);

✓ Bathrooms regularly cleaned with a commercial-grade disinfectant;

✓ Laminated menus, seating pagers and child seats wiped down before each use.

An ISO 9001:2000 certified company

Orangeburg, NY 10962
Phone: (845) 365-1700

www.nicepak.com

SANI-HANDS® II Instant Hand
Sanitizing Wipes – Fast, conven-
ient hand sanitizing for staff and
patrons. Prevents transmission of
germs from hands.
(Reorder No. Q43884 - canister)
(Reorder No. D43800 - packets)

SANI-WIPE® No Rinse, Hard Non-
porous Surface Sanitizing Wipes –
Replace the red bucket to make
sanitizing food contact surfaces
quick and easy to prevent cross 
contamination of germs that can
cause foodborne illness.
(Reorder No. Q94384)

SANI-SURFACE™ Bathroom
Disinfectant Wipes – The easiest 
way to keep your restaurant bath-
rooms clean and sanitary. Commercial-
grade strength perfect for sinks, toilets, 
countertops, fixtures and tile! 
(Reorder No. Q97084)

SANI-SURFACE™ Table Cleaning
Wipes – Fast, effective, streak-
free cleaning wipes for use on
restaurant tables. Eliminate 
dirty-looking rags from your
front-of-house operations!
(Reorder No. A422FW)

GET THE NICE-PAK®

SANI-SYSTEM ADVANTAGE!
To order, contact your distributor today.  

For a FREE Sani Sample Kit, contact
Nice-Pak®’s Commercial Division at 800-444-6725 x535.

GET THE NICE-PAK®

SANI-SYSTEM ADVANTAGE!

Treat Your
Customers to 

A New Level 
of Clean!



At Sugardale Food Service, we
pride ourselves on offering
you more than just extraordi-
nary meats. We bring innova-
tive ideas and serving sugges-
tions to your kitchen.

As a leader in developing cus-
tomized products and pro-
grams to meet the demands of
today’s high-performance
kitchens, Sugardale Food
Service offers cutting edge food
safety and superior products.

Sugardale Food Service, 85
years of experience and a full
line of products that includes
ham, bacon, fully cooked
bacon, wieners, dry sausage,
pizza toppings and sliced
meats.

For more information about
our complete line of products,

please call:

800-860-3053
or visit

sugardalefoodservice.com

Customized
Product
Solutions

Visit us at the 
National Restaurant

Association Trade Show

Booth # 7064
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Takeaway

Nov. 1-3, 2006

Westin 
Michigan Avenue 

Chicago

SPONSORS:

Takeaway
• Discover the most successful strategies from a who’s 

who of industry executives—proven bottom-line 
boosting ideas.

• Your peers will reveal how their marketing, operations, 
technology, human resources, finance and menu
development strategies have improved their business. 

• What are the hottest up-and-coming concepts?
At Chain Leader LIVE these concepts come to life on stage. 
Learn what’s driving these chains and why patrons are flocking to their doors.

• Chain Leader’s Execution Award winners will share their personal strategies for success.

Billy Downs
President

bd’s Mongolian

Gary Bryant
CEO

Bear Rock Cafe

Kevin Settles
Owner

Bardenay

Paul Motenko
Co-Chairman

BJ’s Restaurants

Phil Hickey
CEO

Rare Hospitality

James Greco
CEO

Bruegger’s

Reinhard Dorfhuber
Senior VP Culinary

Elephant Bar

Luke Belsito
Executive Chef

Red Robin

EXCELLENCEin Execution

From the opening speaker to the final presentation, Chain Leader LIVE helps chain restaurant          

PAST ATTENDEES

Register for Chain Leader LIVE at www.chainleader.com
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People
You Want To Meet

Information
You Need To Know

Rick Federico
CEO, P.F. Chang’s

China Bistro

Aslam Khan
CEO

Falcon Holdings

Pam Sheridan
Co-Founder

California Tortilla

Pepe Lopez
Executive Chef, 

VP R&D, El Torito

Monica Hahn
SVP Mktg., New World

Restaurant Group

TESTIMONIALS

         executives deliver enhanced bottom lines by improving the execution of the entire organization.

“I loved being at Chain
Leader LIVE. I really
appreciate the diversity
of the audience. I would
definitely recommend
Chain Leader LIVE

both to my colleagues as well as my
friends in the industry.”

Rick Federico
CEO

P.F. Chang’s China Bistro

“At Chain Leader LIVE
you hear from and
interact with the top
leaders of the industry.
You see how they run
their companies and the

innovative thinking they use to make
their companies successful.”

Donette Beattie
VP Purchasing and Product Development

Country Kitchen International

or call Linda Wojak at 630-288-8201.   Hotel reservations: 800-228-3000

NetworkingNetworking
• Meet with experienced chain restaurant executives and 

up-and-coming entrepreneurs. 

• This is your event. The vast majority of attendees are your peers—
chain operators willing to share strategies and ideas for better execution
and bottom-line growth.

• Enjoy a relaxed environment and format that allows plenty of
time for networking.

There’s a place for your team at Chain Leader LIVE. CEOs, presidents, 
vice presidents and directors of menu development, operations, finance, 
marketing, technology, human resources and design all can benefit.
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Introducing Multigrain Tortillas from Mission.® Now you can 
serve 100% whole grain a whole new way. Seven whole grains. 
High fiber. Zero trans fat. Multigrain Tortillas can add healthy 
appetite appeal to your menu with all the performance you 
expect from fresh, never frozen, Mission Tortillas. Perfect for 
innovative wraps, signature quesadillas and more. For fresh 
multigrain menu ideas, visit us at www.missionfoodservice.com. 

Multigrain. Multinspirational. 
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hen Chris Ivens-Brown 
moved from London to Char-

lotte, N.C., 10 years ago, the 
city’s population was just over 

400,000. Today, with more than 
651,000 residents, it’s one of the fastest-
growing cities in the Southeast.

While the city retains small-town 
delights such as affordable homes and 
a low crime rate, Charlotte has all the 
amenities of a major urban center: a new 
sports arena, an opera company, several 
fine-arts museums and a performing-arts 
center. Headquarters to Bank of America 
and Wachovia Bank, Charlotte is, after 
New York City, the nation’s largest banking 
center. In addition, it was recently named 
the site for NASCAR’s Hall of Fame.

The banks and big-city amenities are 
attracting an increasingly sophisticated 
population to Charlotte. And as the 
population becomes more sophisticated, 
the restaurants do as well. Ten years ago, 
residents in the mood to eat out had a 
choice of national chains or a handful of 
independents. Charlotte is now an incu-
bator for small specialty chains, a solid 
market for national chains, and a creative 
hot spot for multiconcept groups such as 
Harper’s Restaurants, which operates a 
dozen restaurants in and around the city. 

Ivens-Brown, vice president of culinary 
development at Compass Group North 
America, showed me the culinary side 
of Charlotte. We visited restaurants with 
check averages ranging from $7 to $70; 
those located in former flower shops and 
churches; and restaurants whose owners 
hail from England, Lebanon, Long Island, 
N.Y.—and South Carolina. 

Location, Location, Location
Ivens-Brown and Ed Jones, the driver 
who squires us around town, pull up in 
a black SUV in front of Charlotte’s Wes-
tin Hotel on a mild, sunny morning that 
underscored yet another reason people 

The blossoming real-estate market is indicative of 
Charlotte’s growth: Ivens-Brown says the value of his 
four-story townhouse, located in the First Ward, has 
risen $150,000 since he bought it two years ago.     

BY LISA BERTAGNOLI
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R O A D  T R I P

Growing Up

In a decade, Charlotte, N.C., has 
matured into a sophisticated city 
with restaurants to match. 
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move to Charlotte: the people-friendly 
weather. Our first stop: Ratcliffe on the 
Green, a 65-seat fine-dining restaurant 
located in a 1920s flower shop. Owner 
John Duncan specializes in reusing real 
estate: His fine-dining restaurant Bonterra, 
which we’ll visit later, is located in an old 
church, and Max’s, a barbecue shop, makes 
its home in a former transmission shop. 

Downtown is rife with full-service 
chains including Morton’s, McCormick 
& Schmick’s, Palomino and The Capital 
Grille. “For a long time, it was all chains 
downtown,” remarks Ivens-Brown, noting 
that The Capital Grille is the city’s highest-
grossing restaurant. 

From Ratcliffe we move on to Bistro 
100 in the Bank of America corporate cen-
ter. It’s a sister to Levy Restaurants’ Bistro 
110 in Chicago and one of downtown 
Charlotte’s first upscale restaurants. The 
200-seat bistro once hosted three or four 

private parties a week but now only about 
once a month. A bit of remodeling would 
help restore the restaurant’s competitive 
edge, Ivens-Brown says. 

While still at the corporate center, we 
visit Sonoma Modern American Cuisine, 
whose leadership speaks of Charlotte’s 
geographically diverse population. Owner 
Pierre Bader is Lebanese, and Chef 
Timothy Groody is a native Long Islander. 

Sonoma, with 90 seats, sports a sleek, 
spare look; such an elegant atmosphere is 
catching on among Charlotte restaurants. 
Ivens-Brown attributes design’s growing 
importance to the market’s increasing 
sophistication. “People look for a New 
York-y look,” he says. 

On the way to our next stop, Ivens-
Brown discusses the labor pool, a matter 
that has, until recently, plagued Charlotte 
restaurateurs. The situation changed when 
Johnson & Wales University opened its 

Charlotteans know more and expect more: 
“They watch The Food Network,” says Mark Darville, 

general manager at Mimosa Grill.

F U L L  N A M E

Chris Ivens-Brown

B O R N

Leamington Spa, England, 
Sept. 21, 1971; raised in 
Upper Brockhampton, Dorset

E D U C A T I O N

Graduated from London’s 
Academie de Culinaire de 
France in 1991; additional 
training with Anton Aden, 

Albert Roux, Michelle Roux, 
Michelle Bordon, Peter Crom-
berg and Richard Shepard

C U R R E N T  W O R K

Vice president of culinary 
development, Compass 
Group, Charlotte, N.C.; hosts 
Cooking at Home with Chef 
Chris, a local cooking show 
featuring local celebrities and 
government offi cials; works 
on Charlotte Shout, a month-

long celebration of the arts 
and culture held every fall in 
Charlotte. 

L A D D E R  C L I M B I N G

Apprenticed with Roux Restau-
rant Group and Academie de 
Culinaire de France, 1985 to 
1994; spent 1993-1994 with 
Albert Roux in Amsterdam at 
the Grand Restaurant Hotel/
Café Roux; executive chef at 
The Restaurant at Hurlingham 

Club in London, 1994-1995; 
moved to Charlotte in 1995 
as executive chef manager of 
Bank of America’s Roux Fine 
Dining Restaurant, Roux’s fi rst 
in the United States; named 
vice president of culinary 
development of Compass 
Group in 2002 

P E R S O N A L

Single with a daughter, 
Sophie, 10 

BIOGRAPHY
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R O A D  T R I P

(From l.) Harper Restaurants’ 
Upstream, an upscale-casual, 
150-seat seafood restaurant, 
boasts a $75 check average.

Zink, a bistro designed by 
Adam Tihany and owned by 
Harper’s Restaurant Group, 
has “the best location in town,” 
Ivens-Brown says.

Ivens-Brown in front of Hearst 
Tower, a 46-story skyscraper 
owned by Bank of America.
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Charlotte campus in September 2004. 
Now, the university’s culinary students “are 
the biggest contributor to the labor pool,” 
Ivens-Brown says. 

We stop quickly at Ri-Ra, one of a 
seven-unit, Charlotte-based Irish pub 
concept. Ivens-Brown was glad when it 
opened because it gave him an alternative 
to Champps for after-work drinks. “I paid 
for the patio,” he jokes, referring to his fre-
quent patronage of the place.

We cross the street to Zink American 
Kitchen, a Harper’s restaurant. The bistro 
features a menu of small plates, plus sea-
food, steak and chicken entrees, with a nat-
ural and/or organic slant. In a prime spot, 
across from the Mint Museum of Craft and 
Design and the Blumenthal Performing 
Arts Center, Zink occupies “the best loca-
tion in town,” according to Ivens-Brown. 

Location is key in Charlotte, perhaps 
more so than in other cities. “It’s not like 
New York City, where you can be any-

where,” Ivens-Brown says. Desirable res-
taurant areas include downtown, Dilworth 
and Southpark. “Outside of that you run a 
risk,” he says. 

More Octopus, Please
Next stop: Harper’s Mimosa Grill, a popu-
lar spot that averages 200 to 300 lunch 
covers a day. The menu offers hearty soups 
and sandwiches. We’re served an off-the-
menu lunch of she-crab soup, beet salad 
and Carolina grouper with grits.

The food, genetically Southern but 
hardly dripping with an accent, is also part 
of Charlotte’s culinary scene. “Chefs aren’t 
Southern anymore. They’re bringing their 
own types of cuisine,” says Tom Condron, 
executive chef at Harper’s. We meet Con-
dron—also an Englishman—at our next 
stop, Arpa, Harper’s 168-seat tapas bar.

“Eight years ago, you couldn’t put octo-
pus on the menu; today you can’t be with-
out it,” says Condron over a post-lunch 

In 2008 the Ritz-Carlton will open a hotel 
in Charlotte, its fi rst in North Carolina. 

R O A D  T R I P
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Levy Restaurants’ Bistro 100 
(r.), which is a sibling of 
Bistro 110 in Chicago, was 
one of Charlotte’s first upscale 
restaurants. 

(Below, from l.) The owners of 
Ilios Noche, a modern Greek 
concept, relocated to Charlotte 
from New York.

Our black SUV, commanded by 
Ed Jones, takes us more than 
100 miles over the course of 
the day.

The distinctively Southern menu 
at Price’s Chicken Coop offers 
fried chicken as well as barbe-
cue, gizzards and hushpuppies.
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1890 Swarthmore Avenue • Lakewood, NJ 08701

SANIGUARD is powered by AgION™ Technologies through an exclusive agreement with 

Complies
with all

California
and Federal

energy
mandates.

Does Your Pre-Rinse Retard
the Growth of Bacteria?

COMPONENT HARDWARE
GROUP, INC.

Does Your Pre-Rinse Retard
the Growth of Bacteria?

Ours Does.Ours Does.
That’s because our Pre-rinse and other plumbing products have 
the protection of SANIGUARD™. This innovative and revolutionary,
inorganic antimicrobial technology guards you, your
employees, and your customers against harmful bacteria,
mold, mildew, and will help prevent the possibility of food-
borne illness. It’s like working in a germ-retardant bubble.

SANIGUARD is not a spray or a cleaner. It becomes a permanent
part of the product during the manufacturing process. And
through independent testing, we have proven that 
SANIGUARD is effective, won't wash or wear away, and
lasts for the life of the product.

You can only get SANIGUARD on professional products like
CHG’s Encore™ Plumbing, and other premium products.

These are the same types of items you touch every day, so
be sure to specify SANIGUARD protection the next

time you order.

What did you
touch today?
Make it SANIGUARD and. . .
Make it Safe!

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

or visit our Web site at
www.saniguard-online.com

VISIT

BOOTH

#4238
at the

NRA

SHOW
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snack of cheesecake with a praline nougat, 
a Catalan chocolate pot de crème, and 
pound cake with poached pears. Super-
exotic ingredients such as blood sausage or 
squid ink remain a gamble, he adds. 

We load into the SUV and head south of 
downtown to check out more restaurants: 
Penguin, a linoleum-floored dive known 
for its late-night bar food; the prototype 
for Cary, N.C.-based Bear Rock Cafe, a 38-
unit, fast-casual bakery cafe; Bonterra, a 
160-seat restaurant with 200 wines by the 
glass; and Price’s Chicken Coop, a circa-

1962 Charlotte institution spe-
cializing in Southern foods.

Ivens-Brown consults his 
schedule, well rumpled by this 
time, and guides us to Zebra. 
The 84-seat, fine-dining res-
taurant offers what owner Jim 
Alexander says is the city’s only 
grand tasting menu, which costs 
$70 per person with wine.

Alexander offers anecdotal 
proof that in Charlotte, as in 
other cities, restaurant traffic 
creates restaurant traffic. Ten 
months ago, The Cheesecake 
Factory opened in Southpark 
Mall across the street. “My busi-
ness went up 10 percent at 
lunch,” Alexander says.

A Family Affair
On we drive to Ilios Noche, a 
modern Greek restaurant with 

a trendy yet comfortable design and visible 
kitchen. It is located in South Charlotte, 
an area filled with families relocated from 
other cities. However, “this isn’t the singles 
town everyone says it is,” says co-owner 
Stratos Lambos.

Lambos says his biggest surprise upon 
opening Ilios Noche two years ago was 
how well customers took to the menu. 
“This is a meat-and-potatoes town,” he 
explains over an array of grilled octopus, 
eggplant and zucchini chips served with 
dill-spiked yogurt, and buttery spinach pie.

With that, my tour of Charlotte is over, 
but Ivens-Browns’ day is not yet finished. 
We drop him off at Discover Place, the 
city’s science museum and one of Compass’ 
accounts, so he can prepare for a cook-
ing demonstration the next morning at a 
local garden club, whose members won the 
demo in a charity auction. Ivens-Brown, 
like other Charlotte chefs, is charitably 
minded: By his calculations, his donated 
services raise $80,000 to $100,000 for 
charities each year.

Before he leaves, Ivens-Brown reflects 
on his new home city: how easy it is to 
get organic and exotic ingredients now, 
when 10 years ago “it was ‘salsify what?’”; 
how pleased he is that the city is home to 
so many creative restaurateurs; and how 
much he’s come to like Charlotte.

“It’s a great place to come home to,” says 
Ivens-Brown of the city he once described 
as having tumbleweed-strewn streets. 
“Now, you couldn’t make me leave.” 

Charlotte’s evolving culinary scene means exotic fare 
like octopus is a must-have on menus.

R O A D  T R I P
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(From l.) Ilios Noche features 
contemporary decor and a 
bustling display.

Zebra is perhaps Charlotte’s 
most expensive restaurant, 
offering what owner Jim 
Alexander calls the only true 
tasting menu in town.

Three-unit Matt’s Chicago Dogs 
offers a coleslaw-topped dog, a 
tribute to a Carolina tradition.

The end of a long day: 
Ivens-Brown samples the fare 
at Ilios Noche.

CL
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Add the appeal of flavorful Saputo cheese to 

your menu. We offer an extensive line of aged 

specialty cheeses, including Blue, Gorgonzola, 

Swiss and Feta. We also make the highest 

quality Italian cheeses such as Asiago, 

Parmesan, Romano, Mozzarella, Provolone 

and Ricotta. As a complement to savory 

appetizers or as bold salad toppings, sprinkled 

on entrees or in dessert fillings, Saputo cheese 

delivers superior performance, consistent 

quality and authentic taste to any menu.

©2006 Saputo USA Inc.

“I Built My
Menu
With

Saputo
 Cheese.”

Build the flavor of Saputo cheese into your menu – 
visit us at www.saputousafoodservice.com

or call 1-800-824-3373 today.

Foodservice
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t stands to reason that an enthusiastic 
server with firsthand knowledge of the cui-
sine and a Spanish accent only adds to the 
authenticity of a Mexican restaurant. Such 
is the case at many Cantina Laredo and 
El Chico locations. But parent company 
Consolidated Restaurant Operations and its 
franchisees are also finding that tapping the 
growing Hispanic labor pool helps them 
better recruit and retain talent. 

“We love to put a Hispanic female with a 
strong accent in front of our guest because 
it makes Cantina Laredo that much more 
authentic,” says Len Lemmer, president 
of Fort Myers, Fla.-based L&S Restau-
rant Concepts, a franchisee that operates 
two Cantina Laredo locations and one El 
Chico, CRO’s upscale and casual Mexican 
concepts, respectively. “The labor market 
is very tight right now, and we find that 
one Hispanic hire leads to more hires, and 

these hires inevitably turn out to be very 
loyal, energetic employees.”

About 60 percent of employees at the 
two L&S Cantina Laredo units are of His-
panic descent, as are six of the company’s 
14 managers. Thirteen Hispanic nations are 
represented among the employees at the 
Plantation, Fla., location, where the major-
ity of workers are of Mexican descent. 

Retention is higher among Hispanic 
employees at L&S than among Anglo 
workers, according to Director of Opera-

tions Freddy Magana, 
although actual data are 
not available. “Because 
we are welcoming and 
many of our employees 
speak Spanish—includ-
ing managers—this is 
a comfortable place for 
Hispanics to work,” 
Magana says. “Also, 
El Chico and Cantina 
Laredo are Mexican 
concepts, so there is 
comfort with the food 
and preparation.”

Community Connections
Magana uses a grassroots 
approach to recruit in 
the Hispanic communi-
ties where L&S oper-
ates. When opening a 
location, he reaches out 
to Hispanic business 
organizations, churches 
and community groups, 
informing their lead-
ers that L&S is seeking 
employees. Ads on His-
panic radio stations and 
in Hispanic newspapers 

L&S Restaurant Concepts 
Director of Operations Freddy 
Magana (above l.) and 
President Len Lemmer are 
counting on their Hispanic 
hiring practices to help them 
staff Cantina Laredo franchised 
units planned for Florida.

BY DONNA 
HOOD CRECCA
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H U M A N  A S S E T S

Latin Influence
Recruiting Hispanics drives retention and 
supports ongoing growth at Cantina Laredo 
and El Chico.
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How much 
is cash-handling 

costing you?
        Some costs are unavoidable, like those 3% credit card transaction fees. Some costs are unavoidable, like those 3% credit card transaction fees. So So 
why not make sure that handling cash isn’t robbing you of profits?why not make sure that handling cash isn’t robbing you of profits?  Cash-Cash-
handling can be a vicious financial drain: employee theft, lost deposits,handling can be a vicious financial drain: employee theft, lost deposits,  and and 
labor costs are all side effects of irresponsible cash-handling. But labor costs are all side effects of irresponsible cash-handling. But FireKingFireKing®® 
Security Group can help you take control with our extensive line Security Group can help you take control with our extensive line of security of security 
products. From simple drop safes to the most advanced systemsproducts. From simple drop safes to the most advanced systems available, we  available, we 
have a solution to meet your needs. It’s your money. Don’t let it slip through have a solution to meet your needs. It’s your money. Don’t let it slip through 
your fingers. Contact us today to begin controlling the cost of handling cash.your fingers. Contact us today to begin controlling the cost of handling cash.

101 Security Parkway, New Albany, IN 47150  •  1-800-457-2424  •  www.fi reking.com

 FireKing®     Gary® by FireKing     Adesco®     Meilink®     EXL®     McGunn®     NKL®     Perfect Cash™     Image Vault® 
Members of the  FireKing®

 Security Group.    
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Of Consolidated 
Restaurant Operations’ 
4,200 El Chico and 
Cantina Laredo 
employees, 42 percent 
are of Hispanic descent; 
27 percent of unit 
managers are Hispanic.

get the word out. And L&S participates in 
community fairs and job events.

“We find that in the restaurants or at 
these events, when a Hispanic manager is 
interviewing a Hispanic candidate, it gives 
us a lot of credibility as an employer who 
treats its people well and values everyone,” 
Lemmer says. 

Once hired, employees find training 
materials that visually convey operational 
tasks and recipes translated into Spanish 
to help back-of-the-house employees over-
come language barriers. 

L&S also offers financial support for 
English as a second language classes and 
is covering the tuition costs for a Spanish 
course that one of its Anglo kitchen manag-
ers is taking.

Its outreach and employment record has 
earned L&S kudos in the Hispanic com-
munity. The Fort Myers Hispanic Chamber 
of Commerce recognized Cantina Laredo as 
the 2004 Business of the Year. 

Lemmer and Magana are counting on 
their Hispanic hiring practices to help them 
staff additional Cantina Laredo locations 
planned for the Florida market. Because 
the company is still in negotiations with 
CRO and real-estate developers, L&S won’t 
disclose the number of Cantina Laredo and 
El Chico units it plans to open.

“We’re in a tight labor market, so it’s 
important we use the relationships we have 
to attract employees. We compete with 
agriculture jobs for the Hispanic employ-
ees, but when we show them the restau-
rants and they meet the workers, they see 
the opportunities here,” Magana says.

History Lessons
When Magana joined L&S three years ago, 
he brought with him a wealth of experi-
ence in recruiting and retaining Hispanic 
employees culled during his 23 years with 
El Chico, where he began his career as a 
dishwasher. The casual Mexican concept 
is now owned by Consolidated Restaurant 
Operations, the Dallas-based company with 
eight concepts and 141 restaurants in 12 
states from Florida to Arizona. Currently, 
CRO operates 55 El Chico and 12 Can-
tina Laredo locations; 24 and three units, 
respectively, are franchised. 

Hiring Hispanics is part of the El Chico 
history. The Cuellar family, originally from 
Mexico, founded the concept in Dallas in 
1940. Investment partners John Harkey, 
John Cracken and Gene Street, who formed 
CRO, acquired El Chico and Cantina Lar-
edo in 1998.

Of CRO’s 4,200 employees at its El 
Chico and Cantina Laredo corporate units, 

CRO franchisee L&S Restaurant Concepts 
offers fi nancial support for English classes.

H U M A N  A S S E T S

92 Chain Leader  ◆  May 2006

C O N C E P T S

El Chico, 
Cantina Laredo

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

Consolidated 
Restaurant 
Operations, Dallas 

U N I T S

79 El Chico, 
15 Cantina Laredo

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

El Chico, $1.7 
million; Cantina 
Laredo, $2.8 
million*

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

El Chico, $11; 
Cantina Laredo, $18

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

5 El Chico units, 5 
to 7 Cantina Laredo 
units in 2006
*Technomic estimates

SNAPSHOT
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For a Dealer near you, phone 800.437.4654 or 440.235.0214  •  E-mail: foodservice@vitamix.com

International - Phone: +1.440.782.2450 • Fax: +1.440.782.2220 • Email: international@vitamix.comm 

www.vitamix.com/foodservice
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It’s NOT about blenders,

IT’S ABOUT YOU.

It’s about the smoothies and frozen coffee 

drinks made with our blenders. It’s about 

the large crowd on Saturday night being 

served frozen bliss from our blenders. 

It’s about the perfect soups and sauces 

being created in our blenders. 

It’s about your business. It’s about your 

new menu made possible only with our 

blender. It’s about your new theme nights 

inspired by the frozen drinks made in our 

blender. It’s about your profits going up 

constantly by serving perfect drinks made 

with our blenders. Advantage: Vita-Mix
®.

We have always designed and manufactured 

outstanding blending equipment. Blenders 

powerful enough for those tough to handle 

ingredients yet versatile enough to handle 

the most sensitive of recipes in the same 

machine. That still hasn’t changed.

We are more committed now than ever to 

building the greatest blending equipment in 

the world. And, as we have seen recently, 

our competition is TRYING to catch up. 

In test after test, we make the best 

smoothies, shakes, frozen coffees, 

ice cream treats, sauces and more

for your customers. 

Bottom line: Advantage: Vita-Mix.

800-4DRINK4
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42 percent are of Hispanic descent; 27 per-
cent of unit managers are Hispanic. 

“We certainly don’t instruct our staff to 
hire a specific nationality, but the Hispanic 
community is core to this concept,” says 
CEO Harkey. “Thanks to the family’s legacy, 
we have a good reputation as an employer. 
Our Hispanic managers and many of our 
Anglo managers are fluent in Spanish, and 
we actively promote Hispanic team mem-
bers into management, so our management 
bench is diverse.” 

CRO’s Hispanic employees are its best 
recruiters, according to Vice President 
of Marketing Bill Watson. “They are like 
ambassadors for the company. They share 
their positive experiences with friends and 
family, and those people then become can-
didates,” he says. “When we opened new 
restaurants recently in Dallas and Gran-
bury, we got Hispanic referral candidates 
from as far as 40 miles away.”

A cash referral bonus helps ensure all 
employees are talking up CRO to friends 
and family. Employees who refer a can-
didate for a management position receive 
$500 when the individual finishes training 
and an additional $500 after six months 
of employment. The company paid out 
$23,000 in referral bonuses in 2005. 

Like L&S, CRO participates in job fairs 

and trains with visual and Spanish materi-
als. And like L&S, CRO reports that reten-
tion is higher among its Hispanic workers. 
Turnover is declining throughout the com-
pany, according to Harkey. Hourly turnover 
for 2005 was 108 percent; management 
turn came in at 22 percent. Approximately 
40 percent of internally sourced managers 
are Hispanic.

Diversity Drives Retention
Hiring diverse employees correlates to 
lower turnover, according to People 
Report, the Dallas-based human-resource 
benchmarking firm. Turnover trends 12 
percent lower on average among top-
performing People Report subscribers in 
casual- and fine-dining chains that report 
high levels of diversity. What’s more, the 
presence of male Hispanic managers posi-
tively affects retention in quick-service and 
family-dining chains. 

“Our data indicates that as the percent-
age of Hispanic male hires increases, the 
hourly-employee turnover decreases con-
siderably,” says Victor Fernandez, research 
analyst for People Report. “Companies in 
those segments with more than 10 per-
cent of hires being Hispanic males showed 
hourly-employee turnover 29 points lower 
than the average.” Data on the impact of 
female Hispanic managers are unavailable. 

The tradition of grassroots recruiting 
will also help El Chico and Cantina Laredo 
as they grow. Director of Franchising Adam 
Mandel is actively reaching out to poten-
tial franchisees in the Hispanic business 
community. Five franchised El Chicos are 
planned for 2006, including units in new 
markets like Georgia and Kansas, along 
with five corporate Cantina Laredos and 
several franchised locations. 

“[CRO’s] Mexican concepts are well-
positioned in terms of what’s going on 
demographically in Texas and nationwide 
with the growth of the Hispanic popula-
tion and popularity of Hispanic culture 
and cuisine in general,” Harkey says. “Our 
approach to hiring should enable us to staff 
adequately as we grow.”

The tradition of grassroots recruiting 
will help El Chico and Cantina Laredo 
as they continue to grow.

H U M A N  A S S E T S
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Training materials that visually 
convey operational tasks and 
recipes translated into 
Spanish help back-of-the-
house employees overcome 
language barriers. CL
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2006 King & Prince Seafood Corp.©

Get a reputation for great seafood
Want happy guests? Serve them great seafood…and more of it. As seafood
gets more popular, is your menu keeping up? With a versatile selection 
of great seafood, you can ensure more happy diners and 
many happy returns.

It's easy with King & Prince
With our extensive line of flavorful fish and shellfish products, King & Prince
makes it easy to create a seafood menu that's bursting with irresistible 
appetizers, to-die-for salads, tantalizing sandwiches and out-of-this world 
entrees. It's the simple way to get a reputation you can bank on.

Call today to add more seafood to your menu!

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

1-800-564-1557

Shown top to bottom: Golden Supreme® Breaded Shrimp,
Cajun Shrimp SauceSations®, Gourmet Jumbo Lump Crab Cakes
Shown top to bottom: Golden Supreme® Breaded Shrimp,

Cajun Shrimp SauceSations®, Gourmet Jumbo Lump Crab Cakes
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More than 40 percent of 
quick-service occasions 
began at the drive-thru, 
a 21-quarter average 

shows. According to Quick-Track, 
a quarterly study by San Clemente, 
Calif.-based research firm Sandel-
man & Associates, 29.6 percent of 
occasions were eat-in; 23.2 percent, 
carryout; and 6.6 percent, deliv-
ery. Drive-thru has had the highest 
share in every quarter since Sandel-
man began Quick-Track in 1995, 
except two quarters in 1996.

The drive-thru is busiest during 
lunch. According to a 21-quarter 
average, 44.5 percent of QSR cus-
tomers who used the drive-thru on 
their most recent occasion did so at 
lunch; 39.0 percent, at dinner; 10.1 
percent, breakfast; and 6.5 percent, 

•

snacks. Of all QSR occasions, 41.9 
percent were lunch; 41.5 percent, 
dinner; 11.0 percent breakfast; and 
5.6 percent, snacks.

Of those customers using the 
drive-thru on their last visit, 39.3 
percent had a hamburger; 15.7 per-
cent ordered a chicken, submarine 
or other sandwich; 11.3 percent ate 
chicken either bone-in or in strips 
or nuggets; and 8.7 percent had 
Mexican food.

38.4 percent of respondents who 
used the drive-thru were alone, 
while 27.2 percent of all users were, 
a 21-quarter average shows. Like-
wise, average party size was also 
smaller for those at the window 
than all fast-food users (2.2 vs. 2.8), 
as was the mean amount spent per 
party ($8.98 vs. $13.08).

The average amount spent per 
person is also smaller for those 
using the drive-thru on their most 
recent occasion ($4.03 vs. $4.74) 
even though drive-thru users were 
less likely to take advantage of a 
special deal (12.6 percent did vs. 

•

•

•

21.8 percent of all QSR users) and 
more apt to buy side dishes (65.0 
percent vs. 57.5 percent).

Fourth-quarter 2005 data show 
that 52.3 percent of drive-thru users 
are between ages 25 and 44. Of all 
QSR users, 46.3 percent are in that 
age group.

•

T R A F F I C  T R E N D S

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 demographic and usage questions. The firm 
defines “QSR drive-thru users” as those who 
have purchased food via the drive-thru from 
a QSR at least once in the past month. Most-
recent purchase data is based on all QSR users 
whose dining type was drive-thru on their last 
QSR occasion.

About 40 percent of fast-food 
meals go out the window.
BY MARY BOLTZ CHAPMAN
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Heavy Traffic
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“Im looking for a
restaurant that s known

for monotony.”

National Pork Board, Des Moines, IA ©2006

Let’s face it. Nobody goes searching for ordinary. Your customers want something unexpected and The Other 

White Meat can deliver. Get some buzz going with dishes like Cranberry Stuffed Pork Tenderloin or Sliced 

Pork Roast Torta Sandwich. For recipes and preparation tips, go to www.theotherwhitemeat.com/foodservice.
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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.

FOOD & BEVERAGE

Allen Canning Co.  Inside Front Cover.  A full line of 
canned vegetables and fruits. Call  (800) 234-
2553  or visit  www.allencanning.com.

Bush Brothers & Co.  p. 6-7, 44.  Signature baked 
beans and other products. Call  (800) 251-0968  
or visit  www.bushbeans.com.

Carolina Turkey  p. 15.  Makers of a full line of 
turkey products. Call  (800) 523-4559, ext. 687  
or visit  www.carolinaturkeys.com.

Dakota Growers  p. 37.  Manufacturer of pasta 
brands for foodservice. Call  (763) 253-0441  or 
visit  www.dakotagrowers.com.

Hillman Oyster Co.  p. 38.  A line of fresh seafood 
products. Call  (888) 582-4416  or visit the Web 
site at  www.hillmanoysters.com.

King & Prince Seafood  p. 95.  Value-added seafood 
products. Call  (800) 841-0205  or visit the Web 
site at  www.kpseafood.com.

Lamb-Weston/ConAgra Foods  Inside Back Cover.  
A variety of frozen potato products. Call  (800) 
766-7783  or visit  www.lambweston.com.

McCain Snack Foods  p. 20-21.  Makers of Brew 
City french fries and snacks. Call  (866) 
4BREWCITY  or visit  www.brewcity.com.

Mills Inc.  p. 99.  Processes a variety of fresh 
vegetables. Call  (831) 757-3061  or visit the 
Web site at  www.millsag.com.

Mission Foods  p. 82.  Maker of tortillas, chips, 
strips and shells. Call  (800) 443-7994  or visit 
 www.missionfoodsfsc.com.

Monin Gourmet Flavorings  p. 49.  Flavor concen-
trates to customize beverages and more. Call 
 (800) 966-5225  or visit  www.monin.com.

National Pork Board  p. 97.  Promotes the use of 
pork in foodservice. Call  (800) 456-PORK  or 
visit  www.theotherwhitemeat.com/foodservice.

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

Saputo Foodservice  p. 89.  An extensive line of 
aged specialty and Italian cheeses. Call  (800) 
824-3373  or visit  www.saputousafoodservice.com.

Sugar Foods  p. 1.  Sugar and other sweeteners. 
Call  (888) 708-2222  or visit the Web site at 
 www.sugarfoods.com.

Sugardale Food Service  p. 79.  Ham, bacon and 
other meat products. Call  (800) 860-3053  or 
visit  www.sugardalefoodservice.com.

TW Garner  p. 85.  Maker of Texas Pete hot 
sauces. Call  (888) 915-7282, ext. 20  or visit 
 www.texaspete.com.

Veal Committee, Cattlemen’s Beef Board  p. 43.  
Promotes the use of veal in restaurants. Visit 

 www.veal.org  or  www.vealstore.com.

WhiteWave Foods Company  p. 41.  Offers Silk 
Soymilk in a variety of flavors, sizes and 
packaging. Call  (303) 635-4623  or visit the 
Web site at  www.silksoymilk.com.

EQUIPMENT

AJ Antunes & Co.  p. 46.  Steam-table, warming 
and water-filtration systems. Call  (800) 253-
2991  or visit  www.ajantunes.com.

Alto-Shaam Inc.  p. 50-51.  Manufacturer of low-
temperature ovens and display cases. Call 
 (800) 558-8744  or visit  www.alto-shaam.com.

Amana Commercial Cooking  p. 57.  Ovens and 
other appliances for use in foodservice. 
Call  (866) 426-2621  or visit the Web site at 
 www.amanacommercial.com.

Brother International Corp.  p. 34.  Manufacturer of 
commercial printers. Call  (866) 455-7713  or 
visit  www.brother.com.

Edward Don & Co.  p. 55.  Foodservice equipment 
and supplies. Call  (800) 947-6640  or visit 
 www.don.com.

Electrolux Professional Inc.  p. 31.  Appliances and 
integrated solutions. Call  (800) 331-7958  or 
visit  www.electroluxusa.com.

Hatco Corp.  p. 26-27.  Manufacturer of a full line 
of foodservice equipment. Call  (800) 558-0607  
or visit  www.hatcocorp.com.

Hobart Corp.  p. 23.  A full line of commercial 
foodservice equipment. Visit the Web site at 
 www.hobartcorp.com.

Hoshizaki America Inc.  p. 52.  Ice machines for 
use in foodservice. Call  (800) 438-6987  or visit 
 www.hoshizaki.com.

ICE-O-Matic  p. 11.  A complete line of ice 
machines with bacteria prevention. Call  (800) 
423-3367  or visit  www.iceomatic.com.

Leggett & Platt Storage Products Group  p. 42.  
Storage, shelving and food-prep equipment 
and solutions. Visit  www.leggettspg.com.

Manitowoc Ice Inc.  p. 3.  Commercial ice 
machines. Call  (800) 545-5720  or visit the 
Web site at  www.manitowocice.com.

Merrychef  p. 47.  Manufacturer of accelerated-
cooking systems. Call  (727) 375-7010  or visit 
 www.merrychef.com.

SUPPLIES/SERVICES

American Express  p. 9.  For marketing tools and 
other business builders, call  (800) 528-5200  or 
visit  www.americanexpress.com/merchants.

Cooper-Atkins  p. 39.  Food-temperature tracking 
equipment. Call  (800) 484-2842  or visit the 
Web site at  www.cooper-atkins.com.

DayMark Safety Systems  p. 16.  Food- and 
personal-safety products and training. Call 
 (800) 847-0101  or visit  www.daymark.biz.

DIRECTV/Hughes Communications Inc.  p. 33.  
Television and audio programming. Call  (310) 
964-5311  or visit  www.directv.com/business.

Edgecraft  p. 14.  Professional knives and sharp-
eners. Call  (800) 342-3255  or visit the Web site 
at  www.chefschoice.com.

Everpure Inc.  p. 13.  Offers commercial water-
treatment systems and maintenance service. 
Call  (800) 323-7873  or visit the Web site at 
 www.everpure.com.

FireKing Security Group  p. 91.  Security products, 
services and support. Call  (800) 457-2424  or 
visit  www.fireking.com.

Franklin Machine Products Co.  p. 48.  Replacement 
machine parts and accessories. Call  (800) 
257-7737  or visit  www.fmponline.com.

Lancaster Colony Commercial Products Inc.  p. 12.  
A full line of glassware for use in foodservice. 
Call  (800) 292-7260  or visit  www.lccpinc.com.

Saniguard/Component Hardware Group Inc.  p. 87.  
Inorganic, anti-microbial plumbing and hard-
ware. Call  (877) SANIGUARD  or visit the Web 
site at  www.saniguard-online.com.

Vita-Mix Corp.  p. 93.  Commercial blending 
equipment. Call  (800) 437-4654  or visit the 
Web site at  www.vitamix.com/foodservice.

Wal-Mart Stores Inc.  p. 12.  Real-estate oppor-
tunities. Call  (479) 204-2020  or visit the Web 
site at  www.wal-martrealty.com.

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

FRANCHISING/FINANCE

Franchise Developer  p. 101-105.  News and 
opportunities for multiunit franchisees. Call 
 (630) 288-8467  or visit  www.chainleader.com.

Trustreet Properties  p. 40.  Offers financial and 
advisory services to restaurant companies. 
Call  (877) 667-4769  or visit the Web site at 
 www.trustreet.com.

EVENTS/EDUCATION

Chain Leader LIVE  p. 80-81.  For more informa-
tion or to sponsor the 2006 event, call  (630) 
288-8201  or visit  www.chainleader.com.

NRA Educational Foundation  p. 100.  The ServSafe 
fourth edition is available. Call  (800) 765-2122  
or visit  www.nraef.org/servsafe/625CL.

NSF International  p. 59-78.  Food-safety risk 
management and education. Call  (800) NSF-
MARK  or visit  www.nsf.org.
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So is the new ServSafe® Fourth Edition.
Before the rush or during the crunch. In every operation and any situation. Food safety simply has to work.

That’s why the National Restaurant Association Educational Foundation (NRAEF) developed ServSafe Fourth Edition. 
It has the 2005 FDA Food Code Updates, new case studies, real-world scenarios, a simplified microbiology chapter and
expanded information on HACCP and produce management. There’s also a new “Take It Back” section with step-by-step

instructions and activities so managers can share this vital training where it matters most, back in the operation. 
ServSafe also works around your staff’s busy schedules with the Online Training and Exam. It even translates 

food safety into other languages. That’s how you put food safety to work. That’s ServSafe. 

To order the new ServSafe Fourth Edition 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/servsafe/625CL

© 2006 The National Restaurant Association Educational Foundation. ServSafe® is a registered trademark of the National Restaurant Association Educational Foundation.

Total food safety is working here.
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 May 2006  ♦  Chain Leader 101

Asking the right questions delivers profitable strategies for
protecting and growing franchise territories.
If a brand is “hot,” just locking up a good territory can be a

huge coup to an area developer. But even with a fast-track brand,
developers can leverage their commitment to build a significant
number of units to maximize their opportunities. Doug Pak, chief
executive officer of Frandeli Franchise International LLC, a Newport
Beach, Calif.-based franchise investment, development and man-
agement company, recommends:
● Negotiate discounts on fees where possible. It’s not unusual to get
a 20 percent to 30 percent discount off franchisee fees when you
commit to a large territory. This may range from to seven to 10 units
for some brands; only three to five for others. 
● Get co-op advertising rights to better manage media spending in
your market. Co-op ad programs, which enable two or more compa-

nies to share advertising costs,
leverage your local market
knowledge and the power 
of the franchisor’s brand and
marketing muscle.
● Discuss the possibility of 
purchasing franchisor’s equity
upon meeting a specific develop-
ment schedule or negotiating a
“put” option, which gives you
the right to sell the franchised
units to the franchisor at a 
specific price. 
● Negotiate for right of first
refusal on other territories that
you are interested in but don’t want to act on now—particularly air-
ports, schools, hospitals, etc.

Getting the territory is one hurdle; protecting it is another. Along
with a careful review of the detailed language of the contract, Pak
advises that area developers ask franchisors for maximum radius
non-compete protection. He also cautions developers to get a clear
understanding of how their territories would be impacted if the fran-
chisor launches or acquires a second brand. 

“When you are ready to commit, don’t forget to have the agree-
ments reviewed by a seasoned attorney. A few thousands dollars
now will save a lot of headaches for many years to come,” Pak adds. 

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

Know the Territory
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Do You Want Improved Return
 On Your Franchise Advertising?

Chain Leader’s Sales ADvantage™ Delivers!

• Quantity Chain Leader will contact a representative
sample of subscribers by phone to determine
purchasing intentions. (Approx. 1,000)

• Quality Each lead is qualified by name, title, location
and purchasing authority.  If subscribers will
not provide this information, the phone call is
terminated and the lead is not generated.

• Opening the Door The reader is told that an advertiser may be
contacting them.  If they have an objection the
lead is not generated.

• Purchasing Intention We then ask subscribers if they will be
evaluating new Franchise Opportunities in
the next 6 months.  If the response is “ Yes”  the
leads are forwarded to  advertisers.

• Timing You will receive these completely qualified
leads via e-mail within 10 days of issue date.

Sales ADvantage™™™™ Delivers On Five Key Points

For more information, contact:

James McMurray
630-288-8467

Email:
jmcmurray@reedbusiness.com

They have owned 
Burger King’s, Arby’s, 

Friday’s and Applebee’s. 

Now they own a slice of us.

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

*Figures reflect averages of all company-owned restaurants opened for at least one full year in 2005. 
Substantiation of these figures can be found in our Uniform Franchise Offering Circular. We do no represent 
that any operator can expect to attain the operating margins presented in this advertisement, or any other 
particular level or range of operating margins. Your success will depend largely on your ability and efforts. 

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

Eat. Drink. Be Yourself.

Veterans of QSR and Casual Dining concepts 
can really appreciate Old Chicago – 

it’s as simple and good as pizza and beer. 

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

Overall Food Cost – 25%*

Average Unit Volume – 2.3 Million*

Net Operating Income – 24%*

We’re looking for experienced, 
multi-unit food service operators to expand our 

29 year, 79 store concept nationwide – 
and we have plenty of prime territory available.
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Muscle.

Reach
Foodservice 
Franchisees 
With

A print and online
advertising opportunity
targeting multiunit and
multibrand restaurant
franchisees.

• Showcase your franchise 
opportunities in print and online. 

• Access hot, fresh leads from 
Chain Leader’s Sales ADvantage™ 

program.

• Download leads directly into your 
contact management software.

For more information, 
contact James McMurray: 
(630) 288-8467
jmcmurray@reedbusiness.com

Franchise Developer
gets your new business
opportunity to key 
decision-makers among
the top developers of 
multiunit foodservice
operations and 
multiconcept 
operators. Dedicated 
franchisee-focused
information ensures 
top readership. 

FOR ONLINE ADVERTISING
OPPORTUNITIES 

CONTACT: 
James McMurray at 

630-288-8467 or 
fax your ad copy to 630-288-8215.

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

clx051101_clscrayon 1 10/12/05 1:03:37 PM

K I D S  M A R K E T I N G

FRANCHISE YOUR BUSINESS
Complete
Franchise
Programs

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

Franchise Programs from $950

www.FRANDOCS.com
800.655.0343

F R A N C H I S E
C O N S U L T A N T S

P O S  S Y S T E M S
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 Bob Kulick, president of JMC Restau-
rant Distribution, the purchasing, 
R&D and distribution arm of 600-
unit CiCi’s Pizza, is preparing for 

the adventure of a lifetime. He and his 
two longtime buddies, Marc Lieberman 
and Sam Hess, are going to climb Mount 
Kilimanjaro, the largest mountain in Africa, 
in January 2007.

Making Friends
Taking on such a challenge is nothing new 
to the three friends. Kulick, Lieberman and 
Hess met in the mid-’70s when they were 
preparing to participate in an expedition 
taking them from Montreal to the Gulf of 
Mexico. During the two years of prepara-
tion and eight months on the trip, the 
three became close friends as they paddled 
canoes and hiked the 3,300-mile route. 

Since that time they have gone scuba 
diving in the Keys, skiing in Canada, tour-
ing Napa Valley on bikes, and sailing in the 
Bahamas and Cayman Islands. They have 
also raced dirt bikes across the Baja desert, 
a trip that resulted in six broken ribs, a 
concussion, a black eye, an injured shoul-
der and numerous cactus thorns. 

Now or Never
Last year they decided to tackle their 
toughest challenge yet—climbing Mount 
Kilimanjaro in Tanzania. 

“The months of physical preparation, 
both physical and mental, are well worth 
it,” declares Kulick. “It’s estimated that the 
mountain’s glacier will be gone by 2010. 

We definitely wanted to do this trip before 
that happens. We also had to face the fact 
that we’re 48, 49 and 50. It’s now or never.” 

Kulick is preparing for the 19,340-foot 
climb with cardiovascular workouts at least 
three times a week: hiking, running or bik-
ing to improve aerobic capacity. “I spend 
a lot of time walking up and down stairs 
these days,” he emphasizes. “Down is just 
as important as up. Everyone focuses on 
their ability to climb. The muscles used to 
come down are often neglected, but they 
are just as important.”

The 13-day trip will take Kulick and 
team through five different ecosystems 
from rainforest to arctic tundra. “One of 
the toughest parts of the trip is acclimat-
ing to the tough altitude,” he explains. 
“This adventure is truly a once-in-a-lifetime 
opportunity, and we decided to do it right. 
We’ve hired one of the best outfitters in the 
business. And we want a good length of 
time rather than a quick trip. We’ll actually 
spend two days in one camp so that we can 
do better.”

Long-Term Effects
According to Kulick, these “stupid guy 
trips” allow the three friends to stay close, 
and keep him energized for his family 
and for running a pizza chain that spans 
27 states. “I really feel that I’m a better 
family man and a stronger leader when I 
recharge,” he declares. 

“The fun and the challenges on these trips 
open my mind to new experiences and often 
a new way of looking at life and work.”

CiCi’s Pizza’s 
Bob Kulick is 
preparing for his 
greatest adventure 
yet—scaling 
Mount Kilimanjaro.
BY CHARLES BERNSTEIN

O F F  T H E  C L O C K

Upward 
Bound
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Offer your customers more
Zero Grams Trans Fat choices

than anybody else.
After all, that’s what we do.

With the Lamb Weston brand 

Zero can be a very big number for your

business. With more Zero Grams Trans Fat options

to choose from, you can menu the best-tasting,

most wholesome potatoes without sacrificing

anything but the Trans Fats.

We offer health-conscious options for every

menu, from Canola Quick® Fries, Lamb’s Supreme®

Oven Roasted Russet & Redskin potatoes and

Stealth Fries® Oven Shoestrings

to our delicious Sweet Things®

Sweet Potato Fries, kid-pleasing

Starz® and select cuts of GENERATION 7

Fries® that cook up to 50% faster than

conventional fries.

Find out how Lamb Weston can

make Zero a big number for your business.

Call 1-800-766-7783 today.

ALL THE ZERO GRAMS TRANS FAT
PRODUCTS YOUR HEART DESIRES.Visit us at NRA Booth #3647

©ConAgra Foods All Rights Reserved

ConAgra Foods Lamb Weston • 599 S. Rivershore Lane • Eagle, ID 83616 • 208/938-1047 • www.lambweston.com
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Award-winning beverages from Tiki Bay.™

Welcome to Tiki Bay.™  An exotic place where 

customers return again and again for the 

ultimate flavor experience. Here, there’s never a 

compromise on quality. Beverages are loaded 

with real fruit, and they look and 

taste better longer with our 

exclusive StaBlend® formula. 

Set a course for the beverages 

that build your business. 

Tiki Bay™ from Rich’s.®

Call: 1-800-45-RICHS     
www.richs.com
www.tikibaybeverages.com

© 2006 Rich Products Corporation

   Come to a place
where fl avor never
   takes a vacation.
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