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�cover society

Industry veteran and NRA chair Dick Rivera says 
immigration reform ensures a better future for
immigrants, restaurants and America.

The National Restaurant Associa-
tion says restaurants will add 2 

million jobs over the next decade, a 
15 percent increase in the work force. 
Yet the Bureau of Labor Statistics 
estimates that the U.S. labor force 
will grow just 10 percent. Without an 

overhaul of immigration laws, the industry 
may not have enough workers, argues NRA 
Chairman and Rubicon Enterprises CEO 
Dick Rivera. The former T.G.I. Friday’s CEO 
and Red Lobster president, who appeared 
on Chain Leader’s January 2001 cover, says 
a pathway to legal status for undocumented 
people may help solve the industry’s labor 
shortage. He shared his opinions in an inter-
view at the NRA’s Restaurant, Hotel-Motel 
Show in May.

Let me ask you a tough question on immigration 
reform. And I might as well just ask you point 
blank. In Atlanta there are a lot of Mexican-
Americans, a lot of undocumented workers. Do 
you have any working at Marlow’s Tavern [one of 
Rubicon’s concepts]?
To our knowledge we don’t. We are actually 
pretty thorough going on the whole I-9 pro-
cess and checking documentation. It could 
be that we have people who have fake docu-
mentation. I’m not sure we’d have a way of 
knowing that.

Do you support a pathway to citizenship for illegal 
aliens who are law abiding and employed?
Absolutely. I do personally, and the NRA 
does. Look, here’s the thing. We have an 
industry where the job demand is growing 
at twice the rate than it is in the rest of the 
country. In other words, we’re creating jobs 
that much faster. And the age group that we 
primarily draw from is going to be flat in 
terms of growth over the next 10 years. And 
so do we need the workers? Absolutely. 

So our whole notion is, we ought to have 

guest worker permits, give them IDs—we 
should be able track them from a security 
perspective, so that’s not an issue. Let’s give 
them the guest worker permits and allow 
them to work, and let’s provide a pathway 
to citizenship. 

Of all the developed countries, we are the 
only one that has a birth rate above sustain-
ing our population. Everyone else is in a 
declining state—Germany, England, France, 
you name it. Why is that? Because we have 
immigration, and the immigrant popula-
tion is growing at a slightly faster rate, and 
it enables us to continue our population 
growth. 

That’s important for a couple of reasons. 
That’s the future workers of America. But 
even more than that, it brings an energy and 
a creativity and a drive that has always been 
associated with immigrant populations. And 
we need that if we’re going to maintain our 
economy and maintain our pre-eminent place 
in the world.

Of course, not everybody shares that opinion. How 
do you answer the AFL-CIO’s John Sweeney, who 
has said a pathway would give employers a labor 
pool, I quote, “To exploit and drive down wages, 
benefits, health and safety protections…”
Well, I would just cite some examples. Three 
out of four foodservice managers, when they 
entered the industry, began at the starting 
wage. The average foodservice manager today 
makes a little more than $45,000 a year, 
which puts them in the top half of all house-
hold incomes in the country. So I would say, 
these are not dead-end jobs, they’re starting 
jobs. Most people who come in our industry, 
it’s their first job; they’re learning about stan-
dards, quality, teamwork, discipline—who’s 
teaching them is the employer. They’re start-
ing jobs. If they want a career, they could 
have it, and when they do, they make good 
money. That’s what I would say. ■

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

on the web: For more 
from Rivera about his 
restaurant company, 
Rubicon Enterprises, 
restaurant fi nance 
and the state of casual 
dining, download a 
transcript or view the 
extended interview at 
www.chainleader.com.

By David Farkas
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� cover story

Clear Focus 30
CEO Steve Romaniello is 
depending on research and 
co-branding to boost sales 
and gain market share for 
Focus Brands’ stable of 
concepts. Schlotzsky’s Deli 
will begin co-branding with 
Cinnabon and Carvel Ice 
Cream. In the meantime, 
the holding company is 
also busy with its upcoming 
acquisition, 345-unit Moe’s 
Southwest Grill. 
By David Farkas

�brand tactics

Bridging the 
Generation Gap 20
HoneyBaked Ham hopes to reach a 
wider demographic by relaunching 
its HoneyBaked Ham Cafe concept. 
Sandwich shop meets retail store, 
the cafe offers to-go services for meats, side 
dishes and catering, as well as a menu of made-to-
order sandwiches in a space with lunch-time seating.
By Margaret Littman

� toque of the town

Exacting Standards 24
Corporate Executive Chef Zach Bredemann spent two years tweaking and 
standardizing Kona Grill’s recipes and systems. As the 16-unit chain moves 
into growth mode, Bredemann scrutinized 55 menu items and 40-plus 
sauces, streamlining labor and enhancing training along the way. 
By Monica Rogers

24

®
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� franchise management

Welcome Home 36
Little Caesars launched its U.S. Military Veterans Training Program 
in 2006, which offers special services and discounts to veterans who 
want to become franchisees. Beyond patriotism, the pizza chain feels 
veterans have the discipline to succeed.
By Lisa Bertagnoli

� technology

Long-Term Planning 40
Mr. Goodcents Subs & Pasta has updated its POS system to make 
order-taking faster and more accurate. And soon the 115-unit QSR 
will use the new system to launch a customer rewards program and 
a gift-card program.
By Lisa Bertagnoli
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Doing Well by Doing Good
As with any successful orga-
nization, what makes this 
happen is the workers, which 
in this case happen to be vol-
unteers. There are women 
and men, CEOs to multiunit 
managers, entrepreneurs 
and corporate administra-
tors, restaurant operators and 
foodservice suppliers. A con-

stant theme among them is the desire to give 
back, to support a cause that they believe in. 
But even more than that, the volunteers talk 
about all they’ve gained from the experience.

One woman told how she began working 
with WFF when she was a director in the 
restaurant chain where she works. After try-
ing on some new hats while doing committee 
work like finance and strategic planning, she 
was able to show her superiors that she was 
ready for more responsibility. Now she’s a 
vice president, and she continues to look for 
experience that will help her move up.

Tell Us About Your Up-and-Comers
Chain Leader is looking for young leaders 
just like her. A few years ago, we created the 
Protégé award to recognize them. We devel-
oped the honor as part of our Chain Leader
Execution Awards, which we will present at 
the Chain Leader LIVE conference Oct. 24-26 
in Newport Beach, Calif.

In the past we’ve honored John Metz, 
Atlanta-based chef and co-owner of Hi Life 
Kitchen & Cocktails, Aqua Blue Restaurant 
and Marlow’s Tavern; Billy Downs, founder, 

CEO and president of bd’s Mongolian Barbe-
cue, the Ferndale, Mich.-based make-your-
own-stir-fry concept; and Jeff Sinelli, founder 
and president of Dallas-based sandwich chain 
Which Wich.

The winner will be under 40 and ready to 
take the next step to executive leadership. He 
or she might be running regional operations 
for a handful of units or starting a new chain 
concept. He may have created a system to 
measure and reward employees’ progress. She 
may have turned an underperforming menu 
line into best sellers. The individual will have 
shown measurable achievement, strong lead-
ership and great promise. 

Naming Names
You know people like this. Perhaps they work 
for you or a competitor, they impressed you 
at recent conferences, or they feed your fam-
ily at least once a week. You can picture their 
faces on the cover of Chain Leader, because it 
won’t be long until they reach that level.

Tell us who they are and why they deserve 
this award. Drop me a line at the e-mail 
address at the bottom of this page by Aug. 
24. Keep it brief: under 250 words. We edi-
tors will read each submission, do some 
research and select the best. Then watch for 
the top contenders to be featured in the pages 
of the magazine, and come celebrate the win-
ner at Chain Leader LIVE.

I hope the boss of the woman I told you 
about is reading this. ■

I found leaders at a 
recent WFF gathering. 
Where are yours?

If you think you meet amazing people at the annual Women’s 
Foodservice Forum conference, you should volunteer for one of the 

organization’s committees and work with them. We just completed our 
summer meetings, which kick off the “volunteer year” for WFF, and 
I’m still awed by the quick pace of the working sessions, the depth and 
amount of planning done, and the number of tasks already checked off.

Discovering Talent

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

�editorial

Mary Boltz Chapman
Editor-In-Chief

clx0707EditID.indd   6clx0707EditID.indd   6 6/18/2007   6:54:56 PM6/18/2007   6:54:56 PM



© 2007 The National Restaurant Association Educational Foundation. ServSafe Alcohol® is a registered trademark of the National Restaurant Association Educational Foundation.

For your servers, the ultimate test comes outside of the classroom. That’s why ServSafe Alcohol works best when
it matters most. The National Restaurant Association Educational Foundation (NRAEF) developed this responsible
alcohol service training program to help every server put knowledge into action when it counts. That makes all the
difference when it comes to spotting fakes, counting drinks and handling difficult situations.
No wonder ServSafe Alcohol Training is trusted by industry leaders like Buffalo Wild
Wings, Chili’s and Hooters. They know ServSafe Alcohol is always the right decision.

Saturday night, 11:47 p.m.

Your servers will be challenged all the time.
ServSafe Alcohol

®

Training challenges them first.

Find out how ServSafe Alcohol can work for you. Call 1-800-ServSafe, or contact 
your State Restaurant Association or distributor. Or visit www.ServSafe.com/challenge/CL

clx0707_full_ads   7clx0707_full_ads   7 6/18/2007   3:40:22 PM6/18/2007   3:40:22 PM



 8 Chain Leader  ❙  July 2007

 PUBLISHER: Ray Herrmann 

 EDITOR-IN-CHIEF: Mary Boltz Chapman
 MANAGING EDITOR: Maya Norris
 SENIOR EDITOR: David Farkas
 SENIOR ART DIRECTOR: Ala Ennes
 PRODUCTION ARTIST: Krystina S. Kliman

CONTRIBUTING EDITORS: Lisa Bertagnoli, Margaret Littman, Monica Rogers

 CHIEF EXECUTIVE OFFICER: Tad Smith 
 CHIEF FINANCIAL OFFICER: John Poulin 
 PRESIDENT, CHICAGO DIVISION: Jeff Greisch  
 VICE PRESIDENT/PUBLISHING DIRECTOR,  

 FOODSERVICE & HOSPITALITY GROUP: Thomas J. Morgan
 GROUP PUBLISHER, FOODSERVICE GROUP: Gerald J. White 
 EDITORIAL DIRECTOR, FOODSERVICE GROUP: Patricia B. Dailey 
 NATIONAL SALES MANAGER: Craig M. Coale 

Regional Advertising Sales Managers
 SOUTH/SOUTHEAST ARKANSAS/ILLINOIS/MISSOURI/OREGON

 Jeff Christerson (678) 461-4063 Patrick New (630) 288-8212
 CALIFORNIA/SOUTHWEST/MOUNTAIN WEST NORTH CENTRAL/ILLINOIS/WISCONSIN

 Susan M. Hojer (310) 314-2149 Craig M. Coale (630) 288-8207
 NEW ENGLAND/MID-ATLANTIC EAST NORTH CENTRAL/OKLAHOMA/TEXAS

 Rich Zelvin (630) 288-8226 Floyd Stoner (630) 288-8208
INSIDE SALES/CLASSIFIED

Jim McMurray (630) 288-8467
Olivia Pope (630) 288-8173

 PUBLISHING SUPPORT: Linda Wojak (630) 288-8201 

 DIRECTOR OF MARKETING, EVENTS

 AND CUSTOM COMMUNICATIONS: Carole Widmayer
 MANAGING EDITOR, CUSTOM PUBLICATIONS: Alison Otto
 MANAGER, INTEGRATED COMMUNICATIONS: Vicki Staffeldt
 CIRCULATION MANAGER: Kati Tucker
 PRODUCTION MANAGER: Joyce Simon
 CUSTOMER CONTRACT COORDINATOR: Joanne Westphal
 RESEARCH DIRECTOR: Scott Tolan
 DIRECTOR, ELECTRONIC MEDIA: Kim Kishbaugh
 ELECTRONIC MEDIA SALES MANAGER: Mari Kate Costin
 INTERACTIVE MEDIA PRODUCER: Gregory Sokolowski

How To Reach Chain Leader
 PHONE: (630) 288-8201   FAX: (630) 288-8215
 E-MAIL: ChainLeader@reedbusiness.com
 INTERNET: www.chainleader.com
 WRITE: Chain Leader, Reader Services
 2000 Clearwater Drive, Oak Brook, IL 60523

To Subscribe or Change Address 
 PHONE: (800) 446-6551 or (303) 470-4445   FAX: (303) 470-4280 
 E-MAIL: subsmail@reedbusiness.com
 INTERNET: www.getfreemag.com/ChainLeader
 WRITE: Chain Leader, Reed Business Information
 8878 S. Barrons Blvd., Highlands Ranch, CO 80129-2345

For Article Reprints or Electronic Use
 PHONE: (800) 290-5460, ext. 176   
 E-MAIL: chainleader@reprintbuyer.com

CHAIN LEADER is published monthly for executives of multiunit restaurant 
companies by Reed Business Information, a division of Reed Elsevier Inc. Subscriptions 

are $109 per year in the United States, $131 per year outside the United States. 

© 2007 Reed Elsevier Inc. All rights reserved. 
CHAIN LEADER® is a registered trademark of 

Reed Elsevier Properties Inc. Member BPA Worldwide.

A AFC Enterprises…30
American Federation of Labor - 

Congress of Industrial 
Organizations…2

Applebee’s…14
Aqua Blue Restaurant…6
Aronson, Neal…30
Atlanta Flatbread LLC…14

B Baja Fresh…30
Bales, Gary…30
bd’s Mongolian Barbecue…6
Bonefish…14
Bonham, Suzanne…14
Bredemann, Zach…24
Buca di Beppo…24
Bureau of Labor Statistics…2
Burger King…16

C Caldwell, Ken…20
Carlson Companies…16
Carvel Ice Cream…30
Center for Veteran Enterprises…36
Chipotle…30
Cinnabon…30
Cox, Bobby…30

D DiFrisco, Matthew…24
Disney’s Animal Kingdom Lodge…14
Disney’s Polynesian Village…14
Dissman, Delores…30
Dissman, Don…30
Doughty, Robbie…36
Downs, Billy…6
Dunkin’ Donuts…14

E Einstein Bros Bagels…48
Einstein Noah Restaurant Group…48
Euwonaitis, Tony…14
Evans, Patricia…36

F Focus Brands…30
Franchising Concepts…18
Friedman, Phil…30

H Heavenly Ham…20
Hi Life Kitchen & Cocktails…6
Hickory Baked Ham…20
Hill, Geoff…30
Hite, R. Wallace…12
Hoenselaar, Harry J.…20
HoneyBaked Ham Cafe…20

I Ilitch, Michael…36

J Jiko: The Cooking Place…14
Jones, Robert…36

K Kona Grill…24

L LaMastra, Stephen…30
Lassiter, Mike…18
Little Caesars…36
Lombardi, Dennis…40
Love, Grady…20
Love, Nancy…20

M Manhattan Bagel…48
Marlow’s Tavern…2, 6
McAlister’s Deli…30
McDonald’s…16

Merritt, Jason…24
Metz, John…6
Moe’s Southwest Grill…30
Molina, Mark…36
Moreno, Bob…40
Mortimer II, Kelsey…36
Mr. Goodcents Subs & Pasta…40
Murphy, Paul…48

N Nathan’s Famous…30
National Restaurant Association…2
Ninety Nine Restaurant & Pub…16
Noah’s Bagels…48

O O’Charley’s Inc.…16
O’Toole, Mike…40
Ohana…14

P Panera Bread…20
Pizza Hut…16

R Raving Brands…30
Red Lobster…2
Rising Roll Gourmet…18
Rivera, Dick…2
Roark Capital Group…30
Rogers, Bob…14
Romaniello, Steve…30
Rubicon Enterprises…2

S Saltz, Brad…12
Schlotzsky’s Deli…30
Scrivano, David…36
Seasons 52…14
Seattle’s Best Coffee…30
Shattuck, Mike…30
Shelton, Sarah…24
Sinelli, Jeff…6
Sonic Corp.…12
Squire, Jim…20
SS&G Financial Services…12
Stoney River Legendary Steaks…16
Strategic Advisory Partners…12
Sweeney, John…2

T Taco Bell…16
Taco Cabana…30
Taylor, Larry…16
Technomic Inc.…20, 30
T.G.I. Friday’s…2
Thomas Weisel Partners…24
Thomas, Roy C.…30
TL Cannon Companies…14
Trinitapoli, Takeshi…24
Tripoli, Vince…36
Tristano, Darren…20

U Urban Flats…14 
U.S. Franchise Systems…3

W Walt Disney World…14
WD Partners…40
Weiss, Bob…18
Weiss, Jeff…18
Which Wich…6
Wilson, Melissa…30
Women’s Foodservice Forum…6

Z Zagat…18

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

�company & people index Chain Leader
I N S I G H T  F O R  R E S T A U R A N T  E X E C U T I V E S

®

clx0707IndexMastID.indd   8clx0707IndexMastID.indd   8 6/18/2007   7:32:17 PM6/18/2007   7:32:17 PM



When we elevate women leaders,
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Women’s Foodservice Forum is all about. As the premier leadership development community, WFF empowers 

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

www.womensfoodserviceforum.com
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LESS LOSS & MORE PROFIT
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EcoSmart™ products
demonstrate our
commitment to greener,
more energy-efficient
technology.
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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

The new Cook & Hold offers even more of the benefits

discriminating food professionals prefer. More savings

with reduced product shrinkage and higher energy

efficiency. More versatility because it’s easy to prepare

food overnight and safeguard flavor, consistency and

naturally aged tenderness with patented Halo Heat®

low-temperature cooking. More simplicity with the

original, programmable set-and-forget controls.

And more durability with reinforced stainless steel

construction. With so much to offer, there are more

reasons than ever to choose Cook & Hold. For more

details, visit alto-shaam.com or call 1-800-558-8744.

Superb quality, consistency and
easy programmability for a broad

variety of menu items.

No hoods or vents required.

Low emissions verified
by U.L. testing.

Low-temperature cooking for
less shrinkage, as well as

natural aging and

tenderization of red meats.

Available in sizes to match
your operation needs.

Smoker models also available.

Available with manual operation
or set-and-forget electronic

controls for easy programming
and reduced labor.

HACCP documentation software.
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 R. Wallace Hite, a principal 
in Nashville, Tenn.-based 

Strategic Advisory Partners, is 
a different kind of investment 
banker—he once operated res-
taurants. We recently caught up 
with the former Sonic Corp. offi-
cial after hearing a presentation 
he made about restaurant valua-

tions in Chicago. Chain Leader asked him to 
elaborate on several of the points he raised. 

You mentioned that by focusing on the basics, 
companies can positively affect their values.
Give a real-life example. 
I can’t disclose names, but I can tell you 
about a small company, under 10 units, that 
developed judiciously and concentrically. 
They focused on same-store sales and unit 
economics. They kept their [general and 
administrative costs] at a level commensurate 
with their sales. They built a company as if 
they would own it forever. They sold at 9.5 
times EBITDA. 

You also advised operators to fully understand 
prime margin. Why is this important to valuations? 
Because it is a key component in unit eco-
nomics, which drives the investment. There 
is a great deal of art in our business, but it’s a 
business and it needs to make a return for the 
investors both on their money and their time.

Here’s another way to view prime margin: 
It tells you how many dollars are available 
for debt service or fixed expenses. Obviously 
there are other controllable expenses, but 
they are usually in the 10 percent range 
of sales.

What should prime margin be? 
[Meeting host Brad Saltz of SS&G Financial 
Services] made a compelling argument that 
the number needs to be at least 40 percent 
to realize a respectable ROI. I would add 
that 40 percent or better—but never at the 
expense of the customer—takes risk out of 
the investment and indicates the potential 
for continued growth and a stable company.

It caught my attention when you praised an 
operator who has put up 30 percent of the 
investment in each of his 147 units. 
Many of the troubled companies I deal with 
share a common error. They leverage the 
restaurant at 100 percent or more. The only 
sure thing in the restaurant business is that 
something unexpected is going to happen. 
Equity allows for the unexpected. The com-
pany I referenced in my talk has been in 
business for over 30 years and is now valued 
in the hundreds of millions.

So why don’t others in this business follow suit?
Patience. We’re in a hurry to get to the finish 
line, and most operators don’t have the unen-
cumbered cash for a 30 percent equity injec-
tion. I am not even sure if 30 percent is the 
best number, but 20 to 25 percent is a good 
range for equity. 

What attracted you to investment banking 
after a career running restaurants? 
As a partner in taking a public company 
[Sonic] private and then taking it public 
again, I had to interact with bankers fre-
quently. Their perspective was always from 
the outside looking in, rarely understanding 
their impact on the organization. The oppor-
tunity to bring a fresh perspective to the 
industry coupled with the diversity of clients 
and client situations was very compelling 
and challenging. ■

�on the money

An operator turned investment banker 
says stick to the basics. 

Value Proposition
By David Farkas

“There is a great deal of art in our business, but it’s 
a business and it needs to make a return for the 
investors both on their money and their time.”

clx0707MoneyID.indd   12clx0707MoneyID.indd   12 6/18/2007   9:30:47 AM6/18/2007   9:30:47 AM



®

clx0707_full_ads   13clx0707_full_ads   13 6/18/2007   3:41:19 PM6/18/2007   3:41:19 PM



 Flatbreads have been around for 
centuries, but they’ve only recently 

emerged as the latest must-have item 
on menus, popping up at chains from 
Dunkin’ Donuts to Seasons 52. 

For Urban Flats, however, flatbreads 
are more than a trend—they are the 
focus of the six-unit concept’s menu. 
Founder and CEO Suzanne Bonham 
says her sophisticated interpretation of 
flatbreads will separate it from the pack 
as Urban Flats embarks on franchised 
expansion this year.

“I wanted to go where old meets new,” 
says Bonham, who founded the concept 
in 2004. “We’re a new niche in flat-
breads with a modern, new environment 
with modern, new ingredients.”

Modern Sensibility
Urban Flats makes its flatbreads daily in 
a gas-fired stone-hearth oven and tops 
them with upscale ingredients. Best sell-
ers include the Fig and Prosciutto, $9, 
with fig jam, shredded prosciutto and 
blue cheese; Steak and Portobello, $10, 
with fontina cheese; and Chicken Cae-
sar, $10, barbecue chicken, romaine and 
Parmesan. The menu also offers 
appetizers, salads, wraps, small 
plates and desserts.

Everything is cooked in the 
oven except desserts, which 
a bakery provides. With only 
one major piece of cooking 
equipment, Urban Flats is 
easy to operate and duplicate 
and capitalizes on consumer 
demand for healthful, fresh 
fare, according to Bonham, 
a certified sommelier who 
worked at Walt Disney World 
for 10 years developing and 
rolling out restaurants includ-
ing Jiko: The Cooking Place 

at Disney’s Animal Kingdom Lodge and 
Ohana in the Polynesian Village.

The wine bar is also crucial to Urban 
Flats. It features about 55 varietals by the 
bottle and 30 by the glass in 6 ounce and 
3 ounce pours. A wine-dispensing system 
keeps the opened bottles on tap while 
preserving them at their ideal tempera-
tures, preventing oxidation and spoilage. 

The contemporary decor features 
exposed ducts, stained concrete floors, 
white walls and brown leather booths. 
Each unit has photography that show-
cases its city’s landmarks. 

Urban Sprawl
With five company units in Florida, 
Urban Flats will expand through franchis-
ing in the Southeast over the next three 
years. Franchisees will open four units 
this year, 10 in 2008 and 30 in 2009. 

The company is looking for experi-
enced operators willing to open more 
than one unit. TL Cannon Companies, 
which franchises 61 Applebee’s, will 
open 10 units in North Florida in five 
years. It opened its first in Ponte Vedra 
Beach, Fla., in February. Atlanta Flat-
bread LLC, headed by former Waffle 
House executive Bob Rogers, will open 
five in Atlanta over three years; the first 
will open in August. Tony Euwonaitis, 
a former joint-venture partner of 15 
Bonefish units in Florida, will open 15 in 
five years in West Florida, with the first 
slated for Sarasota in September. 

It costs about $600,000 to 
$800,00 to open an Urban 
Flats, which averages 4,000 to 
5,000 square feet. Urban Flats 
looks for endcaps in urban 
areas where the household 
income is at least $50,000.

“I want to make sure we’re 
growing this thing and it’s now 
growing us so that we stay on 
top of the growth and not grow 
too fast,” Bonham says. “We 
want to make sure we grow at 
a nice healthy rate and do it 
right because to me that’s more 
important than getting the con-
cept out there.” ■
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Concept Urban Flats
Headquarters 
Orlando, Fla.
Units 6
2007 Systemwide 
Sales $9.5 million*
Average Unit Volume
$2 million*
Average Check
$13 lunch, $20 dinner
Expansion Plans
4 by year-end, 10 in 
2008, 30 in 2009
*Chain Leader estimate

SNAPSHOT

�upstarts

Urban Flats jazzes up 
fl atbreads with upscale 
ingredients in a modern 
setting. By Maya Norris

The $11 Crab Cakes, baked in Urban Flats 
stone-hearth oven, is a top seller on the 
Small Plates section of the menu.

Urban Flats recently added the $10 Spicy 
Tuna flatbread, with seared raw tuna, 
cucumber, red onion, tomato, sweet chili 
sauce, spinach and lime-ginger glaze.

The popular Flat Dips appetizer features 
spreads such as hummus served with 
warm flatbread, which is baked daily.

Urban Artisan
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Company O’Charley’s Inc.
Headquarters
Nashville, Tenn.
Concepts
O’Charley’s (239 units, 
$12.40 check average); 
Ninety Nine (114 units, 
$14.46 check average); 
Stoney River (10 units, 
$43.75 check average)
2006 Revenue
$989.5 million
Expansion Plans
4 to 6 company, 3 
franchised O’Charley’s; 
3 to 5 Ninety Nines; 1 or 
2 Stoney Rivers in 2007

SNAPSHOT

�purchasing

Taking Stock
At O’Charley’s, taking inventory in the supply chain 
means much more than counting product.
By Mary Boltz Chapman

O’Charley’s has been 
creating benchmarks so it 
can determine whether 
self-manufacturing and 
-distribution is the best 
value for the company.

Since Larry Taylor joined O’Charley’s 
Inc. as chief supply chain officer in 

June 2006, he’s been evaluating 20 years of 
purchasing practices. The Nashville, Tenn.-
based company, which also owns Ninety 
Nine and Stoney River, distributes all the 
products to its stores and manufactures 
much of it as well.

Taylor, whose resume includes Carlson 
Companies, Pizza Hut, Taco Bell, Burger 
King and McDonald’s, says he’s been spend-
ing most of his time benchmarking.

Starting Point
Key to that is strategic sourcing reviews. 
In many organizations, Taylor says, buyers 
begin with a request for proposal from sup-
pliers, then base their decisions on price and 
perhaps a few other variables. 

“[O’Charley’s has] 10 steps to the sourcing 
process, and No. 8 is the RFP,” he explains.

The previous steps involve analyzing 
industry cost drivers, the customer base and 
sourcing strategy. “All of these steps hap-
pen before you ever get to the RFP, which is 
almost the culmination,” Taylor says.

Taylor created balanced score cards to 
ensure that O’Charley’s supply chain was 
working toward the same objectives as the 
company. All of his employees then under-
stand how their roles contribute to the orga-
nization. The four major areas measured are 
finance, customer service, process and tech-
nology, and people development.

Once the team’s strategy was in place, it 
focused on specific metrics. “We had to have 
the metrics in place to at least have the orga-

nization understand the value that the sup-
ply chain brings,” Taylor explains. 

For example, the company can now track 
competitive advantage. “When you contract 
a price, you want to show the organization 
that there is either a competitive advantage 
or disadvantage,” Taylor says. “And over the 
long haul, there ought to be an advantage.”

Decision Making
Taylor is using the metrics to determine if 
self-manufacturing and -distribution is still 
the best value. O’Charley’s operates facili-
ties in Nashville and Woburn, Mass., where 
Ninety Nine is based, to supply its stores 
twice a day. Based on value analysis, the 
company decided to close the manufacturing 
facility in Woburn and discontinue the pro-
duction of salad dressings completely. 

“And we are examining whether a meat 
manufacturing facility and self-distribution 
still make sense,” he says. “We want to grow 
our concepts. I tie up a lot of capital in many 
of the supply-chain activities. That’s one of 
the reasons benchmarking has become so 
important.”

Meanwhile, Taylor will continue to opti-
mize the supply chain at O’Charley’s, look-
ing for synergies across the three concepts 
such as common products, partnering with 
non-competitive companies for purchasing 
co-ops, and working with supplier partners 
to drive costs out of the system.

All of it based on benchmarks, Taylor 
explains: “You first capture data, and then 
you’re able to mine the data. Now what is it 
telling us?” ■
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When Rising Roll Gourmet decided to 
franchise in 2003, the fast-casual, 

lunch-only concept had two units ringing up 
$2 million in systemwide sales and positive 
reviews for its gourmet sandwiches from the 
local media in Atlanta as well as the Zagat 
guide. But founders Jeff and Bob Weiss knew 
that it would take more than great sandwich-
es to successfully duplicate Rising Roll. 

That’s when the father-and-son team 
brought in Mike Lassiter, CE0 of Atlanta-

based Franchising Concepts. Lassiter spent 
four months preparing Rising Roll for fran-
chising by analyzing and improving its menu, 
labor costs and prototype. 

“When we looked at this, we said, ‘OK, 
franchisee profitability has to be our No. 1 
goal,” says Lassiter, who now serves as presi-
dent of Rising Roll. “So if we focused on the 
franchisee, we truly felt our concept had the 
legs and the long-term viability to be very 
successful.”

�how to grow to 100 units

Rising Roll tightens the menu and operations to keep 
franchisee profi tability top of mind.

Jade Dragon
10th Century

Samurai Helmet
17th Century

Ming Vase
15th Century

Tempura
Chicken

21st Century

Concept
Rising Roll Gourmet
Headquarters Atlanta
Units 13 
2007 Systemwide Sales
$11.5 million* 
Average Unit Volume
$800,000* 
Average Check $8.25
Expansion Plans
5 in 2007
*Chain Leader estimate

SNAPSHOT

  RISING
  to the Occasion

By Maya Norris
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Less Is More
Rising Roll honed its extensive menu of 
nearly 80 items to decrease food and labor 
costs. It began purchasing ready-made items 
such as boiled eggs and guacamole to reduce 
labor. It also removed 27 slow-selling items 
that were expensive and labor intensive to 
produce. For example, Rising Roll got rid of 
the shrimp salad sandwich because it only 
sold well in the summer and had a short 
shelf life. It also removed the labor-intensive 
quesadilla. Employees had to come in early 
to prepare the ingredients and build the 
quesadillas. Those not sold were discarded. 

By streamlining the menu to 50 items, 
Rising Roll removed 22 inventory items, 
reduced food costs by 6 percent and shaved 
off about eight hours of labor a 
week, according to Lassiter. 

It also helped with franchisee 
training: “Bottom line, it’s just a heck 
of a lot easier to learn 50 recipes than 
80,” he says.

Room for Improvement
Rising Roll streamlined the store 
design to reduce rental costs, better 

market the products and maximize through-
put after seeing inefficiencies in one of its 
two company stores, a 4,000-square-foot 
unit in Alpharetta, Ga. The company created 
a 2,400-square-foot prototype where custom-
ers see the menu board and deli cases from 
the entrance. The prototype maximizes seat-
ing by using two tops instead of four tops 
to accommodate its primarily business 
customers, who usually come in alone or in a 
party of two. 

Rising Roll also hired a real-estate broker 
to help with site selection and negotiation, 
and set up franchisee advisory committees.

Since Rising Roll began franchising in 
2003, 11 units have opened in Arizona, 
Florida, Georgia, North Carolina, South 

Carolina, Tennessee and Texas. It 
doesn’t plan to open more company 
units. Instead it will help franchisees 
open 60 to 70 units in the West and 
Southwest over the next five years.

“Right now our total focus is 
franchisee profitability. So we’re not 
looking at corporate stores,” Lassiter 
says. “We don’t want to lose focus 
on that franchisee profitability.” ■

on the web: Is your 
concept ready for 
franchising? Check out 
franchising consultant 
Richard Sharoff’s article 
at www.chainleader.com/
how-to-grow.

TREASURES
 FROM THE

ORIENT
Discover the Enchanting Taste of Authentic
Pierce Chicken® Tempura Battered Chicken
Now it’s easy to put hot-selling Asian cuisine on your menu. Create signature
stir-fries and salads, or serve as an Asian boneless wing. Featuring solid-muscle breast
meat, our crispy tempura battered chicken is ready to cook and requires no 
specialized labor or equipment. Available with or without one of 
three authentic sauces.

Acquire Profitable Pierce Chicken Tempura 
Battered Chicken today!

Call 1-800-336-9876 or visit www.poultry.com.

© 2006 Pilgrim’s Pride Foodservice. All rights reserved.

Rising Roll’s 50-item menu 
includes the Chicken & Apples 
sandwich, chicken salad 
topped with blue-cheese dress-
ing, smoked bacon and Granny
Smith apples; and the Tucson 
Wrap, grilled chicken breast 
tossed with bacon, cheddar
cheese, lettuce, tomato, 
almonds and ranch dressing in 
a sun-dried-tomato tortilla.

It costs about $250,000 to 
$350,000 to open a Rising 
Roll, which averages 2,400 
square feet.

President Mike Lassiter has 
prepared Rising Roll Gourmet 
for franchising by analyzing 
and improving its menu, labor 
costs and prototype.
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Fifty-year-old HONEYBAKED HAM is using its cafe concept 
to expand its brand’s demographic reach. 
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�brand tactics

By Margaret Littman 

 In much of the country, the HoneyBaked 
ham is a classic, a 50-year-old tradition 

for holidays and special events. For the 
descendents of founder Harry J. Hoenselaar, 
that legacy is both a source of pride and a 
quandary. 

While today’s families may still appreci-
ate HoneyBaked as the center of a Christmas 
or Easter dinner, they’re less likely to have 
a ham-worthy, sit-down meal on an average 
weeknight than the previous generation. In 
response, the company developed a growth 
strategy—through both acquisition and 
franchising—that fuses the strengths of the 
traditional take-home brand with the more 
21st-century approach to eating out. 

Management launched HoneyBaked Ham 
Cafe in 1998 to widen the brand’s awareness 
while still respecting its history. To celebrate 
its 50th anniversary and promote expansion 
of the cafe concept, HoneyBaked relaunched 
the cafe this year. 

The cafes are sandwich shop meets retail 

store, emphasizing “the heritage of the 
brand,” says Director of Franchise Develop-
ment Jim Squire. A wall of pictures illustrates 
HoneyBaked’s history, showing how the brand 
became synonymous with ham and turkey 
for the holidays. The stores still offer to-go 
services for the meats, as well as specialty side 
dishes. But, in addition, the cafes offer to-go 
catering to local businesses and a menu of 17 
made-to-order sandwiches in a space with 
lunch-time seating for at least 20.

The cafes are designed to compete with 
more traditional sandwich shops like Panera 
Bread, with wood floors, brick accents and 
a warm, open atmosphere, according to 
Squire. The 1,600-square-foot units are 
located in high-traffic retail centers such as 
endcaps in strip malls.

Casting a Wider Net
Historically the brand has appealed to 
35- to 54-year-old women. “I think the 
cafe element has changed that. Now the 

Concept HoneyBaked 
Ham Co. and Cafe
Headquarters Atlanta
Units 108
2006 Systemwide Sales
$58 million
2007 Systemwide Sales
$70 million (company 
estimate)
Average Unit Volume
$650,000
Average Check $8
Expansion Plans 
200 units by 2010; 20 
to 25 new units annually

SNAPSHOT

Bridging the 
    GENERATION Gap
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demographic is anybody who eats lunch or 
companies that bring lunch in,” says Ken 
Caldwell, vice president of franchise for the 
Atlanta-based firm.

“The cafe gives them a lot more selling 
opportunities to expand from retail,” agrees 
Darren Tristano, executive vice president at 
Technomic Inc., a Chicago-based foodservice 
consultancy. “But it is like a convenience 
store trying to sell sandwiches. It is a much 
different strategy.”

Tristano says that in many cases brands 
expanding into the restaurant business can 
expect to attract younger customers by 
attracting them as part of the labor force. 

But many franchisees, including Grady 
and Nancy Love, who own the Rock Hill, 
S.C., cafe, say they also have attracted older 
employees who like the grease-free aspect of 
this QSR and the store’s reasonable hours: 
Monday to Saturday, 10 a.m. to 6 p.m. 

Because HoneyBaked typically franchises 
only one store per market, the typical fran-

chisee is different than the multiunit fran-
chisee other chains court. Squire says most 
franchisees are owner-operators who have 
been HoneyBaked customers and may have 
retired from a traditional corporate career.

In addition to attracting a new demo-
graphic, the expansion into cafes helps 
HoneyBaked weather increased competition 
on the specialty food side of the business 
including Internet and mail-order food clubs, 
Squire says. 

Fragmented Family Tree
The brand itself has a complicated, decen-
tralized ownership. When Hoenselaar died 
in 1974, he passed on his business to five 
family members, each of whom expanded 
the brand differently in different regions of 
the country. In some areas, including Georgia 
and the south, the owners were aggressive, 
acquiring competitors such as Hickory Baked 
Ham and Heavenly Ham, and exploring 
growth via franchising. Several years ago, 

The HoneyBaked Ham Cafe is 
sandwich shop meets retail 
store, emphasizing the heritage 
of the 50-year-old brand.

The cafes offer to-go services 
for the meats and specialty 
side dishes.

HoneyBaked Ham Cafe’s 
grease-free environment and 
limited operating hours have 
made the concept attractive to 
a diverse labor pool.

The cafes are designed to meet 
the concept’s dual goals. 
Seating areas and counter 
service offer QSR-style options, 
while retail displays highlight 
take-home offerings.
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the family members who 
owned the Michigan- and 
Ohio-based territories 
banded together with the 
Georgia contingent to create 
one entity that would franchise HoneyBaked 
Ham Cafes in 39 states. HoneyBaked Ham 
retail stores in California and on the East 
Coast are separate entities and not part of the 
expanding cafe concept.

The franchise concept has 108 cafes in 
25 states, with systemwide sales of $58 mil-
lion. The aim is to have 200 cafes in 39 

states by 2010. The firm is well on 
its way, with 21 new stores sched-
uled to open in 2007, including in 
Wausau, Wis., Newport News, Va., 
and Puyallup, Wash. Expansion 
will continue at a pace of 20 to 25 
units annually in these smaller 
and midsized markets.

To build the cafe awareness, franchisees 
pay 2 percent of sales into an ad fund, which 
is used for seasonal promotions on radio and 
in print in local media.

Adds Squire: “Brand-wise we are really 
dedicated to having the very best ham you 
can get anywhere. We think we will see that 
translate to passing on the tradition to the 
younger generations today.” ■

�brand tactics

The HoneyBaked Ham Cafes are 
designed to compete with more 

traditional sandwich shops 
like Panera Bread. 

Warm woods and a warm 
color scheme help position 
HoneyBaked Ham Cafe as 
a competitor to traditional 
sandwich chains.

© 2007. The TABASCO® marks, bottle and label designs are registered trademarks and servicemarks 
exclusively of McIlhenny Company, Avery Island, LA 70513.

“chee-POHT-lay”

New wide-mouth, kitchen friendly New wide-mouth, kitchen friendly
1/2 gallon plastic bottle1/2 gallon plastic bottle

It’s pronounced ‘chee-POHT-lay’ 
with many chefs and consumers saying “it may 
be the best TABASCO® yet.”
This full-bodied sauce is made of mild red jalapeños slow-smoked 
over pecan wood and is the perfect way for you to tap into the 
chipotle flavor trend in your foodservice operation.
Call your foodservice distributor, McIlhenny Company broker 
or 1-888-HOT-DASH to try our new 1/2 gallon TABASCO® brand 
Chipotle Pepper Sauce.

TABASCOfoodservice.com
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foodservice industry’s top news 
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delivered directly to you by 
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Newsbites,
the daily
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When Zach Bredemann signed on as Kona Grill’s first corporate executive 
chef in 2004, the Scottsdale, Ariz.-based company had five restaurants 

and a lot of great recipes, but no consistency. “They knew they had to tighten 
up a lot of things if they were going to grow faster,” says Bredemann.

Text Intro DropCap [nested]in this space

Rolling up his shirt sleeves, Bredemann, 
formerly a culinary supervisor with Buca di 
Beppo for five years, spent two years tweak-
ing and standardizing Kona Grill’s recipes 
and systems. He scrutinized 55 menu items 
and 40-plus sauces, streamlining labor and 
enhancing training along the way.

With 16-unit Kona Grill now moving into 

greater growth mode, opening five to six 
restaurants a year, the efforts are timely, says 
Matthew DiFrisco, vice president and restau-
rant industry analyst with New York-based 
Thomas Weisel Partners. “This is a step in 
the right direction,” says DiFrisco. “With 
growth happening quickly, consistency is 
very important. Menu standardization and 

Exacting 
STANDARDS 

Kona Grill’s 
ZACH BREDEMANN 
standardizes recipes 
and systems to 
bring approachable 
Pan-Asian fare to 
the masses. 
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codifying best practices should help reduce 
risk associated with new store development.”

Bredemann and his right-hand man, Cor-
porate Sushi Chef Takeshi Trinitapoli, are 
thrilled to see the newly honed menu taking 
off. Same-store sales were up 1.4 percent 
for the first quarter compared with the same 
period in 2006. Sales of enhanced items 
are improving. Five-Spice Baby Back Ribs, 
for example, which are being marinated 
and cooked longer at a lower temperature, 
are selling 4 percent better than they were 
before. New dishes such as the Diablo 
Shrimp appetizer, $11.95 (spicy jumbo 

shrimp with a blue-cheese dipping sauce), 
and the Lemongrass Crusted Halibut entree, 
$20.25 (with coconut-curry sauce, white- 
cheddar mashed potatoes and sauteed baby 
bok choy), are filling in gaps. Food costs are 
down to 29 percent. And more enhance-
ments are on the way.

Mass Appeal
Understanding Kona Grill’s enhancements 
requires understanding the basic menu.
Divided between eight categories at lunch 
and a slightly different eight at dinner, Kona 
Grill’s Pacific Rim-inspired food is inten-
tionally approachable. Best-selling entrees 
include the Macadamia Nut Chicken, $16.25 
at dinner, grilled chicken breast served with 
cream-enriched soy sauce, pineapple-papaya 
marmalade, white-cheddar mashed potatoes 
and wok-seared vegetables. There’s also Big 
Island Meat Loaf, $15.25, a mix of ground 
Angus beef and sweet Italian and andouille 
sausages baked and served with mushroom 
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Concept Kona Grill
Headquarters
Scottsdale, Ariz.
Units 16
2006 Systemwide 
Sales $50.7 million
2007 Systemwide 
Sales $73 million
(company estimate)
Average Unit Volume
$5.4 million
Average Check $22
Expansion Plans
2 by year-end
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A cheery new addition 
to the sushi menu, 
Kona Grill’s Sunshine 
Roll combines spicy 
salmon with rice, 
cucumbers and sea-
weed on the inside 
and thin-sliced lemon 
and salmon on top.
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Kona Grill’s best-selling 
entree is the Macadamia 
Nut Chicken, grilled chicken 
breast served with cream-
enriched soy sauce, pineapple-
papaya marmalade, white-
cheddar mashed potatoes 
and wok-seared vegetables.

ragu, white-cheddar mashed potatoes and 
wok-seared vegetables.

Even the separate sushi menu, which 
represents 20 percent of Kona Grill’s food 
sales, has been carefully shaped with Ameri-
can tastes and guest preferences in mind. 
Sushi rolls, for example, normally sliced 
into six pieces at most sushi bars, are sliced 

into eight pieces at Kona Grill to make them 
easier to eat. “We’ve found that women fre-
quently dictate the ordering process,” says 
co-founder and Chief Operating Officer 
Jason Merritt. “And our female guests have 
indicated to us that easier-to-eat sushi is 
sushi they’re more likely to order. Smaller 
pieces are easier to chew.”

Likewise, you won’t find traditional 
sushi ingredients like kohada (pickled giz-
zard shad) or natto (fermented soybean) on 
the menu, because they don’t appeal to the 
majority or to sushi newbies, says Trinitapo-
li. “About 30 percent of our customers who 
order sushi tell us that Kona Grill is their 
first sushi experience,” he says. “We try very 
hard to ensure that that first experience will 
be a positive one.”

Earlier versions of Kona Grill “were more 
sushi-centric and more heavily Asian and 
Pacific Rim influenced,” explains Merritt. 
“But people were intimidated by what they 
didn’t know, so those concepts didn’t have 
mass appeal.”

Bredemann says the key at Kona Grill 
has been very fresh, basic ingredients with 
exotic accents. The chain uses fresh seafood 
shipped in daily from Hawaii for both the 
sushi bar and the many seafood entrees. 
Of these, Baked Sea Bass, $21.95, marinated 
for 72 hours in a blend of sake and two vari-
eties of miso, and served with shrimp and 
pork fried rice and Szechwan beans, is the 
best seller.

Flavorably Efficient
As with the seafood, exotic accents to meat 
dishes come in sauces and marinades. 
The barbecue sauce for the baby back ribs 
includes Chinese five-spice powder. The 
double-cut pork chop is sauced with hoisin. 
And the grilled chicken breast is glazed with 
sweet-chili sauce. 

Standardizing recipes for these and other 
menu items, Bredemann looked for best fla-
vor and efficiency. He balanced the quantities 
of fruit used in the pineapple-papaya mar-
malade that’s part of Kona Grill’s signature 
Macadamia Nut Chicken, for example. Then 

Streamlining operations, one saucier now does the 
40-plus sauces for both the grill and sushi bar.
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he reduced waste by switching to single-
lobe breast portions, rather than having 
chefs portion from double-lobe breasts.

Bredemann also improved the Szechwan 
bean recipe, which used to require deep-
frying and saucing Chinese long beans. 
He now blanches regular green beans and 
tosses them in slightly less spicy, chili-paste-
based Szechwan sauce. “The long beans 
were hard to source and not always the best 
quality,” he explains. “So there was a lot of 
waste involved.”

Beyond recipe efficiencies, Kona Grill 
streamlined kitchen procedures by chang-
ing the scope of the new saucier position 
last year. “It used to be sauces for the sushi 
bar and sauces for the grill were tasked sep-
arately,” says Bredemann. “With our most 
recent stores, we redid the saucier position 
so that one person is now making all of the 
sauces for both sides, which really helps 
bridge the gap between the two.”

Bredemann explains that Kona Grill 
makes more than 40 sauces in house and 
one or two are generally used in every 
dish. Shoyu cream sauce—a blend of soy 
sauce and heavy cream—is a guest favor-
ite, as is the honey-cilantro dipping sauce 
accompanying the $8.25 Avocado Egg Roll 
appetizer.

Bredemann has started shaping sauce 
recipes that can do double duty between 
the sushi bar and the grill. First out of 
the chute: The recipe for the spicy tuna 
sauce in the $7.95 Tuna Wasabi appe-
tizer was revamped last year so it would 
also work for spicy-tuna offerings on the 
sushi-bar menu. The Wave Roll, $8.00, 
for example, has spicy tuna, tempura-
battered fried shrimp, avocado and cucum-
ber in soy paper. “We cut back on the mayo 
and increased the spice in the recipe,” says 
Bredemann. “This allowed the flavor of the 
tuna to come out more and made the dish 
a bit healthier.”

About 30 percent of 
customers ordering sushi 
say that Kona Grill is their 

fi rst sushi experience. 
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SUSHI
Sunshine Roll: spicy salmon with 
cucumbers wrapped with rice and 
seaweed, topped with fresh salmon and 
thinly sliced lemon, $11.50

Seven-Spice Tuna Sashimi Salad, with 
cucumber, smelt roe and sprouts, topped 
with motoyaki sauce and ponzu sauce, 
$10.75

APPETIZERS
Tuna Wasabi: spicy rare tuna and 
avocado wrapped in a fl our tortilla, 
fl ash-fried and served with wasabi sour 
cream, pico de gallo, and shrimp and 
pork fried rice, $7.95

SALADS
Sweet-Chili Glazed Salmon Salad, with 
fi eld greens, somen noodles, cucumber, 
tomato and tofu, tossed with sesame-
soy dressing and served in a crisp fl our 
shell, $10.25

SEAFOOD SPECIALTIES
Pan-Seared Ahi, with sauteed bok choy, 
steamed white rice and sweet-chili 
sauce, $17.95

MEAT SPECIALTIES
Five-Spice Baby Back Ribs: pork ribs 
with spicy barbecue glaze, served with 
Szechwan beans and cabbage slaw, 
$21.75

MENU SAMPLER

To prepare its best-
selling fish dish,
Baked Sea Bass,
Kona Grill soaks 
fillets for 72 hours 
in sake and two 
misos before 
roasting.
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Filling the Gaps
Bredemann also 
added several new 
dishes in 2006 
to fill gaps in the 
menu and make 
broader use of 

underutilized items. One 
of the most successful is the Ahi Tuna 

Burger, $9.95, with avocado, basil-pesto aioli 
sauce and a side of taro chips. It uses fresh 
trim and odd-sized pieces of tuna not served 
as sushi, says Bredemann, and is one of the 
top two sandwich sellers.

To fill gaps in consistent execution, Brede-
mann has increased training on all levels. 
Traveling culinary training teams rotate 
throughout units biweekly to oversee opera-
tions. Monthly conference calls update chefs 
and general managers. And Bredemann meets 
annually with all executive chefs and sushi-
bar managers to show new dishes, discuss 
what’s coming and encourage interaction.

“A lot of the chefs know each other by 
name only,” he says. “Getting them together, 
they’re more willing to pick up the phone to 
exchange ideas.”

Bredemann and Trinitapoli allow sushi-bar 
managers to run special sushi rolls (one spe-
cial at a time). Some of these ideas have done 
so well locally that they’ve been added to the 
core menu. The new Spider Roll, $11.75, 
deep-fried soft-shell crab layered with crab 

mix, avocado and cucumber, wrapped in 
seaweed and soy paper, and served with eel 
sauce, originated with Sarah Shelton, sushi 
manager at the unit in Sugarland, Texas, a 
Houston suburb. “We had soft-shell crab 
one other place on the menu and were look-
ing for a way to cross-merchandise it,” says 
Trinitapoli. “The chef in Houston told me this 
was doing very well.” Since adding it to the 
core menu, soft-shell crab sales have doubled 
systemwide. 

“At some point, we’d like to allow the 
executive chefs to feature their own daily 
specials as well,” says Bredemann. For now 
he wants to give everyone in the system the 
chance to become more familiar with the new 
specs for core menu items and new items 
coming down the pike.

Desserts, for example, which used to be 
outsourced, will soon be prepared in house. 
“Making those from scratch will add some 
challenge for the chefs,” he says. 

So will entering new markets. “Wherever 
we go that’s new for Kona Grill, there’s a 
learning curve for both the guests and the 
staff—especially with sushi,” Bredemann 
says. He explains that first-time guests often 
don’t understand that each sushi item is 
handcrafted and made to order. “They don’t 
like to wait,” says Bredemann. “Keeping tick-
et times down brings us full circle to train-
ing and standardization. For the time being, 
that’s where our focus has to stay.” ■
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Kona Grill’s key to 
mass-market appeal 
is using fresh basics, 

exotically accented. 

Since shrimp was missing 
from the appetizer options, 
Kona Grill filled the gap with 
Diablo Shrimp, spicy fried 
and sauced shrimp with blue-
cheese dipping sauce, which 
scored best in test tastings.

Best use for oddly shaped 
pieces of fresh ahi? Make 
Ahi Tuna Burgers of them. 
Kona Grill’s are topped with 
avocado and basil-pesto aioli 
and served with a side of 
taro chips.
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Think fresh. Think chile herb.
New Chile Herb Tortillas. We took the most popular pepper around, the zesty 
jalapeño, and blended it with Mexican oregano, garlic and onion to create fresh, never 
frozen, Mission® Chile Herb Tortillas with 0 grams trans fat. Great for signature wraps, 
creative quesadillas and fresh-thinking recipes like the Seafood Trio Cone. So think fresh. 
Think chile herb. For more recipe ideas, visit www.missionfoodservice.com/adrecipes.
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Research and 
co-branding are 
driving CEO STEVE 
ROMANIELLO’S 
strategy for Focus 
Brands.

Company Focus Brands
Headquarters Atlanta
Concepts 569 Carvels, 
691 Cinnabons, 
385 Schlotzsky’s, 
157 Seattle’s Best Coffee
(all international)
2007 Systemwide 
Sales $649 million*
Average Check
All concepts below $10
Expansion Plans 
420 in 2007, including 
Moe’s Southwest Grill
*Chain Leader estimate includes 
pending Moe’s acquisition

SNAPSHOT

Clear FOCUS
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By David Farkas
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 A round noon on a recent day 
in Alpharetta, Ga., Focus 

Brands CEO Steve Romaniello’s 
attention is drawn to a marker board 
above his head in the kitchen of a 
busy Schlotzsky’s Deli. Someone has 
scrawled the eatery’s budgeted vs. 
actual cost of goods and labor in blue 
ink for the previous week. The com-
pany restaurant was 9 percent over 
budget with prime costs (minus man-
agers’ salaries) of only 46 percent.

“Those are very strong numbers,” 
says Romaniello, who’s also president of 
Schlotzsky’s. “Had I known they were there, 
I might not have shared them with you.” 

Not that Romaniello is being unduly 
modest in front of a visitor touring his 
company’s stable of concepts (see “Brand 
Stable” on Page 33). It’s that as franchisor 
of the 385-unit sandwich chain, which the 
Atlanta-based holding company acquired last 
November, he’s careful about what he reveals 
lest franchisees believe they should be post-
ing similar performances. 

Most franchisees don’t come close, par-

ticularly when it comes 
to annual sales vol-
umes, according to 
Romaniello. Those 
outside of the Atlanta-
based company’s core 
markets—Dallas; Austin, Texas; and 
Topeka, Kan., for instance—ring up between 
$600,000 and $800,000. Although above 
the sandwich category average of about 
$450,000, those volumes remain well below 
company stores, where sales reach $1 mil-
lion or more, he claims.

Working Together
That could change as Schlotzsky’s fran-
chisees begin co-branding with Carvel Ice 
Cream and Cinnabon, two franchise systems 
Focus Brands purchased in 2002 and 2004, 
respectively. The company also picked up the 
international arm of Seattle’s Best Coffee in 
the Cinnabon deal from former owner AFC 
Enterprises. This summer Focus Brands closes 
in on its latest acquisition, 345-unit Moe’s 
Southwest Grill. More on Moe’s in a moment.

“Franchisees are eager to [co-brand],” 
declares Roy C. Thomas, a 16-year Schlotz-
sky’s franchisee and president of Schlotzsky’s 
Franchisee Advisory Council, who will open 
the first co-branded unit in September, in 

cover story�

CEO Steve Romaniello will 
co-brand Schlotzsky’s Deli, a 
“center of the plate” concept 
Focus Brands acquired last 
year as a host for Carvel and 
Cinnabon.

Fast feeder or fast casual? The 
results of a brand-image study 
show that the sandwich chain 
has the decor of fast casual but 
the service attitude of fast food.
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Midland, Texas. His co-branded restaurant—
a new 3,800-square-foot Schlotzsky’s—will 
feature both treat brands.

“We have to keep [Schlotzsky’s] open from 
10:30 in the morning to 10:30 at night, and 
this is the best answer we’ve ever had,” he 
says. He predicts sales in the new unit will 
climb 20 percent because of the additional 
products, which are consumed at times other 
than lunch—Schlotzsky’s biggest daypart. 
Carvel, however, is unknown in Texas, and 
Thomas is counting on Schlotzsky’s repu-
tation for what he describes as “premium 
quality” to provide a halo for it. Carvel, a 
legendary ice-cream shop on the East Coast 
and in south Florida, is all but unknown 
elsewhere in the country.

Likewise, Schlotzsky’s reputation for high-
quality food isn’t a given in markets outside 
its home state of Texas. To figure out what 

customers think of Schlotzsky’s, Romaniello 
commissioned a study to answer several 
burning questions about the brand image. 
“We have a little bit of an identity crisis, 
which we intend to figure out,” he concedes. 

One thing he wanted to know was whether 
to axe the word “deli” from the chain’s name 
because it confuses customers. “We haven’t 
finalized our recommendation on that,” says 
Technomic Inc. Principal Melissa Wilson, 
who presented the results in early June and is 
also analyzing Schlotzsky’s long menu. “There 
are some attributes of ‘deli’ that Schlotzsky’s 
would get credit for, like made-to-order sand-
wiches. And there are some they wouldn’t be 
identified with. For example, they don’t sell 
cold cuts by the pound.”

A Marriage Made in Atlanta
The research also turned up evidence that 
Schlotzsky’s would make a good fit with 
the company’s other brands. “Given that 
Schlotzsky’s is perceived as more fast casual 
than fast food, there seems to be an oppor-
tunity. The key is to know how to integrate 
the daypart strategy and products,” Wilson 
advises. 

Romaniello, 40, has been learning as 
much as he can about daypart usage in co-
branded restaurants. Carvel is already in 
20 Schlotzsky’s in Texas, as is Cinnabon. In 
San Diego, Carvel and Westbury, N.Y.-based 
hot-dog chain Nathan’s Famous share space. 
Although the company hasn’t reported any 
results, Carvel President Gary Bales says, “It’s 
starting to look good for us.”

Thomas, for his part, says co-branding 
is a “no-brainer” and maintains that Focus 
Brands is “doing everything they can to make 
franchisees’ existence better.”

The sentiment is hardly surprising. 
Schlotzsky’s Deli, which once boasted 700 
units, was founded by Don and Delores Diss-
man in 1971. Ten years later, the couple sold 
the chain to real-estate investor John Wooley 
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“Running a Schlotzsky’s is not 
just about the money. There’s a 
pride factor. [With Focus Brands] 
we have a defi nitive course.” 
—Schlotzsky’s Deli franchisee Roy C. Thomas

Romaniello, 40, grew 
up in a small business 
family, from which 
his entrepreneurial 
tendencies stem, he 
claims. He started a 
beverage distribution 
business while at Tufts 
University in Boston and 
sold hotel franchises for 
commission only shortly 
after graduating.

Like other fast-casual 
players, Schlotzsky’s 
Deli offers free wireless 
Internet access. 
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for $3 million, who 
took it public in 1995 
and grew the system 
to 759 units before 
profits disappeared and 
the company entered 
bankruptcy in ’04. Bobby 
Cox, a Texas restaurateur 
and real-estate tycoon, bought the chain 
at auction for $28.5 million in December 
’04. Franchise owners, enraged at Wooley, 
cheered the sale. Cox, who took Schlotzsky’s 
private, beefed up marketing and opened 
company stores in Atlanta. 

Romaniello, meanwhile, was looking for 
a “host” chain for Carvel and Cinnabon. He 
figured a sandwich shop with sufficient traf-
fic fit the bill, because franchisees would 
likely embrace well-established brands (as 
would a franchisor) as a way to boost sales. 
What’s more, sandwiches were perceived as 
fresh and, in some cases, healthful. 

We Love Sandwiches
“There’s a lot to love about the category, 
which is very fragmented except for a couple 
of players,” Romaniello enthuses. 

He initially approached Cox as a co-
brander, but the more he looked into 
Schlotzsky’s, the more he liked it. “What was 
left was a very stable system with a great deal 
of momentum,” Romaniello recalls, citing 
same-stores sales above 10 percent. 

Focus Brands, an affiliate of private-
equity firm Roark Capital Group in Atlanta, 
acquired Schlotzsky’s in November for an 
undisclosed sum. Romaniello and Roark 
Managing Partner Neal Aronson have 
worked together since 1995 when the two 
joined U.S. Franchise Systems, a hotel fran-
chise company.

Interestingly, Roark had acquired another 
franchised sandwich chain in an auction, 
Ridgeland, Miss.-based McAlister’s Deli, 
in 2005. The 235-unit operation remains 
outside of Focus Brands. “We had growth 
momentum, and during the auction pro-
cess, our management made it clear we 
could deliver on our plans,” says longtime 
McAlister’s CEO Phil Friedman. “It was very 
important to me to be independent.”

Neither Romaniello nor Friedman antici-
pates real-estate conflicts, which could 
hamper the growth of each system. Both 

executives acknowledge the issue of who 
gets dibs on sites they both want hasn’t come 
up. Friedman says there is no policy on how 
to resolve such a situation. 

Schlotzsky’s franchise owners were more 
concerned with shared data. They fretted 
Focus Brands would hand over sales infor-
mation to McAlister’s Deli given that Roark, 
in essence, owns both chains. “It’s a logical 
conclusion, but it doesn’t happen because 
we [Schlotzsky’s and McAlister’s] are separate 
companies,” Romaniello insists. 

Chasing Chipotle
Sharing competitive information 
isn’t likely to be an issue with fran-
chisees when it comes to Moe’s 
Southwest Grill. That’s because 
it’s Focus Brands’ first foray 
into the Mexican grill category. 
Much like sandwiches, the 
segment is dominated by one 
player, Chipotle, and other-
wise fragmented into a dozen 
other players. Romaniello 
announced in April he was 
buying Moe’s assets for an 
undisclosed sum from Atlanta-based 
Raving Brands. The sale, which involves the 
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CARVEL ICE CREAM 
Acquired 2002
In charge Gary Bales, 
president
Units 569
2007 sales $140 million
Initiatives nondairy Italian 
ice rollout; testing cookies 
and brownies; co-branding 
with Schlotzsky’s Deli and 
Nathan’s Famous; single-
unit expansion in core 
markets only

CINNABON 
Acquired 2004
In charge Geoff Hill, 
president
Units 69
2007 sales $263 million
Initiatives designing 
90-square-foot “micro-

bakery” to replace 
1,000-square-foot mall 
footprints; elimination of 
trans fats; co-branding with 
Schlotzsky’s Deli; rollout of 
hand-held products

SEATTLE’S BEST COFFEE
Acquired 2004 
In charge Mike Shattuck, 
vice president, international 
operations
Units 157 (all outside 
the United States)
2007 sales not disclosed
Initiative developing new 
coffee recipes by region 

SCHLOTZSKY’S
Acquired 2006
In charge Steve 
Romaniello, president

Units 385
2007 sales $221 million
Initiatives catering; 
prototype launch, July ’07; 
co-brand test with 
Cinnabon in Austin, Texas; 
formal site evaluation; 
menu analysis and 
brand study

MOE’S SOUTHWEST GRILL
Acquired expected to close 
August 2007
In charge to be announced
Units 345
2006 sales $273 million
Initiatives formal site 
evaluation; repairing 
franchise relationships; 
resizing serving ladles 
and other smallwares

BRAND STABLE

High dairy prices are 
squeezing margins at Carvel 
Ice Cream. Franchise 
owners, who pay royalties 
on dairy mix they buy from 
Focus Brands, have been 
rolling out more nondairy 
items like flavored ices.
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transfer of some 40 people, is expected to 
close in August. 

“The timing is perfect for this transaction,” 
says Raving Brands President and COO 
Stephen LaMastra, who approached Focus 
Brands last year with a deal in mind. “Moe’s 
needed a bigger platform to grow on.”

LaMastra, an attorney, may join Focus 
Brands as president of Moe’s, according to 
Aronson. “Steve is a terrific person and a 
really good leader,” says Aronson.

Romaniello believes Focus Brands’ 
resources can catapult the mostly franchised 
Moe’s into second place in the category. In 
November he reorganized Focus Brands into 
an infrastructure that features shared services 
such as finance, legal, IT, supply chain and 
human resources, and brand presidents who 
oversee operations, real estate, marketing 
and franchise sales. 

Denver-based Chipotle, which rang up 
$819.8 million last year, now gobbles up 
nearly 30 percent of a category worth about 
$2.3 billion, according to Technomic Inc. 
Third place Moe’s, which rang up $210 mil-
lion in ’06, has about a 9 percent market 
share, trailing Baja Fresh (16 percent) and 
Taco Cabana (10 percent).

“This is a terrific category with enormous 
room for growth,” Romaniello says when 
asked why Focus Brands wanted a Mexican 

chain in its stable. 
“And we thought Moe’s occupied 

a unique and differentiated position.” He men-
tions research that shows the concept is fun 
and irreverent and capable of drawing families.  

“My instincts tell me [Moe’s growth] is 
Eastern seaboard down to Florida and across 
the Southeast. But I’d rather let the brand 
study, consumer intercepts and real estate 
thing we do tell us specifically,” he adds. 

Trouble Shooting
Still, Romaniello concedes there’s plenty 
of hard work to do, particularly on the 
franchisee front. Some franchise owners in 
Southern California blame Raving Brands for 
a lack of marketing support, which has led 
to the closing of several units, they argue. 
Others, in Georgia and Tennessee, have filed 
a lawsuit in a U.S. District Court in Atlanta 
alleging they were misled about how Raving 
Brands collected funds for charity, advertis-
ing and supply-chain distribution. 

Two Georgia-based plaintiffs in that suit, 
who spoke on the condition of anonymity 
fearing reprisals from their current franchisor, 
declared they were happy with the sale, cit-
ing Focus Brands and Roark’s reputation of 
professionalism. Both franchisees, however, 
express disappointment that LaMastra might 
be appointed brand president of Moe’s. “That 
makes me feel uncomfortable,” says one.

Indeed, a franchisee named Charlie offers 
Romaniello a warm welcome to Moe’s in his 
unit near Focus Brands’ offices at the end of 
this visitor’s concept tour. The restaurant is 
an older model, and Romaniello seems reluc-
tant to point out its flaws, maintaining criti-
cism would not be fair because some of the 
problems here have been resolved in Moe’s 
new prototype. 

Still, he can’t resist bringing up a few 
issues that trouble him. “Moe’s never had 
ladles that were properly sized so there was 
guessing going on, and there’s no one order-
taking out on the line,” Romaniello explains. 
“There’s still a whole bunch of stuff that can 
be done.” ■

“After announcing the acquisition, I couldn’t walk 
down the hall without everyone saying to me, 
‘Welcome to Moe’s!’” —Focus Brands CEO Steve Romaniello

Moe’s Southwest Grill, Focus 
Brands’ latest prize, has 
grown to 345 units in barely 
seven years, a testament to 
the fun, irreverent concept. 
CEO Steve Romaniello will 
work on mending relation-
ships with franchisees, some 
of whom have filed lawsuits 
against former owner Raving 
Brands.

Cinnabon’s future is the 
“micro-bakery,” an 80- to 
140-square-foot outlet that 
Cinnabon President Geoff 
Hill says will produce similar 
volumes to the chain’s larger 
1,000-square-foot space.

on the web: For more about Focus Brands’ plans 
for Moe’s, visit www.chainleader.com.
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LITTLE CAESARS offers 
franchise discounts and 

special help for veterans.

In August, Patricia Evans will open a Little 
Caesars restaurant in Valdosta, Ga. Hers 

will look like any other Little Caesars res-
taurant, except for a wall plaque trumpeting 
Evans’ four years of service in the U.S. Navy.

“I’m pretty proud of that,” says Evans. 
Little Caesars is proud, too, not just of 
Evans, but of all U.S. military veterans. 
So proud that the Detroit-based chain has 
launched the U.S. Military Veterans Training 
Program, which offers special services and 
discounts to veterans who want to become 
Little Caesars franchisees.

Qualified veterans receive up to $10,000 
in credits on franchise fees, equipment and 
supplies. Service-disabled veterans are eli-
gible for up to $68,000 in credits. 

Evans, who was not injured during her 
Navy tour, received a $5,000 credit on her 
franchise fee and a $5,000 credit on equip-
ment from Little Caesars’ equipment dis-
tributor. She, however, chose to manage her 
own financing. “I have my own goals and my 
own money,” says Evans, who bought, oper-
ated and then sold a chicken farm after her 
military service but before signing on as a 

Little Caesars franchisee. 
Evans, with her mix of business and mili-

tary experience, says that operating a Little 
Caesars store is the perfect career move. 
“There’s no need for us to go in and reinvent 
the wheel,” says Evans, whose two grown 
sons will help her run the restaurant. “Little 
Caesars has been around since 1959…they 
know what they’re doing. It’s a system that 
works, top to bottom.”

A Win-Win Program
The program is “a great fit and a great win-
win for Little Caesars and veterans,” says 
David Scrivano, president of Little Caesars. 
“The military background is a good fit for 
team building, problem solving, leadership 
skills, and maybe most importantly, familiar-
ity with systems, processes and structure,” 
he says. 

It’s also generous, compared with other 
franchisors’ veterans programs, says Kelsey 
Mortimer II, corporate liaison for the Center 
for Veteran Enterprises, a Washington, D.C.-
based agency that assists franchisors in facili-
tating programs for veterans. “The amount is 

By Lisa Bertagnoli

Company Little Caesar 
Enterprises
Headquarters Detroit 
Units 2,300*
2006 Systemwide Sales 
$1.15 billion* 
Expansion Plans New 
units in Alaska, Hawaii, 
Texas, New Jersey, New 
York and the Carolinas 
in 2007
*Restaurants & Institutions’ 
2007 Top 400

SNAPSHOT

Welcome HOME
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very substantial,” Mortimer says. “Most give 
you a 5 percent discount.” 

The chain’s generosity has made its pro-
gram popular among the approximately 
300 programs offered by other franchisors: 
Since its inception, about 1,100 veterans 
have applied to be Little Caesars franchisees. 
“That’s pretty high,” Mortimer says, attribut-
ing its popularity to the benefits, plus the 
fact that Little Caesars is “a brand name that 
everybody knows.”

A Government Middleman
Little Caesars founder Michael Ilitch was 
inspired to create a franchise program for 
veterans in 2004, when he read a newspaper 
story about a soldier who lost his legs while 
fighting in Iraq. Ilitch contacted that soldier, 
Robbie Doughty, and offered him a fran-
chised restaurant, which Doughty opened 
Feb. 1 in Paducah, Ky. 

Ilitch then told Scrivano to devise a wider-
reaching franchise program for veterans. “He 
said to me, ‘David, we need to do more.…
We need to be an example for those in the 
business community,’” Scrivano recalls. He 
adds that Ilitch also remembered his own 
discharge from the military, when “he was at 
a crossroads,” Scrivano says. “He never for-
got that feeling.”

Little Caesars contacted several military 
organizations, among them the Center for 
Veteran Enterprises, to help publicize the 
program, which officially launched on Vet-
erans Day of 2006. The Center for Veteran 
Enterprises screens applications from inter-
ested veterans and sends approved applica-
tions to Little Caesars. 

Qualifications include an honorable 
discharge, plus $50,000 in liquid assets, 
$150,000 net worth and the ability to main-
tain a 51 percent ownership in the business. 
Veterans must also run the business on their 
own, but allowances are made for service-
disabled veterans who cannot physically do 
all that’s needed to run a pizza restaurant.

The center also makes sure that a pizza 
franchise is a wise career choice for veterans, 
says Mortimer, who attended a Little Caesars 
training session to get a first-hand feel for 
the business. 

A Smooth Launch
So far, nine of the thousand-plus applicants 
have been approved and are going through 
the training program. Another 20 applica-
tions are pending, according to Scrivano. 
“The level of interest is beyond what we had 
anticipated,” he says. 

Once accepted, the veterans attend an 
intensive three-day training program “to 
make sure the program gets off on the right 
foot and that they’re acclimated to Little Cae-
sars’ culture,” Scrivano says. They also attend 
a six-week training program, as do all Little 
Caesars franchisees. 

Existing franchises, Scrivano says, are 
reacting well to the program. “They love it,” 
he says. “Every franchisee, to a person, is 
appreciative that we’re extending these bene-
fits.” The company has extended the benefits 
of the program to veterans who opened fran-
chises before the program was launched. 

The program will last through 2008, at 
which point the chain will review it and 
make improvements where necessary. 

The launch went smoothly, Scrivano says, 
despite the fairly large number of parties 
involved, including several military-support 
organizations and various Little Caesars’ 
suppliers. “It was quite an effort to bring it 
all together,” he says, explaining that it took 
about a year to launch the program. 

Evans agrees that the process went 
smoothly, praising Little Caesars’ knowl-
edgeable and helpful staff. “It’s like it was 
meant to be,” she says of the program. ■

Iraq war veteran Robbie 
Doughty (opposite) inspired 
Little Caesars founder Michael 
Ilitch to launch a franchise 
program for veterans. Ilitch 
gave Doughty a Little Caesars 
restaurant in Paducah, Ky., 
which opened Feb. 1. 

A franchisee training session 
included (from l.) Little Cae-
sars founder Michael Ilitch, 
Navy veteran Patricia Evans, 
Army veteran Vince Tripoli, 
Marine veteran Mark Molina 
and Michigan National Guard 
veteran Robert Jones.

Nine of 1,100 veteran applicants have been accepted 
to Little Caesars’ franchisee program. 
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October 24-26, 2007
Marriott Newport Beach Hotel 

Newport Beach, CA

Phil Friedman
Chairman and CEO
McAlister’s Corporation

“Chain Leader LIVE has been very 
informative. The takeaways I look for about 
leadership and chain management I’m fi nding 
here at Chain Leader LIVE.”

Scott Hughes
Vice President of Marketing
Bruegger’s Enterprises Inc.

“Chain Leader LIVE is a great, informative 
group of sessions, and the people are very 
knowledgeable. It’s an excellent opportunity 
to mingle and to meet old friends,
share ideas and exchange best practices. 
I think it would benefi t our operations folks 
to come out here, and probably the technology 
folks as well.”

Steven E. Carley 
President and CEO, 
El Pollo Loco

Terri Snyder 
Chief Marketing 
Offi cer, 
Carlson Restaurants 
Worldwide

Phil Hickey 
CEO, 
RARE Hospitality

Phil Costner 
VP of Food and 
Beverage,
T.G.I. Friday’s U.S.A.

Riccardo Scicchitano
VP of Food and 
Beverage, 
Corner Bakery Cafe

Jon Luther 
Chairman and CEO, 
Dunkin’ Brands

Daniel Barash 
Director of New
Product Development, 
Raving Brands

PA S T  AT T E N D E E S :

There’s a place for everyone on your 
executive team at Chain Leader LIVE.  

Register today!

SPONSORS:EXCELLENCE 
             in Execution
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u  want to meet.  
   Information you need to know.

Takeaway
Learn proven, bottom-line-boosting ideas from a who’s who of industry executives.

Participate in breakout sessions led by your peers from marketing, operations, 
technology, human resources, fi nance and menu development. 
 
See the hottest concepts come to life on stage.

Hear Chain Leader Execution Award winners share their personal strategies 
for success.

Networking
Meet with experienced chain restaurant executives and up-and-coming entrepreneurs.

Attendees are your peers — chain operators willing to share strategies and ideas for 
better execution and bottom-line growth.

Enjoy a relaxed environment and format with plenty of time for networking.

There’s a place for everyone on your There’s a place for everyone on your 
executive team at Chain Leader LIVE.executive team at Chain Leader LIVE.  

To register for Chain Leader LIVE, contact Linda Wojak at 
630-288-8201 or visit www.chainleader.com.  

■

■

■

■

■

■

■

2006 Keynote Speaker 
Maura Havenga 
SVP Restaurant Solutions 
Group, McDonald’s 
Corporation
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Long-Term 
  PLANNING 

Mr. Goodcents’ new POS system enables faster ordering now, 
and gift cards and rewards programs in the future.

A growing chain can thrive using 
bare-bones technology for only 

so long. That’s why Mr. Goodcents 
Subs & Pasta, the DeSoto, Kan.-based 
chain of 115 quick-service sandwich 
shops, has begun installing updated 
POS systems in its restaurants. The 
technology, dubbed Goodcents Infor-
mation System, or GIS, includes 
touch screens to make order-taking 
faster and more accurate. 

It also is equipped with software that cap-
tures customer information such as names, 
addresses, birth dates and other special occa-
sions. And soon Mr. Goodcents will use the 
new system to launch a customer rewards 
program and a gift-card program. 

“It’s an evolution of change,” says Vice 
President of Operations Bob Moreno. “We 
made a decision a year-and-a-half ago to move 
into a more advanced phase of the system.”

A Technological Evolution
Mr. Goodcents began its technological evolu-
tion two years ago, when it started replacing 
electronic cash registers at the stores with 

By Lisa Bertagnoli

Franchisees say the 
touch-screen system is 
easier for employees to 
learn: “It’s like playing 
a video game,” says 
Mike O’Toole, a Tucson, 
Ariz.-based Mr. Goodcents 
operator.
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Concept Mr. Goodcents 
Subs & Pasta 
Headquarters 
DeSoto, Kan.
Units 115
2006 Systemwide Sales 
$55 million
2007 Systemwide Sales 
$57 million* 
Average Unit Volume 
About $400,000
Average Check $8.50
Expansion Plans 
31 by year-end
*Chain Leader estimate

SNAPSHOT

Mr. Goodcents hopes its new 
POS system will help double 
catering and delivery sales, 
which now account for 20 
percent of business.

the first iteration of GIS. It 
included the touch screens and 
software that tracked labor and 
food costs and helped franchisees 
with scheduling. Such software 
helps the chain keep labor costs at 
around 19 percent and food costs 
at or below 28.8 percent, accord-
ing to Moreno.

The second generation, which 
began rolling through the system in 
February, is equipped with database 
technology that collects informa-
tion on customers and their buying habits. 
The database will allow franchisees to send 
coupons and other offers to customers, ini-
tially via direct mail and later on, through e-
mail. Moreno expected the database to hold 
50,000 to 100,000 names by mid-spring.

About 20 percent of the restaurants are 
equipped with the second-generation tech-
nology; Moreno expects the rollout to be 
completed by the end of this year. 

Installation and training are fairly simple, 
Moreno says. During installation, the elec-
tronic cash register is removed, and two 
touch-screen terminals are installed in its 
place. “It takes a couple of hours to link the 
systems and run the cables,” he says. Fran-
chisees take an online training class and can 
call a toll-free number for additional help. 

“It’s a very smooth transition,” Moreno 
says of the implementation.

Mike O’Toole, who owns a Mr. Goodcents 
franchise in Tucson, Ariz., agrees, lauding in 
particular the system’s touch-screen order-
ing process. “The old register, with the little 
buttons, wasn’t user friendly,” he says. But 
his employees quickly picked up the new 
system, with its bigger, color-coordinated 
buttons. 

Since his store received the system about 
nine months ago, O’Toole says delivery has 
grown to 30 percent from 20 percent of 
sales. He attributes the growth to the new 
system. “Before, we hand-wrote everything,” 
a process that led to mistakes and misunder-
standings, he says. 

Now, O’Toole says, “The order tickets are 
consistent. Every ‘half Italian’ looks like ‘half 
Italian,’ not ‘half, what does that say?’” 

Order-taking is also three to four minutes 
faster with the new system, O’Toole says. 

The order-
taking process is so much 

faster that now one person, instead of 
three people, can handle phone orders dur-
ing the lunch rush. 

Free to a Good Home
What did O’Toole pay for the system? Noth-
ing. Moreno is so convinced that the new 
system will increase unit volumes and profit-
ability that the corporation is picking up the 
tab for purchase and installation. The cost, 
Moreno says, ranges from $500 to “a few 
thousand” per store, depending on whether 
the store has the updated GIS system and 
whether it needs one or two touch screens.

The technology “allows 
us as a system to make a 
huge impact with consum-
ers,” Moreno explains. If the 
system and its easy-ordering 
capabilities double cater-
ing and delivery sales, as 
Moreno expects them 
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to, unit volumes, now at about $400,000, 
will increase by 15 percent to 20 percent. 
Delivery now accounts for about 20 percent 
of sales systemwide.

Plus, the change is crucial for Mr. Good-
cents’ growth. “In order for us to grow the 
brand and build equity, we have to stay 
ahead of our competitors, and this is one 
way of doing it,” Moreno says.

Plans for the Future
After franchisees are settled with the second-
generation GIS, the company will launch 
the Mr. Goodcents Rewards Program. The 
program will use a magnetic-stripe card to 
store customer information; the card will be 

An upgraded ordering system will enable 
Mr. Goodcents to double its delivery business. 

Because the new POS system makes order-taking faster 
and more accurate, Mr. Goodcents expects unit volumes to 
increase by 15 percent to 20 percent.
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www.BuyerZone.com

Where Smart Businesses Buy and Sell

Buyers & Sellers:
Meet Your Match

BuyerZone is the leading online marketplace for business purchasing.

Millions of buyers use BuyerZone’s free Request for Quotes service 

to quickly get multiple bids from top vendors who can meet their needs. 

Sellers get connected to prospective new customers 

with near-term buying plans. It’s a win-win situation – 

resulting in billions of dollars in purchasing transactions each year.

Try BuyerZone now. It’s the smart move for your business!

Visit www.BuyerZone.com/retail
or call 1.800.601.5224

BuyerZone’s Request for Quotes
service is available for more than
125 purchase categories, including:

• Retail Equipment & Services       
• POS Systems     
• Credit Card Processing  
• Marketing Services  
• Security Systems     
• Office Equipment & Furniture       
• Payroll Services    
• Financing Solutions 
• Telecommunications    
• Restaurant Equipment     

…and more      
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Lasting Impressions Lasting Impressions 
from Genpfrom Genpakak

3 oz to  42oz pla in  and pr inted. . .     
avai lable  wi th  l ids

wwwwww.genp.genpak.comak.com

loaded with points every time a customer 
visits a Mr. Goodcents location. The points 
will be redeemable for free food and other 
prizes, and will also entitle customers to 
a discount, free cookie or other to-be-
determined gift on their birthdays. 

Then the chain will implement the 
third phase: an electronic gift-card system 
to replace its paper gift-certificate system. 
“Those are concepts we’re discussing right 
now,” Moreno says. 

The upgrade comes at a good time 
in Mr. Goodcents’ life cycle, says Dennis 
Lombardi, executive vice president of 
foodservice strategy at WD Partners, a 
Columbus, Ohio-based restaurant design 
and consulting firm. Installing new tech-
nology is a facet of “the evolution of the 
brand,” Lombardi says. Brands that have 
grown to 75 to 100 stores are well-advised 
to consider installing updated technol-
ogy that captures customer information 
and allows for the launch of gift cards and 
rewards programs, he says. 

And while those programs are impor-
tant, “the real benefit is to read what’s 
going on at the store level: menu items, 
the menu mix, changes to the menu mix 
when new items or limited-time offers 
come out,” Lombardi says. 

And the corporate investment is a wise 
one, provided that franchisees use the 
system to its full extent. “If you under-
stand what a system can do, and use that 
to do something to decrease labor hours 
or build sales, the system pays for itself,” 
Lombardi says. ■

Mr. Goodcents is so convinced that the new 
POS system will increase profi tability that 

the company is picking up the tab 
for purchase and installation.

A touch-screen ordering system is so fast that now 
Mr. Goodcents stores need only a single employee, not 
three, to handle phone orders during the lunch rush.

on the web: Find out how Mr. Goodcents Subs 
& Pasta is using its new POS system to revamp 
and streamline its menu. Visit www.chainleader.com.
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From industry giants to regional players, no restaurant 
brand can count itself exempt from the threat of food-
borne illnesses. 

The need for speed in a foodborne illness outbreak is para-
mount. Begin an immediate investigation, but don’t give up 
control, says Steven Fink, president of Los Angeles-based crisis 
management fi rm Lexicon Communications. “Let law enforcement 
or food-safety regulators do their jobs, but don’t abdicate responsi-
bility for managing your own crisis. But put a human face out there 
to keep consumers constantly informed,” he advises. The object 
is to identify the source of the problem as quickly as possible, then 
communicate what the brand (or its individual units) is doing to ad-
dress the current problem and prevent future incidents.

Major incidents should be handled by corporate. However, if 
corporate is mum, franchise developers may have to take the lead, 
says Fink. “Invite the media in. Tell them what you’re doing in your 
units or region. Show them your food is safe,” he advises.

That strategy helped Southern California chain Pat & Oscar’s 

recover from an E. coli outbreak, says 
Fink, whose fi rm was called in to take 
charge of crisis management and com-
munications.

Within 24 hours, the chain launched 
its own investigation; identifi ed the 
source of contamination as an outside 
supplier; announced it had replaced the 
supplier; instituted additional washing 
procedures for vegetables; and gave 
TV crews and reporters free rein to 
investigate and fi lm both the front of the 
house and back of its restaurants. 

P&O bought full-page ads offer-
ing free food for three days. The offer 
generated lines with two-hour waits, serving more than 55,000 
people. Media coverage carried on for two days as entertainers 
were brought in to amuse the crowds and customers ordered 
anything on the menu for free. Sales fi gures began to rebound 
immediately and continued growing until they surpassed monthly 
averages prior to the outbreak.

For franchise developers, Fink says the fi rst line of defense is the 
franchise contract. His recommendations include:
•   Ask to see the corporate crisis-management plan. 
•   Evaluate what corporate will do to protect the brand and what it 
will to protect the franchisees’ investment. 
•   Find out who takes control of the crisis, who may talk with the 
media and how corporate staff and franchise developers will coop-
erate.  

Ask for a relief clause. If corporate management is slow to 
respond to a crisis, make sure you as the developer or a franchise 
association can take action without recrimination or violating your 
agreement.

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

Franchise
Developer

Handling a Health Crisis Crisis management 
expert Steven Fink
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S P E C I A L  A D V E R T I S I N G  S E C T I O N   F r a n c h i s e  D e v e l o p e r

C H A R C O A L / G R I L L I N G  W O O D S

Classifi ed
Advertising

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

     Grilling
      Woods

Chips, Chunks & Logs
      Hardwood Briquets
Mesquite/Oak Lump Charcoal

EST. 1932  ●  
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FOOD & BEVERAGE

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

Bush Brothers & Co.  Inside Back Cover.   Signature 
baked beans and other products. Call  (800) 251-
0968  or visit  www.bushbeans.com.

Mission Foods  p. 29.  Maker of tortillas, chips, 
strips and shells. Call  (800) 443-7994  or visit 
 www.missionfoodsfsc.com.

Pilgrim’s Pride Foodservice  p. 18-19.  A full line of 
fresh, frozen and convenience poultry products. 
Call  (800) 824-1159  or visit  www.pilgrimspride.com.

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

Tabasco Brand/McIlhenny Company  p. 22.  Tabasco 
brand hot-sauce varieties. Call  (888) HOT-DASH  or 
visit  www.TABASCOfoodservice.com.

EQUIPMENT

Alto-Shaam Inc.  p. 10-11.  Energy-efficient food-
service equipment including ovens, holding 
cabinets, fryers, rotisseries and chiller/freezers. 
Call  (800) 558-8744  or visit  www.alto-shaam.com.

Edward Don & Co.  p. 35.  A full line of foodservice 
equipment and supplies. Call  (800) 947-6640  or 
visit  www.don.com.

Frymaster  p. 17.  Manufacturer of fryers, toasters, 
rethermalizers and more. Call  (800) 221-4583  or 
visit  www.frymaster.com.

SUPPLIES/SERVICES

BuyerZone.com  p. 43.  The leading online market-
place for buyers and sellers of business products 
and services. Call  (888) 266-6766  or visit the Web 
site at  www.buyerzone.com.

Cambro  p. 3.  Durable plastic products for service, 
merchandising, warewashing and storage. Call 
 (800) 833-3003  or visit  www.cambro.com.

Carter & Burgess  p. 21.  Architecture, engineering 
and planning firm whose services include site 
development, refrigeration and environmental 
graphics. Call  (800) 624-7959  or visit  www.c-b.com.

Genpak  p. 44.  Takeout containers and other 
disposable foodservice packaging. Call  (800) 634-
1316  or visit  www.genpak.com.

QSR Automations  p. 13.  Kitchen and dining-room 
management systems. Call  (502) 297-0221  or visit 
 www.qsrautomations.com.

Wasserstrom Co.  p. 42.  Distributes restaurant 
supplies such as tableware. Call  (800) 999-9277  
or visit  www.wasserstrom.com.

Workplace Media  p. 47.  Print media that targets 
your offers to consumers at work. Call  (800) 435-
7576  or visit  www.workplaceprint.com.

FRANCHISE/FINANCE

Franchise Developer  p. 45-46.  News and oppor-
tunities for multiunit franchisees. Call  (630) 288-
8467  or visit  www.chainleader.com.

Wells Fargo Commercial Capital  Back Cover.  Pro-
vides financing options for restaurant companies 
of any size. Call  (888) 272-6333  or visit the Web 
site at  www.wfccapital.com.

EVENTS/EDUCATION

Chain Leader Executive Briefing  p. 15.  A free execu-
tive newsletter arriving twice a month by e-mail. 
For more information, call  (630) 288-8201  or visit 
 www.chainleader.com.

Chain Leader LIVE  p. 38-39.  For more information, 
to register or to sponsor the event, call  (630) 288-
8201  or visit  www.chainleader.com.

Newsbites  p. 23.  A daily e-mail newsletter from 
the publisher of Chain Leader and Restaurants & 
Institutions. To subscribe, call  (630) 288-8201  or 
visit  www.chainleader.com.

NRA Educational Foundation  p. 7.  ServSafe Alcohol 
Training prepares servers to face critical deci-
sions. Call  (800) 765-2122  or visit the Web site at 
 www.servsafe.com/challenge/CL.

Women’s Foodservice Forum  p. 9.  For information 
about the sponsorship, membership or upcom-
ing events, visit  www.womensfoodserviceforum.com.

For more information about any of Chain Leader’s advertisers, please contact them directly at the numbers or addresses provided.
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 Paul Murphy has been hooked on fly-
fishing for the more than 40 years. The 

CEO of Lakewood, Colo.-based Einstein 
Noah Restaurant Group, the parent company 
of Einstein Bros Bagels, Noah’s Bagels and 
Manhattan Bagel, finds that fly-fishing lets 
him relax, spend time with his family and 
admire the natural scenery around him. 

“Fly-fishing slows everything down,” 
Murphy says. “It brings a certain amount 
of calmness.”  

A River Runs Through It
As a resident of Evergreen, Colo., 
Murphy doesn’t have to travel far when 
he wants to go fly-fishing. Four or five 
times a year he drives to the South 
Platte River, North Platte River, the 
Colorado River and the Roaring Fork 
River, where he spends the day fly-
fishing for a variety of trout. In the 
summer, he fishes in the evenings 
at a pond less than a mile from his 
home. His sons, Paul IV, 21; Clay, 
19; and Parker, 16, sometimes 
join him.

Murphy’s favorite place to fish 
is Missoula, Mont. He and some 
family members, including his 
sons; his father, Paul Jr.; and 

younger brother, Bill, spend three or 

four days every year fishing the Blackfoot 
River for rainbow trout, brown trout, cutbos 
and bull trout. It’s where Murphy caught his 
biggest fish to date: He landed a 29-inch bull 
trout three years ago.

The Blackfoot River and its surroundings 
have also proven to be a distraction at times. 
Five years ago Murphy missed catching a 
trout because he was admiring the Montana 
landscape. He doesn’t remember how big it 
was but says he could tell it was a large fish 
based on its stripes. “It would have been the 
biggest fish of the trip,” he says. “That’s why 
they call it fishing, not catching. I think I 
was more part of the scenery than actually 
fishing at that moment. I still think about it.”

But for Murphy, fishing is less about 
catching fish and more about rest and relax-
ation. He particularly enjoys this annual fly-
fishing trip to Montana because of its remote 
location: He can spend time with his family 
without interruptions from the office.

“That’s why I love to go to Montana. 
My cell doesn’t work, and I don’t get any-
thing on my BlackBerry,” Murphy says. “So 
you have three or four days when you can 
recharge and just tell everybody, ‘Hey, just 
deal with stuff, run the company. You know 
what, I’m just going to go up there and revi-
talize myself.’”

Passing the Torch
Murphy traces his passion to his father, an 
avid fly-fisherman who learned about the 
sport from his own father. He taught Mur-
phy and his younger brother how to fly-fish 
when they were 7 years old and 5 years old. 
They had to practice casting for handker-
chiefs in their backyard before their father 
let them fish in the rivers and streams near 
their home in McLean, Va.

Now Murphy gets to bond with his own 
sons over fly-fishing. While Parker and Clay 
fish with him occasionally, Murphy’s oldest 
son, Paul, is the most enthusiastic about 
fly-fishing.

“My proudest accomplishment is that 
I’ve been able to pass it on to one of my 
sons—the love for it. Same thing my dad 
passed on to myself and my brother,” Mur-
phy says. “I’ve been fortunate that one of my 
sons enjoys it as much as I do.” ■
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on the web: Tell us how you spend your time “Off 
the Clock.” Visit www.chainleader.com/off-the-clock.

Catch and release: Paul Murphy, 
CEO of Einstein Noah Restaurant 
Group, usually throws back 
the trout he catches during his 
fly-fishing trips. “The number of 
trout have declined a little over 
the years as their environment 
has been impacted,” he says. 
“So I’m just trying to make sure 
that there’s fish there for my 
sons and hopefully their sons 
or daughters.”

�off the clock

Gone FISHIN’
The rivers and streams of fl y-fi shing provide 
a refuge for Einstein Noah Restaurant Group’s 
Paul Murphy.  By Maya Norris
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*Nielsen Data, Total U.S. Baked Beans  

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

©2005 Bush Brothers & Company

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

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

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

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

FREE SAMPLES & RECIPES
Try Bush’s Best Baked Beans
and see why they’re #1. Contact
your sales representative or call
Bush direct.
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