
SECOND ACT
Donatos Pizza’s post-McDonald’s 
struggle may finally be over. Page 39

Firehook Bakery 
gives up design control 
for a captive audience. 

Page 22

Eric Justice explores Asia 
with Pei Wei’s menu.

Page 29

Vol. 11, No. 7/$12.50

www.chainleader.com

®

I N S I G H T  F O R  R E S T A U R A N T  E X E C U T I V E S

Jane Grote Abell, COO, and 
James Grote, CEO, Donatos Pizza

Chain Leader
June 2006

1010  years of
Chain Leader

clx0606coverID   1clx0606coverID   1 5/16/2006   10:08:45 AM5/16/2006   10:08:45 AM



clx0606_cover_ads   0c2clx0606_cover_ads   0c2 5/17/2006   12:00:10 PM5/17/2006   12:00:10 PM



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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Richard Snead’s 
“good to great” 
goals for 
improving the 
guest experience 
at TGI Friday’s.
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 
Snead had to say about 
readying TGI Friday’s for 
the future, download the pod-
cast of his extended interview 
at www.chainleader.com.

 Richard Snead appeared on the cover 
of Chain Leader in July 2002, about 
four months into his tenure as presi-
dent of Dallas-based Carlson Restau-

rants Worldwide. He said his top goal was 
to refresh the TGI Friday’s brand through 
its operations, people practices, market-
ing, restaurant design and menu. Carlson 
embarked on a three-year initiative it 
dubbed 1-40-05: to be No. 1 by its 40th 
birthday in 2005. Pleased with the success 
of the program but unable to rest on his 
laurels, Snead tells Chain Leader what’s next 
for the legendary brand.

How do you keep 1-40-05 alive? 
Or better yet, how do you move 
that forward?
We’re now 41 years old, and it’s ’06, and 
we have regained in our measurements a 
place of category leadership, but now what 
we want to do is, we want to extend that 
leadership.

This isn’t about winning a trophy, and 
our 40th birthday, March 2005, and put-
ting that on the mantle and then going, 
“Whew, man, that was something. What a 
great ride, I’m glad that’s over.” 

This last year it transitioned into my 
next three years, where I said, “good to 
great.” And that, “you know what, we’re 
a good company.” And everybody kind 
of looked at me, and I said, “That’s what 
I said.” 

What I’ve recognized in our progress 
to 1-40-05, in our best-in-history perfor-
mance, is that we’re only warming up and 
that we can be a great brand, a brand with 
unparalleled employee satisfaction, a brand 
with unparalleled guest satisfaction. We 
never had the opportunity with a facility 
that looked like it was 50 years old, with 
an advertising campaign that wasn’t com-
petitive, with a menu that wasn’t relevant, 
with retention that was worse than average.

We are focusing our attention on great 
people, great place to work, unparalleled 
excellence in the guest experience. We set 
specific objectives in guest satisfaction. You 
can’t have a great place to eat if you don’t 
have great place to work. So if you’re not 

creating a great place to work, you’re never 
going to hit that score in terms of how 
we’re measuring overall guest satisfaction.

How are you measuring 
guest satisfaction?
We do it through guest surveys. We get 
guests in the store, we get guests when 
they leave, we do some interviews at home 
right after they’ve left the restaurant, within 
24 hours after they’ve been there. And 
we measure once a month, and it’s down 
to every store. We rank them, we publish 
them, we have goals for them, and they 
are reviewed. Matter of fact, I review them 
once a month.

And then we recognize the top per-
formers. We’re trying to make it a positive 
recognition, but by the same token, those 
people that are in the bottom 20 percent, 
we really know where to spend our time to 
help them.

Will you grow in existing markets 
or new markets?
A combination of the two. We’ve not pen-
etrated some markets. Some of it was, our 
box economics had us so that we were 
building a very small amount of company 
stores—seven, 10 stores a year. We were 
being highly selective. We now have the 
ability to go into smaller markets than we 
ever did before. And because we’ve accel-
erated our investment in new store devel-
opment, we’re going back in to penetrate 
markets we didn’t before.

Where’s the company going to be 
in three years?
I want the company to have average unit 
volume over $4 million. I want us to have 
over 1,000 restaurants. I want us to have 
a great-place-to-work score in the 90th 
percentile. And I want us to be perceived 
by the guests as having the highest overall 
guest satisfaction in the category. 

That 1,000 restaurants means we can 
have 30 percent, 35 percent growth in new 
stores, which is certainly more dramatic 
than we’ve had in years past. We’ll make 
that, too. We’re well on our way.

A Little More Friday’s
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Sometimes when you’re running a bakery operation all you’re doing is running. You understand
that. Your managers understand that. And after 80 years in the bakery business, Dawn certainly
understands that. For decades, we’ve helped chains make the most of their bakery programs.

We provide every type of bakery product essential to your success, including customized products,
to keep quality consistently high from location to location and region to region. Those products
are backed by ideas and support designed specifically to suit your operations, created by the
best research and development and customer service teams in the business. And it’s
all powered by nationwide and international distribution strength that gets you
what you need on time and accurately. So tap into all the customer benefits
that Dawn’s single-source production and distribution can provide. Contact your
Dawn representative or call 1-800-248-1144, when you have a moment to spare.

When there’s no time to lose, 
you have the most to gain from Dawn.

Jackson, Michigan • dawnfoods.com
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 S T O R Y B O A R D

18 Game Night
ESPN Zone’s latest ad campaign 
seeks to draw more families to the 
chain. The commercial highlights 
ESPN Zone as the solution to where 
busy families should eat, offering fun 
activities for the entire family. The 
company hopes the TV ad will help 
recast the chain from a special-
occasion destination to a more 
everyday dining destination.
By Margaret Littman

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

22  Museum Quality
Firehook Bakery & Coffee House gave up the right to decorate its 
newest restaurant and put its name on the door for a location in 
The Phillips Collection, a private art museum in Washington, D.C., 
that received 170,000 visitors last year. Located in a Georgian Revival 
mansion, the cafe features an artistic look with deep red walls, black-
and-white photography and cherry-wood furniture. The company 
expects the cafe to gross $800,000 a year.
By Lisa Bertagnoli
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 C O V E R  S T O R Y

39 Second Act
Since founder and CEO James Grote and COO Jane Grote Abell 
reacquired Donatos Pizza from McDonald’s in December 2003, the 
chain is on the path to profitability once again. The company opened 
a new prototype, introduced new products and stemmed the flow 
of red ink, citing a $10.5 million turnaround in EBITDA since 
parting ways with McDonald’s. Working capital will be used to 
finance growth including five company units this year.
By David Farkas
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 T O Q U E  O F  T H E  T O W N

29 Exploring Asia
Director of Culinary Operations Eric Justice is shaping a distinct 
food identity for fast-casual Pei Wei away from upscale sibling 
P.F. Chang’s China Bistro. Justice is slowly incorporating more 
esoteric Chinese dishes and delving deeper into Southeast and 
other Pan-Asian cuisines. Through 2007, he will continue to 
feature three or four limited-time offers, some recurring seasonal 
dishes and others, items with potential for the core menu.
By Monica Rogers

 F O O D  S A F E T Y

50 Neverending Story
Rubio’s Fresh Mexican Grill is always on the lookout for ways to 
improve its food-safety processes. In addition to its consistent and 
frequent training, periodic audits, and cooking and food-rotation 
standards, the chain is currently testing a Web-based food-safety 
training program and hand-held computerized thermometers.
By Mary Boltz Chapman

502916
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Listed

©2006 Server Products Inc.

EFFICIENT THERMOELECTRIC COOLING. KEEPS FRUITS, VEGETABLES, CREAMERS & MORE 

BELOW 41°F INDEFINITELY. NO MESSY ICE. CLEAR LID FOR EASY VIEWING. HOW COOL.

VISIT WWW.COUNTERTOP-CHILLERS.COM

T H E  N E W  C O U N T E R T O P  C H I L L E R .

W H E N  L I F E  H A N D S  Y O U  L E M O N S ,

K E E P  ’ E M  C O O L .  

clx0606_full_page_ads   7clx0606_full_page_ads   7 5/17/2006   10:42:28 AM5/17/2006   10:42:28 AM



Our Products Are Solid. Our Solutions Are Clear.
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What Is A Plate
With Nothing On It?

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

and sanitary dishware.

Heating your dishwasher’s rinsewater to 180°F assures that your dishware is free of food

deposits, residue and harmful bacteria. With a Hatco hot water rinse, dishware not only looks

better, it dries faster. This means less handling and quick turnaround time, requiring less

inventory of dishware, glasses and utensils. In addition, a Hatco Booster Heater supplies low-

temp dishwashers with 140°F hot water for proper operation.

For over 50 years, Hatco has been the leader in producing the most reliable Booster Heaters

in the industry — backed by a one-year parts and labor warranty, including valves and gauges,

and a ten-year warranty on our Castone® tanks.

No one in the industry offers more value for the dollar than Hatco. With maximum performance

and dependable service, Hatco offers gas or electric models in more sizes to fit any dishwashing

application. And many models are available in our Quick-Ship inventory for immediate shipment.

Yet for all the reasons a Hatco Booster Heater can be beneficial, the most important is that

the only thing on the plate is what you put there.

(800) 558-0607
www.hatcocorp.com
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Scare Tactics
He pointed out that 
consumers are scared. 
Government officials and 
scientists don’t agree on 
what we should expect, 
some warning that up 
to one-third of Ameri-
can citizens could die. 
ABC painted a frighten-
ing picture early in May 
with its television movie, 
“Fatal Contact: Bird Flu in 
America.”

Berman argued, and I 
agree, that the restaurant industry needs to 
educate consumers about how safe poultry 
is and would continue to be even if there 
were an avian-flu outbreak. And it needs to 
tell them before their fear leads them to stop 
buying it.

I don’t know of a chain whose leader-
ship hasn’t at least discussed, “What if the 
worst happens?” (If you haven’t, you’d bet-
ter.) Some have been willing to discuss their 
contingency plans, created just in case the 
avian flu makes its way to the United States 
and is transmitted to humans. They might 
have commercials produced and in the can. 
Flyers and signs might be in an easily acces-
sible location, ready for the moment the red 
phone in the office rings.

Spread the News
Some companies like KFC and Popeyes have 
already begun marketing to consumers that 
their chicken is safe to eat, though they don’t 
actually mention avian flu. 

Why are we afraid to tell customers what 

this industry does to keep them safe? This 
is an opportunity to open a dialogue about 
what restaurant operators and their supply-
chain partners are already doing to ensure 
that we have the safest food supply in the 
world. You test levels of microorganisms—
the good and the bad—at every step of the 
food chain from field to fork. You track 
the temperature of a piece of fish from the 
moment it’s caught until it’s placed in front 
of a customer—and often advise how to 
reheat the leftovers safely for lunch tomor-
row. (Again, if you’re not doing those things, 
catch up.)

You have already taken the steps neces-
sary to protect your customers, and you 
continue to raise the bar, as examined in 
“Neverending Story,” the article on Rubio’s 
Fresh Mexican Grill’s food-safety program on 
Page 50. The industry is ready to share this 
story. It’s a good one.

Your Side of the Story
As Berman will tell you, there are plenty of 
people out there willing to talk about how 
dangerous chain restaurants can be: Eric 
Schlosser, author of Fast Food Nation and 
Chew On This: Everything You Don’t Want to 
Know About Fast Food, who specializes in 
out-of-date and heavily one-sided imagery 
of meat processing, agriculture and quick-
service restaurants. Mothers Against Drunk 
Driving, which would be happy if you 
never sold another glass of wine. People for 
the Ethical Treatment of Animals, which 
would be happy if you never sold another 
hamburger. 

Consumers need to hear your story, but 
not their version.
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MARY BOLTZ CHAPMAN,
EDITOR-IN-CHIEF

(630) 288-8250
mchapman@reedbusiness.com

Photo by Todd W
inters

E D I T O R I A L

We shouldn’t 
be afraid to talk 
about avian 
flu. We should 
embrace the 
opportunity.

CL

 Each year at the Elliot Leadership Conference, Rick Berman tells us who’s 
out to get us. I don’t always agree with Berman, industry lobbyist and 
president of Berman and Company. So I hate to admit that he’s usu-
ally ahead of the curve in knowing what issue chain restaurants will be 

demonized for next. Throughout the years, he’s warned us about drunk driv-
ing, obesity and unions. This time he had avian flu on the list.

Viral Marketing
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 It’s a great time to be a restaurant com-
pany,” declares Roark Capital Group Part-
ner Scott Pressly, citing the recent rush 
of private-equity funds into the industry. 

“But it won’t last forever,” he says. Pressly 
recently talked to Chain Leader about why 
private-equity firms such as his Atlanta-
based outfit, which owns Carvel, Cinnabon 
and McAlister’s Deli, make good partners.

Why are you qualified to 
talk about picking a partner?
We at Roark have been looking 
at the franchise business for a 
number of years. In the major-
ity of cases, the owner has had 
considerations other than just 
the highest price and whom 
they sold the company to. If it’s 
only that the owner wants full 
liquidity at highest price, the 
partner is not that relevant. 

What do you want to know 
about the seller?
One of first things we talk to 
the seller about—whether they 
are selling today or three years 
from now—is what is important to them. 
We’ll ask, “Do you really care about highest 
price?” and, “Do you care about your man-
agement team’s role?” “Is selling truly what 
you want to do?” 

Don’t most sellers already know 
what they want to do?
I wouldn’t say that. This is why I like going 
into this level of detail. In a number of 
cases, this is their one shot. For years 
[restaurant companies] have been busy 
growing and operating their business. Now 
they have three broad choices for liquidity: 
go public, sell to a strategic buyer or find a 
private-equity partner. 

Yet going public is certainly not in the 
cards for most restaurant companies. The 

cost, exposure and Sarbanes-Oxley require-
ments have changed the playing field. Still, 
the one constant is a business’ need for 
liquidity and growth capital. What’s chang-
ing is where are they getting it.

If we were having this conversation 
four years ago, the majority of restaurant 
companies were being purchased by larger 
companies like Wendy’s, McDonald’s and 
Outback. Today, it’s the exact opposite.

Does a private-equity firm’s 
focus matter? 
It makes a huge difference. 
There are a lot of private-
equity firms entering the res-
taurant market for the first 
time. So if a seller is looking 
for just capital, he doesn’t need 
board-level relations; if he just 
wants to grow restaurants, 
there are plenty of firms to 
handle that.

And if the seller doesn’t?
If the private-equity firm is 
thinking of only owning the 
company for 18 to 36 months 

or taking the company public the next 
year, and the seller has developed a five-
year plan to invest and grow the business, 
there will be an inherent conflict on priori-
ties and focus post-close. The seller and 
the firm should have an open and direct 
conversation about this before they close 
the deal.

What’s the best way for a seller 
to learn more about a particular 
private-equity firm?
Talk to the CEOs of the companies they’ve 
partnered with. If I were selling a business, 
I’d ask what it’s like to work with these 
guys. These are long-term relationships in 
most cases, so I’d want to know what it’s 
like when things go wrong. 
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O N  T H E  M O N E Y

What you should 
know about 
private-equity 
firms.
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Choose Your Partner 

BY DAVID FARKAS
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more

support
By the cup, glass, pot or pitcher, S&D reflects an eight-

decade commitment to supplying the highest quality 

coffees, teas and juices, backed by outstanding service 

and marketing support. S&D means coffee – and more

that you can count on. www.sndcoffee.com
800.933.2210
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When President Jeff Levine 
opened Salad Creations 
three years ago, he intended 
it to be a fast-growing, fran-

chised concept. Now the tossed-to-order 
salad chain is embarking on an aggressive 
expansion strategy, counting on low startup 
costs, flexible space requirements and a 
focused menu.

Salad Creations has grown to six units 
in southern Florida and one in Columbus, 
Ohio, with 16 more slated to open by year-
end and 50 in 2007. In 2005 as well as the 
first quarter of 2006, same-store sales went 
up 10 percent.

Levine attributes the chain’s growth and 
strong sales to the simplicity of the con-
cept for both franchisees and consumers. 
“When I created this concept, I really cre-
ated it to franchise it,” he says. “One of the 
things I wanted to do from Day 1 was to 
keep it as simple as possible.”

Freedom of Choice
Salad Creations’ menu centers around its 
Create Your Own Salad option for $6.59. 
Guests choose from iceberg mix, romaine 
or spring mix as the base. Then they select 
from among 40 toppings such as artichoke 
hearts and Mandarin oranges, choosing as 
many as they want without incurring an 
extra cost. The 16 dressings include Bal-
samic Vinaigrette, made from 12-year-old 
balsamic vinegar. Protein options such as 
baby shrimp cost an extra $2.25. 

Because nothing is cooked on site and 
the menu is small, units require only mini-
mal equipment such as lettuce crispers and 
sandwich stations. So franchisees can open 
a unit for about $200,000 or less and adapt 
it to fit various locations. Current units 
range from a 350-square-foot kiosk in a 
mall to a 1,500-square-foot inline location. 

Targeting college-educated women 
ages 25 to 45, Salad Creations claims the 
concept can work in both downtown busi-
ness districts and suburban markets. But it 
prefers a mix of residences and businesses, 
particularly endcaps in lifestyle centers. 

Gaining an Edge
As Salad Creations expands, newly hired 
Chief Product Development Officer Tony 
Esposito, a former Subway franchisee 
who worked in R&D for Subway as chair-
man of its strategic planning committee, 
is developing the chain’s first limited-time 
offer, which will be launched in the third 
quarter. He is also looking into offering hot 
toppings like steak and salmon that can be 
heated on site. 

The company is purchasing ovens 
without hoods to offer freshly warmed 
breadsticks. And it recently switched soup 
purveyors to one that makes soups with 
all-natural ingredients. 

In the meantime, Salad Creations is 
growing rapidly using area developers. This 
year the chain will open restaurants in its 
current markets and will enter west Flori-
da, California, Virginia, Washington, D.C., 
Rhode Island, North Carolina, Mexico and 
Puerto Rico. 

Because Salad Creations plans to have 
5,000 stores in 10 years, Levine is confi-
dent the chain will have the market satura-
tion and brand awareness to compete with 
similar concepts. In addition, unlike most 
salad chains, Salad Creations’ Create Your 
Own Salad option offers guests an uncom-
plicated pricing structure with unlimited 
toppings. Yet the concept remains easy for 
franchisees to execute. “The fact that the 
concept is so simple and the customer is 
telling you what to make, it’s pretty hard to 
mess up,” he says.

A Simple Plan
Salad Creations relies on a straight forward menu and 
low startup costs to expand quickly.

Although 80 to 84 
percent of sales are 
derived from the 
Create Your Own 
Salad option, the 
menu also includes 
wraps and soups.

U P S T A R T S

BY MAYA NORRIS

CL

C O N C E P T

Salad Creations

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

Margate, Fla.

U N I T S

7

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

$3.8 million

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

$6.2 million 
(company estimate)

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

$700,000

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

$9.70

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

16 in 2006, 
50 in 2007

SNAPSHOT

Salads are available tossed 
or chopped, thanks to Salad 
Creations’ patent-pending 
double-sided chopper.
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Game Night
ESPN Zone aims to bring families off the bench 
in its new TV ad campaign.

BY MARGARET 
LITTMAN

ow’s this for irony? A restaurant concept that shares a brand 
with a TV network and is owned by a giant media conglom-
erate hasn’t aired a new commercial in three years.

“When we first started, we needed to make sure that we 
communicated that ESPN Zone was closely affiliated with 
ESPN,” explains John Pierce, director of marketing, creative 
content and communications for ESPN Zone and Disney 
Regional Entertainment. “We had to do a lot of brand-
ing to communicate that you can get an ESPN experience 
here. The word ‘Zone’ does not say it is a restaurant, so our 
advertising was literal: There is a restaurant here, you can 
play games, buy merchandise.”

ESPN Zone created that first commercial in 2003 to be 
similar to a TV spot for SportsCenter, the flagship program 
of the ESPN network, with on-air talent and a slapstick style 
of humor.

Now the chain’s newest ad campaign, which hit airwaves 
(at least those owned by parent company Walt Disney Co.) 
at the end of February, focuses on the guest’s point of view 
rather than the restaurant, Pierce says. It abandons slapstick 
for something a little more clever, albeit still humorous, to 
draw more families to the chain.

A Mother Always Knows
Santa Monica, Calif.-based The Ballpark, ESPN Zone’s agen-
cy for the last four years, created the new campaign (but did 
not work on the previous TV ads). In the new ad, a mom 
calls her husband on his cell phone, checking in on how 
he and the kids are faring while she’s away on a business 
trip. While he assures her everything is OK and implies 
they’re happy at home, she sees them in the background of 
an ESPN broadcast with sportscaster Shelley Smith as she’s 
watching TV in her hotel room. 

“The emphasis there was that a lot of dads really under-
stand the experience and all that [ESPN Zone] has to offer. 

S T O R Y B O A R D

7. Mother: Wow. You should 
reward yourselves. Take ’em 

somewhere fun.

“Mom’s Calling”  
Length: 30 Seconds

1. Father: It’s your 
mother. Hi.

3. Father: Uh, we’re OK. We 
were just watching a little TV. 

Mother: Have the kids 
driven you nuts yet?

5. Mother: Jess said 
she’d help you with the dishes 

tonight.
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8. Announcer: …at ESPN 
Zone, I’m Shelley Smith.

2. Mother: Hi. How are you 
guys holding up 

without me?

6. Father: Well, the kitchen is 
spotless and dinner 

was great.

4. Father: No, we’re keeping 
ourselves entertained.

We needed to let moms know about all the fun activities 
and that there is something for everyone,” says Ron Luscin-
ski, creative director and agency principal at The Ballpark.

That’s the real difference in the new message, says Pierce. 
It shows the “secret” about ESPN Zone: that it “is really a 
place for families. If your family is not into sports, odds 
are you do not know that,” he says. ESPN Zone is targeting 
families with younger kids, particularly tweens, kids ages 
8 to 12 who aren’t old enough to go out alone but think of 
themselves as too “cool” to hang out with mom and dad.

“The stereotype is that dad’s in heaven. But it is also 
acceptable to mom,” Pierce says. “The food is better than she 
thought it would be.”

ESPN Zone’s marketing team and The Ballpark created 
the problem-solution scenario of the ad, highlighting ESPN 
Zone as the solution to where families should eat. Pierce 
hopes the commercial will help recast ESPN Zone from a 
special-occasion destination, with its average party size of 
4.5 people, to a more everyday dining destination.

The spot is airing in 15-, 22- and 30-second versions on 
ESPN networks through the end of the summer. According 
to TNS Media Intelligence, ESPN Zone spent $452,000 in 
media buys for restaurant and bar promotion in 2005, as 
compared to $1.8 million in 2003, its last year on air. 

Simultaneous online, radio and print ads do not convey 
the same message as the TV spots. Rather they cater to the 
local market. For example, the ads in Washington, D.C., 
focus on tourism and pitch ESPN Zone as a place where 
families can visit when they’re in town.

A Focused Game Plan
As a division of Disney, ESPN Zone does not release finan-
cial information separate from the total Parks and Resorts 
segment, which also includes theme parks. About 60 per-
cent of ESPN Zone’s revenues are generated from food and 
beverage, the rest from games and merchandise. Chicago-
based Technomic Inc. estimates 2005 food and beverage 
sales at $100 million.

The Ballpark is not currently charged with creating more 
spots for the campaign, in part because ESPN Zone’s growth 
plans are measured. The chain has eight units, with the 
ninth planned for Los Angeles in 2009. ESPN Zone units 
average 40,000 square feet and are in areas with significant 
foot traffic, according to Pierce, so there are limited proper 
locations for a new unit. 

And despite being well bankrolled by parent Disney, it 
simply isn’t cost efficient, even though it owns the network, 
to buy national air time with just eight units.

Having pauses between your TV advertising schedule has 
some advantages, adds Pierce: “When you don’t do TV as 
often, it is really interesting to work on.”

C O N C E P T

ESPN Zone

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

Glendale, Calif.

U N I T S

8

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

$100 million*

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

$15 to $24

2 0 0 6  A D  B U D G E T

$2.5 million**

A D  A G E N C Y

The Ballpark, 
Santa Monica, Calif. 

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

1 in Los Angeles
in 2009
*Technomic Inc. estimate; 
**Chain Leader estimate

SNAPSHOT
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combination oven/steamers

6•10iN 20•20 Gas10•18

steam  .  poach  .  bake  .  roast
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Combine the steaming, roasting, baking capabilities of the
Combitherm with all the benefits of the exclusive "closed
system" for economical power and water usage, faster
steaming times, and no flavor transfer when cooking
multiple products at the same time.  You will appreciate
Combitherm as a knockout combination to handle your
menu faster and easier than the multiple cooking
appliances used in most kitchens.  For volume production
to à la carte, Combitherm not only offers the fullest range
of sizes but also the maximum in results and efficiency —
all in a minimum amount of space.

Combitherm eliminates the need for two, maybe even
three separate pieces of equipment.  Just a push of a
button transforms the Combitherm into a steamer, a
convection oven, or a combination of both.  Deluxe model
variations are programmable and include an option for
kitchen management and HACCP documentation software
using a WINDOWS® based PC.  From quick-steaming to
baking — roasting to poaching — if it needs to be cooked,
Combitherm is the wise choice. 

7•14 Gas Stacked 10•10

Electric or Boiler-Free Gas in 13 Model Sizes

Automatic Steam Level Adjustment

Automatic Steam Generator Flush

Automatic Cleaning Program

ne Piece of Equipment.
Multiple Cooking Functions.

Phone (262) 251-3800 • 1-800-558-8744 U.S.A. & Canada
Fax 1-800-329-8744 U.S.A. • International Fax: (262) 251-1907
w w w . a l t o - s h a a m . c o m
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Museum 
     QUALITY

Firehook Bakery 
& Coffee House 
abdicated design 
control for access 
to thousands of 
art afi cionados.
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BY LISA 
BERTAGNOLI

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

wo years ago, executives at Firehook Bakery & Coffee 
House, a Chantilly, Va.-based chain of 10 bakery-cafes, 
made a tradeoff. They gave up the right to decorate their 
newest restaurant and put their name on the door in 
exchange for a location that received 170,000 visitors 
last year.

The restaurant, a 40-seat cafe at The Phillips Collec-
tion, a private art museum in Washington, D.C., does 
indeed have an artistic look. Soft gray walls in the dining 
area offset deep-red walls in the ordering area. Black-
and-white photos of Duncan Phillips, the collector who 
founded the museum in 1921, and his family adorn the 
walls, as do prints by Degas and Cezanne. The cherry-
wood furniture and cabinetry have simple, elegant lines.

An oversize opaque glass lighting fixture illuminates 
the seating area, which overlooks a sunny sculpture 
garden featuring works by Ellsworth Kelly and Barbara 
Hepworth.

Firehook executives weren’t afraid to give up control 
over the restaurant’s look. “We were comfortable they’d 
be making good choices,” says Pierre Abushacra, Fire-
hook co-founder and CEO.

A Fresh Start
The plan to open a Firehook cafe at The Phillips Collec-
tion began two years ago, when the museum embarked 
on a three-year, $27 million renovation, which included 
a new wing. Phillips board members were familiar with 
Firehook’s reputation: Washingtonian magazine selected 

Firehook’s bread as the best bread 
in D.C. So board members original-
ly asked Abushacra to manage an 
existing cafe, located in the base-
ment of the main building. “I said 
we’d do it after the new building 
opened,” he says.

The museum hired architects 
Cox Graae + Spack of Washington 
for the renovation and the new 
wing, both of which house compo-
nents of the cafe. The serving area, 
storage and kitchen are in the reno-
vated section, an 1897 Georgian 
Revival mansion that was Duncan 
Phillips’ home. The seating area, 
which overlooks the sculpture gar-
den, is situated in the new space.

Working with Phillips board 
members, the architects chose col-
ors and furnishings for Firehook 
that complement the rest of the 

Ph
oto

gra
ph

y b
y K

en
ne

th 
W

yn
er

C O N C E P T

Firehook Bakery 
& Coffee House

L O C A T I O N

Washington, D.C.

D E S I G N E R

Cox Graae + Spack, 
Washington, D.C.

O P E N I N G  D A Y

May 5, 2006

A R E A

1,800 square feet

S E A T S

40

A V E R A G E  C H E C K 
$8

U N I T  V O L U M E

$800,000 
(company estimate)

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

1 or 2 a year

SNAPSHOT
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At 1,800 square 
feet, the Phillips 
Firehook is bigger 
than the chain’s 
other locations. 

The cafe entrance is 
located just off the 
museum entryway 
and directly across 
from the museum-
shop entrance.

1

2
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(Clockwise from top l.) Arty 
touches include black-and-white 
photography and an elegant 
light fixture in Firehook’s 
dining area. 

The dining area overlooks a 
sculpture garden, which is a 
new addition to The Phillips 
Collection.

Arts and Crafts-style furnishings 
complement the museum, an 
1897 Georgian Revival mansion.

Coincidentally, the “Phillips red” 
color chosen by the designers 
matches Firehook’s marketing 
materials.

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

The Phillips Collection’s signature red and gray color 
palette matches Firehook’s marketing materials. 

KEY
Direction of shot
Shot No.
Position of camera

1

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

3

museum. Phillips uses brick red and dove 
gray in its marketing materials; coincidental-
ly, so does Firehook. Arts and Crafts-style 
chairs, tables and cherry-wood cabinetry 
don’t exactly match the main building’s 
Victorian look, “but they’re sympathetic to 
it,” says Don Gregory, associate principal at 
Cox Graae + Spack. He planned on using 
furniture by the well-known maker Thos. 
Moser; however, cost and durability both 
proved problematic, so he chose another 
manufacturer.

Gregory’s sole challenge in designing the 

cafe was figuring out where to put the 
entrance. All involved favored a street-
accessible entrance, but “that was a non-
starter with the community,” he says. “They 
didn’t want the cafe to be a destination 
location.” The cafe entrance is located just 
off the museum entryway and directly 
across from the museum-shop entrance.

Alas, customers looking for Firehook 
might face a challenge: While signage 
inside the cafe boasts the Firehook name 
and logo, modest lettering in the museum 
foyer refers to it as “Vradenburg Cafe,” the 
previous concept in the space. Because the 
museum won’t allow Firehook to have sig-
nage outside the cafe proper, the Vraden-
burg Cafe sign is there to stay for now. 

More for the Money
Because the cafe was part of the renovation, 
the museum paid for the buildout and the 
furniture. Firehook supplied the equip-
ment such as coffee urns, display cases, a 
panini grill, bread oven, and refrigerated 
and dry storage. Most of the baked goods, 
salads and sandwiches are made at a cen-

4
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The community said no to a streetside entrance, 
so Firehook is only accessible via the museum.

R E S T A U R A T O U R
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B R E A K F A S T

Morning Glory 
Muffi n: carrot muffi n 
with apples, walnuts, 
raisins, coconut and 

spices, $1.35

Turnovers: puff 
pastry fi lled with 

apples or cherries, 
$1.50

H O T  S A N D W I C H E S

Croque Monsieur: 
ham, baby Swiss 
cheese, tomato 
and mustard on 
Firehook’s bread, 

served with a side of 
mesclun, olives and 
cornichons, $6.95

Roasted Veggie: 
eggplant, zucchini, 
caramelized onions, 

red peppers and 
smoked mozzarella, 

$6.95

S A L A D S

Greek Salad: romaine 
lettuce, cucumbers, 
tomato, kalamata 
olives, red onions, 
green peppers, feta 
and lemon-oregano 

dressing, served with 
bread, $6.25

B R O W N I E S  &  B A R S

Chocolate Fudge 
Brownie, $2.25

               MENU SAMPLER

(Far l.) Menu items 
are made off site and 
shipped to the cafe daily.

(Clockwise from top) 
Firehook picked up the 
tab for display cases and 
other equipment, while 
the museum paid the 
buildout costs.

The dining room leads to 
a patio in the sculpture 
garden, which will hold 
chairs and tables for 
outdoor dining.

Prints by Cezanne, 
Degas and Matisse 
decorate the dining 
area.

tral facility in Chantilly and then delivered 
to the restaurant.

Firehook spent $50,000 on the location; 
a typical buildout costs between $250,000 
and $300,000, according to Abushacra. He 
expects the cafe to gross $800,000 a year, 
slightly higher than the average Firehook’s 
$750,000 annual sales. Because the cafe is 
run as an independent operation, Firehook 
had to apply for a business license and is 
responsible for staffing. Phillips gets an 
undisclosed percentage of gross sales.

The museum location presents a few 
challenges for Firehook. First, Abushacra 
is hiring employees more carefully. After 
interviews, Firehook brings potential 
employees to the Phillips to observe their 
reaction. “We are looking to determine if 
they have an appreciation for the environ-
ment and the art in the building,” he says. 
Background checks are more stringent, 
and employees at the Phillips location are 
issued special badges for access in and out 
of the building. 

Another difference: Phillips Collection 
has the dubious honor of charging admis-
sion in a city where most art museums are 
free. As a result, it doesn’t get as much traf-
fic as the National Gallery and other free 
museums in the city. “It’s not your typical 
museum,” Abushacra says of the Phillips, 
which specializes in 20th-century and con-
temporary art. 

That may change. With the renovation 
and with the return of Phillips’ Renoir 
collection, which just returned from a 
four-year tour around the world, Firehook 
expects more visitors to the museum and, 
therefore, more customers. The first week-
end the Renoirs were on display, the muse-
um saw 800 to 1,000 visitors a day. 

With any luck, the steady foot traffic will 
give Firehook another challenge—feeding 
hoards of hungry art lovers. At least one 
fan was looking forward to the bakery’s 
opening: “We know their reputation in 
terms of food and service,” says Gregory, 
“and we can’t wait til it’s finally open.” CL

7

9 8
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FOR MORE INFORMATION, CONTACT A

BROTHER COMMERCIAL REPRESENTATIVE

TODAY. CALL BROTHER AT 1-866-455-7713 OR

VISIT OUR WEB SITE AT WWW.BROTHER.COM

© 2005 Brother International Corporation, Bridgewater, NJ • Brother Industries Ltd., Nagoya, Japan. For more information please visit our Web site at www.brother.com

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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* Source of data: The NPD Group/CREST®. Data from January 1, 2004 through December 31, 2005. American Express spend is 
compared to other credit and debit cards.

On average, American Express® Cardmembers spend 16% more on

fine dining, 15% more on family dining and 12% more on casual

dining per person, than customers who use other cards.* With

numbers like these, it’s easy to see how welcoming American Express Cards

can benefit your business. 

The fact is, our high-spending, loyal Cardmembers will help you drive more

sales from every transaction.  Welcoming our Cardmembers just makes good

financial sense. 

So, if you’re looking for something extra to spice up your business, look to

American Express Cards. To begin welcoming American Express Cards or to

learn more, call 1-800-445-2639 or visit americanexpress.com/merchantvalue2.

here’s how
one simple ingredient
adds up to 16% more
for your business. 

m o r e  s a l e s
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hen Chef Eric Justice goes to Singapore on 
an ideation tour this year, it’ll be with eyes 
wide open. Nonya, Chinese, Thai, Malay, 
Indonesian—Singapore is the crossroads 
for Pan-Asian street food. And Justice says 
portable, affordable, authentic Pan-Asian 
is really where it’s at—especially since it’s 
not what upscale sibling P.F. Chang’s China 
Bistro is doing.

Director of culinary operations for Scott-
sdale, Ariz.-based Pei Wei since April 2005, 
Justice says shaping a distinct identity for 
the 82-unit, fast-casual chain has become 

more important. “Differentiation is more 
key now,” he says. “In the beginning, we 
aligned our food pretty closely to what P.F. 
Chang’s was serving. But now we’re push-
ing off a bit, trying to stand on our own 
two feet by eliminating some items we had 
in common with them and branching out 
with more Pan-Asian dishes.”

For example, Pei Wei just removed 
shrimp with lobster sauce, a P.F. Chang’s 
entree that Pei Wei menued in a noodle 
bowl, to make way for the new Japanese 
Udon Noodle Bowl. And the chain will 

Director of Culinary 
Operations Eric Justice 
tries to balance new flavors 
with those customers are 
familiar with.

Eric Justice steers Pei Wei menus away from sibling 
P.F. Chang’s to more adventurous Pan-Asian fl avors.

EXPLORING Asia 

BY MONICA 
ROGERS

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

C O N C E P T

Pei Wei Asian Diner

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

P.F. Chang’s China 
Bistro, Inc., 
Scottsdale, Ariz.

U N I T S

82

2 0 0 5 
S Y S T E M W I D E  S A L E S 
$134 million

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

$189 million 
(company estimate)

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

$2.1 million

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

$9

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

30 in 2006

SNAPSHOT
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launch two signature entrees as limited-
time offers this year and next that will use 
ingredients and techniques from Singapo-
ran Nonya cuisine, a Malaysian-Chinese 
cross sometimes called Straits Chinese.

Until now, some analysts covering P.F. 
Chang’s such as Sharon Zackfia of Chi-
cago-based William Blair & Company 
have shrugged off menu overlap between 
the two concepts as unimportant, because 
Pei Wei’s style is so differ-
ent from P.F. Chang’s. Pei 
Wei’s spur-of-the-moment 
dining features fast-casual 
service, a $9 average check 
and huge carryout business, 
whereas P.F. Chang’s offers a 
high-end, destination-dining 
experience. “Pei Wei serves 
an entirely different meal 
occasion,” Zackfia says.

But menu diversification makes sense 
to Lynne Collier, senior restaurant indus-
try analyst for Little Rock, Ark.-based 
Stephens Inc. She says fast service and 
low prices encourage guests to visit Pei 
Wei more frequently than P.F. Chang’s. 
“So shaping menus that include some 
adventurous items lets Pei Wei be more 
things to more people,” Collier says. “Try-
ing something new at Pei Wei carries less 
risk because there’s less time and money 
invested.”

Delving Deeper
For now, Pei Wei’s menu is split 50-50 
between Chinese and familiar Pan-Asian 
flavors such as spicy Korean and Mongo-
lian. But Justice will gradually incorporate 
more esoteric Chinese options like the 
Nonya dishes and delve deeper into more 
adventurous Southeast and other Pan-
Asian cuisines. 

It’s a path Pei Wei’s treading carefully, 
because customer responses are difficult to 
anticipate. The company expected fresh, 
nonfried Southeast Asian spring rolls to 
go gangbusters, for example, based on the 
popularity of Pei Wei’s top-selling Minced 
Chicken with Cool Lettuce Wraps, $6.25. 

But the two rolls Justice 
launched as LTOs last 
summer “did OK but not 
overwhelming,” he says. 
Served chilled and priced 
at $6.95, a Thai Coastal 
Shrimp version and Viet-
namese Steak variety were 
both seasoned with galan-
gal, lemon grass, Thai basil, 
mint, cilantro and kaffir 

30 Chain Leader  ◆  June 2006

“We are challenging 
ourselves to have a distinct 
menu personality from 
P.F. Chang’s.”
—Eric Justice, director of culinary operations, 
Pei Wei Asian Diner

F I R S T  T A S T E S

Minced Chicken with Cool 
Lettuce Wraps: chicken, 

shiitake mushrooms, 
water chestnuts, scallions, 

spicy soy and iceberg 
lettuce, $6.25

N O O D L E  &  R I C E  B O W L S

Dan Dan Noodle Bowl: 
chile-seared garlic soy, 

minced chicken, scallions, 
bean sprouts, cucumbers 
and egg noodles, $6.25

S I G N A T U R E  D I S H E S

Asian Coconut Curry with 
green curry-coconut sauce, 
ginger, Thai basil, red bell 

peppers, onions, long beans 
and tofu, $6.75

Blazing Noodles with 
tomato, black-pepper sauce, 

scallions, snap peas, 
carrots, cilantro, Thai basil, 

chow-fun noodles and 
shrimp, $9.00

MENU SAMPLER

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

The Japanese Udon Noodle 
Bowl Pei Wei launched in May 
blends silky noodles with a 
complex soy-mirin sauce, 
caramelized onions and 
shiitake-mushroom powder. 

When ordering Chinese, 
Pei Wei guests hold traditional 
recipes dear, like the Lemon 
Pepper entree with shrimp, 
scallions, garlic, carrots and 
bean sprouts in lemon-
pepper sauce. On the menu 
since inception, it is still a 
strong seller.
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lime leaf, and served with hydroponically 
grown Bibb lettuce leaves as well as two 
dipping sauces.

Udon noodles, on the other hand, met 
with unanticipated approval. While he 
can’t share figures, Justice was surprised 
how much guests liked the $6.50 Japanese 
Udon Noodle Bowl, silky wheat noodles 
with citrus, soy sauce and choice of pro-
tein, which Pei Wei tested in spring 2005 
and added to core menus in May. “I saw 
opportunity with an udon-noodle dish but 
really didn’t think we’d have this strong of 
a response to it,” he says.

Such vagaries illustrate that “our guest is 
really looking to us for what the next great 
new taste will be,” Justice says. “They’re 
slow to step away from comforts they’re 
used to, and it takes a while for them to 
embrace new flavors.” 

Approachably Authentic
Determining how closely to hew to authen-
ticity without losing guests to the “ew” fac-
tor that comes with unfamiliar ingredients 
and heat levels is an ongoing challenge. 

The Thai Coastal Shrimp and Vietnamese 
Steak Rolls are good examples.

Six months in development, the rolls 
proved to be a difficult balancing act 
for Justice. He had to mix just the right 
amount of fresh herbs and aromatics with 
heat provided by Thai chiles. “This took 
a while because this was a different flavor 
profile than our core guests were used to,” 
he explains. “We wanted something new 
and vibrant but didn’t want to overpower 
the taste buds.”

Developing the Japanese Udon Noodle 
Bowl was also an exhaustive process, tak-
ing four to five months. Justice tested 50 
to 60 dried noodles before finding a flash-
frozen noodle with a silky texture from 
Japan the can be water-thawed, refriger-
ated and blanched for service. For the 
sauce, Justice sought a subtle Japanese 
flavor that nonetheless had plenty of body 
and heft. He created a complex blend of 
the extract of an Asian citrus fruit called 
yuzu, ginger, Japanese Worcestershire, two 
types of mirin, three soys (preservative 
free, tamari and dark shoyu) plus shiitake 
powder. Streamlining unit production, a 
vendor now makes the sauce to spec. The 
dish includes a choice of protein: shrimp, 
chicken, scallops, pork or tofu. 

While core menu additions are rare 
at Pei Wei, Justice says adding udon was 
essential because it was the chain’s first 
wheat-noodle offering. “I see 20 different 
noodles and so many different rices in here 
every week,” he says. “So I’m constantly 
evaluating if there’s something we really 
need to have.” Beyond udon, Pei Wei 
menus two varieties of rice (Chinese brown 
and Texmati), two rice noodles (chow fun 
and pad thai), a buckwheat noodle (soba) 
and Chinese egg noodles. This relatively 
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Pei Wei will try some new Chinese dishes 
from Singapore and delve deeper into
Southeast Asian cuisines.

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

Although interested in Pan-
Asian, many Pei Wei guests go 
for time-honored standards 
such as the Crab Wontons, an 
appetizer filled with crab and 
cream cheese.

The Thai Coastal Shrimp Roll is 
Pei Wei’s first go at a chilled, 
rice-paper-wrapped shrimp 
roll, with coconut-braised 
shrimp, galangal, lemon grass, 
Thai basil, mint, cilantro, kaffir 
lime and rice stick, served with 
two dipping sauces.
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short list helps keep food costs in the 28 to 
30 percent range.

Time Table
Through 2007 Justice plans to continue 
to feature three or four limited-time offers 
for 60 to 90 days. Half will likely be 
recurring seasonal dishes and the other 
half, items with potential for inclusion on 
core menus. Vietnamese pho—the clas-
sic Asian noodle soup—for example, is a 
cold-weather item in Pei Wei’s recipe bank 
that “we continue to tweak for flavor and 
execution” off and on.

Shaping dishes at Pei Wei’s new test 
kitchen, which was completed in summer 
’05, usually takes four to five months—
more than the amount of time Justice spent 
shaping dishes in former positions as cor-
porate chef for Bugaboo Creek Steak House 
and concept chef of Samba Room, Mignon 
and Timpano at Carlson Restaurants 
Worldwide before that. Menu development 

Minced Chicken with Cool 
Lettuce Wraps, featuring 
chicken, shiitake mushrooms, 
water chestnuts, scallions, 
spicy soy and iceberg lettuce, 
has always been Pei Wei’s 
top-selling appetizer.

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

All of Pei Wei’s food is prepared 
in gas-fi red woks and rice cookers.

GROOVY GREEN
Green jalapeños make up our mildest sauce. Ideal for any Mexican or Tex-Mex dish. 

Also perfect for pizza.SCOVILLE HEAT UNITS

60

0 -1200

SCOVILLE HEAT UNITS

12

00 -1800 GO-FOR-IT GARLIC
Garlic flavor plus cayenne, oak-aged TABASCO® and mellow red jalapeños.

Sprinkle it on any Italian dish or stir-fry and see that even though it’s mild, it isn’t shy.

SMOKIN’ CHIPOTLE (chee-POHT-lay)
From slow-smoked red jalapeños, a thick-bodied sauce for the perfect balance of 

heat and flavor. Splash it on to just about everything.

SCOVILLE HEAT UNITS

15

00 -2500

HAIR-RAISIN’ HABANERO

SCOVILLE HEAT UNITS

70
00

- 8000

ROCK’N RED
Aged to perfection in white oak barrels since 1868. It’s an American Icon.SCOVILLE HEAT UNITS

25

00 -5000

The world’s hottest pepper blended with mango, papaya, tamarind, banana 

and ginger. It delivers the ultimate heat, Jamaican style. 

Call 1-888-HOT-DASH or visit TABASCOfoodservice.com for exciting recipes.

Heat units based on the Scoville Scale—the standardized yardstick of pepper hotness. 

®
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is longer at Pei Wei because Asian dishes 
are not only complex, “but we’re trying to 
shape something fresh, not just knock off 
classical recipes,” Justice explains.

Taking the Heat
Also time consuming, every recipe must 
work in a wok. All of Pei Wei’s food is pre-
pared in gas-fired woks and rice cookers. 
Such simplicity keeps things uncluttered 
but can be a challenge training-wise. Get-
ting wok cooks up to speed takes four to 
six months. “Wok cooking is extremely 
difficult,” Justice says. “You’re dealing with 
130,000 Btu—that’s four times the heat of 
a saute station, and it’s much more physi-
cal—there’s never a break.”

Wok cooking is so rigorous that many 
cooks don’t make it past the first week: 
“The first week’s the hardest,” Justice 
says. To ease the process and help with 
employee retention, Justice has begun 
bringing trainees into the test kitchen with 

its full wok line, which removes 
the stress of training in a unit. 
There’s also talk of building a 
Wok University. 

As well, Justice plans to 
begin video training. “We use 
precut veggies on a few items—
snow peas with the strings 
removed, carrots that have been 
sliced—but all of our proteins 
are sliced at the unit,” he says. 
“That’s hundreds of pounds of 
meat-cutting on a regular basis.”

The meat-cutting will get even more 
intensive since Pei Wei just added a brined 
boneless pork loin to the choose-your-
own-protein options, “which is much bet-
ter than the pork butt or shoulder you’d 
usually get with Asian dishes,” Justice says. 

What about squid or seared tuna? 
“Not tuna,” he says. “But we’re definitely 
looking for dishes that would work with 
calamari.”

® , Avery Island, LA 70513.marks, bottle and label designs are registered trademarks and servicemarks exclusively of McIlhenny Company© 2006. The TABASCO

CL

When they order Pan-Asian, 
Pei Wei guests like spicy 
options such as this Spicy 
Korean beef entree with 
hot-pepper sauce, garlic, 
white mushrooms, onions, 
carrots, long beans and 
toasted sesame seeds.

clx0606ToqueID   35clx0606ToqueID   35 5/16/2006   2:30:27 PM5/16/2006   2:30:27 PM



Takeaway
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Nov. 1-3, 2006

Westin 
Michigan Avenue 

Chicago

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.

Networking
• 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.

To register for Chain Leader LIVE and make discounted hotel room reservations at the Westin 
contact  Linda Wojak at 630-288-8201 or visit www.chainleader.com

SPONSORS:

EXCELLENCEin Execution
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hey say hindsight is 20-20. 
Just ask Donatos Pizza 
founder and CEO James 
Grote, who sold his then-
rapidly growing chain—lock, 
stock and barrel—to McDon-
ald’s Corp. in 1999 for about 

$150 million. Reminded that the burger 
giant acquired now-red-hot Chipotle Mexi-
can Grill at about the same time in piece-
meal fashion, management intact, Grote 
admits things might have been different 
had he held on to part of his creation. 

“Maybe [McDonald’s] could have taken 

it slower. They would have tested more 
stuff out,” recalls the 63-year-old entre-
preneur, lamenting the immediate intro-
duction of thick-crust pizza, a product 
Donatos had never sold. “Our traditional 
crust was thin.” 

It’s also been said there are no second 
acts in American lives. But Grote and his 
daughter, COO Jane Grote Abell, aren’t 
buying it. After reacquiring the regional 
chain in December 2003 for an undis-
closed sum, they have opened a new 
prototype, introduced new products and 
stemmed the flow of red ink. 

Donatos CEO James Grote and 
his daughter, COO Jane Grote 
Abell, in the company’s new 
prototype, a dramatic depar-
ture from the pizzerias former 
owner McDonald’s opened 
from 1999 to 2003.

Second Act
For Donatos Pizza, the struggle after parting 
ways with McDonald’s may fi nally be over.
BY DAVID FARKAS
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C O V E R  S T O R Y

C O N C E P T

Donatos Pizza

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

Columbus, Ohio

U N I T S

140 company,
41 franchise

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

$175 million
(company estimate)

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

$1 million

A V E R A G E  C H E C K 
$16.50

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

5 company units
in 2006

SNAPSHOT
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Just how much money 
Donatos lost over four years 
isn’t clear. But McDonald’s 
had invested heavily in equip-
ment, people and research, 
recalls Abell, who filled sever-

al top management slots during that time. 
Filings show that it wrote off $237 million 
in 2003, the bulk of which was the loss on 
the sale to the Grotes, who reportedly paid 
$50 million for the cash-strapped chain.

“We took over a bunch of liabilities, but 
we were left in a position that we could 
handle them,” says Grote, whose family 
owns 70 percent of the business. Senior 
management and employees own the 
remainder.

No Pain, No Gain
Getting profitable was painful. Donatos, 
which once operated and franchised 197 
units, grew and then shrank under McDon-
ald’s wing. In the year prior to the sale, 
Donatos closed 36 units, including 23 in 
Atlanta. Since then the chain has shuttered 
seven underperforming units and refrained 
from opening new ones until last year. 
Yet today, the company claims, its balance 
sheet is healthy. “We’ve moved in a positive 
direction,” says Abell, citing a $10.5 mil-
lion “turnaround” in EBITDA since parting 
with McDonald’s. 

Working capital is also available and will 
be used to finance growth. According to 
CFO Doug Kourie, this year’s capital proj-

ects include five company units; two have 
already popped up, in Columbus, Ohio, 
and Orlando, Fla. The company is again 
following what it calls an “asset portfolio 
strategy,” meaning it will open the right 
type of store for the market—versus a pre-
vious strategy that led to the opening of 55 
large “pizzerias,” which ultimately failed to 
produce profits.

The game plan doesn’t surprise industry 
observers. “The founder’s the one with faith 
in the brand, and when a corporate mar-
riage doesn’t work out, he has the belief 
and experience to make things happen,” 
says Dennis Lombardi, executive vice pres-
ident, foodservice strategies, of WD Part-
ners, Columbus, Ohio-based consultants to 
chain restaurants.

“We are truly going back to what we 
know,” Abell declares. 

One thing Donatos knows well is how 
to make dough. It will expand an exist-
ing dough-making plant attached to its 
Columbus headquarters this fall. The plant 
currently manufactures shells used in fran-
chise and company outlets. The company 
is now working on a new pre-proofed 
dough, in test in several units, that will 
eliminate the need for in-store proofing. 

Ohio taxpayers are partially paying for 
the project, which will cost about $5 mil-
lion. The Ohio Department of Develop-
ment, which typically funds high-tech 
ventures, granted Donatos a $2.9 million 
low-interest loan earlier this year. 

“We were always back-of-the-house managers. 
But the paradigm is changing.” 

—Donatos COO Jane Grote Abell

C O V E R  S T O R Y

Donatos is still tweaking its 
brightly colored prototype,
particularly the kitchen,
which is too large.

Donatos’ new prototype features 
seven different dough products, 
among them Santa Fe Chicken, 
topped with fresh jalapeños 
and corn chips.
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The loan drew criticism recently from 
the Buckeye Institute, a conservative think 
tank, which chided state officials in an 
article that appeared on its Web site. “Cal-
culators everyone,” wrote President David 
Hansen. “State helps one pizza maker sell 
more pizza…divided by no growth in the 
market for pizza…equals…less sales for all 
the rest of the pizza shops on Main Street.” 

There’s some validity to the claim. The 
market for pizza is mature and crowded, 
offering few opportunities to create new 
customers. Worse, the swelling price of gas 
may dampen spending even for a relatively 
cheap item like a pizza. Domestic same-
store sales at category leaders Domino’s 
and Pizza Hut are down 3.8 percent and 5 
percent, respectively, appearing to reflect 
the squeeze on consumers. Domino’s CEO 
David Brandon told analysts domestic 
same-store sales would grow only 1 to 3 
percent in ’06. It was no 
different at Donatos, where 
first-quarter comps remained 
flat or down in company 
markets (Columbus, Cleve-
land, Orlando, Indianapolis 
and Philadelphia), and Abell 
doesn’t expect them to climb 
above 2 percent, if at all, for 
the year.

Yet unlike the big national 
players, Donatos won’t offer 
steep discounts to boost 
traffic. Grote doesn’t want 
to sell “a commodity prod-
uct,” thus tarnishing the 
chain’s emphasis on quality, 

abundance and consistency. And discounts 
cut into profits quickly given more costly 
ingredients. Donatos’ current TV com-
mercials—mostly animation—harp on the 
theme of “edge to edge” toppings and show 
mouthwatering product shots. The signa-
ture 14-inch pepperoni pizza, for example, 
is guaranteed to include at least 100 pieces 
(pieces are weighed, not counted). 

Company officials maintain these 
upscale attributes are what attracted 
McDonald’s in the first place. Asked to con-
firm that contention, a spokesperson for 
the burger giant says only, “We no longer 
own Donatos.” 

Let’s Make a Deal
To be sure, Donatos deals, Abell says, but 
chiefly to spark trial of new products, like a 
line of ciabatta-bread sandwiches rolled out 
earlier this year. Coupons typically offer $2 
off a $10 purchase. Dayton franchisee Todd 
Rogers, who operates 15 units in southwest 
Ohio, recently bundled a two-liter soft 
drink with a pizza. “It worked well for us,” 
he says.

Yet during the tough first quarter, the 
chain couldn’t resist offering a more sub-
stantial discount, selling a second medium-
size pizza at half price with the purchase of 
a large. “We are still in a transition period,” 
Grote admits. “But we want to get off the 
Kool-Aid.” 

When and if they do, management will 
be counting on an upscale image—both in 
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Donatos’ new prototype has to make $15,500 
in weekly sales to see a return on investment.

C O V E R  S T O R Y

Donatos’ new building strategy 
is to adapt elements of the 
latest prototype to the site, 
increasing the number of spots 
from which to sell pizza.

The menu at the prototype 
features several pizzas, like 
the Timpano, available no 
where in the Donatos system. 
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decor and service. High-quality products 
and high standards of service are respon-
sible for average weekly sales of $18,300, 
among the highest outside Columbus, 
Rogers says. In Columbus, the company’s 
best market (it has a 40 percent market 
share, according to officials), Donatos rings 
up an average $20,000 a week. 

Those sales now come chiefly from 
“pizzerias,” costly 3,000-square-foot units 
that were McDonald’s idea. Last December, 
Donatos changed course, opening a 40-
seat, 2,100-square-foot prototype that fea-
tures a walk-up counter and is something 
like the units Donatos opened prior to ’99. 
Dayton-based Design Forum created the 
dining room, while WD Partners subsidiary 
SME designed the kitchen. The front of 
the house, which strongly suggests a fast-
casual eatery, features soft colors, trendy 
lighting and inspirational wall messages 
like, “Enjoy. Hope. Smile.” An open kitch-
en allows dine-in customers to glimpse 
employees making pizza, sandwiches and 
salads without seeing the full process. 

“In the old model, we had real separa-
tion,” Chief Concept Officer Tom Krouse 
recalls. “The room was dull, dark and 
without energy.” He is referring to the 
larger units McDonald’s called pizzerias, 
casual-dining-like eateries with menus and, 
oddly, telephones at each table from which 
customers called in orders. Often a worker 
served as both hostess and order-taker, 
scampering back to the kitchen after seat-
ing a party only to answer their phone call. 
The system confused customers, as did 
plastic plates and forks. 

Franchisees didn’t open pizzerias, per-
haps scared off by the cost, which climbed 
to as much as $1.6 million, officials say. 
Abell recalls that during McDonald’s ten-

ure, equipment innovation was prized. 
“Under the Arches, it became about the 
patent and innovating on equipment,” she 
says, remembering chilled racks over the 
make station that required a compressor. 
Today, she adds, “We look at an equipment 
package and buy what we need.”

By contrast, the new prototype, which 
costs just $450,000 (noncapitalized), may 
prove attractive. “Investment had gone up 
with the pizzerias. It was an easy thing to 
bring back down,” Abell says. Donatos 
won’t share specific unit-economic infor-
mation but does say the prototype can 
make money with weekly sales of $15,500. 

Model Behavior
The company arrived at the sum after 
revising its unit-economics model. “We 
used to try to drive toward a sales number,” 
Kourie says. “What we think is prudent is 
to take a sales number we are pretty sure 
we can hit in average-town America and 
ask, ‘How do we make money at that?’”

Franchisees (there hasn’t been a new 
one since 1998) now seem interested. “We 
[franchisees] stayed on the sidelines,” Rog-
ers says. “Since the Grotes bought the com-
pany back, we’re still on the sidelines but 
much closer to the playing field.” Rogers, 
a franchisee since 1993, will remodel two 
stores this year with elements of the new 
prototype. 

Donatos also intends to remodel several 
pizzerias. “Some of the units are in plan-
ning stages,” Grote says. “A couple of them 
will go to counter service, and some we 
will do outside renditions with a pick-up 
window.” He’s referring to the reddish-
orange tower, a striking design element, 
encasing the pick-up window and embla-
zoned with “D To Go.”
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“We took over a bunch 
of liabilities, but we were 
left in a position that we 
could handle them.” 
—Donatos CEO James Grote

C O V E R  S T O R Y

Donatos got its start 43 years 
ago, when James Grote bor-
rowed $1,300 to open a pizza 
joint just outside downtown 
Columbus, Ohio. Today, the 
owners are trying to regain the 
simplicity of an earlier time.
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But the extent to which it will retrofit 
existing units is yet unclear. Management 
is currently wrestling with how much the 
company can afford to be “premium” in 
areas other than product.

Service recently became an area of focus 
after telephone surveys showed Donatos 
didn’t meet customer expectations. “We 
built the premium restaurant,” Abell says, 
referring to the prototype. “We have not 
yet built the service platform we need. We 
have a lot of work to do.”

To improve, Donatos will test a new 
POS system in company restaurants in 
July. It will trim order speed, according to 
Abell, and employees answering the phone 
will no longer immediately ask for a phone 

number because the system automati-
cally brings up customer data. “They can 
say ‘hello’ first,” she says. The cost: about 
$15,000 per unit. The company is also 
planning a call center.

“We were always back-of-the-house 
managers. But the paradigm is changing. 
How we answer the phone is most critical, 
and how we cash you out,” Abell says. 

In her spare time, she has been reading 
about successful service-oriented business-
es. “I want to know what Nordstrom does 
to create the ‘wow’ factor. I don’t think it’s 
anything we don’t know,” she says. “But 
how do you transform a back-of-the-house 
culture to into one that turns around to 
face the customer?”

Donatos is working on a new pre-proofed dough 
that will eliminate the need for in-store proofi ng.

C O V E R  S T O R Y

CL

““
Cynthia Campoy

Purchasing Manager
Rubio’s Fresh Mexican Grill 

(152 Locations)

That’s why the FreshMarx handheld labeler was a no-brainer. I only had to 
see it once to know it was a great concept in food rotation date-coding—
much more efficient and reliable than the day-of-the-week labels we 
were using. It’s an all-in-one item. It’s faster, easier to use—and 
we only have to reorder one label SKU. Best of all, my 
general managers aren’t calling me about it. 
So I know they like the FreshMarx labeler too.”

 I knew right away we 
 would save labor.

And, at Rubio’s, food safety, freshness 
and quality are absolutely critical.

Toll-Free 877-774-6829
w w w . F r e s h M a r x . c o m

FREE FreshMarx™

handheld labeler system—

Call NOW for details!

© 2006 Paxar Americas, Inc. All rights reserved. FREE!
Products & ServicesTM

4922_Rubio_ad_Chain_ldr.indd 1 2/3/06 3:58:31 PM

Donotos has always 
boasted about edge-to-edge 

toppings, including at least 
100 pieces of pepperoni on its 

best-selling pizza.

See us at booth 837 at the Southwest Show

clx0606CoverStory   48clx0606CoverStory   48 5/16/2006   11:35:21 AM5/16/2006   11:35:21 AM



perduefoodservice.com

Introducing Sandwich Builders™ from Perdue.
Pre-sliced turkey, beef and pork that taste as fresh
as just-sliced. You don’t need a slicer to cash in on

America’s big appetite for sandwiches. Just the
right plans and the right tools. Now let’s build
something great. Give us a call at 888-737-3832.

Technomic, 2004      ©2006 Perdue Farms Inc.
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ith Rubio’s Fresh Mexican 
Grill’s food-safety processes, 

the story is not what’s new, 
it’s what’s next. Senior Quality 

Assurance Manager Jose Rodri-
guez calls it a “moving goal post.”

“When it comes to food safety, 
it’s always a continuous improve-

ment,” Rodriguez says. “You can’t sit 
and relax. You’re good today, but there’s 
always new ways, better ways, better tech-
nology out there.”

Case in point: Web-based food-safety 
training. Shift leaders and managers use a 
comprehensive online education program, 
beyond what they learn in manager train-
ing, ServSafe class and their operations 
manual. But now the Carlsbad, Calif.-
based, fast-casual chain is testing Web-
based training in three restaurants for 
hourly employees, too.

“It’s obviously important that our gen-

eral managers and supervisors know food 
safety, but at the end of the day, the ones 
doing the work day in and day out are the 
cooks and the people actually handling 
the food, so we want to bring it down to 
them,” Rodriquez says. He hopes to roll the 
highly interactive, bilingual program sys-
temwide by the end of the year.

But he doesn’t want to stop there. Rodri-
guez would like to attach rewards to the 
lessons—when an employee completes so 
many chapters, he or she is eligible for a 
raise or job promotion.

Early and Often
Asked who is in charge of food safety, 
Rodriguez says, “Every single person at 
Rubio’s is accountable for food safety. I may 
oversee the programs, from the fields to the 
manufacturing facilities and obviously the 
restaurants, but we all have to buy into that 
philosophy.”

Rubio’s Senior Quality 
Assurance Manager Jose 
Rodriguez (above, r.) 
makes surprise visits 
to restaurants, as do 
third-party auditors.

Neverending Story
At Rubio’s Fresh Mexican Grill, quality management 

is a job of continuous improvement.

BY MARY BOLTZ CHAPMAN

F O O D  S A F E T Y

C O N C E P T

Rubio’s Fresh 
Mexican Grill

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

Rubio’s Restaurants, 
Carlsbad, Calif.

U N I T S

156

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

$140.9 million

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

$150 million*

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

$960,000

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

$8

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

8 to 10 by year-end
*Chain Leader estimate

SNAPSHOT
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We’ll explain how to-

 Choose the right fryer for the food

 Choose the right oil

 Load and unload appropriately

 Filter and clean often

Fry better for your operation, 
customers, and equipment.

©Frymaster, L.L.C. 2005 Printed in the U.S.A.
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1

3

4

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

FACTORS
for
FIT FRYING

For more ways to solve your operational 
challenges, visit www.enodis.com
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To instill that philosophy, Rubio’s trains 
and communicates with employees on 
food-safety issues early and often. Full-time 
trainers often travel to stores to refresh les-
sons. Rodriguez, who is fluent in Spanish, 
also makes surprise visits. 

In his stead, a monthly food-safety 
bulletin is posted in each unit, encased 
in plastic above the handwashing sink. 
Started last fall, the bulletin is simple 
and quick to read, with a lot of pictures. 
Rodriguez writes it in both Spanish and 
English. Third-party auditors, who check 
each restaurant three times a year, know to 
make sure the latest issue of the bulletin is 
in place.

The chain also addresses food-safety 
concerns in its weekly operations report, 
which features news from all the support 
departments. The combined reports pre-

vent unit operators from being bombarded 
with e-mail from headquarters.

Rodriguez credits the training team and 
Rubio’s food-safety task force with keeping 
quality improvements top of mind at the 
restaurants and the corporate office. The 
cross-functional task force—comprised of 
Rodriguez; a scientist and technician from 
food and beverage; a representative from 
purchasing, operations and training; and the 
district managers—meets every six weeks. 
The team addresses issues that have come 
up, checks off on assigned deadlines and 
looks proactively at what might be ahead.

Field to Fork
Looking ahead, Rodriguez is keeping tabs 
on what Rubio’s manufacturers and distrib-
utors have done to prevent food-security 
issues and prepare for potential problems 

treat yourself...
Sit back, relax… 
and savor the good life!
One bite of Hillman’s delicious blue 

mussels and you’ll feel like royalty. 

Anything less simply won’t do! 

With a solid reputation worldwide,

we offer a variety of the best-quality

seafood. So, go ahead, treat yourself

and enjoy the lap of luxury with the 

freshness of Hillman.
800.582.4416

hillmanoysters.com

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

F O O D  S A F E T Y

Hand-held electronic thermom-
eters, in test in four or five 
units, will enable managers to 
quickly temp products then get 
back to their customers.

Rubio’s is testing Web-based training and electronic, downloadable 
thermometers to improve its food-safety practices.
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like avian flu. His 20 
years’ manufacturing 
experience in quality 
assurance enables him 
to speak their language 
on his own annual 
audits and ensures they 
are not trying to cut 
corners.

Rubio’s demands 
adherence to freshness 
and quality guide-
lines of its suppliers, 
requiring frequent 
third-party audits and 
downloadable time- 
and temperature-track-

ing devices on perishable goods. 
At the store level, beyond consistent and 

frequent training, periodic audits, cooking 

and food-rotation standards and systems, 
Rubio’s is testing hand-held, computerized 
thermometers to raise the bar on safety. 
Rodriguez admits that when there is a line 
of lunch customers out the door, it can be 
tempting to fill in times and temperatures 
after the rush. The new devices, which 
are in test in four or five restaurants, track 
when temperatures are measured to ensure 
it’s happening, and, more importantly, 
make it fast so managers can quickly get 
back to their guests.

“The unit I have is very expensive, like 
$3,000,” says Rodriguez. “I have another 
one coming in tomorrow. I’ll test this year, 
a few stores, a few products, find out 
which is the most affordable and what we 
want, and hopefully next year we’ll go with 
something like that.”

All in an effort to always do it better.

F O O D  S A F E T Y

CL

Rodriguez’ visibility in Rubio’s 
stores helps keep food safety 
top of mind.

At manufacturing facilities, Rodriguez says, “I get on my hands and knees 
and take equipment apart and really go into a lot of detail.”
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#1 in Food Safety. Now in Personal Safety.

1-800-847-0101 
www.daymark.biz

ANY OTHER LABEL IS JUST ALL WET.

5-12 seconds after
water is applied.

13-30 seconds after
water is applied.

®

Dissolve-A-Way day-of-the-week and shelf life labels are FDA compliant for indirect food contact.

No sticky residue. No ghost images. Dissolve-A-Way
®

 labels from DayMark
®

rinse away the risk of bacteria and wash away the need for extra cleanup work.
The biodegradable labels adhere to your plastic and stainless steel pans and are unaffected by steam or condensation, yet completely 
rinse away in less than 30 seconds when pans are washed. Dishwashers love how they make their job easier, and managers love how 
they reduce overall costs. In fact, a survey of 166 food service managers reported that DayMark Systems® save them an average of 
10.6 hours of labor per week and reduce wasted food disposal by $210 per week. It’s just one more way that the leader in food safety 
is clearing the way to greater workplace safety and efficiency.
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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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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

Franchise 
  Developer

 B Before you grow, create solid strategies to maximize capital 
and human resources. Heated competition for vacant 
spaces and new development sites makes it diffi cult to 

fi nd good locations. That’s putting pressure on area developers 
who need to meet mandated minimums for unit growth without 
having to take on secondary locations. “Thousands of restaurant 
brands are trying to expand, and you are competing against 
everyone, says Doug Pak, chief executive offi cer of Frandeli 
Franchise International, a Newport Beach, Calif.-based franchise 
investment, development and management company. “When it 
comes to the development pace, most developers will need a 
generous schedule.” 

Assuming you have the necessary capital, Pak recommends 
making the most of your territory with cluster development. 
“Study the market with real estate brokers and consultants to 
determine how many deals you can do realistically in a certain 

period of time,” he says. “The 
only caveat is not to open mul-
tiple stores with opening dates 
too close to each other.”

Optimizing capital is just 
one side of the equation. Area 
developers also need to control 
the infrastructure needed to 
support an aggressive growth 
pace. Pak says most young 
development companies will 
need one or two in-house staff 
members who serve in project 
management roles. A good 
project coordinator or manager 
should know what needs to be 
done when, by whom and how 
much. “Project management 

is everything in restaurant development,” Pak adds. “If you mis-
manage this process, you can waste a lot of money and time.” 

And obviously, working with the right architects and general 
contractors who have extensive experience in the restaurant 
space is extremely critical, as they can help you love your job or 
hate your life. 

Beyond the core team, Pak advises outsourcing “as much as 
you can.” One way is to maximize support from the franchisor. 
“The franchisor is a great resource for information or assistance. 
You just need to be adamant about getting the help you need,” 
Pak says. When considering signing on for a territory, make sure 
that the franchisor has an in-house real estate manager, architect 
and construction manager, he recommends.
    Despite the challenges, Pak says now is a good time to grow: 
“Since good real estate is getting harder to fi nd these days, I 
would not hesitate to add units whenever I fi nd good locations.”

How to Plan a Growth Spurt

Good project management is criti-
cal to restaurant development.
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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. 
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RICHARD SNEAD
Chain Leader brings you
“A Little More Friday’s” 
when and where you want it!

Look for Mary Chapman’s interview with Richard Snead in this issue, and 
then log on to www.foodservice411.com/clmag/podcast for even more 
detail on how the company made its brand relevant for today’s 
consumer while preserving its great heritage and history.

Hear more about:
• The updates to TGI Friday’s décor, menu, operations and marketing 
• How TGI Friday’s strives to deliver the best guest experience in the business
• How the company succeeds at employee diversity and achieving lower staff turnover

The June “Cover Society” Podcast features
Richard Snead, President and CEO of 

Carlson Restaurants Worldwide. 

C O V E R  S O C I E T Y
Chain Leader is proud of its latest 

“Cover Society” podcast, striving to make 
the news even more accessible to operators.  

“A Little More Friday’s” is available online 
starting June 1. Hear the podcast on the 

web from your computer, or download it to 
your MP3 player and listen when and where 

it’s most convenient for you — at home, 
at work, anywhere. Day or night. 
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FOOD & BEVERAGE

Allen Canning Co.  p. 31.  Manu-
facturer of a full line of canned 
vegetables and fruits. Call  (800) 
234-2553  or visit the Web site 
at  www.allencanning.com.

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

Carolina Turkey  p. 4.  Makers of 
a full line of turkey products. 
Call  (800) 523-4559, ext. 687  or 
visit  www.carolinaturkeys.com.

Dawn Food Products Inc.  p. 3.  
Manufacturer of a line of bak-
ery mixes and bases. Call  (800) 
248-1144  or visit the Web site 
at  www.dawnfoods.com.

Hershey’s Food Service  p. 25.  
Branded ingredients, recipes 
and menu ideas. Call  (877) 
772-3556  or visit the Web site 
at  www.hersheysfoodservice.com.

Hillman Oyster Co.  p. 52.  A line 
of fresh seafood products. Call 
 (888) 582-4416  or visit the Web 
site at  www.hillmanoysters.com.

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

MasterFoodServices/Uncle Ben’s 
 Inside Back Cover.  Maker of rice 
varieties for use in foodservice. 
Call  (800) 432-2331  or visit 
 www.masterfoodservices.com.

McIlhenny Co./Tabasco Brand 
 p. 34-35.  Tabasco brand hot-
sauce varieties. Call  (888) HOT-
DASH  or visit the Web site at 
 www.TABASCOfoodservice.com.

Perdue Farms Inc.  p. 49.  Suppli-
ers of a variety of poultry prod-
ucts for use in foodservice. 
Call  (888) PERDUE-2  or visit 
 www.perduefoodservice.com.

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

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

S&D Coffee  p. 15.  A variety of 
coffee blends and flavors. Call 
 (800) 933-2210  or visit the Web 
site at  www.sndcoffee.com.

Sunny Fresh Foods  p. 13.  Supplier 
of value-added egg products. 
Call  (800) USA-EGGS  or visit 
 www.sunnyfreshfoods.com.

Tampa Maid Foods  p. 53.  Sup-
plier of shellfish and specialty 
seafood products. Call  (800) 
237-7637  or visit the Web site 
at  www.tampamaid.com.

EQUIPMENT

Alto-Shaam Inc.  p. 20-21.  
Manufacturer of low-tempera-
ture ovens and display cases. 
Call  (800) 558-8744  or visit 
 www.alto-shaam.com.

Brother International Corp.  p. 27.  
Manufacturer of commercial 
printers. Call  (866) 455-7713  
or visit  www.brother.com.

Enodis  p. 37.  Comprised of 14 
of the leading brands in food-
service equipment. Call  (727) 
375-7010  or visit the Web site 
at  www.enodis.com.

Frymaster  p. 51.  Fryers, toasters, 
rethermalizers and more. 
Call  (800) 221-4583  or visit 
 www.frymaster.com.

Hatco Corp.  p. 8-9.  Manufacturer 
of a full line of foodservice 
equipment. Call  (800) 558-0607  
or visit  www.hatcocorp.com.

Hobart Corp.  p. 33.  Maker of a 
full line of commercial foodser-
vice equipment. Visit the Web 
site at  www.hobartcorp.com.

ICE-O-Matic  p. 41.  A complete 
line of ice machines with bacte-
ria-prevention. Call  (800) 423-
3367  or visit  www.iceomatic.com.

Leggett & Platt Storage Products 
Group  p. 54.  Storage, shelving 
and food-prep equipment and 
solutions. Visit the Web site at 
 www.leggettspg.com.

Server Products Inc.  p. 7.  A line 
of food-warming, serving and 
display equipment. Call  (800) 
558-8722  or visit the Web site 
at  www.server-products.com.

SUPPLIES/SERVICES

American Express  p. 28.  For mar-
keting tools and other business 
builders, call  (800) 528-5200  or 
visit  www.americanexpress.com/
merchants.

Cooper-Atkins  p. 11.  Manufac-
turer of food-temperature 

tracking equipment. Call  (800) 
484-2842  or visit the Web site 
at  www.cooper-atkins.com.

DayMark Safety Systems  p. 55.  
Food- and personal-safety 
products and training. Call 
 (800) 847-0101  or visit the Web 
site at  www.daymark.biz.

Everpure Inc.  p. 17.  Commercial 
water-treatment systems and 
maintenance service. Call  (800) 
323-7873  or visit the Web site 
at  www.everpure.com.

FreshMarx  p. 48.  Food-rotation 
labeling systems aid food safety 
and consistency. Call  (877) 774-
6829  or visit the Web site at 
 www.freshmarx.com.

Infosoft Technologies  p. 43.  A line 
of Web-based, touch-screen 
POS systems. Call  (800) 574-
1622  or visit the Web site at 
 www.infosofttechnologies.com.

National Checking Company  p. 38.  
Business intelligence from the 
point-of-sale system. Call  (800) 
774-0519  or visit the Web site 
at  www.nationalchecking.com.

WD Partners  p. 45-46.  Restau-
rant development and consult-
ing. Call  (888) 335-0014  or visit 
 www.wdpartners.com.

FRANCHISING

Franchise Developer  p. 57, 58.  
News and opportunities for 
multiunit franchisees. Call 
 (630) 288-8467  or visit the Web 
site at  www.chainleader.com.

EVENTS/EDUCATION

Chain Leader LIVE  p. 36.  Insight 
from the pages of Chain Leader. 
For more information or to 
register, call  (630) 288-8201  or 
visit  www.chainleader.com.

Chain Leader  p. 59.  To listen to 
Cover Society interviews online 
or download a podcast, visit 
 www.chainleader.com.

Elliot Leadership Institute  p. 61.  
Leadership development for 
restaurant-industry executives. 
Call  (914) 524-9100  or visit 
 www.elliotleadershipinstitute.org.

NRA Educational Foundation 
 p. 56.  The ServSafe fourth edi-
tion is available. Call  (800) 765-
2122  or visit the Web site at 
 www.nraef.org/servsafe/625CL.

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

V E N D O R  E X C H A N G EC O M P U T E R  S O F T W A R E / P O S

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

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

E Q U I P M E N T

sterlingcharbroilers.com

2 year warranty !

Great line of grills, 
reasonable prices.

610 944 0988
Fleetwood, PA     
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Dedicated to the Development and

Advancement of Executives in the 

Foodservice and Hospitality Industries

“Corporate culture 
is like an engaging 
conversation around 
the dinner table—it’s
most effective when
everyone’s involved.”

—Russ Bendel
President, 
Mimi’s Cafe 

To create a successful home office and field operations environment, you can’t 
just be in charge, you have to be involved. That’s why Russ Bendel plays such an
active role throughout the entire collection of Mimi’s restaurants. Whether he’s
chatting with prep chefs or leading the community outreach charge with his 
“market partners”, Russ strives to fully understand his corporate culture…so he’s
better equipped to improve and sustain it.

Russ Bendel is an accomplished Corporate Culture Advocate. By remaining dedicated
to the ideals of a great concept that began 25-years ago, he’s championed a culture
that adapts well to change, embraces inclusion, innovation, and works to eliminate
obstacles hindering success. In fact, that’s why Russ is such a strong supporter of
The Elliot Leadership Institute and endorses its 10 Dimensions of Executive
Leadership™,  the most critical measures of industry success. Using these insights,
the Institute has been extremely effective in providing management teams across
the country with the “tools” they need to grow both personally and professionally.
Based on validated research and proven principles, this innovative suite of 
cost-effective online products, services and half-day workshops was developed by
hospitality leaders for hospitality leaders.

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

10
Dimensions
Of Execut ive
Leadership™

d i m e n s i o n

Corporate 

Culture Advocate10
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Mike Speck takes full advan-
tage of living near the Rocky 
Mountains. The vice president 
of human resources and train-

ing for Wheat Ridge, Colo.-based Qdoba 
Mexican Grill rides his bike 50 to 75 miles 
a week in the foothills of the Rockies. But 
the 46-year-old has recently stepped up the 
pace as he prepares for a weeklong, 450-
mile bike ride.

Speck is training for the Bicycle Tour of 
Colorado, a road-bicycling event through 
the Rockies June 25 to July 1. Each day 
bicyclists will ride 60 miles to 100 miles 
through mountain passes ranging from 
7,893 feet to 11,530 feet above sea level. 
Unlike mountain biking, which involves 
single-track trails on rugged terrain, road 
biking takes place on paved roads and 
involves long distances.

To prepare, Speck started a three-month 
training program in March. He rides five 
days a week, gradually increasing the dis-
tance from 40 miles a week in March to 
185 miles a week in June. Three days a 
week, he gets up at 5 a.m. to ride 90 min-
utes a day. He rides about three-and-a-half 
to seven hours a day on the weekends.

“I get a tremendous amount of personal 
enjoyment, confidence and self-satisfaction 
from the discipline and accomplishments 
involved in training, along with the ability 

to not only experience the Colo-
rado Rockies from the bike, but the 
relationships developed with others 
sharing the same passion and com-
petitive spirit,” he says.

Highs and Lows
This will be Speck’s third year in 
the Bicycle Tour of Colorado. He 
will ride four to seven hours a day. 
Besides the elevation and endur-
ance, riding in a pace line will be 
a challenge. Speck will ride with a 
group of three to seven people 20 
to 30 miles per hour uphill and 50 
miles per hour downhill with their 
tires only inches apart to minimize 
wind resistance. “It’s part of team-

work because you have to trust the person 
in front of you,” he says.

Speck will also have to deal with tem-
peratures ranging from 35 degrees in the 
morning to 85 in the afternoon. “In previ-
ous years, we’ve experienced all types of 
weather, from beautiful sunny blue-sky 
days to rain, sleet and snow, sometimes 
waking up to a frost-covered tent,” he says.

After he completes this event, Speck 
will move on to the Triple Bypass Bicycle 
Tour on July 8. The 120-mile ride includes 
ascents of more than 10,000 feet. 

Residual Benefits
When he’s not training, Speck goes road 
and mountain biking at least three days 
a week. His wife, Julie, and his children, 
Rachel, 11, and Andrew, 14, sometimes 
join him. “They haven’t gotten the addic-
tion yet, but I’m hoping they will someday,” 
he says. “My family is completely support-
ive and excited that Dad has the gumption 
to physically keep the pace going.”

Biking also helps him at Qdoba. “Time 
on the bike requires full concentration on 
the road or trail conditions, the constant 
changing weather and physical stamina 
to go the distance,” he says. “As my over-
all physical endurance and stamina has 
increased so has my ability to focus on 
long-term strategic thinking.”

ROAD 
Scholar

62 Chain Leader  ◆  June 2006

Mike Speck, vice president 
of human resources and 
training for Wheat Ridge, 
Colo.-based Qdoba Mexican 
Grill, is training hard for 
the Bicycle Tour of Colorado, 
a weeklong, 450-mile ride 
through the Colorado Rockies.

BY MAYA NORRIS

O F F  T H E  C L O C K

CL

Qdoba’s Mike 
Speck finds the 
journey is more 
important than 
the destination.
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Anyone can make this risotto.

Now serve the creamy, cravable risotto today’s patrons love—without the

complicated cooking process. New UNCLE BEN’S® Classic Risotto is the only 

fast, foolproof risotto you can heat and serve in 90 seconds! This base 

risotto comes in small shelf-stable pouches and lets you create countless 

high-margin menu items. It’s risotto for the real world.

Call 1-866-776-7333 today for a free sample, 
or visit www.MasterFoodServices.com 
for recipe ideas.
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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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