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Pick Up Stix hones food
quality and service speed.
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After 27 years at Del Taco,
Shirlene Lopez runs the
whole enchilada.
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GAR IN THE RAW IS A REGISTERED TRADEMARK OF THE CUMBERLAND PACKING CORP. ©2005 SUGAR FOODS CORPORATION

Sugar In The Rawe is made from fresh cut cane,
grown in the rich volcanic soil of Maui. Its distinctive
taste, pleasing texture and natural golden color
enhance the presentation of your specialty coffee.

Sugar In The Raw...
that extra touch exclusively from Sugar Foods.

www.sugarfoods.com 1-888-708-2222



cover society

Experience

NECESSARY

Shannon Foust brings a career’s worth of operations and
franchise knowledge to a local upstart. 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 fea-
ture updates readers
on a Cover Society
member.
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hannon Foust was on the cover of

Chain Leader in December 2004, when
he was president and CEO of Damon’s Grill,
updating its prototype and upgrading the
menu. He didn’t know it at the time, but he
was preparing the 133-unit casual-dining
chain for sale 16 months later. Since August,
Foust is president of Columbus, Ohio-based
Roosters Franchising Inc., hawking a “bottom
rung” full-service chicken-wing concept with
11 units and big plans.

What made you accept the job at Roosters?

I had known this concept for many years and
have been a frequent customer. The attorney
that handles all of Roosters’ work also han-
dled Damon’s work and has been a lifelong
friend of mine.

Its a concept that I thought was well posi-
tioned for today’s economy: full service, but
when you walk out, you don't get sticker
shock. They've been around since 1989.
They're operators, and they never really
thought about the development side. We
started talking about franchising, and they
knew I had a lot of experience in that. So we
started putting together a program to bring this
concept to the rest of Ohio and the Midwest.

What are you bringing that they were lacking?
Hopefully I'm bringing my 25 years of experi-
ence and the many mistakes that you make
throughout that time, and you learn from
those mistakes, and you find the things that
work well and things that don’t work so well
and try to apply them.

These models are getting really stressed out
by increasing costs in a lot of areas and put-
ting a lot of pressure on making an adequate
return. A lot of people are looking at the
industry and saying, “This is a lot of work
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and a lot of risk, and what am I getting out
of it?” What we try to do at Roosters is focus
on keeping the model strong and try to find
ways to lessen the costs.

What does that look like?

Our royalty fee is low [3.25 percent]. We are
not going to have any marketing fees. Focus
on the model. We're not going to have a home
office; we're going to have people that work
out of their homes. The Web site is going to
be the main message area for franchisees. And
we're looking for experienced operators, not
first-timers. No new construction, no set foot-
print. We're going to take failed businesses
and boxes around the country—and there’s
plenty of them—to convert.

You called it the bottom rung of full service.

What does that mean?

Our average check is below $10. We just won
best wings in Columbus, Ohio, and we beat
two well-known competitors in the industry.
Because our wings are just so much bigger
than everybody else’s. They're bigger and
they're cheaper, and our consumers know it.

You have the history in Columbus. How are you
going to expand that into new markets?
It’s amazing. We've sold contracts in Cincin-
nati, in Cleveland, and people travel, and
they come around here to Ohio State games. 1
was shocked actually about how much brand
recognition we did have.

When we go into new markets, they’re
going to see very quickly what Roosters is
about. It’s a fun, casual joint. m

on the web: For more about Foust’s expectations
and plans for Roosters, download or read the
entire interview at www.chainleader.com.
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Consumers today are always open to grabbing a taste of energy-infused specialty

coffee. But it’s up to you to make the first move.

Learn all about their thrill-thirsting drinking habits and how to capture their
attention and affection with NESCAFEe. I-800-288-8682.

TRADEMARK OWNER: SOCIETE DES PRODUITS NESTLE S.A,VEVEY, SWITZERLAND
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cover story

Above and
Beyond 40

After 27 years of experi-
ence at Del Taco, Shirlene
Lopez was named president
and chief operating offi-

cer in October. An opera-
tions expert, Lopez will be
stretching herself as the
chain attempts national
expansion via aggressive

franchising and co-branding.

By David Farkas

Chain Leader | January 2007

|

marketing

Ringing Endorsement 2;

Juice It Up hopes cell phone coupons will help cultivate
the smoothie chain’s hip image. Instead of text messages
that pop up at inopportune times, the program requires
users to download a coupon. Initial redemption is about
10 percent. By Margaret Littman

oty
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back of the house

Gathering Place

In addition to reducing the size of the kitchen, Benihana’s new prototype
places the bar, kitchen proper and sushi bar in close proximity so servers
can collect items at one central location, significantly improving table turns.
By Mary Boltz Chapman

toque of the town

Sticking Points 35

Vice President of Marketing and Menu Development Alison Glenn Delaney
is focusing on food quality and speed of service at Pick Up Stix. She is
developing more pan-Asian dishes, promoting existing items and evaluating
how to best use its commissary. By Monica Rogers
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Covering All Angles s

Benihana’s Internet-based risk-management system places cameras where
POS activity and cash handling occur and enables management to access
the images online. When the cameras detect something unusual, the
system proactively generates and e-mails an exceptions report.

By Lisa Bertagnoli

the learning organization

Building Blocks so

Chain operators gathered to learn more about “Excellence in Execu-
tion,” the theme of the third annual Chain Leader LIVE. The conference
featured sessions ranging from menu development to growth strategies,
award presentations and receptions. By David Farkas
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ON THE NET

Web Exclusive

Chain Leader LIVE pictures and
highlights you won't see in the
magazine, plus recipes from its
unigue culinary events

Cover Society

Panera Bread CEO Ron Shaich

tells what's new with the

bakery-cafe leader

How To Grow To 100 Units

Web-exclusive content and
related articles on growing
concepts

Video coverage of Chain
Leader's “How To Grow To
100 Units” roundtable

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

Plus

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

Daily news
Franchise opportunities

Topic-specific pages on
marketing, expansion,
operations and more

www.chainleader.com
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Bush’s Best
was chosen #1 by

a panel of experts.

Customers.

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

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

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,
el Green Beans, Hominy, Lima Beans, Southern Peas,
ASK ME .

FORTHE § Spinach and other Greens.

SECRET
FAMILY
RECIPE

1

g\NCE"SO&

BEST

CASH BACK ON EVERY CASE
Get $3 cash back for every case

of Bush’s Best Baked Beans you buy
through 2/28/07. No case limit.
Contact your sales representative.

FOODSERVICE

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

*Nielsen Data, Total U.S. Baked Beans
©2007 Bush Brothers & Company



editorial

Mary Boltz Chapman
Editor-in-Chief
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Cosmetic changes

Style and

are nice, but only if
they aid the end user.

UBSTANCE

We aren’t changing our
niche: bringing business
insight and analysis to execu-
tives of restaurant companies.
We'll continue to package
information in our award-
winning case-study style and
feature successful companies,
personalities and strategies.

New and Improved

But we've improved the variety
and flexibility of the editorial. We'll still run
our signature features like Restauratour and
Toque of the Town. But we've reduced their
frequency so we can offer different types of
operations stories beyond design like features
on back-of-the-house topics and a variety of
menu-development stories.

We'll rotate Storyboard, which examines
a chain’s TV ad campaign, with branding
stories and articles about other types of mar-
keting, like e-mail campaigns and buzz mar-
keting. Margaret Littman, our contributing
editor who covers that beat, is having a great
time exploring new media and determining
how to measure returns. Such curiosity on
our part will only make for better articles.

We also updated our upscale design.
Again, it’s already a great design. We didn’t
throw it all away just to change because we
already use a lot of classic, timeless elements.
But we wanted to improve it to be cleaner
and more contemporary.

Don't confuse contemporary with trendy.
We can’t communicate our depth of coverage
through the clutter of something like ESPN
the Magazine or Fast Company, or through the

Readers tell us they like the depth of our stories, the lively writing
and the high-end design. They appreciate that our content is
dedicated to the needs of chain leaders, that it's written just for them.
Chain Leader has been recognized with several design and editorial
awards from journalism associations. So what’s with the redesign?
Why fix what’s not really broken?

sparse look of Real Simple. We cleaned

up our pages to eliminate some unnecessary
elements in order to highlight those ele-
ments that offer value to the reader. Look for
“signposts,” as we call them in publishing,
that help guide you through the magazine
or direct readers to more information on
www.chainleader.com.

Function First

We’re fortunate to have an art director, Ala
Ennes, who is a typography expert, so she
knows about readability as well as design.
She’s won awards for typography and design,
and has done several magazine redesigns in
her career. Her talent and experience enable
her to add style to substance while only
enhancing the latter.

The trend in restaurant design is to remove
the clutter, do more with less and streamline
as much as possible to be as efficient as pos-
sible. As Douglas Medina, Benihana’s senior
director of supply chain and operations
improvement support, told me when I inter-
viewed him for the Back of the House story
on Page 27, “With the new prototype, the
idea is to maximize every square inch of that
restaurant.” Benihana revamped the kitchen
to allow servers to save time and steps so they
can focus their efforts on their guests.

That’s what we're trying to achieve: the
best use of space for the benefit of the reader’s
experience. Drop me a line to let me know
what you think and if you have any ideas for
improving the magazine even more. m

| welcome your feedback. Contact me at
(630) 288-8250 or mchapman@reedbusiness.com.




Mills Family Farms
Wholeaves

Wholeaves®

f you waste about as much lettuce as you sell, it’s time to take a fresh look at Advantages

Mills Family Farms Wholeaves®. With virtually nothing to throw away, Mills Family
Farms Wholeaves® will revolutionize your product line—and your bottom line. - Award winning taste
* Superior shelf life
Because this hand-picked product comes to you 100% ready-to-use, there’s absolutely no
fuss, no muss and no waste. Nothing makes better sense. * 100% usable
* Food safe
Our patented production process begins right in the field, where only the finest quality leaf - Washed and ready to use
lettuce is chosen to become Mills Family Farms Wholeaves®. They are treated with great
care every step of the way, preserving the natural vitality of each leaf. You can be sure that
each Mills Family Farms Wholeaves® will arrive in your cooler as fresh, crunchy and flawless * Available year round

as nature intended. - Kosher certified

+ Consistently the finest quality

www.MillsFamilyFarms.com

info@MillsFamilyFarms.com
P.O. Box 3070, Salinas, CA 93912
831.757.3061

Questions or comments?

Call Dave Mills directly at 831.320.0070

American Heart
Association

Products displaying the heart-check mark
meet American Heart Association

food criteria for saturated fat and cholesterol
for healthy people over age 2.

Call or

. b C’Eﬁf i
email us . L i i >
for our ) .‘Il.-. { Y a!r ot
freeCD! \ @my / IHE COLoR way

heartcheckmark.org
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company & people index

Companies (bold type) and individuals in this issue are indexed
to the first page of the story in which each is mentioned.

A A&W...40
America’s Roadhouse...18
Arby’s...40

B Bahson College...16
Bailey, Dan...23
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Carlson Restaurants
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Domino’s...16

Don Pablo’s...50
Dover, Clay...50
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F Fast Company...8
Feltenstein, Sid...40
Flat Rock Grille...14
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Foust, Shannon...2
Franktitude...16

G Gandhi, Mahatma...50
Glenn Delaney, Alison...35

Go Roma Italian Kitchen...50
Godward, Mark...27, 46

H Haru Sushi...46
Havenga, Maura...50
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Hickok, Allan...40
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J Jack in the Box...40
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Juice It Up...23

JukeBox Saturday Night...54
Justice, Eric...50

K Katz, Bob...50
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Koutsogiorgas, Yorgo...50
Krolick, Jordan...40

L Lettuce Entertain You

Enterprises...50
Lombardi, Dennis...35
Long John Silver’s...40
Lopez, Shirlene...40
Luther, Jon...50

M McDonald’s Corp....16, 50

Medina, Douglas...8, 27
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Pei Wei...35, 50
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Rare Hospitality...50
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S Sagittarius Brands...40
Salut Bar Américain...50
Sanders, Dené...23
Sarokin & Sarokin...18
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Engineering...27, 46
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They’ve got a name for chili

this great. BLUUSH’S
BEST.

Great new HOMESTYLE CHILI
in a store-and-pour pouch.

The finest pinto and kidney beans. Tender chunks of premium

- 2) beef. Zesty vegetables. Savory spices. In a rich, flavorful sauce that
;HQM,E.STYLE CH.’L., delights and satisfies.
= FORIGINAL

WITH EEANS
| o JOLEE

It’s simply delicious chili in a 96 oz. batch-size pouch that’s easy
to store and pour. So as entrée, soup or side, it’s ready to serve and
ready to wow your customers. If you've got a taste for something
great, there’s only one name. Bush’s Best.

DON’'T WAIT TO SERVE CHILI THIS GREAT. Wow customers now.

HE&T &0 SERT q‘
Contact your sales rep to save $8 per case through 4/30/07.

S\NCE 1904
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¢ N : _
Bush Brothers & Company * Knoxville, TN 37950-2330 * 1-800-251-0968 &, FOODSERVICE

©2007 Bush Brothers & Company
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FROM LEFT TO RIGHT:
BRIAN R. MURPHY, SR. PRoDUCT DEVELOR
DAVID M. EISEL, SENIOR DEVELOPMENZY
BRIAN WILSON, SENIOR DEVELOPNMENTHCHER

BoB EVANS RESTAURANT
CorLumBuUs, OHIO

1000-TH-I
Cook & Hold Oven

#‘r CHEFR

1000-UP
Holding Cabinet

750-S
Holding Cabinet

¢é

IGH QUALITY FOOD WAS OUR MAJOR GOAL WHEN

BoB EVANS BEGAN TO RESEARCH MENU EXPANSION.

WE ACHIEVED THAT AND MORE WITH ALTO-SHAAM.”

“When a great place for breakfast set a goal to expand the menu
and make Bob Evans a prime dinner alternative, a lot of
testing and research ensued. We looked for a partner that
would provide reliable equipment with low maintenance and
operational costs but with a focus on high quality food
production. The strategic partnership we formed with Alto-Shaam
helped move us in the right direction. With Alto-Shaam cook

& hold ovens and a little help from their corporate chefs

‘-.

750-TH-II 500-2D

Cook & Hold Oven Drawer Warmer

we’ve developed chicken, beef; meatloaf, pork loin and melt-

in-your-mouth turkey for our dinner menu. The training
sessions and installation site visits we received also proved to
be very beneficial. The Bob Evans Restaurant chain is now
much more than a great place for breakfast thanks to our
excellent staft chefs and Alto-Shaam.”

—]John Curry

Senior Vice President, Restaurant Development

ALTO SHAAM

We're not just as good as Alto-Shaam. We are Alto-Shaam.

W164 N9221 Water Street, P.0. Box 450
Menomonee Falls, WI 53052-0450, U.S.A.
Phone (262) 251-3800 * 1-800-558-8744 U.S.A. & Canada
Fax (262) 251-7067 * 1-800-329-8744 U.S.A. Only
www.alto-shaam.com



on the money

Sharing THE LOAD

Outsourcing can save time and money,

By David Farkas

amey Millet, CFO for Flat
Rock Grille, a six-unit
casual-dining chain based in
Charlotte, N.C., discovered out-
sourcing saved her from some
A menial tasks but not from learn-
ing a hard lesson about how to
go about it wisely.

How and why did you decide on outsourcing?
We're currently at six units but developing
an infrastructure to support 40 or more Flat
Rock Grilles. Part of that process was a cost-
benefit analysis of outsourcing accounting,
payroll, IT and marketing. In each case there
were clear economic and quality advantages.

How much are you saving?

It would cost us an additional $35,000 to
$40,000 annually per store to keep these four
functions in-house. This includes not only
salary and benefits for staff but also software,
hardware, tech support, office space, etc.

Was there an immediate advantage

to management besides cost?

Yes. It allowed us to become a flatter and
more collaborative team-managed company.

You mention “more collaborative”

management. How do you fit in?

Without outsourcing, I'd be spending lots
more time making sure the transactional
accounting functions were happening as they
should. Also, without the labor specialists at
our [professional employer organization] to
turn to for advice, we’'d spend a lot more time
dealing with those issues internally. The main
advantages it gives you are the ability to focus

“Without outsourcing, I'd be spending lots more time
making sure the transactional accounting functions
were happening as they should.”

Chain Leader I January 2007

but define expectations upfront.

on the needs of our restaurant operators and
to do more strategic planning.

Sounds great, but how do you make sure

you're getting what you pay for?

Here’s what’s most important: Define expec-
tations clearly upfront before you sign the
contract. Be very specific about time lines,
deadlines and deliverables. Address what
happens to pricing and expectations as
more restaurants are added. Evaluate the
expertise—we wanted labor attorneys on
staff at our PEO and CPAs at our accounting
provider.

You had problems with your first outsourcing firm.
In hindsight, could you have avoided that?

We and they could have done a better job
predicting how challenging it would be for
them to shift from providing QSR accounting
services to servicing full-service restaurants.
We could have also asked better questions
about the possibility that our provider would
begin to use overseas staff. Once the over-
seas plans were implemented, service quality
dropped. Time zones, language, terminology
and other challenges made the relationship
untenable.

Lessons learned from that experience?
Understand your provider’s plans for growth,
their current and anticipated staffing levels,
and how that will impact how they service
your account. In our new outsourcing rela-
tionship, we addressed these issues on the
front end.

Finally, does having six units make it

easier to outsource so many tasks?

It’s definitely an advantage to begin with six
units and grow the relationship going forward
as opposed to implementing it in a larger
organization. We'll grow over time with our
providers, and they will grow with us. m
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Robusto Sandwich

Pavone Mortadella, Pavone
Prosciutto, Pavone Genoa
Salami, chopped pimiento-stuffed
green olives, chopped black olives,
extra virgin olive oil, chopped
arugula and crumbled feta cheese
served on a grilled ciabatta roll.

A world of flavors

.
Italian Style
When it comes to innovative products for the Italian market, Patrick
PAYONE

Cudahy delivers. Our Pavone Italian Deli Meats will help you capitalize

DELI COMPANY °

on the growing popularity of Italian foods — the hottest menu trend in the
nation! From the exotic flavor of Prosciuttini to the classic taste of Capicolla, Pavone Italian Deli

Meats will add a world of flavors to your menu. And there’s plenty more.

Pavone Italian Deli Meats will help build your check average and your customer base.

. . Home of Sweet Apple-Wood
It's time to innovate! Smoke Flavor™
For more recipe ideas and Patrick Cudahy’s full line of products, A Smithfield™ Foods ompany

call Dan Kapella at (800) 486-6900 or visit us at www.patrickcudahy.com.

©2006 Patrick Cudahy, Inc.
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Franktitude expands quickly in South Florida
as it prepares to take its gourmet hot dogs
up the East Coast. By Maya Norris

SNAPSHOT

Concept Franktitude
Headquarters Miami
Units 3

2007 Systemwide Sales
$5 million (company
estimate)

Average Unit Volume
$500,000 (company
estimate)

Average Check

$6.82

Expansion Plans

2 company, 20 franchised
in 2007

Chain Leader I January 2007

EO Ari Wurmann has no foodservice

experience, but that hasn't stopped
him from opening Frankitude, a fast-casual
gourmet hot dog concept, at a rapid clip.
He has already opened three units since fall
2006, plans to open two more by February
and will start franchising in 2007.

“To be big, you have to start big,” says
Wurmann, who worked as a brand manager
at an electronics company in his native Chile
before earning an MBA at Babson College
in Wellesley, Mass., in 2005. “I needed to
capture attention, and opening five gives me
that. Maybe I'm crazy, but it gives me that.”

Center of Attention
Wurmann came up with the concept in 2005
after learning that 20 billion hot dogs are
sold each year, yet there was no national hot
dog chain. “If you think about burgers, you
think McDonald’s. When you think about
pizza, you say Domino’s or Pizza Hut,” he
says. “But when you say hot dogs, there’s no
real big brand that you recognize as a leader.
So I thought, here is an opportunity, and
there’s a huge market, but for some reason
nobody has taken that opportunity.”

After raising $2 million from investors
in Chile, Wurmann opened the first unit of

The Fresh Frank features a tofu dog on a whole-grain bun with
artichoke hearts, cucumbers, tomatoes and carrots.

Franktitude’s sleek, bright design includes photos of people
eating hot dogs while engaged in activities like playing with
a Frishee and coming out of the shower.

Franktitude in Miami in September.

The concept offers beef, tofu, chicken and
salmon franks and three types of buns: poppy
seed, whole grain and plain. Toppings range
from the standard relish and onions to the
nontraditional hummus and artichoke hearts.

The menu takes advantage of its unusual
toppings by offering items like the Unique
Frank, choice of frank and bun, avocado,
tomato, wasabi mayo and banana chips,
$3.49 solo or $6.49 combo, which includes
a medium soda and a side of french fries,
sweet-potato fries, corn on the cob or cole-
slaw. But the best-selling dish is the Cheesy
Frank, $3.49 solo or $6.49 combo, with
chili, chopped onions, cheese and tomato.

Healthful options include the Ironic
Frank, $3.49 solo or $6.49 combo, which
only has 2 grams of fat. It features a tofu
frank on a whole-grain bun with tomato,
mushrooms, pickles and black olives. The
Salmon Frank, $3.49 solo and $6.49 combo,
comes on a whole-grain bun with tartar
sauce, tomatoes, onions and sesame seeds.

Being Frank

Franktitude is on track to generate $500,000
in average unit volumes, Wurmann says.
Since debuting four months ago, Frankti-
tude has opened two stores in November
and December in Doral and North Miami
Beach, Fla. It will open two more by Febru-
ary in Pembroke Pines, Fla., and Miami, and
expects to have 20 franchised stores open
this year throughout the East Coast.

It costs about $220,000 to open a Frankti-
tude, which averages 1,350 square feet with
seating for 40. The company is looking for
inline sites in strip centers near a mix of resi-
dential and office buildings because its cus-
tomers range from professionals to families.

“Everybody likes a hot dog,” Wurmann
says. “Because we have all these different
options, we can reach basically everyone.” m




Scotsman

Meet the Scotsman Prodigy” Cuber.

As the latest advance in ice making, this self-monitoring cuber with
external indicator lights alerts your staff when it’s time to perform I
normal maintenance or call for service before it’s an emergency. The

result is today’s most reliable, foolproof ice system. And because it’s the

most energy-efficient, there’s no smarter choice in ice. To “get in the

know” about this or other smart Scotsman products, call 1-888-ICE-CUBE

or email us at prodigy@scotsman-ice.com.
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For more details on Scotsman operational solutions, or for installation
‘ and start-up assistance, visit www.scotsman-ice.com or www.enodis.com

enerlogic

6. All rights reserved




mhow to grow to 10

assin
the Baton

N
=,

S

£

&

How do entrepreneurs know'Wh'n it's time

to bring in the professional managers?
~ By Mary Boltz Chapman

he question: What signs should an entre-

preneur look for that indicate it’s time to
turn the concept over to chain experts? The
answers, provided by industry leaders:

Larry Sarokin, principal, Sarokin & Sarokin,
a Beverly Hills, Calif.-based multiunit
restaurant consultancy

* When the entrepreneur notices that key
numbers such as sales, food cost, labor cost,

employee turnover, etc. are slipping.

* When product quality is down.

* When the company is not progressing as
fast as companies of a similar “age.”

* When the entrepreneur can't take a vaca-
tion because things will fall apart.

Phil Roberts, chairman and CEO, Parasole
Restaurant Holdings Inc., a multiconcept
operator based in Edina, Minn.

A successful national concept has two sets
of DNA: left brain and right brain. As an
entrepreneur, I get jazzed by conceiving and
growing concepts. I'm passionate about reci-
pes, trade dress, uniforms, music, lighting,
presentation. What matters to me is creat-
ing a culture that’s interesting, engaging and
alive. But that only gets you so far.

If you're going to go national, you need to
find a left brainer who will bring the same
amount of passion to financial controls, labor
costs, insurance, real estate, etc.

So how do I know when it’s time to turn
my concept over to a chain expert? When the
concept has grown to the point where I'm
just repeating myself, and after I've found an
operator who can grow the business without
screwing up the culture.

I@
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Chris Thomas, president and CEO of
Orlando, Fla.-based Passport Restaurants,
a multiconcept operator

A rising level of stress in your business can
indicate that it time to turn the concept
over to chain experts. There are five areas
where stress may start manifesting itself.

* The quality of your balance sheet is begin-
ning to deteriorate. Debt is rising, current
liability is rising and cash is dwindling.

* Pace of growth. Partially due to lack of
capital, you are unable to accelerate the pace
of the company’s growth.

* Vision of growth. The leader is unable to
articulate growth plans in writing and/or the
strategy to achieve growth.

* Management stress. The manager is unable
to satisfactorily execute the scope of his or
her activity, and unable to delegate due to a
lack of trust. This ultimately causes the level
of execution to deteriorate.

* Operating stress. New units are not work-
ing or not working as well as earlier units.
Aggregate restaurant margins are beginning
to decline.

Michael H. Seid, managing director of West
Hartford, Conn.-based franchising consult-

ing firm Michael H. Seid & Associates
Often we see concepts coming to us in the
first few months after they have opened

their initial location asking us to help them
develop their franchise system into a national
chain. Opening volumes, traffic, press cover-
age and early financial projections usually
are pointing to the possibility of expansion.
Realistically, though, it takes some time for
any restaurant to reach a level of stability.

Restaurants that are ready to expand
have a sustainable track record that is dupli-
cated outside of its core market area. An
understanding of trends begins to develop,
seasonality and return on investments can
be predicted, real-estate development costs
honed, operations fine-tuned and operating
procedures systematized.

Most important though is management’s
capability to grow and manage the enter-
prise. You have a better chance to expand a
weaker concept with great management than
a strong concept with weak management. m

on the web: For more information about how to
take a young chain to the next level, visit Chain
Leader's How To Grow To 100 Units section at
www.chainleader.com.

Pierce Chicken® Filet-Vors™ deliver
kitchen-friendly premium breast fillets
in consumer-approved flavors.

Consumer-Tested Flavors
Orange ° Spicy Asian * Mediterranean © Salsa Mexicana

Kitchen-Convenient Formats
Fully Cooked Unbreaded © Par-Fried  IF Raw Marinated

PROFITABLE WHOLE-MUSCLE
BREAST FILLET OPTIONS

Find the Filet-Vors that fit your needs today.
Call 1-800-336-9876 or visit www.poultry.com.

PILGRIM'’S PRIDE
@wFOODSERVICE"
Taste the difference pride makes."
© 2007 Pilgrim’s Pride Foodservice. Al rights reserved.



Envision
The Ideal Warmer.

We’ll Make It Appear.

At Hatco, we know kitchens come in all shapes and sizes. And, like you, we cater
to a lot of different tastes.

That's why, when it comes to essentials like Foodwarmers, you'll find more choices
here than anywhere else. Choose from a wide variety of sizes, configurations, and
heating technologies — even color and accessory options.

Best of all, you can count on reliable performance, no matter your warming needs.
Attractive Heat Lamps keep products at safe serving temperatures while blending
seamlessly into your décor. Our full line of Glo-Ray® Foodwarmers, available
in portable and mounted configurations, feature an exclusive infrared heat pattern
to assure your food retains its freshly-prepared taste.

With Hatco, you get it your way. Through our many options, you have the flexibility
to design a Foodwarmer that best meets the unique needs of your operation.
We call it customerization. You'll call it mind-reading!

®

Our Products Are Solid. Our Solutions Are Clear. T

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

www.hatcocorp. com




REPIACE THE ROLLS, NOT THE DISPENSER!

/\m
LABELOCKER

THE REUSABLE FOOD SAFETY WEDNESDAY
LABEL DISPENSER FROM " FRIDAY

NATION AL CHECI{ING Vendredi « Viernes

Easy to refill with individual replacement rolls

(ordered separately)
e Light frame — moves easily between work stations Our popular one inch

labels are available

Hard plastic shell protects the labels

STOP throwing awa e in permanent,
ith di 8 b)i ¢ Hangs on the wall, shelves e removable and
money with disposable - . - o
dispensers! 0r peg boar pors ssolvable adhesives.

-
Contact NATIONAL
o CHECKING for more
’ @ information about
ATy v our Food Rotation
Products.

s NATIONAL"
Now available from your CHECKING
food service distributor! . COMPANY

All National Checking Products are available from your food service distributor.
For more information call 1-800-774-0536 or visit our website at www.nationalchecking.com




Coupon JUlce |t Up Ca”S

!

on prospective

||||| customers by offering
o coupons on their

Bl Cell phones.

Endorsement

By Margaret Littman

approach will help cultivate the smoothie chain’s
hip, fun image.

Calif.-based Post-Agency Advertising LLC, began

For consumers of a certain age—those who VERYCHERRY
wrote college term papers on typewriters and P

shared a telephone (land line) with several room- ‘g g Et
mates—the idea of receiving advertising messages

via cell phone is downright intrusive, not to men- chERRya
tion a little technologically intimidating. But not so

of the younger set, who Juice It Up is targeting with .
its new cell phone coupon program. The Irvine, MAV.
Calif.-based company hopes the new marketing it's SUMMEd

When Dené Sanders, a partner at Santa Ana, BB

marketing

=l RINGING

working with Juice It Up, the chain had an image
problem. Not a Tom Cruise/O.J. Simpson/Michael Richards-type
image problem. Perhaps it would be better classified as a lack-of-
image problem.

“When we started, there was no branded look and feel to the
stores. People would leave not knowing where they had been,”
Sanders says. “They knew they had been in a smoothie
shop, and they knew that it wasn't Jamba [Juice]. But
that was about it.”

In the 18 months since Post-Agency began working
with Juice It Up, things have changed. After research
determined that the 124-unit chain’s best demographic
was 18- to 24-year-old women, particularly college stu-
dents, the agency created a feel that Sanders describes
as “hip and fun,” rather than “Zen and healthy,” which
is the vibe for many smoothie concepts. It capped the
messaging with a cheeky tagline: “Live Life Juiced,”
which appeared on billboards, bus wraps, direct mail
and as part of local event marketing. A promotion timed
with the opening of the concept’s 100th store in sum-
mer 2006 increased the chain’s customer e-mail database

Instead of text messages

that pop on to a phone at
inopportune times, Juice It Up’s
cell phone coupon program
requires users to download the
coupon. The marketing effort
also includes direct mail, bus
wraps and hillboards with
cheeky language.

January 2007 1 Chain Leader
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SNAPSHOT

Concept Juice It Up
Headquarters

Irvine, Calif.

Units 124

2005 Systemwide Sales
$19 million

2006 Systemwide Sales
$28 million

(company estimate)

Ad Budget $450,000
(company estimate)

Ad Agency

Post-Agency Advertising,
LLC, Santa Ana, Calif.
Expansion Plans

55 units annually

Chain Leader I January 2007

Juice It Up’s
marketing materials
help create a hip,
fun image, rather
than a Zen and
healthy image,
which is the vibe
for many smoothie
concepts.

ME
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from 2,000 names
to 8,000.

Not Your Mother’s
Coupon Clipping
With that
foundation,
Post-Agency started brain-
storming ways to let the target audience
know about the hip 12-year-old chain. From
September 2006 to February 2007, Juice It
Up is testing a cell phone coupon program
aimed at its young customers, who text
message as often as they talk and are never
without their cells.

“This pay-per-click model was a way for
us to test a cutting-edge technology that is
important to this audience,” says Stephanie
Sproull, Juice It Up’s director of marketing.

Instead of text messages that pop on to a
phone at inopportune times, as some mobile
promotions do, the program requires users to
download the coupon, with the retailer’s logo,
after subscribing to the free service from San
Diego-based Eureka Mobile. Users search for
appropriate coupons for restaurants or beauty
salons, for example, based on the neighbor-
hood where they'd like to find the service at
that particular time. Eureka Mobile currently
provides coupons via cell phone to Cingular
wireless users in California, and is looking to
expand nationally in 2007.

Just five stores are company-owned, so
getting franchisee buy-in on the promotion
was essential, Sproull says.

“The cashier enters [a code from the cus-
tomer’s cell phone coupon] into the register

like any other coupon,” says Sproull. “It was
very important for us that it was simple to
execute at the store level. It is amazing how
simple it is.”

Can You Find Me Now?
In addition to the simplicity, customers are
getting targeted information. Instead of a
list of all the chain’s stores in a city, as they
might find on a bus side, they are getting a
message about just the closest location.
“The retailer is getting the person at
the time they are making their buying
decision,” explains Dan Bailey, Eureka
Mobile’s co-founder.

The Juice It Up cell phone couponing
effort—a $1 off promotion—was still under
way at press time, so final redemption rates
were not yet available. Initial response was
in the 10 percent range. Bailey says the
average redemption rate so far for Eureka
Mobile’s cell phone coupons in general is
about 30 percent.

The overall Post-Agency marketing efforts,
however, have been measured. Same-store
sales last year were up 10 percent over 2005,
and in February and July 2006, when Juice
It Up’s limited-time offers were active, same-
store sales increased 22 percent.

Fees for the retailer for issuing a cell
phone coupon are 5 cents when a consumer
downloads the coupon and 45 cents when
he or she redeems it, making the promo-
tion affordable for Juice It Up, which has an
advertising budget of just $450,000.

But even larger chains are taking notice,
Bailey says. The technology allows national
chains to test cell phone marketing with a
particular demographic in a narrow geo-
graphic area. Bailey says Eureka Mobile has
worked with Einstein Bros. Bagels and Chilis,
both of which are testing the service in certain
California ZIP codes. Chains can also limit the
number of people who receive a certain offer.

“Our brand proposition is that the prod-
uct we offer is a reward, a treat. It is some-
thing fun and exciting and different. It is
not the healthy yoga of our competitors. So
it makes sense that we are trying something
different with our marketing,” Sproull says.

For Bailey the marketing is more basic:
“For the 16 to 24 age group, this is what
drives them: Things that are cool.” m




IS YOUR NATIONAL PEST SOLUTIONS PROVIDER

PUTTING YOU

AT RISK?

The smallest pests can do the worst things to your

reputation, your products, and the health of your
customers and employees. Since 1958, Copesan has
been protecting sensitive environments from the

risk of disastrous infestations.

If your national brand requires the most consistent,
accountable, responsive and effective protection

against these violating pests, contact the leaders.

Get Copesan and get protected.

SPECIALISTS IN PEST SOLUTIONS
www.copesan.com 800.267.3726



We're saving the world
one dollar at a time.

According to an ENERGY STAR® study, if you save 20% on energy costs, you could
increase your profit as much as one-third. That's why Enodis created EnerLogic™ to
help operators maximize profits by identifying energy-efficient and resource-conserving
foodservice equipment in our brand portfolio. All Enodis EnerLogic equipment
meets a variety of state and federal energy standards in order to receive the seal. By
choosing equipment with the EnerLogic seal, you'll not only save on your energy
costs, but also may qualify for rebates and incentives available in many states.

See the logic; visit www.enodisusa.com.

Encdis

enerlogic

For more details on leading Enodis brands, to apply for special low-rate deferred
payment financing, or for installation and start-up assistance from our STAR service
network, visit www.enodisusa.com, consult your dealer, or call 1-727-375-7010.

©2006 Enodis plc except where explicitly stated otherwise. All rights reserved. ENERGY STAR is a registered trademark of the U.S. Government.

Cleveland
Delfield”

Frymaster’
Garland”
|ICE-O-Matic”
Scotsman’

Cleveland, Frymaster® and
Garland® cooking equipment

Scotsman® and ICE-O-Matic®
Ice Machines

Delfield® Prep Tables
and Refrigeration



1. Benihana's

new kitchen
configuration puts
most of the equip-
ment in one location
behind the sushi bar.

2. Servers can
collect heverages
and soup behind
the sushi bar; a
pass-through win-
dow allows them to
pick up sushi and
appetizers there as
well, saving steps.

Benihana's new kitchen
centralizes the equipment
SO servers can take fewer

steps and make fewer stops.
By Mary Boltz Chapman

Gathering

he focus of an everyday kitchen rede-

sign is on the back-of-the-house staff,
ensuring they can do their jobs efficiently.
Benihana’s new kitchen aids the prep cooks,
sure, but its helping the front-of-the-house
staff—thus the customer—even more.

The back of the house was a significant
part of Benihana’s redesign, begun early in
2004 and debuted in spring 2006. Because
teppanyaki chefs in the dining room do
much of the cooking, the kitchen didn’t
require the space it would in a typical casual-
dining restaurant.

Scaled-Down Model

“The space in the kitchen was dictated by
more traditional benchmarks, a percent of
kitchen space,” says Mark Godward, presi-
dent of Miami-based Strategic Restaurant
Engineering, which designed the kitchen.
“The first step was to reduce what was the
back of the house to what was really needed

for food-prep activities and storage.” In the
end, the kitchen is 900 to 1,000 square feet
smaller than in the old design.

“With the new prototype, the idea is to
maximize every square inch of that restau-
rant, minimize the size of the kitchen as
much as possible to be more efficient,” says
Douglas Medina, Benihana’s senior director
of supply chain and operations improvement
support.

The back-of-the-house work is mostly
food preparation and some limited cooking
such as steaming rice, simmering soups and
toasting sesame seeds.

Limited cooking in the kitchen did not
make the redesign easier. “It was difficult
coordinating what happens at the teppenyaki
table with the items that go in as appetizer
orders, the items that go in as sushi orders
and the bar drinks,” Godward explains.

In most restaurants, servers collect every-
thing from the central kitchen or the bar. At

back of the housem

SNAPSHOT

Concept Benihana
Headquarters Miami
Units 70

2006 Systemwide Sales
$210 million*
Average Unit Volume
$3 million*

Average Check $25
Kitchen Designer
Strategic Restaurant
Engineering, Miami
Expansion Plans

6 in development
*Chain Leader estimate

January 2007 1 Chain Leader
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Gaylord Palms Resort
Women Leaclers Orlando, Florida

> > 2007 WFF Annual
Leadership
Development
Conference

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

Whether you're an emerging leader or a seasoned executive, this year’s Women'’s Foodservice Forum conference will elevating
engage, enrich and elevate. Participate in Core Competency Skill Building and Personal Development Workshops and women
be inspired by our 2007 Leadership Award Winners. leaders
>> New for 2007: A
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Hewlett-Packard CEO and Patricia Russell-McCloud, — Executive Forum on Effective Negotiation led by = -
one of the top five business motivators in America Victoria Medvec, Ph.D., Kellogg School of
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President/CEO of Working Mother Media — Advanced Workshops: “Getting Financially Savvy” FOODSERVICE
and “More Corporate Board Links: Sound Practice FORUM

¢ “Elevate Yourself!” Day: how personal branding and G e
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back of the house

Benihana’s back-of-the-house work
is mostly food preparation.

Benihana raw ingredi-
ents go to the table to be
cooked, appetizers used
to come from the back
kitchen, sushi came
from the sushi bar, and
drinks from the bar. If
someone came in for the
teppanyaki experience
and another customer

at the table wanted
sushi, it was difficult to
coordinate.

Back to Front

Now the bar, the kitchen

proper and the sushi

bar, which also acts as a

display kitchen in cook-

ing appetizers and take-

out orders, are located

in very close proximity. 3. Teppanyaki chefs gather raw ingredi-

When a server goes to ents from ﬂ}e_prep area and wheel them
out to the dining room.

that general area, he or

she can pick up all the things that go to the table.

“It's a good example of how we leverage the back of
the house and the whole functionality to provide a great-
er variety of consumer experiences,” Godward says.

Medina adds that new refrigeration prep equipment
for the teppenyaki chefs enables them to gather their cut

Much of Benihana’s cooking is done at teppanyaki tables in front of the
customer, allowing the company to create a smaller kitchen than most
casual-dining restaurants.

1 WHAT DOES

ZATARAINS.

A New Orleans Tradition - Since 1889

PROZASDYE JAMBALACA,

Only Zatarain's brings the authentic flavor and passion
of New Orleans to your kitchen. With more than n7 years
experience, we combine the best of Louisiana to create
products that are versatile, convenient and cost-effective,
When you want to create your own New Orleans-style
dishes, start smart—Start with Zatarain's.

FOR A FREE RECIPE BOOK E-MAIL FOODSERVICE@ZATARAIN.COM
OR CONTACT DUDLEY OR ROBERT AT 504.,212.2385.

' " iﬂh@ﬁ@}@m@ﬂ au:
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back of the house

Benihana’s new kitchen
is 900 to 1,000 square feet
smaller than in the old design.

ingredients quicker. “So the chef can get out to
the dining room in less time,” he says.

The centralized kitchen has improved table
turns to 75 or 80 minutes from 90 to 100 min-
utes. Godward also credits a new cash-register
system: Instead of cashing out with a cashier in
the back of the house, at busy times even waiting
in line, servers now ring up their checks at POS
terminals in the dining room.

Looking ahead, Benihana will reconfigure the
pass through that goes from the center of the
sushi bar to the back into two, one on either side
of the sushi bar, because it needed a little more
space in the kitchen. The tighter kitchen has also
led Benihana to look at the supply chain for ways
to minimize the prep that’s done in the kitchen,
perhaps passing some of it to vendors. =

4. In future iterations of the proto-
type, the pass-through window from
the sushi bar to the kitchen will be
reconfigured into two, one on either

{ side of the bar.
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I knew right away we
would save labor.

Cynthia Campoy
Purchasing Manager

Rubio’s Fresh Mexican Grill
(152 Locations)

oll-Free 877'774 '5829

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

That's why the FreshMarx handheld labeler was a no=brainer. | 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 | know they like the FreshMarx labeler too.”

FREE FreshMarx™
handheld labeler system—

Call NOW for details!

www.FreshMarx.com

© 2006 Paxar Americas, Inc. All rights reserved. Ly F n E E -

S ¥reshMarx PAXAR Monarch’

The Power of i & Services

Helping to Ensure Food Safety

Chain Leader I January 2007
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BROTHER MULTI-FUNCTION CENTER® \ /

MODELS HELP YOU INCREASE Tl N
PRODUCTIVITY WHILE REDUCING N v
- Y
YOUR OPERATING COSTS, \
J - 4 3 >
YOUR OPERATION DEMANDS EMPLOYEES THAT CAN RELIABLY \
PERFORM A MULTITUDE OF TASKS — FROM CUSTOMER SERVICE TO
INVENTORY CONTROL, ALL DAY, EVERYDAY. £O WHY SHOULD YOoU SEAMLESSLY FIT INTO VIRTUALLY ANY AVAILABLE SPACE. .. AND AT A
ACCEPT ANYTHING LESS FROM YOUR OFFICE EQUIPMENT? PRICE THAT WILL JUST AS EASILY FIT INTO YOUR BUDGET.
YOUu WON'T HAVE TO WITH A BROTHER MULTI-FUNCTION CENTER® WHEN NEEDED, SUPPLIES AND SUPPORT ARE AVAILABLE
MODEL. IT BUNDLES PRINTING, FAXING, COPYING, AND SCANNING NATIONWIDE: AND YOU'RE ALWAYS IN EASY REACH OF OUR
INTO A UNIT WITH A FOOTPRINT THAT'S COMPACT ENOUGH TO 24/7/365 SERVICE NETWORK.

FOR MORE INFORMATION. CONTACT A A FULL MENU OF ADDITIONAL PRODUCTIVITY SOLUTIONS

BROTHER COMMERCIAL REPRESENTATIVE = r
TODAY. CALL BROTHER AT 1-866-455-7713 OR =] — ‘fi',

VISIT OUR WEB SITE AT WWW.BROTHER.COM

Laser Printer Solutions Fax Solutions Multi-Function Solutions Labeling Solutions

At your side.

© 2006 Brother International Corporation, Bridgewater, NJ « Brother Industries Ltd., Nagoya, Japan. For more information please visit our Web site at www.brother.com




Your Beverage

Our Flavoring...

Your Success!

GDURMET FLAVOR\[:C;

IMAGINE THE POSSIBILITIES
Over 80 premium flavors to customize your iced teas, lemonades, coffees, cocktails and desserts
800.966.5225 » www.monin.com * Drink Responsibly / Drive Responsibly



Portrait by Anthony Gomez

SNAPSHOT

Concept

Pick Up Stix
Headquarters

San Clemente, Calif.
Ownership

Carlson Restaurants
Worldwide, Carrollton,
Texas

Units

117 company owned,

8 franchised

2006 Systemwide Sales
$97.6 million (company
estimate)

Average Unit Volume
$891,000

Average Check

$7.92

Expansion Plans

610 10in 2007, 10to 15
in 2008, 125 by 2012

BN

Alison Glenn Delaney hones in on
Pick Up Stix’s food quality and
speed of service as she develops
a modern pan-Asian menu.

By Monica Rogers

laying a game of pick up sticks,
Pyou’ve got to drop sticks before
you can pick them up. The game
sequence matches Carlson Restaurants
‘ Worldwide’s process with its fast-casual
growth vehicle, Pick Up Stix.
. Despite speculation about fast expansion
then Carlson bought the Asian concept
om founder Charles Zhang in 2001, man-
agement instead has dropped some Stix and
honed the rest. It closed units to strengthen
and grow its largely California core.

¢
f the town
4

@

OINtS

Planning to double its 125-unit presence
by 2012 in current markets, the chain will
keep the focus on food, speed and brand
through 2007—priorities that seem sensible
to restaurant consultant Dennis Lombardi
of Dublin, Ohio-based WD Partners. “The
challenge for Pick Up Stix is to find its place
and solidify its presence with unit economics
compelling enough to attract franchisees—
doable, but challenging,” he says.

For Alison Glenn Delaney, appointed vice
president of marketing and menu develop-
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toque of the town

MENU SAMPLER

APPETIZER

Cream Cheese Wontons, with green

seared onion, served with white or
brown rice, $7.29

onions and water chestnuts, six per

order, $3.99
SOuP

Mongolian Beef, with soy-garlic
sauce and white and green onions over
crispy rice noodles, $7.99

Wonton Soup, with shrimp, white

chicken meat and vegetables, $4.99

ENTREES

Orange Peel Chicken, with fresh
orange slices, red chile pepper and

NOODLES

Pad Thai: rice noodles in sweet
and sour sauce with chicken, green
onion, egg, peanuts and sprouts,
$6.29

Takeout is 60 percent of Pick Up Stix’s
business at dinner, slightly less at lunch.

Blossoming like mini-lotus
flowers, Pick Up Stix’s
hest-selling appetizer,
Cream Cheese Wontons,
includes a blend of green
onion and water chestnuts
in the cheese filling.

Success with Pick Up
Stix’s first bundled lunch
deal—House Special
Chicken with choice of
rice and appetizer and
32-ounce drink for $6.99—
means the company will

do more combos.
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ment in March 2006, those challenges make
the next 12 months potent with possibility.
“We're very excited about what we're work-
ing on,” says Glenn Delaney, who works
closely with President and COO Ray Blanch-
ette. The company launched a new prototype
in November that features an open kitchen,
new logo, and wasabi and pumpkin hues.
This year Glenn Delaney says food initiatives
will take Pick Up Stix farther up the “truly
Asian path” it wants to walk.

“We've been exploring bolder, more
intense flavors and dishes that derive from
all over Asia—Indonesia, Southeast Asia,
Japan and even India,” says Glenn Delaney.
“Whatever we do, the question is, what
would make it ownable and defendable for
Pick Up Stix?” She says the aim is “Asian
cool/American hip, with modern vibrancy.”

Boldly Pan Asian

The first food example of this thrust launch-
es in early 2007. Called Thai Coconut Curry,
$7.15 for chicken and $9.15 for shrimp at
dinner; and $5.79 chicken, $5.99 shrimp at
lunch, the dish is a blend of red and yellow
curries with vegetables and choice of chicken
or shrimp. “The curry will be a real test for
us in our core markets of just how much the
customer palate has truly matured,” she says.

Development took several months. Early
versions of the sauce didn’t adhere to ingre-
dients well enough, or were too thin or
too thick. First tested with guests through
December as part of the same 20 to 30 item
concept sort that identified Crispy Honey
Chicken as a winner, Thai Coconut Curry
was one of several items that “popped to the
top,” Glenn Delaney says.

Crispy Honey Chicken, $7.15 dinner and
$5.79 lunch, is No. 2 on the menu behind
House Special Chicken, selling at 8 percent
to 10 percent of entree sales when it was
a limited-time offer in fall. “Our aim is to
launch a few heavy hitters like Crispy Honey
Chicken that are television worthy and have
broad appeal,” says Blanchette.

The development challenge with Crispy
Honey Chicken was to get the right blend
of spicy with sweet in the sauce. There were
also textural challenges. Pick Up Stix used
to batch cook the breaded chicken and then
bring it back up to temperature per order.
Switching to a flash-fried product allows
chicken to be cooked more quickly with a
better texture. Recep-
tion of the dish was so
positive during testing
in early summer 2006,
“We almost ran out of
the sauce,” says Glenn
Delaney.
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Lunch sales increased 10 percent in 2006,
making it Pick Up Stix’s fastest growing daypart.

Promoting Awareness

Promotions for 2007 will be balanced with
products already on the menu. “We don't
want to stress the system by overdoing

it with new things,” Glenn Delaney says.
“There are a lot of dishes on our menu that
guests may not be as aware of that would
promote very well.”

Lemon Chicken, for example, white
chicken meat with lemon-ginger sauce and
lemon pieces over crisp rice noodles, $7.29,
was featured in July and August 2006 with
impressive results. “Sales on this item more
than doubled during the six-week promo-
tion,” she says.

Also promotable: “People really like
combo meals—especially at lunch,” says
Glenn Delaney. Pick Up Stix first bundled a
meal in fall 2005: a lunch portion of House
Special Chicken with choice of egg fried or
steamed rice, choice of appetizer, salad, and
a 32-ounce drink for $6.99. It did so well—
accounting for 30 percent of lunch sales in
2006—that the company is looking at more
combo possibilities.

“Virtually all of our sales increases of the
last year have been in guest traffic, not in
average check increases,” adds Blanchette.
“We’re encouraged to see lunch traffic

growing the fastest.” Lunch business
increased 10 percent in 2006; it now
accounts for 37 percent of sales.

Cutting beef in-house to new
specs has resulted in better

texture and sauce coverage

for Pick Up Stix beef dishes

such as Mongolian Beef and
Szechwan Beef.

Selling at 8 percent to 10
percent of sales from
September to October 2006,
Crispy Honey Chicken was
Pick Up Stix’s most successful
introduction in 18 months.

The Need for Speed
Because consistency and speed are
key, Glenn Delaney says biggest
menu initiatives for 2007 are sys-
tems oriented.
Watching a wok chef make

won ton soup from scratch at
the company’s new prototype, all seems

Chain Leader I January 2007

smooth, fast and efficient. But Glenn Delaney
points out later, “There are steps that we can
streamline even more.”

For example, ladling cooking wine into
the wok after water and stock are bubbling is
a step the company is trying to eliminate by
blending the wine into the stock at the com-
missary. “We've made a lot of progress on
improving the quality of all of our sauces by
scrutinizing the raw ingredients,” says Glenn
Delaney. But now, to drive consistency and
speed, she is looking at which ingredients
can be added to sauces at the commissary.

Some ingredients, like garlic, would not
be added ahead of time. “Quality trumps
everything,” says Blanchette. “If there’s any
risk at all to the taste of the end product, we
won't change it.”

One recent example? The choice of beet
sugar over cane sugar for several recipes.
“The switch would have meant a cost savings
for us,” Blanchette explains. “But there was a
perceptible difference in flavor.”

Much of this work happens at commissar-
ies in San Clemente, Calif. “This means we're
in control every step of the way,” Blanchette
concludes. “I think the sugar story is a good
illustration of that. If we had been dealing
with a third-party vendor on that recipe,
chances are the switch to cane sugar would
have happened and we would never have
known about it.”

Another example: Pick Up Stix is moving
beef slicing there. “More thinly slicing meat
ourselves will not only improve the quality
of the product, it will save us 30 cents per
pound,” says Blanchette.

Beyond tight controls at the commissary,
Glenn Delaney says hands-on training and
mentoring within unit kitchens is impor-
tant, “especially because all of our food is
prepared fresh to order in woks.” New cooks
shadow lead wok chefs for several months
before they work a wok station.

Overseeing quality control, Pick Up Stix
has three brand-standard supervisors that
travel the company’ three regions.

Such scrutiny is essential because food
quality is one stick that Pick Up Stix can’t
afford to drop. “There are so many subtle
nuances to getting each dish just right,” says
Glenn Delaney. “You've got to stay on that
every day.” m
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No MclJob: Shirlene Lopez
landed her first and only
fast-food jobh at 14, mopping
floors and making sundaes.
Today she’s president and
€00 of Del Taco.
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, IS stretching to operate the
| , whole enchilada. By David Farkas

' D
Kevin Moriarty, the former CEO and
owner of Del Taco, recalls the time

a reporter sought a quote to describe his
longtime protégé, Shirlene Lopez. “I told
him that if you threw her into a pit of wild
alligators and came back 30 minutes later,
she’d be standing there with a set of alligator
luggage,” he says.

You'd never guess by looking at Lopez.
She’s a trim 5 feet 4 inches tall, and her
round and rosy face belies 27 years in fast

food’s brutal trenches—all of them with Del
Taco, no less, where she began as a 14-year-

old part-timer. Yet those who know her say
she’s a purpose-driven executive who gets
the job—any job—done. She was named
president and chief operating officer in Octo-
ber, eight months after Sagittarius Brands,

a Nashville, Tenn.-based holding company,
acquired the quick-service chain for an
undisclosed amount.

“I'm not usually happy to meet a target,”
says Lopez, 42. “I'm only really happy when
[ exceed it.”

Exceed indeed. Her steady rise through
the ranks in operations demonstrates her

With 27 years of experience
at Del Taco, SHIRLENE LOPEZ

Photos by Mark Robert Halper




prowess in impressing her superiors. “The
more we got to know Shirlene, the more
terrific she was,” declares Sagittarius Brands
CEO Sid Feltenstein, the veteran restaurant
executive to whom she reports.

She has a chance to impress him even
more as the chain attempts national expan-
sion via aggressive franchising and co-brand-
ing. Lopez, to whom operations, purchasing,
human resources, IT and marketing now
report, has access to plenty of capital.
Feltenstein estimates capital expenditures
will grow 15 percent to 20 percent for '07.

For his part, Moriarty, who was Lopez’s
boss for 16 years, was known as a debt-
adverse leader who opened restaurants
strictly out of cash flow. He preferred to
sign franchisees that could do the same.
“There will be more capital available to us
for things specifically for growth,” Lopez
says. “That has to be the biggest change
from my perspective.”

Spending Frenzy
How will Lopez deploy it? “In addition to
building new stores, we want to reinvest in
existing facilities. We'll also allocate capital
to a new POS system,” she says. All-but-
neglected marketing research will also get a
boost to keep the concept relevant to cus-
tomers. “Kevin was big on marketing but not
on research,” Lopez says. “It was expensive,
and he thought no one knew more than we
did about the customer.”

This year, Del Taco will open 15 com-
pany restaurants in core markets, which
include most of California, Las Vegas and,

most recently, Phoenix. “Phoenix started off
as a franchise market,” Lopez explains. “But
some areas were not being developed, and
we stepped in and started to develop a piece
of it.” Today, the company operates eight
restaurants in Greater Phoenix; seven fran-
chisees run 25 Del Tacos there.

Lopez acknowledges the risk of opening
even more Del Tacos in company markets.
“The point is, in order to grow and to back-
fill, I will have a certain amount of cannibal-
ization,” she explains. “The question is, over
time is that the right decision? And I believe
it is.” She thinks rapidly growing Las Vegas
could be a 40-store market; today, there are
half that many.

After an unsuccessful bid to sign up area
developers in the late "90s, Del Taco has
reverted back to its original franchise for-
mula: finding franchisees capable of opening
three to five units within five years. “There is
a huge opportunity to expand and accelerate
growth. Our challenge is to do this in a dis-
ciplined way,” Feltenstein says.

Most operators would be salivating at the

growth potential. Sales for the QSR Mexican
category—dominated, of course, by giant
Taco Bell—surged 12.4 percent in 05, to
$9.2 billion, according to Technomic Inc.,
a Chicago-based market research firm. Del
Taco’s systemwide sales grew a compounded
9.7 percent from 2003 to 2005. The 481-
unit chain, however, is now the country’s
third largest Mexican fast-food chain, slip-
ping behind 500-plus-unit Chipotle Mexican
Grill in 2004.

Last year told a different story. Spiking

cover story

SNAPSHOT

Concept Del Taco
Headquarters

Lake Forest, Calif.
Units 273 company,
209 franchise

2006 Systemwide Sales
$535 million
(company estimate)
Average Unit Volume
$1.18 million

Average Check $5.52
Expansion Plans

40 to 45 company and
franchise units in 2007

Del Taco expects franchise
restaurants—today about 43
percent of the system—to out-
number company stores within
five years, especially given the
chain’s strong unit economics.
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“Everyone is hands-on here.
We spend a lot of time in the field.”
—Shirlene Lopez, president and COO

energy prices and adjustable rate mortgages
hampered sales throughout the industry. Del
Taco wasn't spared. The Lake Forest, Calif.-
P based company expected systemwide sales
to ramp up just 2.2 percent, to $535 million,

£ g i3 BE

. As of late November, Lopez wondered if

- . . l the chain’s 16 years of consecutive same-store-

04 05 sales gains would end in '06. “This year has
been tough for us,” Lopez admits. “We are

Del Taco Rises
to the Occasion

Systemwide Sales

Umts . . »
going up against some very strong numbers.
For the Seafood Lover
Enter the Crispy Shrimp Taco. The $1.79
product was launched two weeks prior to
02 Y its arrival in the restaurants. Window clings
companyest/mate . g ’

bag stuffers, coupons and disc jockeys
drummed up interest in the product, as was
the case with the battered and deep-fried fish
taco rollout 18 months earlier. The Crispy
Fish Taco sold for $1.59, slightly less than
competitors’ fish tacos, and soon became the
most successful product launch in company
history, Lopez claims. Now a part of the per-
manent menu, it accounts for 9 percent of
company unit sales.
Lopez denies rolling out shrimp tacos,
a limited-time offer, merely as a reaction
to slumping sales yet concedes timing was
of the essence. “It was not just to get news
out, but to get interesting news. Shrimp is
popular,” she says. “We look for it to bring in
some big numbers.” The company aired TV
ads supporting the rollout in core markets by
the third week in November; by Dec. 1, they
were 4 percent of sales, the company says.
W Seafood will soon strike an even
more familiar chord at Del
Taco. This spring it hooks
up with Captain D, the
Nashville-based seafood
chain Sagittarius Brands took
control of in early 2005, in the
first of four co-branded restau-
rants. Officials talk up the synergies of the
brands, insisting dayparts and menu items
complement one another. Del Taco is, appar-

Crispy Fish Taco
was Del Taco’s most
successful product launch

in company history.
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ently, strong at breakfast; Captain D’s packs
them in at night.

Officials won't reveal the percentage of
breakfast sales, although the figure is prob-
ably similar to those of Jack in the Box and
Burger King, which ring up 19 percent and
17 percent, respectively. Their reticence is
understandable; arch rival Taco Bell recently
announced it will test the lucrative daypart,
which it estimates to be worth a hefty $34
billion, in three markets this year.

Del Taco officials insist they are ready for
the co-branding effort. “We've designed a
kitchen that works really well,” boasts former
Del Taco President Ron Petty, now Sagittarius
Brands’ president of development. The first
is slated for Nashville, probably in March.

If all goes well, franchisees of both concepts
will be invited to open co-branded units.

Lopez, an operations expert, has nonethe-
less grappled to get the right menu for the
project. “We have to scale back. I agreed to
take things off the menu,” she acknowledges.
That could be problematic for the 42-year-
old brand. Variety is Del Taco’s greatest
attribute, according to the company’s market
research. The units whip up burgers, fries
and milkshakes in addition to tacos, burritos
and quesadillas.

Made to Order

What’s more, because many items are cooked
in the units—beans, for instance, are boiled
throughout the day—customers can custom-
ize orders. That has proved to be an advan-
tage over giant Taco Bell, which prepares
very little in its restaurants. Yet it could turn
into a disadvantage in a kitchen that must
quickly prepare two different menus.

Lopez is also figuring out how to main-
tain Del Taco’s brand image while sharing
space with Captain D’s. “Sid wants equal
everything in the stores—equal signage and
elements for both brands,” she says “It’s more
like what Yum is doing.”

Feltenstein is well aware of the advan-
tages—paying for one site instead of two and
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“The cult of real Del Taco fans know
we do it differently than Taco Bell.”

—Sharon Fogg, vice president of marketing

Because many items
are cooked in Del Taco
units, customers can
customize items like
the Macho Taco. That
has proved to be an
advantage over giant
Taco Bell.

Breakfast items like the
Bacon and Egg Quesadilla
have helped contribute

to Del Taco’s strong
breakfast daypart.
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increased volumes, for example—having
sold the A&'W and Long John Silvers chains
in ’02 to Yum Brands, which co-brands more
than 3,400 restaurants worldwide. “We
would expect a significant increase in aver-
age unit volumes along with operating prof-
its,” he says. “But our success isn't dependent
on that.”

Instead, Sagittarius Brands is also count-
ing on widespread acceptance of the Del
Taco brand in franchise markets far flung
from California. There is some evidence that
is happening. Officials claim sales at two
Detroit units, which opened in 2005, are
running 35 percent higher than the $1.18
million average unit volume reported in its
2005 Uniform Franchise Offering Circular,
the latest available.

Although Del Taco won't share specifics,
the UFOC shows that a single company unit
generates pre-royalty and pre-occupancy
operating profit of $386,389, or 32.7 per-
cent, on an average volume just shy of $1.2
million. Figure in a royalty of 5 percent and
another 12 percent for rent, taxes and com-
mon-area maintenance fees, and franchisees
can expect a 16 percent return on sales.
Estimated cash flow: $190,000, not bad for
a fast-food outlet. “It’s a solid return that
should be attractive to potential operators,”
declares consultant Jordan Krolick, former
chief development officer for Arbys.

Given those numbers,
it’s not surprising Lopez
expects franchise restau-
rants—today about 43
percent of the system—to
outnumber company res-
taurants within five years.

Del Taco’s ability to
attract them, of course,
depends not only on
returns but its relevancy to
consumers. That's some-
thing Lopez and Senior
Vice President of Marketing
Sharon Fogg say is perhaps
its most important goal.

So far, fish and shrimp tacos have helped
keep Del Taco top of mind. So have car give-
aways and offers for free video games, gam-
bits Fogg has employed to boost traffic since
joining the company in '05. Fogg has more
than stop-gap measures in mind, however.
By spring she intends to introduce a new
campaign that shifts the brand message away
from merely generating news. “I want to
make it more than informational. I want to
connect with the customer,” she explains.

Fogg, a former Burger King executive, will
only hint that any new message will contrast
Del Taco’s made-to-order freshness with the
holding-bin method of certain rivals. “That’s
the way I would do it in my kitchen,” is
how she imagines someone responding to
the new commercials. She says longtime Del
Taco spokesman Dan (veteran actor Greg
Binkley) will remain, though “definitely in a
different role.”

Team Player

Changing roles also applies to Lopez, no
longer a “right-hand person,” as she once
described herself, but instead part of a six-
person leadership team, including executives
from Captain D% and Sagittarius, who meet
regularly. Then there’s the pressure from the
private-equity owners to implement a variety
of methods to improve volumes, EBITDA
and marketing. “You'd expect sophisticated
equity partners to bring along a toolbox to
improve business, and the fact is a lot of
companies could benefit from it,” says for-
mer restaurant analyst Allan Hickok of Hou-
lihan Lokey Howard & Zukin, an investment
banking firm in Minneapolis.

“She’ll be facing a lot more bureaucracy,”
warns Moriarty, adding executives didn't
meet formally at Del Taco.

Not to worry. “Kevin got people to under-
stand that they can stretch and do something
they never thought they could do,” says
Lopez, who intends to finish the degree she
started years ago at Cal State Long Beach
before too long. “I'm a perfect example of
that.” m
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Franchise
[Developer

Working with a Foreign Franchise
U sually international franchising refers to American

companies expanding abroad, but some foreign restaurant

brands have started doing business in the United States.
Working with a foreign franchise carries its own rewards and
challenges, says Jose Cofino, president and chief operating officer
of Los Angeles-based ADIR Restaurants Corp., master franchisor
in the western U.S. for the Guatemalan fried-chicken franchise
Pollo Campero. Here are some of his suggestions:
@ Be entrepreneurial. Be ready for a different type of partner-
ship with a foreign franchisor than with a U.S. brand. “It can be
very fun or very frustrating,” says Cofifio. “But assuming the
franchisor is willing to be flexible, you'll be able to help form the
brand in a way that you can't if you're working with McDonald’s.”
@ Consider your local immigrant communities. A foreign
franchise may have strong brand awareness and loyalty among a
local community, which can serve as a launching pad for the rest
of the market. "We knew there was a market for Pollo Campero
because people were importing the product on their own on
airplanes in huge quantities,” says Cofifo. Then choose your
first store location carefully, putting it where people who already
know the brand will come.
® Account for differences in labor costs. In many countries
labor is less expensive, so a foreign business model may include
labor-intensive systems. “It's key to ask how the technology,
equipment or restaurant layout could be changed to account for
the labor costs over here,” says Cofifo.
@ Prepare for different cultural norms. Other countries may have
different communication styles and decision-making processes.
“Here we tend to make decisions very quickly, which the franchisor
may see as reckless,” says Cofifio. “And other cultures take much
more time to let ideas percolate, which can drive a U.S. franchisee
nuts.” Communicate more to head off misunderstandings.
® Ask questions up front: How much market research have you
done on the acceptance of your concept here? Do you have a
U.S. office? Do you have U.S.-based tools, systems, processes
and manuals (not just a translation of a foreign manual)? What PR
are you doing to drive the credibility of the brand in a business-
to-business setting, to make
it easier for franchisees to find
financing? How have you altered
the way you do business for the
U.S. market? “If they haven't
operated here before, there are
going to be challenges for the
development of the brand,” says
Cofifio. “It's very important go in
with your eyes wide open.”
When the first U.S. Pollo Campero

opened in 2002, people waited up to
seven hours for a taste of home.
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technology

Benihana’s Internet-based
risk-management system
places cameras in areas
where POS activity and cash
handling occur. They record
images and upload them to
a Web site that managers
and executives can access
from any computer.
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An Internet-based security
system lets Benihana
managers keep tabs on
operations—from anywhere.
By Lisa Bertagnoli

ANGLES

One day not too long ago, the police
showed up at a Benihana restaurant.

They had apprehended a suspect for passing
counterfeit money, and some of that money
had been passed at the restaurant. Police
asked the restaurant manager for security
videotape to help identify and prosecute the
counterfeiter. But the restaurant was unable
to help because it didn't have any surveil-
lance technology.

Being unable to help the police was one
factor that spurred Miami-based Benihana
to install Internet-based risk-management
systems at its restaurants. The company
installed the first system at its Miramar,
Fla., store four months ago; it’s currently
in use at 16 locations. The company’s
remaining Benihana units, as well as its 11
RA Sushi and seven Haru Sushi restaurants,

are scheduled to have the new system by
the end of 2007.

Candid Cameras

This is how the system works: Cameras are
placed in strategic areas around the restau-
rant—everywhere from the front door to the
cash registers to the back door. The cameras
record images and upload them to a Web
site that managers and executives can access
from any computer.

When the cameras detect something out
of the ordinary, say movement at the front
door or back door after a certain hour, or
activity at the cash register after closing time,
it generates an exceptions report. Managers
are notified via e-mail; they then log on and
view the images that triggered the report.
The manager determines whether the event
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You shouldn’t
have to guess.

Compeat is the first and only comprehensive
and fully integrated accounting and back
office solution for the restaurant industry.
Now web enabled with Microsoft .NET and
Smart Client technology, it has never

been easier to get the data you need to

make informed decisions.

Software you can count on.

Compeat Restaurant Management Systems
www.compeat.com info@compeat.com 512.279.0771
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Company Benihana
Headquarters Miami
Units 70 Benihana,

11 RA Sushi, 7 Haru Sushi
2006 Systemwide Sales
$244 million

Average Unit Volume

$3 million*

Average Check $25
Expansion Plans

6 Benihana, 6 RA
Sushiand 1 Haru in

development
*Chain Leader estimate
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was benign (perhaps caused by a
misaligned camera) or worth inves-
tigating.

Managers can also make notes, to
be read by higher-ranked managers
and executives, directly on the video
clip. The notes create “cascading
documentation that matches with the
videos, instead of memos that float up the
hierarchy,” says Senior Director of Informa-
tion Technology David Chun.

Most traditional surveillance systems are
incident-driven, Chun says. For instance, if
someone slips and falls, or if money disap-
pears from the cash register, those incidents
provoke managers to go back and review
footage. The exceptions reports make the
new system proactive, he says.

Internet-based systems “may be very
practical, as you can check out your store
from anywhere in the world,” says Mark
Godward, president of Strategic Restaurant
Engineering, an operations-engineering
foodservice consulting firm based in Miami.
However, he adds, they can also be danger-
ous if hackers are observing a restaurant and
decide to make it a target.

“We are fully aware of that concern,”
Chun responds. All units are firewalled, and
all services to units are provided through a
private network; moreover, the vendor of the
digital video system has completed an Ethi-

cal Hack Test.

When cameras detect
something out of the
ordinary, the system
generates an exceptions
report and notifies the
manager by e-mail. The
manager can log on to view
the images that triggered
the report and decide
whether the event is worth
investigating.

What Happens in Vegas

Before installing the Internet system, Beni-
hana stores that were equipped with surveil-
lance technology used videotape systems:
Images captured via cameras went to video-
tape, and the tapes were played when
needed on VCRs. “As these products became
obsolete, we had a hard time finding them,”
Chun explains.

When Benihana decided to go digital, it
first chose a system that specializes in Las
Vegas casinos. The system yielded a large
amount of detailed video and required a lot
of maintenance. Plus, the system’s cameras
weren't designed for the temperature fluctua-
tions and ambience of a commercial kitchen.
“Cameras were dying or not meeting specifi-
cations,” Chun says.

A search yielded another vendor more
focused on hospitality. The cameras and
equipment are designed to work well given
the lighting and temperatures of restaurant
kitchens. Plus, the vendor “had proven them-
selves with a number of chains,” Chun says.

Depending on the size of the unit, the
number of cameras deployed range from




nine to 16. Cameras are placed at strategic
points throughout the restaurant, among
them the front door, the cash register and
refrigerated storage units. “It depends on
what objectives you want to achieve,” Chun
says. Benihana’s primary objectives: POS
activity and cash handling.

Big Brother Is Watching

The casino system had another drawback:
Employees weren't aware that the cameras had
been installed. That system “hides the cam-
eras and doesn’t give managers access,” Chun
says. The main users of the videotape system
were executives and area managers, who had
access to the videos in case of an event such
as a workers’ compensation challenge.

With the new system, the cameras are in
plain view and managers have access to the
images. (Customers are not filmed. Cameras
are directed at certain areas of the front of
the house but not specific tables.) Indeed,
how well managers use the system, for
instance, responding to exceptions alerts,
figures into their year-end reviews.

Yet another difference: Benihana pur-
chased the equipment for the older systems,
but it leases this equipment. That way the
vendor handles maintenance issues, accord-
ing to Chun. Systems with 16 cameras cost
$499 per month, with an $849 installation
fee. The default system keeps images for 30
days; Benihana uses 90 days, a more expen-
sive option.

Chun says that Benihana is still evaluat-
ing the system’s return on investment, but
anecdotal evidence shows that lawsuits and
workers’ compensation suits are “far lower”
at restaurants using the updated technology.
Planned tweaks to the system include keep-
ing images for more than 90 days and elimi-
nating some of the parameters that generate
exceptions reports.

“We created a lot of exceptions, and it’s
becoming cumbersome for the unit man-
ager,” Chun says. m

Cameras monitor POS
activity and cash handling;
they never film customers

or specific tables.

other
configurations
available
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More Cost Assurance

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

of leadership at all levels,
corporate chefs shared their
menu-development strategies,
and Joseph Vajda talked about
Rock Bottom’s new design.

(Opposite) Meal functions
included products from
sponsors and a sommelier.

Clifford Pleau of Seasons 52
talked about menu develop-
ment from idea to execution.

Phil Hickey of Rare Hospitality:

“Pick partners wisely...and
replace fear with knowledge.”

Operators got a chance to
network and share their
execution ideas.

Editor-in-Chief Mary Boltz
Chapman presented the Legend
award to Rich Melman.
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Innovation and execution

were hot topics at the recent

Chain Leader LIVE.
By David Farkas

BLOCKS

ore/than 100 operators came to Chicago
Nov. 1-3, 2006, to learn more about “Excel-
lence in Execution,” the theme of the third
annual Chain Leader LIVE. The conference

[featured the insights and personalities of

the magazine—namely, in the form of edi-
tors, who moderated panel discussions, and
operators, whose stories have appeared or
will appear in the magazine.

Get Everyone Involved
Keynote speaker Maura Havenga, senior
vice president for McDonald’s Corp., set the
tone for the meeting by stressing the impor-
tance of leadership at all levels of foodser-
vice. Havenga, 41, who worked her way up
the corporate ladder from crew member,
reminded attendees that leaders focus on
customers and units. She disclosed one of
the fast feeder’s mantras: “It’s not real until
it’s real in the restaurants,” she said.
Havenga stressed the importance of
understanding your company’s ability to cre-
ate new products and systems. McDonalds,
whose latest innovation is the side-by-side
drive-thru, operates a test kitchen, dubbed
the Innovation Center, capable of producing
food for the equivalent of three McDonald’s
units. Havenga said the warehouse-like
structure tests ideas from around the world.

Yet, she added, the test kitchen is just one
component of the burger giant’s three-prong
approach to innovation. “Suppliers and res-
taurants themselves must also be part of the
process for any innovation to be successful,”
Havenga said.

Spending Time and Money

Innovation was also the subject of the
Technology breakout session. Bob Katz,
president of RSK Enterprises, a Jersey Mike’s
franchisee, talked about the latest wrinkle in
pay-by-touch technology. “The cost savings
result from reduced transaction fees and no
bad checks,” declared Katz. He added that
the technology also saves time by moving
customers through the lines quickly and
making it easy to train workers.

The 45-minute session also sparked the
curiosity of operators interested in closed-
circuit TV, used by several large chains to
monitor activity at cash registers and in
kitchens. David Chun, senior director of
information systems for 70-unit Benihana,
answered questions about the costs and
legality of such systems. “We used to run
video surveillance ourselves, but it broke
often. Now we lease the equipment,” Chun
recalled, adding all support is included in
the lease payments.




During the Storyboard panel, Bennigan’s
Vice President of Marketing Clay Dover
explained how the aging brand, which
hadn’t advertised on television for three
years, recently produced an inexpensive
series of innovative commercials highlight-
ing a glaze made with Guinness stout for
grilled meats. To keep the costs of the ads
low, Bennigan’s used still photography. The
menu items proved so popular that the
Dallas-based chain added them to the core
menu in the fall.

“The campaign was done with little
money,” Dover said, estimating the promo-
tion cost $100,000 in all.

Television, however, has become a less
important part of the media mix for smaller
chains, offered panelist Bob Hogan, senior
vice president of marketing for Don Pablok.
“The traditional media has to be expanded
five or six different ways,” he said, offering
notoriously popular YouTube.com as one
cutting-edge example marketers should
consider.

On the Way Up

There was no shortage of innovative ideas
during the Upstarts panel, which featured
three executives discussing how they plan
to expand their up-and-coming chains.
Yorgo Koutsogiorgas, president of six-unit
Go Roma Italian Kitchen, talked about how
the fast-casual chain sets itself apart with its
slick interiors and kitchen technology to
aid service.

“We began the concept because of a void
in serving high-quality Italian food made
from scratch,” explained Koutsogiorgas, a
former Lettuce Entertain You Enterprises
partner. He said two-year-old Go Roma,
which has unit volumes of $1.6 million,
opened its latest unit in Merrillville, Ind.,
to test a smaller market before launching a
franchise program.

Photography by Ron Gould

Phil Roberts, chairman and CEO of
Edina, Minn.-based Parasole Restaurant
Holdings, showed off his latest creation:
Salut Bar Américain, an upscale bistro with
a $29 check average at dinner that offers
both classic French dishes and items with a
French twist. “It’s sort of French,” declared
Roberts, the creator of Buca Di Beppo and
the stylish seafood eatery Oceanaire. “But
we sell 160 burgers a day.” Still, he admitted
during a humorous slideshow, “We're slavish
to a few French dishes.”

Dishes were the topic of discussion dur-
ing Toque of the Town, a panel consisting of
five corporate culinarians. Phil Costner, vice
president of research and development for
T.G.IL Friday’s, admitted it was tough get-
ting Pork Osso Buco through internal filters
at the casual-dining chain but worth the
trouble. “This was one of our highest-testing
products in history,” he said.

Eric Justice, director of culinary opera-
tions for fast-casual Pei Wei, noted his
surprise at the popularity of the chain’s Japa-
nese Udon Noodle Bowl, which contains
15 ingredients. “One customer said this
was the kind of dish that would make me
come back,” declared Justice. “We thought it
would be a fringe product.”

The conference also featured award pre-
sentations, including Chain Leader’s annual
Legend award. This year it went to Richard
Melman, founder and chairman of Lettuce
Entertain You Enterprises, whose first
restaurant in 1971 was R.J. Grunts, a hip
burger joint. Today, his widely admired
Chicago-based company owns 70 restau-
rants nationwide that ring up more than
$300 million in sales annually.

Jon Luther, CEO and chairman of
Dunkin’ Brands, and John Metz Jr., chef and
co-owner of several restaurants in Atlanta,
received the Chain Leadership and Protégé
awards, respectively.
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(Clockwise from top I.) CEOs
shared their expansion plans.

Chicago chains showcased
their fare at the Local Heroes
reception.

More than 100 operators
attended Chain Leader LIVE.

Sessions ranged from human
resources to technology.

Chain Leader recognized the
companies featured in its Best
Places To Work issue.

Deep-dish pizza was a
popular item at the reception.
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“Take regular doses of Vitamin E, for entrepreneurship.”

—Rare Hospitality President and CEO Phil Hickey

Building Business
Later, during the Growth Strategy panel, five CEOs
discussed growth plans. Stephen Carley of El Pollo
Loco explained how the chain’s signature grilled chicken
would help give the company a national presence.
“It’s the fastest growing protein,” he said. Sizzler’s Ken
Cole offered how remodeling has increased volumes at
the aging West Coast brand. And Kevin Brown of
Lettuce Entertain You Enterprises said the secret to
growth is to look “for people not to become managers
of restaurants but owners.”
That pretty much sums
up the career of Phil Hickey,
who has owned restaurants since
graduating from Michigan State University.
The president and CEO of Rare Hospitality
offered thoughts on that subject in a lively
speech in which he advised, “Pick partners
wisely, listen early and often, and replace
fear with knowledge.”

Hickey also said to practice “active” ser-
vant leadership. “Be the change,” he said,
quoting Mahatma Gandhi, “you want to
see in others.” m

on the web: For more pictures and recipes from
Chain Leader LIVE, visit www.chainleader.com.

(Above) Jon Luther of Dunkin’
Donuts, Rich Melman of Lettuce
Entertain You Enterprises and
John Metz, chef and co-owner
of several restaurants in
Atlanta, received Chain
Leader’s Execution Awards.

(L.) Chain Leader LIVE allowed
operators and sponsors the
opportunity to catch up with
friends during breaks, meal
functions and receptions.
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FOOD & BEVERAGE

EQUIPMENT

Allen Canning Co. Inside Front Cover.

A full line of canned vegetables and
fruits. Call (800) 234-2533 or visit the
Web site at www.allencanning.com.

Bush Brothers & Co. p. 6-7, 11, 39.
Signature baked beans and other prod-
ucts. Call (800) 251-0968 or visit
www.bushbeans.com.

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

Mills Inc. p. 9. Processes a variety of fresh
vegetables. Call (831) 757-3061 or visit
www.millsag.com.

Monin Gourmet Flavorings p. 34. Flavor
concentrates to customize beverages
and more. Call (800) 966-5225 or visit
www.monin.com.

Nestle Brands Food Service p. 3. Well-
known consumer brands for use in
foodservice. Call (800) 288-8682 or visit
www.nestlefoodservices.com.

Ole Mexican Foods Back Cover. A line of
tortillas, chips and flavored wraps. Call
(800) 878-6307 or visit the Web site at
www.olemexicanfoods.com.

Patrick Cudahy Inc. p. 15. Customized
bacon and pork products. Call (800)
486-6900 or visit www.patrickcudahy.com.

Pilgrim’s Pride Foodservice p. 18-19. A
full line of fresh, frozen and conve-
nience poultry products. Call (800) 824-
1139 or visit www.pilgrimspride.com.

Sugar Foods p. 1. Sugar and other sweet-
eners. Call (888) 708-2222 or visit www.
sugarfoods.com.

Veal Committee, National Cattlemen’s Beef
Association p. 37. Promotes the use of
veal in restaurants. Call (800) 368-3138
or visit www.vealstore.com.

Zatarain’s p. 29-31. A line of New
Orleans-style dishes and recipes. Call
(504) 212-2385 or visit the Web site at
www.zatarain.com/foodservice.

FRANCHISING

Franchise Developer p. 45. News and
opportunities for multiunit franchisees.
Call (630) 288-8467 or visit the Web site
at www.chainleader.com.

AJ Antunes & Co. p. 49. Steam-table,
warming and water-filtration systems.
Call (800) 253-2991 or visit the Web site
at www.ajantunes.com.

Alto-Shaam Inc. p. 12-13. Manufacturer

of low-temperature ovens and display
cases. Call (800) 558-8744 or visit
www.alto-shaam.com.

Brother International Corp. p. 33. Manu-
facturer of commercial printers. Call
(866) 455-7713 or visit the Web site at
www.brother.com.

Enodis p. 26. Comprised of 14 of the
leading brands in foodservice equip-
ment. Call (727) 375-7010 or visit
www.enodis.com.

Hatco Corp. p. 20-21. Manufacturer of a
full line of foodservice equipment. Call

(800) 558-0607 or visit the Web site at
www.hatcocorp.com.

Scotsman p. 17. A full line of ice
machines and beverage dispensers. Call
(800) 726-8762 or visit the Web site at
www.scotsman-ice.com.

SUPPLIES/SERVICES

CHARCOAL/GRILLING WO0ODS
All Natural BBQ Supply Co., Inc.

R el e SOt
Grilling N
G
Woods o
Chips, Chunks & Logs
Hardwood Briquets

Mesquite/Oak Lump Charcoal ’ <)
EST. 1932 o Call 1-800-BUY- MALI

Computer SoFTwARE/POS

Save 3-8% on food costs
Guaranteed with Chef Tec!

www.ChefTec.com

1-800-447-1466

FRANCHISE CONSULTANTS

Compeat Restaurant Management p. 47.
Provides accounting and back-office
solutions to restaurant companies. Call
(512) 279-0771 or visit the Web site at
www.compeat.com.

Copesan Services Inc. p. 25. Specialists
in pest solutions. Call (800) 267-3726 or
visit www.copesan.com.

FreshMarx p. 32. Food-rotation labeling
systems aid food safety. Call (877) 774-
6829 or visit www.freshmarx.com.

National Checking Company p. 22. Food-
safety rotation labels and accessories.
Call (800) 774-0519 or visit the Web site
at www.nationalchecking.com.

EVENTS/EDUCATION

Start-Up & Established Franchisors

NEED HELP FRANCHISING?
: Call the iFranchise Group, Inc .«/7
(708) 957-2300 zFranch|se.

wiw. ifranchisegroup.com

L Group

PRINTING SERVICES

Elliot Leadership Institute p. 43.
Leadership development for industry
executives. Call (914) 524-9100 or visit
www.elliotleadershipinstitute.org.

Women'’s Foodservice Forum Annual
Leadership Development Conference p. 28.
For information or to register, visit
www.womensfoodserviceforum.com.

Promotional ltems
Graphic Design
www.TwigOneStop.com

561.740.9901

Your One Stop Promotional Spot
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Steven Schussler’s
favorite car is his red
1957 Chevy convertible.
“It reminds me of Disney,
mom and dad, apple pie,
vanilla ice cream,” he
says. “The car smiles
atyou.”
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Steven Schussler enjoys his

collection of cars and motorcycles
at work and play. By Maya Norris

teven Schussler is not the kind of col-

lector content with just admiring his
collection from afar. The chairman, presi-
dent and CEO of Schussler Creative likes to
put his collection of cars and motorcycles
to good use. He not only regularly drives
them through the streets of Golden Valley,
Minn., but they have inspired him to create
restaurant concepts that play up the vehicles’
beauty and nostalgia.

Over the last 30 years, Schussler has
amassed a mix of classic and modern cars
and motorcycles worth about $500,000.

He owns a 1957 Chevy convertible, a 1959
Cadillac Berlitz convertible, a 1959 Corvette
convertible, a 1952 MGTD convertible, a
1997 Ferrari convertible, 1997 Bentley and a
2005 Grand Cherokee Overland. His motor-
cycle collection is equally impressive: a 1916
Pope, 1927 Indian with a sidecar, 1929 Har-
ley Davidson D-Twin 45, 1938 194 Harley
Davidson military motorcycle, 1947 Indian
Chief Roadmaster, 1949 Harley Davidson
WL45, 1952 Harley Davidson RS, 2000 Har-
ley Davidson Fat Boy, 2005 BMW 1200 and
a custom-made 2007 Sinner-G chopper.

Schusslers interest in cars and motor-
cycles goes back to his childhood in New
York. When he was 11 years old, he got a
job pumping gas after he lied to the owner
and said he was 15. There he learned about
cars and earned $500 to buy his first: a 1958

MGA. “T used to drive around the back
of the parking lot, worked on it with
the mechanics and played the big shot
even though I was only 11 years old,”
he says.

Schussler took up the hobby seri-
ously in the 1970s. In 1979, he pur-
chased a red 1957 Chevy convertible,
which remains his favorite. “Everybody
gives you the thumbs up when you
go down the street in it,” he says. “It’s
unmistakably the finest-looking, most
recognizable antique car on the road.”

Hitting the Road
That car also prompted him to create Juke-
Box Saturday Night, a chain of nightclubs
with memorabilia from the ’50s and ’60s,
in 1979. Schussler incorporated two 1957
Chevys into the decor of each unit. He cut
them in half, using the fronts as a canopy
and a DJ booth and the backs as booths.
Schussler has since gone on to create such
notable concepts as T-Rex and Rainforest
Cafe. But his next concept centers on his
passion for vintage cars and motorcycles. In
2008, he plans to open America’s Roadhouse,
a motorcycle- and car-themed restaurant
that serves comfort food, in Reno, Nev. The
prototype houses his '59 Corvette, 59 Caddy
Berlitz and all of his vintage motorcycles. It
will also feature his custom-made 2007
Sinner-G, which Schussler calls “motorcycle
art. That’s something you can have in your
living room. That’s something that should be
in the Smithsonian Institution.”

Enjoying the Ride

When he isn’t using his vehicles as inspira-
tion for his concepts, Schussler enjoys driv-
ing them. He often drives three different cars
a day. For example, most recently Schussler
drove his jeep to work in the morning,
drove the Bentley in the afternoon, and took
his Ferrari out for the evening. “I love the
opportunity to drive something from one
point to another thats classy, unique, inspir-
ing and gives me the ability to be creative at
the same time,” he says. m

on the web: Let us know how you spend your time
“Off the Clock.” Visit www.chainleader.com.
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The Tantalizers® line of appetizer favorites is destined to be a classic. Delicious, golden-brown Onion Rings, rich and

creamy Cheese Sticks, premium Stuffed Jalapenos, breaded and battered Vegetables and more. Classic tastes your customers

have always loved, now with the quality and profitable performance you get only from the Lamb Weston brand. Add classic
style to your menu. Ask your distributor today or call us at 1-800-766-7783.

ConAgra Foods Lamb Weston « 599 S. Rivershore Lanc s Eagle, ID 83616 ¢ 208-038-1047 » www tantalizers.com

© ConAgra Foods Ine All rights reserved
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A FRESHER’TORTILLA.

OLE OFFERS A POWER-PACKED LINE OF TORTILLAS, CHIPS AND FLAVORED WRAPS
INSPIRED BY AM AUTHENTIC MEXICAN MENU, BUT FLEXIBLE ENOUGH TO BE USED
IN ANY MEAL SOLUTION. FROM WRAPS TO TRADITIONAL MEXICAN FARE, OLE

QUALITY MEANS A LONGER SHELF LIFE AND FRESHER TASTE IN A VARIETY OF FLAVOR.

VISIT OUR WEBSITE TO SEE OUR FULL LINE OF AUTHENTIC MEXICAN FOODS.

1800 878.6307 - WWW.OLEMEXICANFOODS.COM

YOou WON'T TASTE

A FRESHER TORTILLA.





