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There’s a very small group of people
who can tell the difference between
Red Gold" and the leading brand_ |
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PREMIUM TOMATOES

RED ,

Long a best-kept secret and a back-of-house-favorite, Red Gold Tomato Ketchup
offers taste and style to rival any front-of-house national brand. Great value, rich

color and first-class flavor make Red Gold Tomato Ketchup perfect for any food-
service operation.

For qualified foodservice professionals, call 1-877-748-9798, ext. 1630,

for a free sample of the ketchup your accountant and D '
your customers will love. (

www.redgold.com/fs
©2006 Red Gold® is a registered trademark of Red Gold, Inc.
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Bush’s Best

was chosen #1
by a 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.

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,

ASK ME & Spinach and other Greens.
FOR THE
SECRET
FAMILY
RECIPE

S\NCE 190g

BUSHS

EST
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FOODSERVICE

CASH BACK ON EVERY CASE
Get $3 cash back for every case
of Bush’s Best Baked Beans you buy
through 10/31/07. No case limit.
Contact your sales representative.

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

*Nielsen Data, Total U.S. Baked Beans

©2007 Bush Brothers & Company



traffic trends

National burger
chains still receive
the most traffic,
but their share
continues to shrink.

By Mary Boltz Chapman

Segment Share

Share of past-month purchase occasions, 21-quarter average

Burger 40.0%

Pizza 11.5%

e Sandwich 10.5%

Chicken 1.7%

7 Y Mexican 6.3%
Regional/other 18.0%

Burger chains’ share of past-month purchases
41.8%
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How Burgers STACK UP

Drive-By Dining
All QSR users who ordered a hamburger
on their last purchase occasion

== Drive-thru == Eat-in Carryout

47.1%4\%42.5%
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What'’s for Lunch

Last purchase occasion, 21-quarter average

Breakfast M Lunch Dinner Snacks

4.3%‘| r5.3%

42% 31%
1

All QSR Users QSR users who ordered a

burger on their last occasion

H amburger chains comprise 40.0
percent of all quick-service
restaurant users’ past-month pur-
chase occasions, a 21-quarter average
shows. But their share continues to
shrink. It sank to the lowest point
(37.1 percent) in 2005’s first quar-
ter and again in the second quarter
of 2006, according to the quarterly
Quick-Track survey by Sandelman
& Associates, a San Clemente, Calif .-
based research firm.

* When Sandelman began National
Quick-Track in 1995, burgers boasted
50.7 percent of past month pur-
chases, and 35.0 percent of fast-food
customers ordered a burger on their
last purchase occasion.

* In second-quarter 2007, 23.7 per-
cent of all QSR users had a burger on
their most recent occasion.

* But don’t count burger chains out.
They garnered 65.3 percent of past-
month breakfast occasions, 42.6
percent of lunch occasions, and 53.9
percent of snack occasions. They
received only 28.9 percent of past-
month dinner occasions.

* 52.4 percent of QSR users who
ordered a hamburger on their last
visit did so at lunch, according to a
21-quarter average; 39.9 percent of

all users’ most recent occasions were
at lunch. 40.3 percent of respondents
who had a burger did so at dinner;
the evening meal comprised 49.5 per-
cent of all users’ last occasions.

* Of those who bought a burger on
their last occasion, 70.3 percent also
had fries. 85.4 percent of them had a
beverage.

* 48.0 percent of fast-food custom-
ers who bought a burger on their last
occasion used the drive-thru, 29.8
percent ate in the restaurant, and 19.5
percent used carryout, according to a
21-quarter average. Of all users’ most
recent occasions, 29.9 percent were
drive-thru, 27.6 percent were eat-in,
and 31.5 percent were carryout.

* The average amount spent per
person was smaller for those having
burgers on their last QSR visit: $4.36
vs. $4.97 for all occasions.

* Only 12.0 percent of fast-food cus-
tomers having a hamburger on their
most recent occasion used a special
deal or promotion; 20.4 percent of all
users did.

* Those having hamburgers were more
likely than all fast-food users to dine
alone (32.9 percent vs. 26.9 percent)
and less apt to dine with their spouse
(23.7 percent vs. 29.9 percent). m

Methodology Customer trend data is based on the quarterly Quick-Track survey by Sandelman & Associates, a San Clemente, Calif.-based
research firm. Quick-Track queries a nationally representative sample of 600 fast-food customers on a host of demographic and usage
questions. The firm defines “QSR burger users” as those who have purchased a burger from a quick-service restaurant at least twice in
the past month. Most-recent purchase data is based on all QSR users who purchased a burger on their last QSR occasion.
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HE_EISHBOWL DIFFERENCE:

ﬁ(larketfn_tj Manager
Qdatia Méxican Grill

QDOBA
ON FISHBOWL

“Qdoba and our email marketing partner Fishbowl share a core value: speed — but never
at the expense of quality. We serve up fresh, modern Mexican food to our guests with speed,
just as Fishbowl keeps pace with the daily needs of our hundreds of thousands of e-club
members. Our company now includes over 300 restaurants nationally. This aggressive growth
means we are adding thousands of names to our database monthly. Fishbowl manages our
customer email communication needs and enables us to reach our e-club members quickly

and efficiently. As | said, it’s all about speed.”

FBL.0033.402007

Odoba and over 250 other restaurant companies with a total of 12,000 locations Proud Partner of:
know that email is critical to their marketing and that Fishbowl is the partner to F I S H B C/WL NATIONAL ?
get results. Fishbowl has email solutions for restaurants of all sizes from one to " | RESTAURANT

AN
one thousand units. Call for a demo. Ask for a complimentary copy of “Trendsin M A R K E T | N G | ASSOCIATION o
Email Marketing.” 800.836.2818 x130 | www.fishbowl.com
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cover story

Cheap Thrills s

CiCi'’s Pizza Buffet must
increase sales in order to
preserve its low price points
and high service levels. To
do so, CEO Craig Moore
and his management team
have developed a smaller
To Go concept, launched
the chain’s first national ad
campaign and went on a
motivational tour to energize
the troops in 11 markets.

By Lisa Bertagnoli
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storyboard

Reverse Psychology 22

King’s Family Restaurants is using the Frownie

Sundae in its latest TV campaign to solidify its

brand proposition. Featuring a mean Frownie

character, each ad promotes a different limited-time offer.
By Margaret Littman

restauratour

A Healthy Glow 2

While the Zen Palate restaurants in New York City are elegant temples

to Asian vegetarian cuisine, the Princeton, N J., location is spare and mini-
mal. The unit features small, dark chairs with austere slats, walls painted in
watery shades and blue-gray slate tiles to convey tranquility.

By Lisa Bertagnoli

menu strategy

Rolling in the FFast Lane ss

To cater to a crowd that is as interested in food and people-watching as it
is in bowling, Corporate Chef Bill Starbuck has shaped a whimsical, retro-
Americana menu for Lucky Strike Lanes with more than 30 finger foods.
By Monica Rogers




liquid measure

Where Form Meets Function 75

Jamba Juice has launched a line of Functional Smoothies and
breakfast parfaits with superfood mix-ins that capitalize on functional
foods making their way into the mainstream.

By Monica Rogers

driving traffic

Giving the Green Light s

Chain-restaurant operators share how they keep customer traffic
flowing in Chain Leader’s 2007 Driving Traffic study.

By Mary Boltz Chapman

technology

Asking for Handouts 10

Abuelo’s Mexican Food Embassy invites customers to rate food and
service at the Lubbock, Texas-based casual-dining chain by answering
questions on a PDA-like hand-held tool.

By David Farkas
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ON THE WEB

Web Exclusives

® (iCi's Pizza Buffet shares more about
its To Go concept, the chain’s new
growth vehicle

CEO Martin Sprock talks about what's
next for Raving Brands since selling
Moe’s Southwest Grill

T.G.I. Friday's overhauls its menu

Beef ‘O’ Brady’s Chuck Winship
discusses the chain’s recapitalization

Baja Fresh looks for a comeback

Buffets Inc. CEO Mike Andrews
examines takeout

Mall of America: Major player or minor
figure in Minneapolis’ dining scene?

The Palm forgoes outside investors

Cover Society Podcasts

® CEO Julia Stewart works to keep
IHOP's turnaround spirit alive

® Rubicon Enterprises CEO Dick Rivera
gives his views on immigration reform

® Frank Day discusses challenges for
Rock Bottom and its segment

How to Grow to 100 Units

® Financial adviser Mark Saltzgaber
offers small chains a primer on
raising capital

Veteran franchisor Tom Wilscam
explains how to develop credibility
to sell your franchise

How to determine if you're ready for
franchising

Plus

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

® Daily news
® Franchise opportunities
® Topic-specific pages on marketing,

expansion, operations and more

www.chainleader.com
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Bush’'s Best Chili.
Easy, fast, delicious!

At last, the perfect chili in the perfect heat-and-serve pouch! Bush's Best Homestyle
Chili looks and tastes like it took hours, but it's ready in minutes.

Our just-like-homemade chili is loaded with chunks
of premium beef and zesty vegetables in a rich,

flavorful sauce. Uniquely packaged in a stay-fresh, ; :
batch-size, 96 oz. pouch—all you do is heat, open w
and pour. So forget chopping, measuring, thawing, " ’ ]
cooking and mess. For quality, simplicity and \
consistency, no other chili can match Bush’s Best.

=

Save %4 per case through 12/31/07.
Call your sales rep or Bush direct.

SINCE 1904

BUSH'S

BEST

FOODSERVICE

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

©2007 Bush Brothers & Company



editorial

You can’t measure
the word of mouth
generated by simply
executing well.

Mary Boltz Chapman
Editor-In-Chief
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My sister then told the story
of her Muslim friend’s efforts
to order a pizza from a local
chain. He asked that a clean
pan be used to prevent the
meat products that he avoids
from coming into contact with
his food. The order-taker was
dumb-founded, and even the
manager couldn't quite get what he wanted.
He didn't get his pizza.

Driving Traffic the Organic Way

Our Driving Traffic study talks about the
many methods that chain operators use to
bring more customers into their restaurants
and keep them coming. What it doesn’t do is
discuss the quiet and, well, ordinary methods
that operators use to great success, like good
word of mouth. My cousin will tell everyone
about her great experience at Wildfire. My
sister’s friend will tell his fellow Muslims not
to even try to order pizza from that chain.
Difficult to quantify, but its powerful.

A few chain operators we surveyed men-
tioned word of mouth when we asked what
they do to drive traffic. Others said things
like serve a consistent product, offer value,
ensure a positive experience and train servers
on knowledge of the menu.

It easier to quantify the success of a new
menu item or a newspaper insert. We know

Something to
TALK ABOUT

At a recent family party, my cousin told us about an experience

she had at Wildfire. The server noticed that she wasn't eating her
bread and asked my cousin if she wanted it taken away. My cousin told
her she’ allergic. “Celiac?” the waitress asked. She then brought my
cousin a gluten-free roll, freshly toasted. Who knows if that server is

a celiac herself or if she remembered the terminology and actions she
learned in training. It doesn’t matter. My cousin was delighted and will
go back to that restaurant and bring her friends.

that—it’s that type of measure you'll find in
our Driving Traffic report on Page 89. But we
can't deny the influence that simple execu-
tion, done consistently and in a caring way,
has on sales and traffic.

Beyond the Research Report

But the study has value beyond revealing
which methods of driving customer visits are
successful and for whom. It asks about what
chains want from their suppliers to assist

in driving traffic; those who pay attention
will be better partners and make more sales
themselves, leading to more services for their
chain customers, driving even more traffic,
and so on in a happy spiral of growth.

And input like those open responses gives
us editors at Chain Leader food for thought
and fodder for a year’s worth of future maga-
zine articles, online content and topics for
Chain Leader LIVE.

Gratuitous plug: There’s still time to sign
up for our Chain Leader LIVE conference Oct.
24 to 26 in Newport Beach, Calif. The agenda,
registration information, comments from
past attendees and more are on our Web site,
www.chainleader.com. If you've been there
before, tell a friend—we wouldn’t mind a little
word-of-mouth advertising of our own. m

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




Think of it as plastic

Give your storage an extreme makeover.

surgery for metal

°
equipment.

It’s time for a whole new, rejuvenated look. Save time, save

money and reduce waste with our revolutionary storage area

solutions. No more rust. No more welds. No more cross contamination.
Just the durable, easy-to-clean Camshelving” polypropylene surfaces and
= space-saving Camwear” clear food storage containers to easily
identify contents. Simply wash shelf plates and containers
’]‘/ in any commercial dishwasher for the most hygienic,
£ efficient, HACCP-compliant storage area. Discover the
cure for premature aging at www.cambro.com or

vy (800) 833-3003.
’ ’ CANMIGUARD

ANTIMICROBIAL SHELF PLATES

W81ght-be.arlng COmponents Of v ©2007 Cambro Manufacturing Company
Camshelving® have a metal core.

DURABILITY THAT MAKES A DIFFERENCE
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Nothing less than the best.™

800.558.0607 Unique Needs, Exact Solutions.

www.hatcocorp.com



company & people index

Companies (bold type) and individuals in this issue are indexed
to the first page of the story in which each is mentioned.
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Embassy...100

Ackman, William A....14
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Starbuck, Bill...53
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fit

Some coffee companies try to fit their blend into your operation. Instead,

SD¥

S&D listens to you to determine which of our coffees will best suit you and COFFEE, INC.

your customers. With over 75 choices, from blends to varietals to flavors to
sustainable coffees to branded programs, we're sure to have the perfect fit. www.sndcoffee.com
Dont settle for “ordinary” coffee. Make it memorable with S&D. 800.933.2210



on the money

Crunch TIME

Analyst William Hamilton counts the ways the
credit squeeze could affect restaurants. By David Farkas

Special Situations
Analyst William
Hamilton

J ust how much of an impact

the current credit crunch will
have on public restaurant companies
remains unclear, though it’s certain to
affect companies that borrow to pur-
chase their own shares or make tender
offers. To learn more, we recently
asked William Hamilton, a Houston-
based special situations analyst for
Sanders Morris Harris, to peer into his
crystal ball.

Will debt-funded share

repurchases dry up?

You will see less of that, including
tender offers. You won't see many of
those going forward. Companies will have to
use cash from operations to fund buy-backs.

How will the rising cost of capital

affect unit growth?

You might see some operators slowing unit
growth, especially smaller ones and franchi-
sees rather than the larger players who have
access to capital. But companies that rely
on franchisees who require bank loans to
expand will see some slowing.

Which stocks can weather the

current credit situation?

Overall, we recommend investors focus on
well-capitalized niche players with attractive
valuations. These are companies with solid
balance sheets that differentiate themselves
in a unique way.

Why are they less risky?

They don't need to go to credit markets
mainly to fund growth strategy and can
capitalize on any attractive opportunities
that may arise.

“You might see some operators slowing unit growth,
especially smaller ones and franchisees rather than the
larger players who have access to capital.”

Chain Leader I October 2007

For example?

Like the ones IHOP and Darden took by
acquiring Applebee’s and RARE, respectively.
I don't cover these companies, but that’s

an example of what happens with fewer
private-equity players now in the space
because of lack of funding available to them
to acquire. With less competition, compa-
nies are finding it easier to make strategic
acquisitions.

Will the term “strategic acquisition”

be heard more and more?

These acquisitions will be limited to compa-
nies able to execute on the strategy. That is,
they have access to capital and good man-
agement teams.

What multiples do you expect well-

capitalized strategic buyers to pay?

IHOP and Darden paid about 9 times
EBITDA. I think you'll see more deals at that
valuation compared to the 10 to 12 times
EBITDA private equity was paying.

Will we also see a slowdown

in private-equity deals?

Private-equity firms have been one answer
to the calls of activist stockholders: Restruc-
ture the company or sell it. Without private
equity to buy companies, there are fewer
options for activists. As a result, you might
not see much of a bounce when an activist
announces his position. And you might see
multiples come down as a result.

With managements under less pressure

from activists, will they tend to maintain

the status quo?

Without them, you could lose some pressure
on managers to operate in the most efficient
way possible to generate the highest return
on capital. McDonald’s shareholders prob-
ably benefited by the initiatives management
took after [activist shareholder William A.]
Ackman’s suggestions. m
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Cleaning
Wipes

recent independent study confirms that — overwhelmingly C ustomers C rave C Iean Ii ness!

- restaurant patrons want dining area tables to be clean When asked about factors influencing which restaurants they
and sanitary. But what cleaning method do customers — patronize, a 2007 HARRIS INTERACTIVE® SURVEY revealed
prefer? Three to one, respondents felt disposable,  that customers ranked restaurant cleanliness second in
pre-moistened table cleaning wipes were a better means for importance only to food quality.
cleaning tables than multi-use cotton towels — which were perceived
as ineffective and possibly even spreading germs from one table to O .
the next. In fact, more than half of those surveyed indicated they 96 /O ?eiiggpaﬁnt?b{gilot;:w;;TESIT::;.for
would choose to eat at a restaurant that used disposable table

cleaning wipes over one that did not. . .
3 .1 Respondents view disposable table cleaning wipes as
Sani-Surface® Table Cleaning Wipes from Nice-Pak* are a ° being more effective than multi-use cotton towels.
quick, easy to use alternative to potentially dirty cotton towels.
) ) . o
Simply use a fresh wipe for each table and toss the soil into the trash! 55 /0
Improve your customers’ perception of cleanliness — and build

increased loyalty and sales, wipe after wipe!

Patrons would be more likely to choose to eat at a
restaurant that used disposable table cleaning wipes.

Call your distributor today and order
Sani-Surface” Table Cleaning Wipes!

Or log onto www.Nicepak.com/tablewipe
to request a complimentary sample.

Sani-Surface ® Table Cleaning Wipe sample can

also be obtained by calling 888-33-WIPES

94737

NICEQPAK“

ommercial

CM-9557 CL 091107 DA

b

*Nice-Pak is a registered trademark, used under license by Professional Disp les Inter




PUREES

Freshen up your menu.

Tree Top’s premium fruit ingredients offer fresh, authentic tastes for your menu.
SALADS - ENTREES - BEVERAGES - DESSERTS Tree Top delivers extraordinary solutions.
Let our Product Development team create signature menu items for you.

©/® TreeTop, Inc. Call 1-800-367-6571, ext 1552



Paciugo plays up gelato’s ltalian heritage
and artisan techniques. By Maya Norris

he art of making gelato is so revered in

Italy that it is passed on from genera-
tion to generation. Ugo and Cristiana Ginatta
are keeping that tradition alive with Paciugo,
an expanding gelato chain that features the
artisan techniques and authentic recipes that
the husband and wife team learned while
they lived in Italy.

Born and raised in Italy, the Ginattas
opened Paciugo in September 2000 in Dal-
las. But before they immigrated to Texas,
they sold their information-technology busi-
ness and apprenticed at a four-generation
gelateria. While making gelato was new to
Ugo Ginatta, Cristiana Ginatta had worked
in both of her grandfathers’ gelaterias.

Italian Tradition

Paciugo showcases what they learned. The
gelato is made fresh daily in the stores in
small batches with whole milk and no pre-
servatives, using all-natural ingredients such
as black cherries from Italy and chocolate
from Belgium. Because the gelato is made
from whole milk instead of butterfat, it has
70 percent less fat than ice cream.

“What you try and do is make the ice
crystals as small as possible,” says Founding
Partner Vincent Ginatta, Ugo’s son. “That’s
how you get a very smooth, almost creamy
texture without having all the fat and egg
you would have in traditional ice cream.”

The units feature 32 to 40 flavors daily,
out of the 200 recipes Cristiana Ginatta has
created. The best-selling flavors include
Amarena Black Cherry Swirl, Chocolate Chip
and Mango. However, Paciugo also serves
unusual flavors such as Black Pepper Olive

Oil and Mediterranean Sea Salt Caramel.
Costs range from $2.99 for a Piccolo Cup for
three flavors to $5.58 for a large walffle cone.

Stretching Out

To expand Paciugo’s appeal across day-
parts, it also serves blended espresso drinks
and shakes made with gelato, coffee and
espresso, and gelato cakes. It is considering
pastries, too.

Paciugo is also tweaking its units to make
it feel like a “third place,” where people can
linger without feeling pressured to order. So
it is enhancing its modern decor with sofas,
banquette seating and Italian music.

“We would like Paciugo to be another
third place. We have another famous one
in America, and we all like it, but it doesn’t
have to be the only one,” says Ugo Ginatta,
referring to Starbucks.

In the meantime, Paciugo is expanding via
franchising. With 22 units in Texas, Florida,
Colorado, Wisconsin, Montana and Mexico,
franchisees will open three units by the end
of the year in San Antonio, Austin and North
Plano, Texas. They will open 10 stores in
2008 in Texas, California, Arizona, Colo-
rado, Wisconsin, Florida and Mexico.

For its long-term expansion, Paciugo is
trying to recruit area developers who have
up to 1,500 units of a center-of-the-plate
concept. According to Ugo Ginatta, these
developers already have the infrastructure in
place to expand Paciugo rapidly. “If they put
a Paciugo in their territories, they can better
cultivate their territories while not cannibal-
izing their food because it’s very complemen-
tary,” he explains. m

upstarts

SNAPSHOT

Concept Paciugo
Headquarters Dallas
Units 22

2006 Systemwide Sales
$4.06 million

2007 Systemwide Sales
$5.5 million (company
estimate)

Average Unit Volume
$305,000 to $450,000
Average Transaction $7.80

Expansion Plans
3 by year-end, 10 in 2008

Gelatos are made fresh daily
in the stores.

Paciugo units cost $180,000
to $350,000 and range from
800 square feet to 1,200
square feet. They are located
in lifestyle centers, mixed-
use developments with an
entertainment component,
and upscale shopping malls.
Its customer base skews
female and college educated.

Paciugo offers 32 to 40
flavors daily ranging from
Pistachio to more unusual
flavors like Sweet Corn
Thorntree Honey.
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site lines

Because Saladworks
seeks competitive A
locations, it developed a
smaller footprint to save
on occupancy costs.

SNAPSHOT

Concept Saladworks
Headquarters
Conshohocken, Pa.
Units 86

2007 Systemwide Sales
$68 million*

Average Unit Volume
$850,000

Average Check $8.65
Expansion Plans

30 percent growth each
year for the next five
years

*Chain Leader estimate
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Saladworks uses its corporate core
values to guide real-estate decisions.

By Mary Boltz Chapman

Paul Steck says Saladworks’ real-estate
strategy is simple: It follows the com-
pany’s core values.

For example, one of the 86-unit, fresh-
tossed salad concepts values is to achieve
strong unit economics. So real-estate deci-
sions keep that in mind. Saladworks looks
for spaces that were former restaurants to
reduce the build-out costs for its franchisees,
enabling them to borrow less money.

Space Saving
“Re-using real estate of some of these strug-
gling concepts is driven by, I want my
operators to make money, that strong-unit-
economics thing,” says Steck, who has been
with Saladworks for six years and became
president in June. “We will not allow our-
selves or our franchise operators to go into a
location that they’re going to lose money in.”
Commercial real-estate rents are high,
thanks to fast-casual and other restaurant
concepts, as well as high-end coffee sellers,
cell-phone retailers and others searching for
the same locations among the same demo-
graphics. To help keep occupancy costs low,
Saladworks has developed a 2,000-square-
foot restaurant, rather than its former 2,500-
square-foot space, with a smaller kitchen and
a few less seats.

With 75 seats instead of 80 or 85, the
units make up the difference in volume in
takeout, which makes up 35 percent of sales
systemwide, and catering, which comprises
about 10 percent. “But so far we have not
seen degradation of dine-in sales at all,”
Steck says. Average unit volume runs about
$850,000.

No | in Team

Another core value that drives real-estate
strategy is a team approach and culture of
open communication.

Typically, a restaurant chain will have
real-estate managers responsible for different
territories, and sometimes competition will
develop. Saladworks has three field-based
people, but they aren’t assigned territories.
The same site is examined by multiple peo-
ple. “We think that the team-based approach
gives us a leg up. They can see more, get
different views at different times of the day,”
Steck explains. “We have to communicate,
bring these people in, get their opinions.
And we have to have a culture of being able
to freely state opinions.”

The company’s values also include doing
the right thing, which means avoiding possi-
ble cannibalization among stores. According
to Steck, Saladworks executives put them-
selves in franchisees’ shoes, asking, if I were
the operator, how would I feel if they built a
unit a mile away?

“My direct customer is my franchisee,”
Steck says. “If you don't take care of your
customers, you have a problem.” The 100
percent franchised chain seeks ways to get
feedback from operators, even hosting fre-
quent dinners. “It’s hokey I guess, but we call
it effective communications,” he adds.

Saladworks plans to continue growing
about 30 percent year over year for the next
five years. It will expand concentrically
from existing markets and target areas like
Charlotte, N.C., and Miami that are beyond
those circles, where the company can gain
competitive advantage by being the first in
the market. m
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Generation Three” brewing and dispensing systems from CURTIS.
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A one-on-one interview with Brian Sill,
President and Co-founder of Deterministics

/
>

Turning foodservice potential into

Deterministics

BCWN performance

10

of Service Design

The international chain restaurant consulting firm Deterministics has pioneered the application
COIlfigllI‘atiOIl of of quantitative techniques for improving unit-level productivity and performance since 1985.
service steps determines Their operations engineering, facility design and labor management services have improved the
optimum delivery system. performance of more than 100 restaurant companies around the world. This interview with
Deterministics President and Co-founder Brian Sill will provide you with some insights as to
how their deterministic approach has helped companies reach their full potential over the past
twenty years.

Coordination of
service timing determines
guest service quality.

Control of service Q: You developed a continuous improvement approach that applies capacity
measurement to restaurants. How does this work?

Sill: Our philosophy is that every work position, process, equipment piece and facility
in a restaurant has a capacity that can be measured, and therefore, managed. We say
Choice in menu and that if you can’t measure it, you can’t manage it! The beauty of this is, if you measure
service deliverables is key your operations in capacity terms you truly understand the throughput potential of
to guest feeling in control. your brand. At the same time, you learn your physical limitations, so you do not
overpromise and underdeliver. Marketing can get customers to your door, but how
you manage your throughput determines how many you serve and how many will
return. That’s why we call this approach Throughput Capacity Management (TCM).

steps—by the guest and by
the server benefits each.

Continuity of
coverage by single server
consolidates the guest-
server relationship.

Brian Sill and his Deterministics field team
in the dining room of The Beefeater, Birmingham, England.

Capacity
measurements of service
steps assure you don't over-

promise and under-deliver. TS -

Consistency of
roles and methods builds
service staff confidence.

Communication
builds guest-staff
relationship.

Compensation
and reward propel the
success of service delivery.

Celebration and
recognition inspire con-
tinuous team excellence.
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Brian Silland
his Deterministics field team
in the trenches with the cooking staff
of a TG/ Friday’s i@ury, New York.
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Don't throw your profits away on a poor design;
get it right the first time with Deterministics!
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Q: What are the benefits of TCM?
Sill: Working side by side with service staff in the dining room and cooks in the
kitchen, Deterministics develop Labor Recipes™ for each work position. We
measure “everything that moves” in the operation to get an inside-out look from
the frontline worker perspective. Our dine-along service studies provide a view from
the customer perspective and putting it all together gives us five determinates of
operations excellence: 1) variability in work processes, 2) capacities of each work
position, 3) removal of workflow bottlenecks to create the most efficient facility
design, 4) throughput modeling of menus and recipes and 5) recipe-based labor
standards for accurate labor management and maximum management buy-in.

Q: Your firm as performed hundreds of service studies. What would you say is
the most important in defining service quality?

Sill: Restaurants are a web of time and motion where service quality is determined
by the time and timing of service steps — too slow and the experience breaks down,
too fast and it flies apart. Since the inhibitors of perfect timing are variability and
an ineffective service structure, we measure staff time and timing in step with
guest demands, and evaluate these with the company’s throughput and table turn
goals. The root causes of variability are problem-solved and, when applied with the
correct staffing configuration, the guest receives a more consistent and rewarding
experience. We see throughput and table turn gains of 10% — 30% with improved
service quality and greater tips.

Q: How do restaurant companies design a consistent experience?

Sill: Today it’s no longer enough to simply establish timing standards for service
and production. It is essential that you continually measure and correct inconsis-
tencies in your delivery system to protect your guests from service failure, and to

protect your staff from fatigue and stress, which leads to higher turnover. Once

you have researched all avenues for removing service variability, you must design

in protective “service buffers” to shield the guest from remaining inconsistencies. /{
Service buffers take the form of safety labor, safety stock and a fast expedition “
system. Diligent application of our TCM methods combined with our Ten

Commandments of Service Design will guide you in setting up a delivery system Deterministics

that wins the guest over every time. Kirkland, Washington e London, England

FOR MORE INFORMATION: Visit us at www.deterministics.com email: brians@deterministics.com or call 1.800.322.4146
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KING’S FAMILY
RESTAURANTS uses
its Frownie Sundae

Reverse g
PSYCHOLOGY
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By Margaret Littman

look at the menu for North Versailles, Pa.-based King’s
AFamﬂy Restaurants doesn't reveal anything particularly

unusual: pancakes, turkey sandwiches and chicken
tenders. But under desserts is an unassuming little item that
management is using to solidify its brand proposition.

Since the 35-unit regional chain stopped advertising on televi-
sion in 1995, it had become “a tired brand,” says Cliff Rankin,
account manager at Pittsburgh’s Smith Brothers Advertising LP,
King’s ad agency for the last five years. “Sales had been trending
down in what was a five-year trend. There was a real need to
shake things up.”

Focus groups in January determined what form that shake-
up should take. The ad agency and the chain brought diners
together to find out why some consumers had lapsed in their
patronage of Kings, as well as what other infrequent diners
thought about the 40-year-old chain. In reviewing past King’s
billboards—the chain traditionally has relied heavily on outdoor
advertising—customers only easily remembered one, says Chris
Whalen, King’s vice president of finance.

That lone billboard featured the Frownie Sundae. King’s
developed the memorable brownie and ice cream dessert to go
head-to-head with the Smiley Cookie, the iconic dessert from
Pennsylvania competitor Eat'n Park. It also built on King’s repu-
tation of having the “meanest” desserts in town.

At first the chain hesitated emphasizing a product that could
be construed as a negative in its advertising.

“It does the opposite of what you would think,” says Whalen.
“We thought it was mean, but Frownie makes people chuckle.
Even though it is negative, it is perceived positive.”

Royal Treatment
After the January focus groups, Smith Brothers began working
on a campaign involving Frownie that would bring King’s back
to television. By April it had created five TV flights, one of which
has not yet aired but will see airtime before the end of the year.
The ads feature a life-sized Frownie character doing decid-
edly mean things such as not holding an elevator door open and
shredding a needed sales report. Each ad promotes a different
limited-time offer such as ciabbata sandwiches or stacks of fruity
pancakes, while identifying King’s as “the home of the Frownie.”
The limited-time offer is followed by a tagline uttered by one

“Triple Parked”
Length: 30 seconds

1. [Frownie speeds into a
parking lot, radio blaring, and
parks diagonally.

5. Fluffy hotcakes, creamy
custard and tasty toppings.

nzsnunmrs$

7. Home of the Frownie.




2. He takes up several
handicapped spots, while an
older woman looks on.]

4. Voice-over: Breakfast just got
bolder with King’s new Stackjacks.

6. New Stackjacks are just

one more way we're redefining

comfort food at King's.

8. Woman: That's one
mean dessert.

of the people who was wronged by Frownie: “That is one mean

dessert.” The chain offers nine to 12 limited-time offers through-

out the year.

Until this point, King’s had been advertising based on its
royal-themed name, with taglines such as “At King’s, desserts
rule” and “At Kings, seniors rule.” Other ads played up the
chain’s value component.

In addition, Smith Brothers developed a loyal rewards pro-
gram, called “Royal Rewards” for frequent diners. The program
partners with a local grocery store/gas station chain; diners can
earn a $5 gas card with every $50 purchase at Kings, a promo-
tion that appeals to the value-conscious King’s customer.

Historically, King’s has had a very loyal customer who fre-
quents the restaurant four or five times a week, but that cus-
tomer is 55 years old or older. The new campaign was designed
to increase frequency among diners 35 years old and older with
families without alienating the older, loyal customers.

The Youth Brigade
It is always difficult to measure the direct impact of an ad cam-
paign. King’s has an average check of $7.30 per person, a figure
that is up 7.5 percent over 2006. However, Whalen attributes
some of that boost to increased prices (in part in response to a
minimum-wage increase in Pennsylvania).

More telling, Whalen says, is that unit managers—all of the

restaurants are company owned—are seeing customers who they

do not recognize in their stores, meaning that the customer mix
has successfully been changed. Because the demographic of the
new customers is so different from the previous loyal custom-
ers, it is relatively easy for managers to notice the change. Sales
reports suggest customer counts have increased 5 percent to

7 percent since the new ad campaign began.

While the campaign has been successful, the chain plans to
tweak its advertising strategy in the coming year. King’s plans to
add radio back into its ad mix in 2008. In 2007 the chain had
a $2.1 million ad budget, which was not a large increase over
previous years. To add television without increasing the budget
dramatically, King’s slashed its radio advertising, a move Whalen
says was a miscalculation.

Frownie will continue to make appearances in ads and in-
person promotions such as Thanksgiving parades and high
school football games.

While Frownie may get a bigger role in 2008, the chain’s unit
count will not increase. The new year does not have expan-
sion plans in store for Kings. Instead the company will focus on
remodeling its dated stores. The chain hired Lewis & Partners,
the San Francisco-based firm that helped IHOP overhaul its res-
taurants, to work on the King’s remodel.

The current remodel of the ad effort will remain in place next
year. As much as Frownie appears, the character will promote
other menu items. Adds Rankin: “King’s was known back in the
day as the place to go for dessert. They leaned away from that
and focused less on food over the years. We have forced them
to get back and do what really all restaurants should be doing:
focusing on food.” m

SNAPSHOT

Concept

King’s Family Restaurants
Headquarters

North Versailles, Pa.
Units 35

2007 Systemwide Sales
$62 million (company
estimate)

Average Check $7.30

Ad Agency Smith
Brothers Advertising LP,
Pittsburgh

Ad Budget $2.1 million
Expansion Plans

1in 2008
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Faster.

When space is limited and time is short, smart operators turn to precooked bacon and
sausage. To keep your reputation for great taste in good form, choose from a number
of Smithfield companies, including Farmland, Patrick Cudahy, Smithfield, Armour-Eckrich

Faster.

or Ember Farms. We are pioneers in these categories, and you won't sacrifice taste for
convenience. To learn more about historically great breakfasts, °
contact Richard Morris at richardmorris@smithfieldfoods.com. smlthﬁ.eld
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Zen Palate’s desfgﬁ markets its
Asian vegetarian menu with a
SUBTLE, MINIMALIST VIBE.




By Lisa Bertagnoli

With their upscale finishes and furnish-
ings, the three Zen Palate restaurants
in New York City are elegant temples to
Asian vegetarian cuisine.

The first Zen Palate outside New York, in
Princeton, N.J., resembles its urban cousins,
but only to a point. The overall mood is still
serene, with natural finishes including a slate
floor and dark-wood furnishings. But where
the city Zen Palates are luxuriously appoint-
ed, the Princeton restaurant is spare. Small,
dark-wood chairs with austere slat backs sit
at Formica-topped tables. Blue-gray slate
tiles cover the floor. The walls are painted
peaceful watery shades; wallpaper on a far
wall starts dark gray at the floor, then fades
to a soft aqua. The small collection of deco-
rative items includes an elaborate twisted-
copper sculpture, a gold stencil of a lotus
flower and amber pendant lights hanging
from the ceiling.

The design is meant to transmit a feeling
of “tranquility, optimism and serenity,” says
James Tu, president of HOV Group, Zen
Palate’s New York-based parent company.

Focused Wellness
The firm enlisted WD Partners, a Colum-
bus, Ohio-based design firm, to modernize
and de-formalize the Zen Palate concept,
plus make the design economically efficient
enough to expand across the country.
“Part was value engineering and part was
freshening the brand,” says Bob Welty, direc
tor of integrated prototype solutions at WD
Partners.
The firm also created a new “brand soul”
for Zen Palate; Welty calls it “focused well-
ness.” That means that the restaurant’s mis-
sion—to introduce fresh, well-made Asian
vegetarian to the American masses—is con-
veyed not by glamour pho-
tos of fresh produce or trays
of wheat grass, but by a
simple, natural design. “You
don't feel it’s overly Asian,”
or, for that matter, blatantly
vegetarian, Tu explains.
Welty used a palette of
natural colors and materials
to decorate the space, former-
ly another vegetarian restau-
rant in a circa 1950s outdoor

restauratour

SNAPSHOT

Concept Zen Palate
Location Princeton, N.J.
Ownership

HOV Group, New York
Opening Day

April 26, 2007

Area 2,500 square feet
Seats 67

Average Check $16
Unit Volume $1.5 million
Expansion Plans
2104 ayear

1. A bar, however small, is a
fixture at all Zen Palates.

2. A twisting metal sculpture,
dotted with spotlights, plays
on the idea of energy flow.

A Buddha behind the hostess
stand is one of the few overtly
Asian touches.

October 2007 I Chain Leader
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3. Small, dark chairs
with austere slat hacks
and formica-topped
tables help create

Zen Palate’s spare,
minimalist look.

4. A shoulder-height
dividing wall between
the bar and dining room
gives the long, narrow
room some definition.

5. The kitchen at Zen
Palate isn’t exactly on
display, but its activity
is visible from the
dining room.

Chain Leader I October 2007
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Zen Palate’s design is meant to evoke
mental as well as physical well-being.

mall. Cool aqua glass tiles line the wall
behind the hostess stand, which also
features a statue of Buddha, the only
overtly Asian element in the design.
The color shading on the far wall, from
dark gray to light blue, reflects the
mood of an ocean and also mirrors the
concept’s signature tonics. “They have
a beautiful color fade to them,” says
Welty of the drinks.

The amber pendants, gold orchid
painting and copper sculpture add a
jolt of life to the surroundings. The
sculpture “is a play on the idea of
energy flow,” Welty says. “It starts out
as a yin-yang pattern and moves into a
long, flowing sculpture.” Halos of light
from strategically placed spots play up
the sculpture.

According to Welty, Tu insisted on
using eco-friendly materials whenever
possible; hence the slate floor, caramel-
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FoodServices).

WE'VE CAPTURED THE FLAVORS. YOU RELEASE THE CREATIVITY. —

Flavor sauces. Handcrafted to capture B0 s 1M B @y o mos

™

Find culinary inspiration with MINOR’Se new Signature
the pure, genuine personalities of today’s boldest flavor trends, our sauces were designed to allow
you to explore and create—so every dish has your unique touch. Choose from seven distinct
flavors—discover endless ways to make them your own. Find out more by calling 1-800-243-8822
or visiting NestleFoodServices.com.

Cilantro + Miso Ginger + Roasted Garlic + Ancho
Chipotle « Olive & Herb « Soy Wasabi
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restauratour

MENU SAMPLER

STARTER

Green Tea Vegetable
Dumplings, steamed or
pan-fried, $5.25

SANDWICH

Zen Burger and Yam
Fries: vegetable burger
served on a whole-wheat
bun with lettuce, tomato,
alfalfa sprouts and
garbanzo-bean spread,
served with yam fries,
$8.50

ENTREE

Mango Halo: mangoes,
cherry tomatoes, gingko
nuts, snow peas and
soy nuggets in sweet
kung pao sauce, served
with taro spring rolls
and brown and red rice,
$10.95

Eggplant Zentastic:
eggplant and Shanghai
bok choy in garlic sauce,
served with taro spring
rolls and brown and red
rice, $9.50

Chain Leader I October 2007

Amber lights add a bit of sparkle to Zen Palate’s sedate interior.

ized bamboo accents (the door of
a storage cabinet and the menu
board behind the bar), and a bar
top of Caesarstone, a hard, quartz-
based material.

Substitutions, Please

Because of cost constraints, not all
of Welty’s suggestions were put to
use. The original tabletop, a sten-
ciled, silk-screen pattern on top of
recycled wood and covered with
clearcoat, proved too expensive,
so Tu substituted plain Formica.
The original chairs had a solid
back; the new chairs are ladder-
backed. The original ceiling was

drywall; the Princeton location
has an acoustical ceiling.

Even so, costs came in about
$100,000 higher than Tu expect-
ed, mostly due to permits and
delays. He expects future restau-
rants the size of the Princeton
location, which is 2,500 square
feet, to cost around $500,000 and
generate $1.5 million in sales.

While the new design is more
casual than the Zen Palates in
New York, Tu doesn't feel that
the decor compromises either the
food or the cuisine. “It's modern,
with an Asian feel,” he says. “Like
our food.” m

6. Undressed plate-
glass windows let in
plenty of daylight.
Materials such as slate
floors and wood finishes
communicate a calm,
natural feeling.

7. The Princeton
location’s motif, a gold
orchid flower, was
painted by hand.

8. Amber pendants,

a gold orchid and the
copper sculpture add
sparkle to Zen Palate’s
dining room.




HyperActive Bob®, the realtime predictive
kitchen management solution. @Timer®, which
delivers drive-thru data with reaktime POS integration.
HyperTrack?®, the instant analysis of the "Total
Drive-Thru Experience". HyperView®, the order
confirmation solution that cross-sells and up-sells.

Use one of them, some of them, or combine
them into one powerful package.

Then watch customer loyalty and profits head
skyward in a great big hurry.

Anticipate customers’ orders, and you'll
serve them fresher food, faster. And when you
can predict what they want and when they
want it, you'll have the keys to customer
loyalty.

Which is exactly what you get from us
because we use the principles of realtime
predictive technologies in crew-friendly form.

Examples?

— HYPERACTIVE TECHNOLOGIES

8 Foster Plaza, 4th Floor, Pittsburgh, PA 15220 « (p) 412-322-3060 ¢ (f) 412-322-3121 » www.gohyper.com

The whole story - complete with demonstrations -will be on display
at rs/Tec in sooth 3141 ook for the “Hypererive cafe” sign.



Diana Thomas
Vice President of
U.S. Training, McDonald’s
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“At MicDonald’s, food safety includes ServSafe.

McDonald’s believes in training and certifying shift-level managers with the ServSafe Program from the National Restaurant Association
Educational Foundation (NRAEF).That's because McDonald’s is committed to food safety. And the ServSafe Program is the food safety
training and certification that McDonald’s trusts. So should you. Now you can train your managers online, in the classroom and in key
foreign languages with ServSafe. And when your managers know it, they’ll show it. That’s where total food safety begins. That's ServSafe.

Show your commitment to total food safety. Call 1-800-ServSafe (800-737-8723)
or visitwww.ServSafe.com/foodsafety.
You can also contact your State Restaurant Association or your distributor.

@fe

© 2007 The National Restaurant Association Educational Foundation. ServSafe® is a registered trademark of the National Restaurant Association Educational Foundation.
McDonald's® and the Golden Arches Logo are trademarks of McDonald’s Corporation and its affiliates. All rights reserved.



By Monica Rogers

lending Sinatra-era swank with new

millennia chic, Hollywood, Calif.-
based Lucky Strike Lanes has been revolu-
tionizing bowling one alley—and one fun
finger food—at a time. Catering to a contem-
porary crowd that is as interested in food and
people-watching as it is in bowling, owners
Steven and Gillian Foster have infused all
14 locations with plenty of Hollywood flash
and dazzle, from the neon-lit bowling lanes
backed with giant high-res video screens to
the high-style cocktail and dining lounge
with DJ-spun dance records.

Fitting the food to the concept, Corporate

Chef Bill Starbuck has shaped a whimsical,
retro-Americana menu that bolsters expected

Rolling In the
FAST LANE

Lucky Strike Lanes
elevates America’s
bowling experience
with fun, easy-to-eat
finger foods.

burgers and pizza with
more than 30 finger foods.
“They’re portable, sharable,
and add fun and interest to
the experience,” he says.

Idea Exchange

Inspiration for some of the finger foods
comes from Starbuck’s other role: that of
vice president of famed Along Came Mary,

a Hollywood-based caterer for the Emmys,
The Grammys and many celebrity private
events. “Stuff goes back and forth,” says Star-
buck. For example, he originally developed
Lucky Strike’s signature Tomato and Cheese
S'mores, $7, grilled bite-size sandwiches of

menu strategy

Thinking retro-Americana,
Chef Bill Starbuck toyed
with the idea of s’mores

to create Lucky Strike’s
signature Tomato and
Cheese S’mores with
roasted tomato, fresh basil
and melted mozzarella.

Best-selling Chicken Bites
are easier to eat than
wings and combine two
sauces—one to coat and
one to dunk.

[SNAPSHOT]

Concept

Lucky Strike Lanes
Parent Company Lucky
Strike Entertainment,
Hollywood, Calif.

Units 14

2007 Systemwide Food
and Beverage Sales
$42 million*

Average Unit Volume F&B
$3 million*

Average F&B Check
$20*

Expansion Plans

2 by year-end, 4 to 8

in 2008

*Chain Leader estimate
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TRY AND SEE YOUR DISHES REACH AN ENTIRELY NEW LEVEL

OUR TORTILLAS ARE MADE USING ONLY THE VERY BEST INGREDIENTS,
GIVING YOU THE FRESHEST PRODUCT AVAILABLE.
OLE TORTILLAS ARE A VERSATILE ADDITION TO YOUR MENU
AND CAN BE USED WITH BREAKFAST, LUNCH, DINNER AND EVEN DESSERT.
IN FACT, WITH OLE TORTILLAS THE POSSIBILITIES ARE TRULY ENDLESS.
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menu strategy

roasted tomatoes, basil and melted mozzarella, for Along
Came Mary. Likewise, Lucky Strike’s Bite Size Mac &
Cheese Balls, $7.50, crisp fried and served with warm
tomato sauce, are now also menued at Along Came Mary.
There are parallels between the two crowds, too, says
Starbuck. “In both situations [high-profile events and
Lucky Strike Bowling], there’s the entertainment and
people-watching thing going on, plus a lot of moving
around, so you want the food to be easy to eat, not too
filling, but flavorful and interesting.” Food at Lucky
Strike is served in the lounge and dining room as well as

at the bowling lanes.

Signature small plates include the new Crunchy Buf-
falo Chicken Crisps, $7.50, diced chicken meat with

blue cheese in a crispy
wrapper, drizzled with
spicy Buffalo sauce

and served with celery

MENU SAMPLER

SPARE SNACKS

Blue Cheese Chips: russet
potato chips fried and
topped with crumbled blue
cheese, served warm, $7

Cheeseburger Fries,
topped with cheese and
seasoned ground beef,
$7.50

SMALL PLATES

Tuna Lollipops: seared
tuna bites sauteed with
sweet chili sauce, served
with napa slaw, $9

Bite Sized Mac & Cheese
Balls, served with tomato
pizza sauce, $7.50

SKEWERS

Key West Chicken, dusted with
citrus-herb spice and served
with sweet chili sauce, $9

Asian Chicken, glazed with
hoisin marinade and served
with peanut-coconut sauce, $9

SALADS
Spicy Fried Chicken Chopped
Salad, with hot sauce,

Like a loaded haked potato but easier to eat,
Lucky Strike’s Crunchy Mashed Potato Rolls
are seasoned with cheddar cheese, hacon
and chives.

romaine and iceberg lettuce,

bacon, corn, tomato, cheddar,
avocado and ranch dressing,
$9.50

TOASTED SANDWICHES
Turkey and Brie, with apple
butter, $9

BURGERS

Turkey Burger, with buffalo
mozzarella and sauteed
mushrooms on a whole-wheat
bun, $8.50

IF YOU JUST CAN'T SAY GOODBYE.

Drowning in big, gallon jars, #10 cans and bulky pouches? Try TrayPac® condiments
from Portion Pac. TrayPacs are available in a large selection of condiments so you'll find
the perfect combination to offer your customers the tastes they crave. Simply peel open
the film over the pre-filled 1/9 pan, place in your condiment station and toss when
empty. So quick. So smart. And it's easy to dive in. Contact us today at 877.362.5757

or www.portionpac.com.

ib Bait your line of condiments with Sliced Dill Pickle Chips, Salsa,

3

Relish, Sauerkraut, Sliced Jalapefios and Banana Pepper Rings.

E PORTIONPAC s o

Product. Packaging. Innovation!”

©2007, Portion Pac Division of H.J. Heinz Company L.P. ™, ®Portion Pac.



When you have an ice machine as quiet, reliable, and energy efficient as the
New Hoshizaki Serenity, you can’t help but relax. Thanks to its innovative
two-part design, our footprint is so small and production so large, you can
free up valuable floor space without running out of ice. So enjoy the peace

and quiet. Choose Hoshizaki, the world’s most perfect ice.

\V
For more information call 800.438.6087 or visit www.hoshizaki.com. A Superior Degree of Reliability "\
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Portable, easy-to-eat items work well
at celebrity events and in boutique
bowling lounges.

Chicken Skewers, shown sticks and blue-cheese dip-
here on a sampler plate, are  pino sauce. And the best-selling
seasoned with citrus-herb . .

¢ . . Chicken Bites, $9.50, features
spice, chipotle-chili rub and - :
hoisin marinade, and served bpneless, Whlte-meat C}.ncken.
with sweet chili, barbecue  bits, deep-fried, tossed in choice
and peanut-coconut dipping  of one of five sauces, and served
sauces. with a dipping sauce.

“I always liked the taste of

Buffalo wings but thought they were too messy,” says
Starbuck. “And I'm a big sauce person, so I thought, why
not get rid of the bones and come up with a more creative
saucing concept?” Starbuck’s combinations include sweet
chili-sauced chicken with peanut dipping sauce and spicy
Buffalo-sauced chicken with blue-cheese dipping sauce.

Between the Extremes
Getting the menu to its current iteration took some
evolution. When the first Lucky Strike location opened
in Hollywood in 2003, the menu featured a gourmet
approach with dishes like smoked salmon pinwheels
with bagel crisps and scallop skewers with orange
wedges and orange sauce. Those items proved to be too
chi-chi even for the celebrity bowlers that frequented the
Hollywood location.

“So then we swung to the other extreme with simple
burgers and fries,” says Starbuck. This turned out to
be too much in keeping with limited menus at typical
bowling alleys that Lucky Strike had intentionally stayed
away from.

IF YOU JUST CAN'T SAY GOODBYE.

Welcome to the totality of TrayPac® condiments from Portion Pac. They come full of
popular, premium condiments. Simply peel open the film over the pre-filled 1/9 pan,
place in your condiment station and toss when empty. TrayPacs save you time, mess
and hassle. All will be serene, and you can assist those clunky #10 cans, awkward
glass gallon jars and unwieldy pouches to their next level of existence. Contact us today

at 877.362.5757 or www.portionpac.com.

Contemplate the convenience of ready-to-go Sliced Dill Pickle Chips,

Salsa, Relish, Sauerkraut, Sliced Jalapefios and Banana Pepper Rings.

PORTIONPAC,

Product. Packaging. Innovation:

©2007, Portion Pac Division of H.J. Heinz Company L.P. ™, ®Portion Pac.
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menu strategy

Tightening its menu down to three
pages, Lucky Strike eliminated slow
sellers and labor-intensive items.

(-

Lucky Strike trimmed its The new menu, which was
dessert section this fall streamlined in September to fit
hut kept the best. selling three pages, down from four.
Chocolate Insanity, a warm, ” > >
rich pudding infused with treads lightly between extremes of
chunks of brownies and high- and low-end dining. Retro-
topped with whipped cream.  styled comforts such as the Bacon
Cheddar Burger, $9.50, still
share space with Chicken Pillows, $8, pan-seared golden
dumplings with sweet chili sauce. But Starbuck revamped
presentations, garnishes and some of the ingredients. “I've
tried to freshen things and add more of a wow factor to
the plates,” he says, using vegetables, fruits and sauce
accents.

The Chicken Pillows, for example, now come on a
sauteed warm salad of carrot and cabbage, drizzled with
soy-mirin glaze and accented with a lime fan. Mean-
while, burgers are served on toasted buns brushed with
garlic butter. And the beef patties have a new blend
of spices in the mix and are hand-formed, rather than
machine-pressed. Lucky Strike is also using new rectan-
gular plates, “so everything’s not always going out on a
round plate,” says Starbuck.

Severals items came off the menu. The Breakfast All
Day category didn't sell well. Starbuck also removed
repetitive items such as the Ancho Citrus Chicken Skew-
ers, which were too similar to the Chipotle Chicken
Skewers. And he got rid of labor-intensive dishes such as
the Birds in a Nest, housemade tarts filled with herbed
goat cheese and oven-roasted mushrooms, topped with

IF YOU JUST CAN'T SAY GOODB

iments from Portion Pac save you time
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Using retro-style whimsy, Lucky Strike’s ,
small plates include upscale bites

and accessible comforts.

Wrap Your Arms Around
8 Activities At Once!

it

Programmable Digital Timer

Now, a comprehensive,
8-function timer that is
programmable AND portable!

* Custom Label Each Activity

e Eight 20-Hour Countdown Timers with Memory Recall
® Color-Coded Time Cycle Lights and Buttons

Volume Control
Count Up Feature

o

L]

e Large LCD Display F‘ p
e Can Be Wall Mounted M

L]

®

Battery or AC Powered Franklin Machine Products

Parts and Accessories for the Foodservice Industry
800-257-7737 ® 24-Hour Fax: 800-255-9866
* Available late 2007. FMPONLINE.COM
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Beef burgers do well at Lucky Strike, but the turkey burger
is the signature. Topped with buffalo mozzarella and
sauteed mushrooms, it's served on a whole-wheat bun.

a sliver of roasted tomato and then baked.
“This item drew from three different sta-
tions and was very time consuming,”
Starbuck explains. “We're trying to be cost-
effective with what we stock, as well as
eliminating difficult-to-prepare dishes.”

Small Plate Expansion

Beyond best-selling traditional standbys
including the cheeseburger and pepperoni
pizza, Starbuck says the entire small-plate
section does well with guests. “We expect
to continue adding fun, new American
small plates,” he says.

The newest little addition? Launched
with the September revamp, Lincoln Logs
are made with toasted ciabatta sticks,
stacked log-house style and served with
blue-cheese and nacho sauces and a drizzle
of brown-sugar syrup.

Also in the works, Lucky Strike is gear-
ing up to open a rooftop lounge at its
Philadelphia location in summer 2008. If
it tests well, the chain may add more to
other locations. Small and contemporary-
upscale, with a living room-vignette feel,
the area will be more quiet and intimate
than the lane-side lounge downstairs. It
will also feature mini menu items that are a
bit more luxe such as roasted tomato soup
with mini truffled grilled cheese sand-
wiches and baby lamb chops with smashed
crispy potatoes.

“I'm not returning to those scallop
skewers with orange sauce [ started with,”
Starbuck laughs. “But the small plate is
definitely the way to go.” m




HEeINZ POUCH PACK KETCHUP...

EASY

EASY (= I8 BREPY sorace
TO USE ‘ ‘ | Less shelf space,

stacks easil
Quality, consistency y
and versatility

EASY 4 | i No can opener means
DISPOSAL 1 : 3 ! S AN no sharp lid edges

Less packaging
material means lower
disposal costs

WiTH HEINZ PoucH PACK KETCHUP, THE THINKING IS IN THE BAG

E Perfection doesn’t come easily. But one ingredient does. Heinz Ketchup brings
world-class taste to your kitchen with less work, less mess, more versatility and
WEINZ i the lowest price per ounce ketchup offered by Heinz Foodservice.
OMATO KETCHU Our Pouch Packs are remarkably easy. They store with ease and open in a flash.

So pour what you need, clip and save what you don't.
Make Heinz Pouch Pack Ketchup your easy choice.

- Contact your Heinz Sales Representative today for more information
0r Ca” 1'800'547'8924. © 2007 H.J. Heinz Co. L.P. Al rights reserved.
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Try that with a conventional countertop steamer.
(On second thought, don’t waste your time.)

Our Sonic Steamer microwave oven is really fast. It can cook a 1-1/4
pound lobster in just 2 minutes. (Conventional countertop steamers
can take up to 15 minutes.) The Sonic Steamer is perfect for
supermarkets and delis, for everything from lobster to vegetables.
What’s more, food prepared in it looks and tastes better.

For more information visit our Virtual Test Kitchen
at panasonic.com/steam

For Panasonic HQ Sales, 1-201-348-7258

For a Panasonic Distributor nearest you, Toll-free: 1-888-350-9590
For Panasonic Chef Support, 1-201-348-7305

For Panasonic Technical Support, 1-201-392-6894

ST Panasonic
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mteanll From the Publisher

Leaders” Edge

Relationships between suppliers and customers often are compli-
cated, one-sided and competitive, distinguished as much by score-
keeping and scrappy “us” and “them” mentalities as they are by
stances that build strength. Two sides take their place on either side
of an imaginary line and stare down the opposition, posing, posturing,
dealing and ultimately holding firm to the terms that declare them vic-
torious. The transaction thusly done, each side hastily retreats to their
bunkers until the next battleground face-off.

Archaic and sadly out of tune with the needs of forward-thinking
companies, such vendor practices continue to exist in many industries—
within foodservice and far beyond. At the same time, this industry also
can lay proud claim to another, far-more-successful business model, one
that is solidly based on the theory of partnerships—the long-term alli-
ances between suppliers and operators that evolve and grow together,

strengthening and becoming richer and deeper over time.

In the age of instant gratification and the omnipresent desire to cash
in with a fast payoff, such partnerships can seem like an anomaly, an
elusive although highly desirable goal. Likewise, as companies rigor-
ously guard their assets, it can be quite unexpected to find two parties
willing to open up and share talent, ideas, resources and even their
trade secrets. Yet despite barriers that so often seem impenetrable,
they do exist and for those companies—both the chain restaurants
and their vendor partners—that choose to be partners instead of
adversaries, no other business strategy makes sense.

Supply Chain Leaders recognizes and celebrates those companies
that build, nurture and most importantly benefit from such partner-
ships. The stories that follow on these pages champion and highlight
them—the partnering, visioning and collaborative efforts that vendors
and their operator partners have built. They're smart, dynamic and the
foundation of innovation and growth—the leading edge of supply-
chain success.

Kindest regards,

Patricia B. Dailey
Publisher

2 SUPPLY CHAIN LEADERS | 2007
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Building Supplier Success

What makes a good supplier? Operator and experts describe what they value most.

onsistency and quality, communication and

fair costs are key to building strong supplier-

operator relationships. Here's how the best
suppliers build successful partnerships.
* High-quality product. It goes without saying that
consistently top-quality products are critical to the
success of an operation and to keeping customers
satisfied. “We have 125 suppliers in the food cat-
egory,” says John Burns, vice president of purchasing,
Sizzler USA | Inc., headquartered in Culver City, Calif.
“We yearly bid out to authorized suppliers our cut
meat and chicken requirements. If there are any
quality issues, the suppliers can change.”
e Level costs. Operators appreciate a supplier's

efforts to keep costs consistent, which in turn helps
them manage the cost of operating the chain’s units.
In the face of rising costs in the oil and dairy mar-
kets, Burns tries to price protect and negotiate. The
idea is to always try to do better than the prior year,
he says.

* Top-notch service. “The less our phone rings,

the better job our suppliers are doing. No news is
good news,” says Andrew Howard, executive vice
president of Wingstop, a Richardson, Texas-based
business with 550 units open or under construction
in 27 states.

® On-time deliveries. "Deliveries on time at the price
promised and in the quantity promised shows the
relationship is valued,” says Gary Karp, executive
vice president of Technomic, a Chicago-based
foodservice research firm. “If an order is due to be
delivered at 1 p.m. tomorrow, the operator wants

it on time.”

® Quick remedies. If issues arise that cause a
supplier to have problems meeting the contract
agreement, the supplier’s ability to resolve the
issue quickly is key. Regardless of whose mistake

it is, enough product must be delivered to get

the unit through until the next scheduled delivery.
Heroic recovery is an important aspect of a
successful partner relationship, says Karp.

* Resolve issues locally. Burns favors distributors
who can resolve issues locally with the Sizzler

units they service. This initiative builds successful
relationships with the company, he says.

Successful supplier partnerships fuel profitability
for both suppliers and operators. Wingstop's sales,
for instance, are up for 16 quarters in a row, which
Howard attributes to its successful relationships with
suppliers. "Open communication and asking our
suppliers for their help on certain issues and taking
our partnerships very seriously has led to this
success,” he says.

SUPPLY CHAIN LEADERS | 2007 3
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sl DayMark and Applebee’s

DayMark and Applebee’s
Find Labeling Solutions

\DayMark Safety Systems' repositionable _
labels-can be used on plastic, polyme;
and stainless containers.

MONDAY

Lunes - Lundi

f there’s one thing guests expect when they come to the

Applebee’s Neighborhood Grill & Bar® in downtown

Nashville, it's freshness. The appeal of a new luncheon soup
promotion and a six-page menu built around hot-off-the-grill
entrées and inventive appetizers, sandwiches, salads, pasta
and desserts generates an average of 4,000 covers per week
and annual sales of more than $2.5 million. “About 75 percent
of our menu is fresh because that's what our customers want.
So food safety is a key issue for us every minute, every day,”
says Jeffrey Allen, the restaurant’s kitchen manager.

Fresh Thinking
Tracking freshness dates on the hundreds of products
used in the menu items posed a major challenge. “The only
tool we had for labeling was masking tape. That raised a lot
of issues,” Allen says. Workers had to try to remember all of

the information that needed to be on each container. Try-
ing to scrub off the masking tape was time-consuming and
frequently left an adhesive residue. Staff sometimes forgot
to make new labels when transfer-
ring food from one pan to the next.
The result was that the kitchen staff
was spending up to a minute per
label—or a total of several hours
each day—writing out, removing and
replacing the masking tape labels.
Allen outlined the problems to his
DayMark Safety Systems’ representa-
tive. Working collaboratively, they

4 SUPPLY CHAIN LEADERS | 2007

developed a labeling system that has reduced labor, increased
efficiency and made food safety simpler. The new program is
built around products that deliver multiple benefits:
® Labels that take out the guesswork. Instead of trying to
memorize the pertinent tracking information, staff members
fill in the lines that indicate the product name, date and time
it was made, name of the person who prepped the product,
expiration date and product temperature requirements. “This
was really a value add for our safety program. Anyone on staff
can do it, even the newest staff member,” says Allen.
® Repositionable labels. DayMark's ReMark® repositionable
labels work equally well on plastic, polymer and stainless con-
tainers. “The ability to reposition the label without scrubbing
means a lot less work, especially for our night crew,”
Allen says. “Since we peel off the labels before
washing the pans and reposition them onto
the new container, we can ensure that
every container will be labeled clearly with
all the information we need.”
® Label guns. With click-and-stick function-
ality, these guns dispense color-coded labels
coordinating with the days of the week.
Employees can see at a glance which prod-
ucts need to be rotated or pulled. That's a
particular plus for pre-portioned contain-
ers that hold cheese and other items with
short shelf lives. Jeff Palmer, DayMark’s
president, says that better product rota-
tion can save 2 percent to 3 percent in
food costs for a typical restaurant.
“"DayMark doesn't just sell products;
it offers us a consultative relationship,”
says Allen. "The representatives ask questions. They listen.
They make suggestions. They're willing to look at any prob-
lem. For example, we needed to find a way to get bags of

The QuickKlean™ Mitt
can be immersed in
boiling water and
rinsed clean.

soup prepared by the sous-vide method out of boiling water.
Tongs didn't work. Fingers certainly
— w didn't. My DayMark rep showed me
the QuickKlean™ Mitt that can be
immersed in boiling water and just
rinsed clean. DayMark is interested in
what | need to succeed.”

Applebee’s in Nashville worked with
DayMark Safety Systems to track freshness
dates on stored foods.
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gl | cggett & Platt and Taco Bell

Customized Storage Keeps
Back-of-House Space Organized

ith nearly 6,000 restaurants in the United States
Wand around the world, Taco Bell needed a partner

to manage its back-of-the-house storage space.
They found that partner when Leggett & Platt’s Storage
Products Group (International Storage Solutions) stepped
in to design customized shelving and work stations. This 15-
year business partnership is so successful that in 2001 Taco
Bell named Leggett & Platt its Top Equipment Supplier of the
Year, and since 1999, the company has been the key supplier
for Taco Bell/Pizza Hut Express expansions. Leggett & Platt
also provides value-engineering services throughout Yum!
Brands Inc. and works on projects for KFC, Long John Silver's
and A&W Restaurants as well.

A Strong Partnership

"Partnering with Leggett & Platt provides numerous ben-
efits,” says Rick Winfree, senior director of engineering, Taco
Bell Corp. “Our partner is always aware of our current and
future needs.”

Leggett & Platt has outfitted new buildings and retrofitted
older buildings for the chain. Taco Bell has eight to 10 dif-
ferent restaurant designs, so it requires the same number of
back-of-the-house storage designs as well.

Winfree's goal is to have all the products come in the
kitchen and move seamlessly toward customers in the front.
It's important to streamline that flow so food preparation can
be organized into logical work areas. He also wants enough
storage flexibility for menu changes.

In 2001, the chain had a major rollout introducing a Big

Work centers and

condiment towers

are options for
customized storage.

Bell Value Menu with
multiple products at
all its locations. Engi-
neers from Leggett
& Platt's Storage
Products Group
developed work
stations with custom
tops to organize fry
baskets, tongs and
timers.

Currently, Leggett & Platt is working on drive-thru Speed
of Service Kits, developing a product line that enables Taco
Bell to improve organization at the drive-thru window so it
can process orders faster and service more customers in a
shorter period of time.

Leggett & Platt designed storage solutions
for Taco Bell’s different restaurant designs.

How a Good Partnership Works

“We provide customized solutions to meet our partners’
individual needs. We do so by offering an endless supply
of integrated ideas and solutions to help improve storage
optimization backed by our diversified product lines and
unmatched experience,” says Ron Murray, senior vice
president of Global Business Development, Leggett & Platt’s
Storage Products Group.

To customize a designated space, Taco Bell provides a list
of every individual package it uses and determines where
these packages need to be placed to enhance speed and
employee convenience. Then Leggett & Platt figures in
inventory, delivery frequency and projected sales volume to
customize and manufacture the storage units.

As an ideal partner, Leggett & Platt supports Taco Bell’s
goals by having a sales representative work directly with
the company. The representative is supported by project
managers and engineers, resulting in an integrated approach
incorporating the strengths of multiple disciplines within the

company. Leggett & Platt’s can create wire shelving and
work stations that optimize space. The project manager has
the capabilities to develop products or system ideas and
put them into a CAD format. Application-based engineers
at the factory are supported by field project managers.
"One of the most important advantages to a partner-
ship with Leggett & Platt’s Storage Products Group is there
is one source of contact for these products so we can get
something changed or tested quicker to meet our
new menu needs,” says Winfree.

SUPPLY CHAIN LEADERS | 2007 5
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Tackling Temperature-Control Issues

Cooper-Atkins' next-generation time, temperature and humidity instruments optimize
food quality and safety while reducing labor costs.

oodservice operators want to be alerted as soon as tures and stabilization. "Operators
want to be more proactive,” says
Wallace. “It's not enough to collect
temperature information at various
data points while the product tempera-
ture is rising. That won't protect product from
going past its optimum temperature and being

ruined.” The changeover from data-point reporting to

the freezer's temperature starts to rise rather

than dealing with spoiled inventory after
a meltdown. They need to know when
product stabilizes at a given temperature,
not just what the temperature is at various
points during the heating process. They
require automation that enables chefs to

spend more time cooking and managing than continuous monitoring helped one major restaurant chain

taking product temperatures and logging them meets its goal of reducing food waste by 5 percent, she adds.
on a clipboard. Since Intelli-PDA units automatically store and download
Operators want customizable solutions to their tough- files, they eliminate the need for manual inputting and ensure
est temperature-control problems, and they are turning to that temperature reports are complete and accurate. Reduc-
Middlefield, Conn.-based Cooper-Atkins to deliver. tion in labor costs and extensive, expensive
“Improving food safety and quality while driving down paper trails is saving some stores as much as
labor and energy costs are issues that come up in nearly all $7,000 per year, estimates Wallace. Innova-
of our client meetings,” says Carol P. Wallace, Cooper-Atkins’  tions such as these are among the reasons
president and CEO. “That's what drives our research and Cooper-Atkins was honored with the 2007
development.” NSF Food Safety Leadership Award for

Product Development.
Reduce Labor and Waste
First introduced in 1998, Cooper-Atkins’ Intelli-Ware™ suite  More Information, Better Management

of products has evolved into a complete wireless enterprise Intelli-Ware's interface capabilities open
solution for remotely monitoring temperatures, humidity and the way for a fully networked kitchen. Opera-
status, plus a host of other applications. Designed for fixed tors can set defrost cycles to begin at 2 a.m. ok
equipment, Temp Trak® can be preprogrammed with rules so that food is ready for peak demand. They
that define when action is needed. As soon as temperature can preset the “cut in/cut out” times for heat-
violations occur, alerts are sent to key staff members via voice-  ing and air-conditioning systems. Using track-
mail, e-mail, pop-ups or other messaging systems. Corrective ing information on temperature and energy
action is required before the alert is cleared, ensuring that usage, they can compare two pieces of equip-
proper reporting will be available for health and safety audits. ~ ment side by side to determine just how long
“It's all about prevention,” before opening
says Jack Kennamer, Cooper- they need to be turned on.

Because all of the software is
NAFEM Data Protocol-ready, it
integrates seamlessly with most

Atkins’ vice president of mar-
keting. “Taking action before
even one cooler of inventory is
lost could pay for the system.” equipment. "From a tempera-
ture-monitoring standpoint,
Mobile Monitoring
Intelli-PDA™ answers
chains’ demand for mobile-
monitoring technology. These
hand-held units can be used
not only for line checks on
food temperatures, but also
to monitor recovery tempera-

our clients are shifting away
from low-tech solutions,” says
Wallace. “The goal is to have
the manager walk into the store,
turn on the computer and see
whether anything is out of spec

Hand-held Intelli-PDA ; .

- . and deal with that before it
continuously monitor food
temperatures. becomes a problem.”
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Q: What's next in terms of proactive
temperature and quality controls?

A: We want to deliver a hardware/soft-
ware platform that will monitor all aspects
of kitchen-equipment operations. That
would include continuous reporting on
cycle times; how the equipment is func-
tioning; whether there is enough coolant;
when the defrost cycle should start to
best control product flow and energy
costs; and whether the door to the freezer
has been left open. The goal is to give
operators the data they need to prevent
problems, plus the information and tools
to be proactive managers.

Q: How are new menus changing your
product line?

A: Menus are expanding. Chicken chains
serve burgers. Burger chains serve chick-
en. That makes it harder to predict what

AN ADVERTISING SUPPLEMENT TO CHAIN LEADER

the turn will be on frozen items. So it's
more important than ever to know at
what temperature each frozen product
has to be held and to make sure it is
rotated efficiently. Consumer demand
for fresher product is also having an
impact. Some chains are doing sous-
vide or cook-chill. To ensure fresh
taste and safe product, food has to be
brought to the right temperature. We
now have a line of waterproof thermo-
couple instruments. More and more,
temperature-, humidity- and quality-
measure instruments will help opera-
tors standardize the cooking process.
Q: What will be in the kitchen of the
future?

A: Interfacing is the way into the future.
Monitoring systems will be linked to
point-of-sales system. When an order is

5 Looking Torward the Kitchen of the Future

Carol P. Wallace, Cooper-Atkins’ president and CEO and president of the North American
Association of Food Manufacturers, looks at what's next in food safety and high-tech kitchens.

placed, a signal can go to the back of the
house. The software will instruct the fryer
to drop a basket of fries into the fryer

or tell another unit to flip a burger onto
the grill and start the cooking process.
The restaurant manager will flip on the
computer and check anything that is out
of the standardized range, from tempera-
ture to energy output.

Q: How are food-safety concerns
impacting product development and
functionality?

A: Health departments are becoming
much more sensitive. That's why auto-
mated temperature-monitoring systems
are gaining popularity. The operators
that can demonstrate that food prod-
ucts were stored, prepared and held

at the required temperatures will have
an advantage.

Evolving Design Solutions

Steven Darnell, unit president, Leggett & Platt Storage Products Group,
discusses creative options in custom storage.

Q: What unique benefits does your
company provide for foodservice?

A: From an operational perspective, we
help our customers reach their goals
whether they are purchasing a product at
a particular price point; increasing their
speed of service; offering custom storage
choices in stainless steel, aluminum- and
epoxy-coated wire products; or providing
a combination of materials for their back-
of-the-house storage needs. Rarely can a
provider supply all these solutions for the
food-prep and storage areas.

Q: How does your company

remain flexible and current

in the face of constantly changing
menu applications?

A: Fast food casual dining is focusing
on healthier food selections. As a result,
restaurants are using fresher products

and need shelf space for them, and
they need to efficiently move products
from the freezer to the thawing area to
the food-prep area. We work with their
engineers to provide the right solutions
for what they are trying to accomplish.
Q: How quickly can your company
customize storage systems for
customers?

A: Besides providing products for the
foodservice industry, we are a provider
of storage systems for our industrial
supply base. When a customer defines
its parameters, our engineering staff
and space planners can provide the
product within 30 days.

Q: What new foodservice trends do
you see in the coming years?

A: Foodservice operators are consid-
ering cordless, portable appliances.

We are trying to determine where this
electrical appliance can be placed in
the food prep and serving areas, and
plan to work with electronics companies
to try and make this feasible.

Q: What does the future hold?

A: Our objective is to create new
products for our customers whose
footprints are becoming smaller. For
example, our FreeStyle System is a
versatile upright structure that offers
multiple sizes and components to ac-
commodate a variety of applications in
a work area. The FreeStyle System can
be configured for drive-thru, prep sta-
tions or basic storage.

Besides developing creative products,
we see exciting opportunities in the
foodservice industry in Western Pacific
and European markets.

SUPPLY CHAIN LEADERS | 2007 7
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Q: Foodborne illness has become a
major issue for the foodservice
industry. What's being done?

A: We've been working with the restau-
rant industry and farmers on labeling that
traces each product from farm to fork.

When the restaurant receives the product,

the crate or container should have a label
showing what field it came from, the date
it was picked, who harvested it and the
expiration date. If restaurateurs had that
information during the E-coli outbreak
from spinach, they wouldn't have had to
pull all of the spinach, and they wouldn't
have had to share in a $140 million loss.

This autumn, all imported produce
will have to carry labels with this informa-
tion. California, Florida and Texas have
been proactive in adopting it. Growers
are going to have to comply because

AN ADVERTISING SUPPLEMENT TO CHAIN LEADER

FFuture Vision On Food Safety

DayMark Safety Systems’ President Jeff Palmer talks about solutions that
will help operators address their toughest food-safety challenges.

their customers demand it. Large chains
such as Applebee’s and The Cheesecake
Factory are saying they want traceability
on produce.

Q: What's next-generation food safety
at the unit level?

A: More and more restaurants are offer-
ing to-go items. They need to think about
labeling each item with instructions on
how to store and reheat that item. This
kind of thoroughness reflects restaura-
teurs’ concern for protecting the consum-
er, and that will play a role in maintaining
consumer confidence.

Training is also part of it. At least one
person per shift should be certified in
food safety training.

Q: What are the next hot products?
A: At the recent seminars I've attended,
“green” came up in every conversation.

We already have biodegradable labels.
There's no reason we can't have bio-
degradable packaging. Sous-vide has
raised some interesting challenges, so
we're seeing new adhesives that with-
stand temperatures from freezing

to boiling.

We're also expanding our line of
gloves. Certain states prohibit bartenders
from hand-squeezing fruit into drinks. So
we developed a glove with a magnet that
can be anchored to a docking station on
the bar. The bartender just slips in his/her
hand, squeezes the fruit and swings the
glove back to the docking station. We're
also seeing more disposable gloves be-
ing used in bakeries. That's a lot better
than having the employee take out the
items you want with a tissue and then put
the tissue in the bag with your cookies.

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

B Meet with experienced chain restaurant executives and up-and-coming entrepreneurs

Information you need to know.

October 24-26, 2007
Newport Beach, CA

Marriott Newport Beach Hotel

in a relaxed environment, with plenty of time for networking.

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

costs?

Time to let
BuyerZone
take charge.

Lower your credit card processing
costs in just a few minutes with
BuyerZone. Compare suppliers and
see supplier ratings, read buyer’s guides
and pricing articles, get quotes and
save on merchant accounts today.
All services are free with no
obligation. At BuyerZone, you're

in control. We’re just here to

make your work easier.

Join the millions who’ve
already saved time and
money on many of their
Credit Card Processing
purchases by taking
advantage of BuyerZone’s
FREE, no obligation
services like:

Quotes from

multiple suppliers

Pricing articles

Buyer’s guides

Supplier ratings

Supplier comparisons

Call (866) 623-5558
or visit
BuyerZoneCreditCardProcessing.com
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SNAPSHOT

Concept Jamba Juice
Headquarters
Emeryville, Calif.

Units 659

2007 Systemwide Sales
$300 million (company
estimate)

Average Check $5.50
Expansion Plans

120 in 2007, 450 in the
next 3 to 5 years

By Monica Rogers

J ust when you figured out how to say
acai (ah-say-ee) and understood that
a goji berry wouldn’t choke you if you met
one on the street, your perky Jamba Juice
smoothie-maker ups the ante. Noticing you
look workout-weary, she offers to enhance
your beverage with Jamba’s Whey Protein
Super Boost, a fix of superfoods designed
to build, repair and maintain muscles after

a workout.

It’s official: Functional foods have reached
the U.S. restaurant industry mainstream.

Translating growing guest desires for spe-
cific health properties and benefits into tasty
recipes and the menus that market them,
659-unit Jamba Juice is “trying to do func-
tional in a way that’s not preachy, prescrip-
tive or medicinal,” says Senior Vice President
of Marketing and Brand Development Paul
Coletta. Hence Jamba’s new line of Func-
tional Smoothies and breakfast parfaits with

superfood mix-ins.

Defined as food or beverage ingredients
that provide extra benefits beyond basic
nutrition, functional foods have blossomed

liquid measure

Where Form
Meets FUNCTION

Jamba Juice guides guests deeper into superfood familiarity
with new functional smoothies, breakfast treats and boosts.

in grocery stores, from calcium-enhanced
orange juice to yogurts full of probiotics.
Although most fruits and vegetables tech-
nically fit the definition, in the restaurant
industry, functional foods have made the big-
gest promotional inroads in beverages, with
trendy energy drinks at the top of the list.

Operators fall into two categories: those
who promote sugary, caffeinated energy
drinks and those who focus on more health-
ful fruit-based drinks that use nutrition to
boost energy sustainably.

Among these, Jamba Juice is a M
healthful-drink leader. Its a stance
praised by Pete Maletto, functional
foods consultant and president of
Long Branch, N.J.-based PTM
Food Consulting, who says
“cutting excessive sugars will
help functional foods’ credibility
for the long term.”

Straddling two booming indus-
tries, Emeryville, Calif.-based Jamba Juice
stands in a powerful place. Smoothie indus-
try sales are expected to total $2.5 billion in

Jamba Juice launched
several new superfood
drinks that join its long list
of smoothies and fresh-
squeezed fruit juices.

Breakfast hlender parfaits
bulked up with fruit, granola
and peanut butter are more
filling than smoothies and
juices.

75
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Bulking up breakfast offerings, Jamba Juice’s
chunkier smoothies and blender parfaits are

Guests told Jamba Juice
they would increase store
visits based on the
efficacy of the products
and health claims.

Jamba Juice’s Acai Super-
Antioxidant functional
smoothie blends acai
berries and other fruits

to “neutralize free
radicals,” says the
company.

Chain Leader I October 2007

meant to be eaten with a spoon.

2007, up from $340 million in 1997, says
Chino Hills, Calif.-based juice consulting
firm Juice Gallery Multimedia. And function-
al foods—including any product that makes
a distinct, written health claim—are among
the leading U.S. food industry trends, reach-
ing $15.4 billion in 2006, says David Lock-
wood, research director for Chicago-based
Mintel International Group.

But figuring out how to embrace main-
stream smoothie drinkers and hard-core
functional food users at the same time
takes some careful stepping.

Benefits in Good Taste
That’s where Jamba Juice Vice
President of Product Innovation
Brian Lee and marketing guru
Coletta come in. “Fruit is at the
core of everything we do,” says
Coletta. “But no matter what we
do, it has to taste good.”
Working together, the two
have shaped new menus that L
cover both taste and function.
Jamba Juice launched several new
superfood drinks in August that
join its long list of smoothies and ;
fresh-squeezed fruit juices. The Y
two Matcha Green Tea Shots, f;‘é
$1.80, come with either orange \
juice or soy. The five new Func-

tional Smoothies include the Heart Defender,
$4.60, which “promotes heart health with
plant sterols and pomegranates,” and the
Acai Super-Antioxidant, $4.60, which blends
acai berries and other fruits to “help neutral-
ize free radicals and maintain healthy cells.”

Lee also added new and reformulated
boost and superboost mix-ins to improve fla-
vor and add functionality to any drink.

Bulking Up

And with the launch of its breakfast menu
on Sept. 6 in Los Angeles, New York and
Hawaii, Jamba has moved superfruits into
the main course. Acai berries, plant sterols,
soy and whey protein are all in breakfast
parfait-style Chunky Smoothies and Granola
Toppers, designed to be eaten with a spoon.

“We believe there’s a huge opportunity
for Jamba by offering healthy options to the
breakfast daypart,” says Coletta, who adds
that Jamba Juice already does 19 percent of
its business at breakfast.

Bulking up blender drinks with chunky
bits of fruit, granola and peanut butter
addresses two criticisms often launched at
liquid-food purveyors: satiety and portion
size. Critics have long suggested that even
though there are four to six servings of fruit
in a 24-ounce Jamba drink, liquid food
doesn't fill a person like solid food, which
can encourage overeating. Jamba’s new
items, available in 12- or 16-ounce cups, are
designed to give diners a feeling of fullness,
“even in a smaller size,” says Lee.
Credibility is crucial. Guests told
Jamba Juice they would increase
store visits based on the effi-
cacy of the products and health
claims, according to the com-
pany. This is not surprising.
Because claims made by the U.S.
functional food industry are
largely unregulated, there’s a lot
of confusion and doubt about
truth in marketing. “We've
found that sticking with proven
science and clinical trials goes a
long way toward building con-
sumer confidence in Jamba,”
uf Coletta says.

s, For example, the U.S. Depart-

ment of Agriculture’s Oxy-
® gen Radical Absorbance
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Jamba Juice’s nutrient-enhanced drinks
don't rely on sugar and caffeine to offer
benefits beyond basic nutrition.

The new Match Green Tea
Shots come with either
orange juice or soy milk.

Capacity measurement has quantified foods
such as green tea, acai berry, blueberry and
raspberry as having the most free-radical-
fighting phytochemicals. So featuring these
foods and their benefits on menus lends
credibility.

It’s too soon to say whether Jamba
Juice’s improved boosts and new functional
smoothies are driving customer frequency,
but three weeks after launch, the new prod-
ucts were slightly above target for sales mix
and were scoring well for taste and intent
to repurchase.

While the functional smoothies are more
expensive to make than other smoothies,
Jamba says the line has not increased food
costs. The chain adjusted all menu prices

(some went up; some went down) in August.

Clear Marketing Message

Honing product marketing messages down
to one superfood benefit rather than many
is also crucial, says Coletta. Low-sugar

and calorie count, for example, are biggies
with some female guests, which explains
the success of the Jamba Light product line
launched in 2005. But Jamba found that
the low-calorie message was more effective
in reaching this group than the sugar-free
message. “The female light user just

. wants to hear that the product is under
200 calories,” Coletta says.

Shaping new menu items, Lee is in the lab
every day analyzing both common fruits and
vegetables and as many as six to 10 exotic
fruits every six months. “We may look at 10
or more different versions, varietals, etc. for
each,” he explains.

Lee expects to use more superfruits such
as goji berry and mangosteen as well as fruit
and vegetable combinations. He says carrot
is the easiest to blend with fruit, which is
why it was the first veggie-fruit blend to be
featured on the new breakfast menu. Called
Sweet Sunshine, $3 for 16 ounces, the drink
mixes fresh-squeezed orange and carrot
juices with apple and strawberry juices.

Organics are another product area Jamba
wants to play more aggressively with.
“Although this is not as easy as you may
think,” Coletta says. Beyond the new organic
granola, he says organics may soon include
products on the fresh-squeezed roster (car-
rots, orange juice, wheat grass and lemons)
as well as baked goods.

Adding lots of possibility to the Jamba
Juice menu, the company is adding fast-cook
ovens to its lineup. Currently in test to heat
whole-wheat hot pocket sandwiches in three
flavors, the ovens may expand opportunities
for more hot products over time. Liquid pos-
sibilities include soups, hot teas and coffees.

“Again, no matter what we do, it has to
taste good,” Lee concludes. m

Q: How can you reduce training costs?

Chain Leader I October 2007
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Ham & Cream
Cheese Roll Up

Sweet Apple-Wood Smoked

Ham, veggie cream cheese,

chopped lettuce and shredded

carrots rolled in a flour tortilla.

Lo

Sweet pple Wood
Smoked Ham

from the Innovation Specialists

These days, the dining experience is all about fun, new ideas. Take a flour tortilla, cream
cheese and veggies. Then add the bold, unique flavor of Patrick Cudahy’s Sweet Apple-Wood
Smoked Ham and...presto! Now you have an all-new, profitable roll up that your operation
can easily roll out. And there’s plenty more.

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

customer base. It's time to innovate!
“Home of Sweet Apple-Wood

Smoke Flavor™
For more recipe ideas and Patrick Cudahy's full line of products,

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

©2006 Patrick Cudahy, Inc. A Slllithfiel(lTM Foods Company



INTRODUCING THE ONLY COMBI OVENS

MORE RELIABLE THAN THE COMBITHERM.

THE NEW COMBITHERMS.

Alto-Shaam presents a revolutionary advance in oven performance
and efficiency. Start with Combitherm’s legendary reliability.
Then add the versatility of exclusive features.

Patented Smoking Feature — for wood smoke
flavor on select Combitherm models at
no extra cost

Automatic Steam Venting — patented
feature for increased operator safety

Gold-n-Brown™ — the perfect way to add
color to poultry, or a crisp, crunchy
texture to oven-baked fries

MORE ENERGY EFFICIENCY.
ogo EcoSmart™ products demonstrate our commitment to
smart” greener, more energy-efficient technology. Combitherm
ovens operate at a 70% level of efficiency, using less water
with faster cooking times than conventional combi ovens.
That helps drive down ownership costs and
minimizes environmental impact.

MORE SELECTION & SIMPLICITY.
Choice of 18 models, including boiler-free,
in both gas and electric

Deluxe models feature Rapid-Touch™
to cook and program up to 250, 20-step
recipes at the touch of a button

HACCP with Kitchen Management
NAFEM Data Protocol compliant for data recording and
complete production control

The revolutionary Combitherm. It’s innovative thinking that
brings more to the table than ever before. For details, visit
alto-shaam.com or call 1-800-558-8744.

ALTO SHAAM.

Combitherm smoking feature protected by U.S. Pat. 7,157,668.

W164 N9221 Water Street, P.O. Box 450, Menomonee Falls, WI 53052-0450, U.S.A.
Phone (262) 251-3800 ® 1-800-558-8744 U.S.A. & Canada ® Fax (262) 251-7067 e 1-800-329-8744 U.S.A. Only

www.alto-shaam.com
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By Lisa Bertagnoli

ots of executives at CiCi’s Pizza
Buffet like to tell the story about
their first time.

For Tom Koenigsberg, it was back in
1992 when he was working in marketing at
now-defunct Tias Tex-Mex in Dallas. He, his
wife and their two young children went to a
CiCi’s in Plano, Texas, for dinner. The din-
ner, he recalls, cost $13.77.

He remembers the service even more viv-
idly. Skeptical of the low prices and looking
for a catch, or what CiCis calls a “gotcha,”
Koenigsberg decided to make CiCi’s deliver
on its promise to prepare a special-order
pizza for guests. He ordered a triple-meat
pie, and six minutes later, the manager
brought it to his table.

Pleased but puzzled, Koenigsberg asked
the manager why he would go to such
trouble for a first-time guest. “Because,” the
manager replied, "I want you to be my cus-
tomer for life.”

Koenigsberg, who joined CiCi’s as chief
marketing executive three years ago, now
fully understands why the manager was so
intent on making that pizza for him. “With-
out service,” Koenigsberg says, “we’re just
another pizza place.”

Mass Plus Class

It’s this mass-class combination of Costco-
type prices—Ilots of food, not a lot of
money—and Nordstrom-style service that
CiCis must maintain as it expands through-
out the United States. Now at 660 units in

30 states, CiCi’s plans steady growth of 75 to

100 units a year; past years have seen unit
growth ranging from 50 to 80 units.

“This concept is hard to operate,” says
Craig Moore, president and CEO of Coppell,

Texas-based CiCi’s. Not product-wise, due to

its limited menu of pizza, salad,
dessert and soft drinks, but from
that service point of view. Cus-
tomers, at first skeptical of the
low prices, look for the “gotcha,”
so all stores must be on their
game, all the time.

Staffers must deliver a three-
fold service formula: Be glad
to see guests, take care of them

(in millions)
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thank you and goodbye. Kitch-

Upward Momentum: CiCi’s Pizza’s Steady Ascent

Systemwide Sales Rise...
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ens must always be fully stocked so as not

to disappoint guests in the mood for, say, a
pineapple-and-anchovy pizza. “There’s no
such thing as being out of product,” says Bob
Kulick, president of JMC Restaurant Distri-
bution, a separate company that all CiCi’s
franchisees use for product and equipment,
even though they don't have to.

The Cost Crunch
CiCi’s competes in the rock-bottom price
category, catering to the “need” guest, young
families with children ages 2 to 13. “We
compete with the $6 meal,” Moore says.
Given that positioning, CiCi's must
maintain its low price point—no small feat,
according to Moore.

Thanks to New Units...
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$854,000
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And a Growing
Average Unit Volume

$895,000

cover story

(Opposite) CiCi’s CEO and
President Craig Moore joined
the chain as a district manager
in 1993. Franchisees give
Moore and his team credit for
raising CiCi’s profile.

The buffet offers 12 pizzas,
from a lineup of 16, at any
given time. CiCi’s will also
custom-make pizzas for
guests.

$899,000
$907,000
$940,000%
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Senior management at
CiCi’s includes Vice
President/Corporate
Controller Tim Alba,
President and CEO Craig
Moore, President of JMC
Distribution Bob Kulick,
Vice President of Franchis-
ing Jim Sheahan, Chief
Financial Officer Forbes
Anderson and Chief
Marketing Officer Tom
Koenigsberg. Not pictured:
Vice President of Real
Estate Bob Parent, Vice
President of Operations
Kyle Smith, Vice President
of Training Steve Hawter
and Vice President of
Construction Mark Kiefer.

MENU SAMPLER

CiCi’s used to sell single-store franchises; the real “sweet
spot” is five to seven stores, says CEO Craig Moore.

Wages and insurance have “gone through
the roof,” he says. Rents in most CiCi’s mar-
kets, once around $13 per square foot, now
hover at $20. To offset rising rents, the chain
is experimenting with a 3,500-square-foot
building, compared to its current 4,200-
square-foot model. CiCi’s also has developed
To Go, a 1,000-square-foot concept that
offers only takeout and catering. CiCi’s began
franchising the concept, now at eight units,
a year ago; the company is still fine-tuning
operations and devising a marketing strategy
for the To Go concept.

In addition, cheese prices are at a four-

BUFFET OF 10-ITEM SALAD BAR, PIZZA AND DESSERTS (brownies, cinnamon
rolls, dessert pizza): All you can eat, $4.49 for adults, $2.69 (includes ice cream) for
kids ages 4-10, 99 cents (includes drink and ice cream) for kids 3 and under.

PI1ZZA BUFFET Twelve pies (out of a lineup of 16) available at any given time.
Selection of nine Specialty Pies includes “zesty” vegetables (spiked with ranch-
dressing seasoning), BBQ, mac-and-cheese, Alfredo, and spinach Alfredo. Res-
taurants will also make special

pizzas to order.

T0-GO MENU

One-topping pizza, 4.99 for

12-inch, $5.99 for 15-inch,
extra toppings $1 each.

Specialty Pizza, $4.99 for
12-inch, $5.99 for 15-inch

Garlic Bread, $2.99 for
12 pieces, $3.99 for 24 pieces

Cinnamon Rolls, $3.99 for
12 pieces

Drinks, 32-ounce cup, $2.19

Chain Leader I October 2007

year high. As a result, food costs are 30 per-
cent when they should be 27 percent, Moore
says. A nine-month cheese contract has
helped with pricing.

Still, CiCi's is taking a dollar price hike,
measured over the course of a year. Last
April, the buffet price increased to $4.49
from $3.99.

This September, the price jumped to
$4.99, but not everywhere: Markets are
tiered according to the area’s cost of doing
business. First-tier markets can charge up to
$4.99; second-tier, $5.49; and third-tier, up
to $5.99 for the buffet.

Even though CiCi’s may dominate the
low-price, dine-in pizza market, it still faces
plenty of competition, according to Darren
Tristano, executive vice president at Tech-
nomic Inc., a Chicago-based restaurant
research firm. “Pizza is a very popular menu
item,” he says.

Chains such as Papa John’ are carving
out a quality niche. And “delivery and take-
out is still very popular,” Tristano says. A
flurry of fast-casual chains, among them Go
Roma Italian Kitchen and RedBrick Pizza,
serve pizza in a fetching atmosphere. CiCi’s
bare-bones decor is not unpleasant, but it’s
not exactly fetching, either. Quick-service
sandwich chains, including Subway and
Potbelly Sandwich Works, serve pizza-like
sandwiches. Noble Romans sells pizza at
convenience stores. As if that’s not enough,
grocery stores, both upscale and midscale,
and warehouse clubs are peddling take-and-
bake pizza.

“The increased competition could be a
hindrance” to CiCi’s growth, Tristano says.
So could a substantial price hike: “If they
have to raise the price to $5.99, $6.99, that
could be an issue,” he says.




The Bi¢dest Stars
Walk the Don

Red Carpet.

ggggggg

We've been selling nothing b . _
for more than 86 years. So when it’s your time to shine,
Don can make it happen.

(iZD Edward Don & Company

(800) 947-6892 www.don.com ...everything but the food



86

cover story

CiCi's To Go concept, now at eight units,
serves as a fill-in for saturated markets.

A Higher Profile

One way to preserve that price point is to
increase sales. To do so, this past spring the
chain launched its first national ad cam-
paign, which boosted sales and interest from
potential franchisees. This summer, CiCi’s
brought “Guest First Fever,” an energize-
the-troops road show, to 11 markets, with
positive results. It’s also testing items such as
tossed salads, Buffalo wings, and beer and
wine in select markets.

Credit for these innovations belongs to
CiCi’s management team, which bought the
concept in 2003 from founder Joe Croce.
Croce, who’s no longer involved in the
company, opened the first CiCis in 1985 in
Plano, Texas, an upscale Dallas suburb then
known for its high teen-suicide rate. Now it’s

CiCi's is testing replacing
its 10-ingredient salad bar
with three tossed salads
to provide a “craveable”
menu item, plus speed up
service on the buffet line.

ChefsChoice
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known for its ethnically diverse population.

Croce’s ownership style? “Under the radar
screen,” says Moore, whom Croce hired as a
district manager in 1993.

Here’s Moore’s first-time story: He ate at a
CiCi'’s to prepare for his job interview with
Croce. “It was like the staff knew I was inter-
viewing,” Moore says. “They kept check-
ing on me.” The service level, according to
Moore, is so compelling that 90 percent of
franchisees first come to CiCi’s as custom-
ers, and 40 percent of franchisees were once
CiCi’s general managers.

The ownership team is composed of
11 CiCi’s executives, among them Moore,
Kulick, Chief Financial Officer Forbes
Anderson and Director of Real Estate Bob
Parent. Oncap L.P, a Toronto-based private-
equity firm, is also a partner in the company.
CiCi’s will neither divulge exact ownership
stakes nor release financial data other than
annual sales.

Management does its part to keep over-
head low and generate new revenue. “We're
in the pennies business,” says Anderson,
who joined the company in 1997. One
example: JMC offers backhauling services
to other companies; this year, backhauling
revenue will account for 5 percent of JMC’s
$150 million in sales.

Another example: The five executives on
the 22-day Guest First Fever tour this spring
spent $16,000; that works out to a per-diem
of $145 a day, airfare included. The crew
stayed at $50-a-night hotel rooms, rented
only one car per city, and ate most meals
at CiCi’. The program itself, a video pre-
sentation and in-store materials, cost about

$50,000.

(continued on page 95)
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Through exclusive Chain Leader research,
chain-restaurant operators tell how they keep
customer traffic flowing. By Mary Boltz Chapman

estaurant chains
work a variety of
angles to get more

customers in the door, from
sponsoring a Little League
team to creating sophisticated
TV advertising campaigns.

To find out which methods
operators use—and which are
successful—Chain Leader sur-
veyed 100 chain-restaurant
companies; 33 percent are
quick-service operators, 28
percent are fast casual, and 39
percent are full service.

The vast majority of opera-
tors surveyed, 91 percent, use
some form of community
involvement to drive traffic.
Of those who do, 96.7 percent
support charitable organiza-
tions, and 92.3 percent are
involved with community
groups like the chamber of
commerce or children's sports
teams.

The lion's share of full-
service operators, 97.4 percent,
say they train servers to invite
customers back.

But many of the methods
are more traditional marketing
tactics. Asked about market-
ing expenditures, 44 percent
of respondents say the costs
comprise 1 percent to 2 per-

cent of sales; 12 percent say
3 percent to 4 percent; and
36 percent report 5 percent or
more. But 51.5 percent of QSR
respondents say their market-
ing expenditures equal 5 per-
cent of sales or more.

Get the Word Out

Fully 88 percent of respon-
dents say they use some form
of advertising to drive traffic.
Among quick-service concepts,
that figure is 90.9 percent; fast
casual, 89.3 percent; and full
service, 84.6 percent.

While 83.0 percent of
respondents display signs in or
on the restaurant, 92.0 percent
of fast-casual operators do.
Fast-casual respondents are
also more likely than other
operators to use newspaper
advertising: 88.0 percent, vs.
70.0 percent of QSR and 75.8
percent of full-service chains.

More quick-service opera-
tors say they use TV advertis-
ing (83.3 percent vs. 52.0
percent of fast-casual and 51.5
percent of full-service respon-
dents) and outdoor/billboard
advertising (70.0 percent vs.
48.0 percent of fast-casual
and 63.6 percent of full-
service operators).

driving trafficm

Pay for Performance

While a little more than one-third of respondents put
5 percent of sales or more into their marketing budget,
51.5 percent of QSR respondents do.

None

1% to 2%

3% to 4%

5% or more

Source: Chain Leader 2007 Driving Traffic

Full-service operators are
the most likely to use Internet
or e-mail advertising: 84.8
percent, vs. 76.7 percent of
QSRs and 72.0 percent of
quick-casual operators.

Half the operators name
some form of advertising as
their most effective method of
driving traffic; 31 percent say
television advertising specifi-
cally. Of QSR operators, 60.6
percent say their most effec-
tive way to increase customer
counts is advertising, and 51.5
percent name TV advertising.

Electronic marketing is
on the rise: 78.4 percent of
respondents use Internet or

0c§65er”2_007 I Chain Leader
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e-mail advertising. Also, 82.1
percent of full-service, 78.6
percent of fast-casual and
54.5 percent of quick-service
operators use promotions via
their company's Web site.

In the 2006 Driving Traf-

fic study, 70.0 percent of
full-service, 41.7 percent of
fast-casual and 52.8 percent
of quick-service operators
did. In 2006, 47.0 percent

of respondents used links to
their Web sites from other
sites to drive traffic. This
year, 58.0 percent report
using links from other sites.

Product and Pricing
In Chain Leader's 2006 Driv-
ing Traffic study, 82 percent
of operators said they adjust-
ed the menu to increase traf-
fic. This year, that figure is
down: 61 percent. The num-
ber is higher for full-service
operators: 79.5 percent.

All of the operators using

the menu to drive traffic
say they are adding new
menu items, and 91.8 per-
cent are using limited-time
menu items.

Of all respondents, 56
percent say they use price
promotions to help increase
customer visits. Of chains
comprised of more than 100
units, 73.7 percent say they
use price promotions.

Fully 80.4 percent of all
operators using promotions
do so via direct-mail fliers
or coupons. However, 95.0
percent of fast-food opera-
tors using price promotions
use direct mail.

Of full-service operators
using price promotions, 66.7
percent have beverage or
alcohol promotions.

Target Marketing

The survey asked the chain-
restaurant operators what
the goals were of their most

driving trafficm

What’s Working

using other means.

Advertising (net)

Asked to name which traffic-driving method has heen most
effective for them, half of the respondents named some kind
of advertising, but many operators find the most success

T 509
TV advertising 31%
- 31%

Print (newspaper ads and inserts)
9%

Community involvement (net)
N 16%

Neighborhood marketing
10%

Service methods (net)
1%
Internet communications (net)
8%
Promotions via company Web site
7%

Menu changes (net)

7%
Source: Chain Leader 2007 Driving Traffic

Count the Ways

Most restaurant-chain operators responding, 91 percent,
use some form of community involvement to drive traffic. o
0f those who do, these are the methods they cite:

Support charitable organizations

96.7%
Involved in community organizations
92.3%
Neighborhood marketing
82.4%
Special events held in unit
1.4%

88 percent use some form of advertising to drive traffic.
0f those who do, these are the methods:
Display signs/banners at restaurant

83.0%
Internet or e-mail advertising
18.4%
Newspaper advertising
11.3%
Radio advertising
16.1%
Television advertising
62.5%
Outdoor/billboard advertising
61.4%

61 percent adjust their menu. Those who do cite these methods:

Update/add new menu items
- 100.0%
Feature special menu promotions
91.8%

88.5%

Add more healthful items

Add recognizable consumer brands
- 62.3%

56 percent use price promotions. Those who do use these ways:
Direct-mail fliers/coupons

80.4%
13.2%
67.9%
64.3%
58.9%

58.9%
Frequent-diner programs/perks
53.6%

Discounts for bundling/upsizing
Newspaper inserts

Senior discounts
Beverage/alcohol promotions

Entertainment/coupon books

Early bird menu for anyone
23.2%

Respondents also utilize methods involving service.
Improve order accuracy

91.0%
Increase speed of service

91.0%
Train servers to invite customers back

88.0%
Add table service
40.0%
Some use other methods.
Update design/look of unit
—92.0%

Promotions via Web site
12.0%
Links to Web site from other sites
B | o
Gifts or toys with purchase
T 33.0%

Source: Chain Leader 2007 Driving Traffic
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mdriving traffic

successful method of driving
traffic. Fully 70 percent say
they want to increase visits
by frequent diners; 41 per-
cent say they want to attract
more of their current target
demographic; 38 percent aim
to attract a new demographic;
and 25 percent want to
increase traffic during a par-
ticular daypart. Of those, 52
percent say breakfast; 72 per-
cent, lunch; 76 percent, din-
ner; and 52 percent, snacks.

Suppliers and Demand

Many suppliers offer operators help to drive traffic. This chart
shows the percentage of respondents who have bheen offered
the service and mean of responses (in which 3 is “extremely
helpful,” 2 is “somewhat helpful,” and 1 is “not very
helpful”) of those operators who have been offered that
service by suppliers.

Offered by suppliers
In-store POS materials

69%
69%

Special promotions

Promotions, prizes, sweepstakes
57%
Staff training
51%

50%

Wait-staff incentives

Share advertising expenses
48%
Coupons/promotions tied to retail products
47%

45%

Menu development

Recipes

N%

Mean level of helpfulness
In-store POS materials

2.09
2.09

Special promotions
Promotions, prizes, sweepstakes
1.74
Staff training
~—).00

Wait-staff incentives

1.96
Share advertising expenses
1.98
Coupons/promotions tied to retail products
2.02
Menu development
2.07

Recipes

~ I .88

Full-service operators
are more likely to want to
increase visits by current cus-
tomers (76.9 percent). Quick-
service operators are more
apt than other respondents
to try to attract more of their
current demographic (54.5
percent) and attract a new
demographic (51.5 percent).

Did their efforts work? Yes,
say 76 percent of respondents.
Sixteen percent of operators
say their most successful
method did not increase traf-
fic, but it stayed the same.
And 8 percent do not know.

Help Wanted

Many suppliers offer their
chain customers help in
driving traffic. The survey
found 69 percent of opera-

tors say suppliers had offered
them special promotions; 69
percent say they have been
offered in-store POS materi-
als; 57 percent, promotions
or sweepstakes; 51 percent,
staff training; and 50 percent,
wait-staff incentives.

When asked if these sup-
plier aids were extremely
helpful, 26 percent of opera-
tors say in-store POS mate-
rials were; 18 percent say
special promotions; 16
percent, menu develop-
ment; 16 percent, coupons
or promotions tied to retail
products; and 15 percent,
staff training. Just over 20
percent of full-service opera-
tors say wait-staff incentives
from suppliers are extremely
helpful. m

Great Expectations

1 Increase visits by frequent diners
M Attract a new demographic

All respondents

Depending on which segment they operate in, chains tend to
have different goals in their efforts to increase customer
counts. The survey asked respondents what the goal was of
using their most successful method.

1 Increase traffic during a specific daypart

[ N 71.0%

41.0%
. 38.0%
D 25.0%
Quick service
- N 72.1%
54.5%
- T 51.5%
D 3 3.3 %
Fast casual
T 51.1%
39.3%
- 35.7%
I 21.4%
Full service
- 16.9%
30.8%
- . 28.2%
A 20.5%

Attract more of a current demographic

Source: Chain Leader 2007 Driving Traffic Source: Chain Leader 2007 Driving Traffic
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Due to high cheese prices, CiCi’s food costs
are 3 points higher than usual.

Marketing Magic
According to one franchisee, the manage-
ment team’ signature to date hasn't been
cost-cutting; it’s been adding marketing
sparkle to a company formerly operations-
driven. “When I joined the company, sales
were, like, a negative 7 percent,” says Pat
Williamson, co-chair of PALS Pizza, a Dallas-
based company with six Denver-area CiCi5.
“They never talked about sales. They talked
about operations.”

Williamson, former Pizza Hut chief oper-

ating officer, didn’t need to
visit CiCi’s before becoming
a franchisee in 2001—a
peek at another franchisee’s
P&L sheet did the trick.

“If you can generate a mil-
lion dollars with this con-
cept, you can make a lot

of money,” he says, adding
that all his stores are at that
sales mark.

Guest First Fever, a four-hour motivation-
al conference offering presentations by CiCi’s
top management, lifted secret-shopper scores
to 91.5 percent from 89 percent, where they
had languished for years.

The chain first big national ad push,
featuring a TV commercial called “Delicate
Flower,” also struck gold: Sales in April
jumped 18 percent. “Phenomenal,” William-
son says of its effect on his stores. During
the campaign, CiCi’s Web site, accustomed
to 200 hits per day, crashed as hits soared to

cover story

CiCi’s competes in the
low-cost meal category,
appealing to “need”
customers, mostly young
families with children ages
2to 13.

Dessert cinnamon rolls are
served on the pizza line
along with a dessert pizza
and brownies.

Smallwares-800.999.9277

One Name Multiple Locations Infinite Solutions

S Wasserstrom

Columbus, OH e Jacksonville, FL « Dallas, TX * Phoenix, AZ « Oklahoma City, OK
Greenville, SC  Allentown, PA * Venezuela, South America
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CiCi’s first national ad campaign
generated so much interest that the
chain’s Web site crashed.
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More Safety Assurance

Our unique separate mechanical
Ultra-Filter (UFL) and chemical
(carbon) elements provide the
ultimate in efficient and effective
fittered water. With critical reduction
of turbitiy, cysts, bacteria and
viruses 10 .015 microns, you receive
total water safety assurance.

More Quality Assurance

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

The Ultra Water Filtration Solution

.The Total Assurance Package

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

More Cost Assurance

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

For more information
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www.antunesfiltration.com
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Rents in key CiCi’s markets are up to around $20 from
$13 per square foot. The company is experimenting with
a store model that’s 3,500 square feet, compared to the
current 4,200 square feet.

5,000 per minute when the ads aired. The
overflow, and continuing strong Web site
traffic, forced CiCi’s to outsource its server.
Yet another marketing change: mov-

ing from “soft” openings to festive grand
openings for new stores. The change has
boosted unit volumes to nearly $1 million
from $800,000, Moore says.

Easy Does It

Williamson, who signed a 47-store fran-
chisee agreement, is confident that CiCi’s
will be able to maintain both its service
niche and price point. Still, as he prepares
to open two more stores this year and four
next year, he wishes the concept would
grow more aggressively. “There should be
2,000 CiCis, not 600,” he says.

Moore’s response? “We won't get to
2,000 stores in three or four years,” he
says. CiCi’s plans to stick to 75 to 100
new retaurants a year, focusing on fran-
chisees with a handful of stores, not
mega-franchisees like Williamson.

In addition to boosting sales, the
national ad campaign sent the franchisee
phone line a-ringing; the chain expects
10,000 inquiries this year, up from about
7,500 last year. Of those 10,000, about
40 will end up with stores; the tryout
includes working in a store for several
days so CiCi’s executives can see prospec-
tive franchisees handle staff and guests.

“Can we grow faster if we weren't as
strict? We could, but those are the kind
of things that catch up with you,” Moore
says. “We all make mistakes, but you
make fewer if you do the work on the
frontend.” m

on the web: For more on CiCi’'s new To Go
concept, visit www.chainleader.com.
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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 finding
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 benefit our operations folks

to come out here, and probably the technology
folks as well.”
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Steven E. Carley
President and CEO,
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Terri Snyder

Chief Marketing
Officer,

. 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
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SNAPSHOT

Concept Abuelo’s
Mexican Food Embassy
Parent Company

Food Concepts
Headquarters
Lubbock, Texas

Units 38

2007 Revenues

$120 million (company
estimate)

Average Unit Volume
$3.5 million

Average Check $14
Expansion Plans 2 to 4
by the end of 2008

Asking for

Abuelo’s Mexican Food Embassy
tests a HAND-HELD DEVICE to
gauge customer satisfaction.

HANDOUTS

Chain Leader I October 2007

By David Farkas

ew would argue that getting
lots of customers to share their
last experience at your restaurant
greatly improves your company’s
ability to address issues and solve
problems. But getting people to tell
you those sorts of things, particu-
larly soon after their visit, has been
limited by the methods traditionally
used to elicit them.

Photography by John Wong



Paper comment cards have been the most
dominant way to gauge guest satisfaction,
but they have low return rates, hindering
the speed at which a company can rectify
blunders. Telephone numbers and Web sites
speed up feedback but rely on motivated
customers, who don't always represent the
average patron.

“People who respond by phone tend to
be either overtly happy [with their experi-
ence] or extremely pissed off,” says former
Taco Bell Director of Research Ed Deferrante,
now a principal in Reynolds Design Group, a
marketing research consultancy in Newport
Beach, Calif.

Today, thanks to personal digital assistant
technology, restaurant companies have the
chance to collect opinions from a variety of
customers while they are still in the restau-
rant. The opportunity presents itself when a
server drops the check.

Random Selection

In the case of Abuelo’s Mexican Food Embas-

sy, servers randomly select tables, inviting
customers to rate food and service at the
Lubbock, Texas-based casual-dining chain.
The first question asks if they want to take
the survey.

Those who comply answer questions that
pop up on a PDA-like tool developed by
Dallas-based Long Range Systems. “It was
easy to talk to the guests about [the tool],”
recalls Wichita, Kan., server Lana Wahl. “A
lot of people had never seen one.”

CEO Bob Lin chose units in Wichita in
2005 to gauge customer satisfaction. He
wanted to learn why customers chose
Abuelo’s over its competition and glean
some demographic information in the
process.

He discovered hand-held technology
at an industry gathering in Phoenix.
A speaker named Ken Todd, a former
restaurant manager, talked about a
device he designed that resembled a
check tray. Later Todd passed several
“trays” around the room, asking
attendees to rate the meeting.

“I said, “Wow, this is pretty
cool,” says Lin, who joined par-
ent Food Concepts in 2002 after a
career in investment banking.

Lin remembered Todd’s presentation and
how quick the feedback was from a captive
audience. He leased the hand-held devices,
which came 10 to a stack, from Long Range,
budgeting approximately $2,000 to run two
tests, each about a month long. The lease
deal also included reports that Long Range’s
computers generated within 24 hours after
unit managers uploaded the data via tele-
phone lines.

Lin and an ad agency whipped up 21
questions, including which Mexican restau-
rants were topmost in his customers’ minds,
whether they thought Abuelo’s was unique,
how often they visited and what made them
want to come back.

Todd, who works for Long Range, came
up with the idea for the tool after a bad
experience in a Dallas restaurant. He didn’t
complain but never returned. What if res-
taurants could get information about such

Ask and You Shall Receive

Abuelo’s servers surveyed
customers randomly using
hand-held devices. The PDA-
like tool, which resembles a
check tray, was introduced
at the end of the meal.

Writing guest-satisfaction questions for a hand-held device is challenging given

a small screen and the limited amount of time customers care to spend answering
them. Carrie Reynolds, a principal of Newport Beach, Calif.-based Reynolds Design
Group, developed the sample list below for fast-casual concepts that use hand-held

survey tools:

m Was the time you waited to place your order acceptable to you?

m Did the cashier greet you with a smile?

m Please score your satisfaction in the time it took to order your food and have it

delivered to you (Extremely Satisfied=10, Dissatisfied=0)

m Was your order accurate?

m Was your food that should have been hot delivered to you hot?
m How satisfied overall were you with your meal?
(Extremely Satisfied=10,
Dissatisfied=0)
m Was the outside well lit/made
you feel comfortable and safe?
m Were there no more than two
un-bussed tables in the dining

area?

m Was the restroom floor clean
from trash, debris, odors or
excessive wetness?

m How satisfied overall were
you with your experience?
(Extremely Satisfied=10,

Dissatisfied=0)
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“What’s good about [hand-helds]
is you get a lot of data points and
a high response rate.”

—Abuelo’s CEO Bob Lin

Great taste. No waste.

Revolution lced™ is the first great tasting, low calorie beverage solution featuring

real fruit, herbs and tea. Your customers will demand it. Your accountant will too.
Satisfy both with Revolution Iced. Call us now and we'll help you revolutionize
your beverage lineup and its profitability. Sales at Revolution 888 321 4787.

No Electricity No Calibration  Natural Flavors ®e\/O ‘ UJ”O N

©2007 Revolution Teq, LLC. All Rights Reserved. revolutiontea.com
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Security is an issue with hand-helds because customers
and staff alike may be tempted to pocket them as they
leave the restaurants.

situations in real time, he wondered. He
designed a PDA-like device that could be
left with the check and took his rendering
to an engineering firm. It debuted four
years ago.

Now They Know

“It’s a guest-feedback tool that gives you
instant feedback,” Todd claims. Although
customer data are uploaded to Long
Range’s computers, the hand-held device
also features an instant-alert function
that immediately beeps a manager’s pager
when a customer answers a question in
the negative. This allows managers to
address a serious concern before the
party leaves.

Wichita General Manager Chuck Oul-
lette doesn't recall getting many negative
comments. “The beeper did go off a cou-
ple of times. Kids were responsible. Their
parents gave [the tool] to them,” he says.

It doesn’t surprise Deferrante, who
warns companies that the feedback from
hand-helds often comes from the party,
and not always the person picking up the
check. “Typically you are getting a group
opinion,” he explains. “That’s not neces-
sarily a bad thing, but it is something to
take into consideration. If you are tracking
feedback over time, that is your error to
account for.”

Lin says the customer response rate
was approximately 70 percent, good by
most accounts. Yet a second guest satis-
faction survey a year later using the same
hand-held tool produced a 90 percent
response rate. According to Lin, the first
survey had too many questions, testing
customers’ patience. The second survey
had only 15 questions. (See the sidebar,
“Ask and You Shall Receive,” on Page 101
for a list of suggested questions.)




Your servers will be challenged all the time.
ServSafe Alcohol Training challenges them first.

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. servsafe)

®

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

© 2007 The National Restaurant Association Educational Foundation. ServSafe Alcohol® is a registered trademark of the National Restaurant Association Educational Foundation.
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Hand-held devices that limit
survey questions to between 10 and 15
appear to increase feedback.

WAL*MART

REALTY

A DIVISION OF WAL-MART STORES, INC.

H wAL-MART

£

Neal Gesell

Owner, QuiznosSub

“Everyone knows that location is
an important factor for success.
That’s why | opened my Quiznos
franchise on a Wal-Mart outpar-
cel. With the help of a Wal-Mart
Real Estate Manager, | nhow have
access to a highly visible location
with proven customer traffic and
convenient accessibility. 2

www.wal-martrealty.com
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Abuelo’s CEO Bob Lin claims 70 percent of customers
responded to a guest-satisfaction survey when servers
invited patrons to rate their experience using a hand-held
tool brought to the table.

Taking Precautions

In addition to providing the hand-helds,
Long Range also trained Abuelo’s general
managers about security, maintenance and
uploading data in a two-hour conference
call. For example, its important to make
sure the table is clear of liquids, if possible,
to avoid spills onto the device. Security

is also an issue because customers and
employees may be tempted to steal them,
Lin says.

That wasn't the case with Long Range’s
hand-held, because it’s large and cannot fit
easily into a pocket. Plus, it is programmed
only to process guest-satisfaction feedback;
users cannot load software onto it as they
can with generic PDAs.

Lin nonetheless likes the idea of using
generic PDAs, which can be loaded with
custom software and feature a larger LCD
screen. To prevent theft, he would put the
PDAs in a frame, making it difficult to slip
the device into a pocket or purse. “If we
go with a PDA, the idea is to build it into a
check-presenter-type tray,” he says.

Lin is “90 percent sure” his company
will be using a hand-held device to solicit
guest-satisfaction feedback regularly some-
time in 2008. He'll also poll hourly work-
ers about their supervisors. The scores will
help determine managerial bonuses.

The payoff, Lin adds, is when he can
compare the measurable results of two
units: “We will be measuring where we
need to make adjustments in the stores.” m




SECTION

Franchise
[Developer

Getting Franchise Buy-in

nnovation is a major ingredient in the success of 100-unit
I Newport Beach, Calif.-based zpizza. Its health-conscious

menus are freshened regularly to keep pace with customers’
fast-changing preferences. That's great news for consumers who
want organic tomato sauce or Thai pizza, but what about the
franchisees who have to invest in the new products, training time
and menus that enable zpizza to give customers what they want?

“Franchisors need to vet changes early,” says Chris Bright,
president of zpizza and a founding member of Fransmart, the

- - " franchise develop-

1 ment company that
helps zpizza and 10
other chains sell and
market franchises. To
establish a dialogue
with its franchisees,
zpizza is launching
PV monthly confer-
Zpizzaiin g \ ence calls that invite
Lorton, Va. : franchisees to discuss
policy changes. "It will
be an opportunity for us to get franchisees with best practices for
new items or other operational initiatives to share their ideas on a
peer-to-peer basis,” says Bright.

Feedback from Franchises

Rather than handing down mandates, zpizza accompanies
policy changes with a “Leaders Guide.” Area developers can
leverage these detailed tips on how to prepare new menu items,
how to train staff and how to incorporate the new items across
their portfolio. They also have the opportunity to influence cor-
porate changes—whether providing feedback on pilot programs
for new items or pushing back in response to customer needs.

"We got a lot of push back on our decision to drop the ZBQ
Salad [with mixed greens and barbecued chicken]. It wasn't a top
seller, but the overwhelming response from our franchisees was in
favor of keeping it on the menu. So we added it back,” Bright says.

Zpizza is adding another tool to help smooth transitions
and involve franchisees in decision making. New committees
addressing advertising and culinary programs will give franchisees
a voice in how advertising dollars are spent and what direction
new menu items will take.

Area developers facing franchisors’ requirements to update
equipment or interiors may need more substantive help. Mark
Siebert, chief executive officer of iFranchise Group, a Home-
wood, lll.-based consultancy, says franchisors may extend help
ranging from forgiving royalties during the upgrade to helping
franchisees find attractive terms with third-party lenders. Typi-
cally, franchisees will have as much as a year to complete major
refurbishments or equipment purchases.

o
“JDUNKIN’
\‘ DONUTS

EXPANDING WITH
FRANCHISES IN:

' TO LEARN MORE ... VISIT |

Minimum 5 store development agreement.
Minimum financial requirements are
750K liquid assets and 1.5M net worth.

© 2007. DD IP Holder LLC. All Rights Reserved.
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SPECIAL ADVERTISING SECTION

(,{\OBR€4/,> ’
(OLD CHICHG@m

P1ZZA, BEER =&
PROFITS!

GET TO KNOWUS...
Our brand has three decades of proven success and a
loyal customer base in our existing markets.
0ld Chicago is a timeless concept which has that rare
ability to appeal to a variety of consumers.

WHAT WE KNOW.. ..

Chicago-style deep dish, stuffed and thin crust pizzas, pastas,

calzones, strombolis and salads all made with the
freshest and finest ingredients.

110 beers from around the world and 30 beers on tap.

Best customer loyalty program with over
800,000 thousand active members.

WHAT THIS MEANS FORYOU...
COGS - 25%
Average Unit Volume - $2.4M
Net Operating Income — 23%
Adaptable site requirements

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

*These figures reflect averages of 58 company-owned restaurants opened for at least one full
year in 2006. Substantiation of these figures can be found in our Uniform Franchise Offering
Circular. We do not represent that any operator can expect to attain the operating margins
present in this ad, or any other particular level or range of operating margins. Your success will
depend largely on your abilities and efforts. If you rely on our figures, you must accept the risk
of not doing as well. This offering is made by prospectus only.
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Franchise Developer

of Success

2 Award Winning Brands To Choose From

We have individual and co-brand
opportunities with exclusive
development areas available nationwide

For franchising information contact
Frank Lombardo at: 1-248-888-7272

WWW.paparoman0s.com or www.mrpita.com

WORLD

Gettreer
ks

lil

Experlenced multi-unit restauranteurs with a desire
to be Famous and develop a minimum of 5 units,
please contact Jim Schwitzer

800-210-4040 x1343

or jim.schwitzer@

famousdaves.com

E Legendary Pit Bar B- Que

WINNER OF OVER 200 BBO AWARDS!

Franchise offer made by prospectus only.

e () ® 3 @
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SPECIAL ADVERTISING SECTION

The Right
Brand at the
Right Time

Join our Growing Family

We are seeking proven multi-unit operators

throughout the Western and Southwestern

US to join our growing family of Franchisees.

High national brand awareness
Exciting new restaurant designs
Flexible service options

Strong sales-to-investment ratio

EORS
ERANEHISE

INQUIRIES

A

(310) 846-8780 * www.sizzler.com

Offering by prospectus only

Franchise Developer

business opportunity?

Fronsmart

FRANCHISE DEVELOPMENT COMPANY

Now seeking qualified
area and master developers.

Ry

pizza \/A‘Pi ANO’

ANDELLA’S®
FLATBREAD

BROWSE ALL FRANCHISE OPPORTUNITIES:
fransmart.com
toll free:1 8884824454
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Franchise Developer

At Church's Chicken, we are extremely focused on
franchise profitahility. As a result, we offer some of the
best unit economics in the industry.

Corlaie ProfitMarEn A QL /0
Ui Coste

IFA® %z FRANCHISE WITH US!

Statistics are excerpted from Item 19 of Church's Chicken 2007 Uniform Franchise Offering Circular, and are based on
34 company-owned restaurants in the "Tower" brand image with drive-thrus. This is not an offer to sell a franchise. An offer
to sell a franchise will be made only pursuant to the Church's Uniform Franchise Offering Circular and in accordance with
applicable law. © 2007 Cajun Operating Company, under license by Cajun Funding Corp.

CALL SCOTT MOFFITT 866-232-4402 | WWW.CHURCHSFRANCHISE.COM

CAREER OPPORTUNITIES
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DINING RESERVATIONS & TABLE MANAGEMENT SOFTWARE

For information or a software demo, please contact us at
888.433.4725 or www.reserveinteractive.com.

—

EADY!
Enhance your efficiency, increase your
profitability, streamline operations
and provide your guests with a SATERRG

EVENT MANAGEMENT

personalized dining experience. NG, RESERVATONS

“‘ TABLE MANAGEMENT

RESERVE"

INTERACTIVE
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Vice President

of Franchise
Development

American Dairy Queen, Corporation (ADQ), franchises
and services more than 5,600 independently owned
and operated Dairy Queen® restaurants worldwide.

ADQ is seeking a Vice President of Franchise
Development to lead the creation of the company’s
objectives and strategies for new franchise restaurant
development in the United States and to manage the
Franchise Development team’s execution of those
strategies.

The ideal candidate will have a bachelor’s degree in
business; minimum of 10 years of successful franchise
development experience (including experience in both
franchisee recruitment and real estate selection);
working knowledge of development finance, design
and construction; ability to analyze and understand
complex contracts and other development-related
documents; refined personnel management skills,
and excellent organizational skills.

ADQ is a proud member of the Berkshire Hathaway
family of businesses.

To apply, please email your resume to:
VPDev@idg.com

ADQ is an Equal Opportunity Employer

»“’.b SV=RPURE
Pentair Water i
Join the Everpure team in one of
our sales, marketing, or engineering
openings. Visit our recruiting team
at NAFEM (Booth #6445) for more
information or contact:

Cortney Webb, HR Manager

630-307-3035 or
Email: cwebb @everpure.com
EOE nv/f/v/d

POS ProTECTION

Protect Your POS Touch Screen

sR.us films protect your POS screen fro

 Scratches by pens, pencils and fingernai
» Repetitive tapping resulting in desensitiz
malfunctioning screens

~ Screens are available in clear or anti-glare.
. Custom sizes also available. 3

Visit our website www.PosR.us or
Call 516-471-1976

ADVERTISE TODAY




vendor exchange

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

FOOD & BEVERAGE

Alaska Seafood Marketing Institute
p. 88. Promotes the use of Alaska
seafood in restaurants. Call (800)
806-2497 or visit the Web site at
www.alaskaseafood.org.

Allen Canning Co. p. 90-91, 92. A
full line of canned vegetables and
fruits. Call (800) 234-2553 or visit
www.allencanning.com.

Bush Brothers & Co. p. 1, 6-7.
Signature baked beans and other
products. Call (800) 251-0968 or
visit www.bushbeans.com.

Heinz USA Foodservice p. 63. Qual-
ity ketchup brand in convenient
pouch packs. Call (800) 547-8924
or visit www.heinzfoodservice.com.

Lamb-Weston/ConAgra Foods Inside
Back Cover. A variety of frozen
potato products. Call (800) 766-
1783 or visit www.lambweston.com.

Mission Foods p. 60. Maker of
tortillas, chips, strips and shells.
Call (800) 443-7994 or visit
www.missionfoodsfsc.com.

Monin Gourmet Flavorings p. 74.
Flavor concentrates to customize
beverages and more. Call (800)
966-5225 or visit www.monin.com.

National Pasteurized Eggs p. 78.
Pasteurized shell eggs enable
service of undercooked eggs. Call
(800) 410-7619 or visit the Web
site at www.safeeggs.com.

Nestle Brands Food Service p. 29,
87. Well-known brands for use in
foodservice. Call (800) 288-8682 or
visit www.nestlefoodservices.com.

Nice-Pak Commercial p. 15. Table
cleaning wipes are quick and
sanitary. Call (888) 33-WIPES or
visit www.nicepak.com/tablewipe.

Ole Mexican Foods p. 54-55. A line
of tortillas, chips and flavored
wraps. Call (800) 878-6307 or visit
www.olemexicanfoods.com.

Patrick Cudahy Inc. p. 79. Custom-
ized bacon and other pork
products. Call (800) 486-6900 or
visit www.patrickcudahy.com.

Portion Pac p. 57, 59, 61. Premium
condiments in a variety of indi-
vidual and bulk packaging. Call
(877) 362-5757 or visit the Web
site at www.portionpac.com.

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

Revolution Tea p. 102. Iced tea with
real fruit and herbs. Call (888)
321-47817 or visit the Web site at
www.revolutiontea.com.

Rich Products Corp. Back Cover.
Food products and custom
solutions. Call (800) 45-RICHS or
visit www.richs.com.

S&D Coffee p. 13. A variety of
coffee blends and flavors. Call
(800) 933-2210 or visit the Web
site at www.sndcoffee.com.

Smithfield Foodservice Group

p. 24-25. Precooked pork, sausage
and other meat products. Call
(888) 366-6767 or visit the Web
site at www.smithfieldfoods.com.

Tree Top Inc. p. 16. Premium fruit
ingredients for salads, entrees and
more. Call (800) 367-6571 x1552 or
visit www.treetop.com.

Veal Committee, National
Cattlemen’s Beef Association p. 56.
Promotes the use of veal in
restaurants. Call (800) 368-3138 or
visit www.vealstore.com.

EQUIPMENT

AJ Antunes & Co. p. 96. Steam-table,
warming and water-filtration
systems. Call (800) 253-2991 or
visit www.ajantunes.com.

Alto-Shaam Inc. p. 80-81. Energy-
efficient foodservice equipment
including ovens, holding cabi-
nets, fryers, rotisseries and chill-
er/freezers. Call (800) 558-8744 or
visit www.alto-shaam.com.

Edward Don & Co. p. 85. A full line
of foodservice equipment and
supplies. Call (800) 947-6640 or
visit www.don.com.

Hatco Corp. p. 10-11. Manufacturer
of a full line of foodservice equip-
ment. Call (800) 558-0607 or visit
www.hatcocorp.com.

Hoshizaki America Inc. p. 58. Ice
machines for use in foodservice.
Call (800) 438-6987 or visit the
Web site at www.hoshizaki.com.

Panasonic p. 64. Maker of the
Sonic Steamer microwave oven.
Call (888) 350-9590 or visit
www.panasonic.com/steam.

SUPPLIES/SERVICES

BuyerZone.com p. 73. The leading
online marketplace for buyers
and sellers of business products
and services. Call (888) 266-6766
or visit Www.buyerzone.com.

Cambro Manufacturing Co. p. 9.
Durable plastic products for
service, merchandising, ware-
washing and storage. Call (800)
833-3003 or visit www.cambro.com.

Deterministics p. 20-21. Opera-
tions engineering, facility design
and labor-management services.

Call (800) 322-4146 or visit
www.deterministics.com.

Edgecraft p. 86. Professional
knives and sharpeners. Call (800)
342-3255 or visit the Web site at
www.chefschoice.com.

Everpure Inc. p. 77. Commercial
water-treatment systems and
maintenance service. Call (800)
323-18173 or visit the Web site at
www.everpure.com.

Fishbowl Marketing p. 3. E-mail
marketing solutions for restau-
rant companies of all sizes.
Call (800) 836-2818 x130 or visit
www.fishbowl.com.

Franklin Machine Products Co. p. 62.
Replacement machine parts and
accessories. Call (800) 257-7737 or
visit www.fmponline.com.

HyperActive Technologies p. 31.
Real-time predictive technologies
integrate with kitchen systems to
speed service. Call (412) 322-3060
or visit www.gohyper.com.

QSR Automations p. 97. Kitchen
and dining-room management
systems. Call (502) 297-0221 or
visit www.gqsrautomations.com.

Wal-Mart Stores Inc. p. 104.
Real-estate opportunities. Call
(479) 204-2020 or visit the Web
site at www.wal-martrealty.com.

Wasserstrom Co. p. 95. Distributes
restaurant supplies such as table-
ware. Call (800) 999-9277 or visit
www.wasserstrom.com.

Wilbur Curtis Company Inc. p. 19.
A line of coffee and tea brewers,
dispensers and accessories. Call
(800) 421-6150 or visit the Web
site at www.wilburcurtis.com.

FRANCHISING

Franchise Developer p. 105-108.
News and business opportunities
for multiunit franchisees. Call
(630) 288-8467 or visit the Web
site at www.chainleader.com.

EVENTS/EDUCATION

Chain Leader LIVE p. 98-99. Insight
from the pages of Chain Leader.
For more information or to
register, call (630) 288-8201 or
visit www.chainleader.com.

NRA Educational Foundation p. 103.
ServSafe Alcohol Training pre-
pares servers to face critical deci-
sions. Call (800) 765-2122 or visit
www.servsafe.com/challenge/CL.

NRA Educational Foundation p. 32.
ServSafe food-safety training and
certification. Call (800) ServSafe or
visit www. servsafe.com/assess/CL.

Classified
Advertising

CoMPUTER SoFTWARE/POS

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

www.ChefTec.com

1-800-447-1466

FRANCHISE CONSULTANTS

! Start-Up & Established Franchisors
: NEED HELP FRANCHISING?

Call the iFranchise Group for a FREE seminar
: on “How To Franchise Your Business.”

.
(708) 9572300  7Franchise.
www.ifranchisegroup.com ” Group

STOCK IMAGES

- (0] »)

DELICIOUS FOOD IMAGES

for your signs, ads and menus.

wwsiosicoon g

ADVERTISE
TODAY!

CONTACT:

Jim McMurray

PHONE: FAX:

630-288-8467 or  630-288-8467
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off the clock

Baker Bros.’

Ken Reimer
trades the hustle
and bustle of the
city for a cowboy
hat and cattle.

By Maya Norris

Ken Reimer, chairman
and CEO of Baker Bros.,
runs a working cattle
ranch with about 50
head of Black Angus
cattle in Paris, Texas.

Chain Leader I October 2007

hen Ken Reimer isn't working on
expanding 12-unit Baker Bros., he
is living out his “cowboy dream,” he says.
The chairman and CEO of the Dallas-based
sandwich chain runs a cattle ranch, where he
is not afraid to get his hands dirty tending to
cows and more than 600 acres of land.

“For a South Bend, Ind., city boy, its one
heck of a world of difference from where we
started,” Reimer says. “It strikes us as very
peculiar because I don't know how much
farther away one gets from growing up in
South Bend, Ind.”

Do It Yourself

Three times a month, Reimer and his family
go to their ranch in Paris, Texas, about two
hours outside Dallas. The Reimer Red River
Ranch is a working cattle ranch with about
50 head of Black Angus cattle. The cow-calf
operation features one bull and 26 cows that
breed calves to sell at auction.

The ranch doesn't have a ranch manager
because Reimer enjoys taking care of the
cattle. He and his ranch hand round up the
ones that escape, feed them, rotate the cattle
among the five pastures, and administer the
shots for vaccinations, deworming or other
medical conditions.

In addition, Reimer constantly maintains
and improves the property, which includes
500 acres of forest, 125 acres of pastures and
two lakes. He usually mends fences, cuts and
bundles hay, fertilizes the pastures, repairs
the ponds and roads that have been eroded,

and plants trees. His wife,
Mary Kay, takes care of
landscaping the garden
and picking the pears,
plums, apples and peaches
from the orchard.

Learning a Trade

The acreage didn't start
out as a working cattle
ranch. Reimer bought it
30 years ago as place to
spend time with his wife
and four kids. But about
eight years ago, he decided
to buy cattle to help keep
the pastures from getting
overgrown. “We have these pretty pastures
that I had planted. They’re beautiful,” he
says. “So you have to cut them or they get
weeds and they look nasty. My wife said
maybe if we had some cows, they’d eat

the hay.”

So Reimer bought a dozen cows and a
bull. Unlike most ranchers, who grew up in
the business or earned degrees in agricul-
ture, Reimer learned about cattle ranching
from his neighbors, who have large cattle
operations. Now he finally feels comfortable
calling himself a cattle rancher.

“Underlying anyone’s vocation is a lot of
thought, learning, commitment, desire—all
of the above. And learning to do it techni-
cally perfectly well is difficult in any indus-
try,” Reimer says. “And ranchings like that,
too. On the surface, it feels easier, looks
easier than it probably is. But to learn to do
something professionally well is a joy. And
we do it. Thats why our little calves are in
demand.”

Family Time

But the ranch is not all about cattle. The
Reimers still spend time with their children
and 11 grandchildren there. They often ride
horses, bikes and ATVs; swim in the lakes;
fish; hunt deer; and trap wild hogs, foxes
and raccoons.

“They see a part of life that is so different
from city life,” Reimer says. “And that’s also
what refreshes the human soul and keeps us
intellectually interested in things.” m
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Trans
Fat 4

Otfer your customers more
Lero Grams Trans Fat choices
than anybody else.

After all, that's what we do.

With the Lamb Weston brand
Zero can be a very big number for your
business. With more Zero Grams Trans Fat options
to choose from, you can menu the best-tasting,
most wholesome potatoes without sacrificing
anything but the Trans Fats.
We offer health-conscious options for every

menu, from Canola Quick® Fries, Lambs Supreme®

Oven Roasted Russet & Redskin potatoes and
Stealth Fries® Oven Shoestrings

to our delicious Sweet Things®

. Sweet Potato Fries, kid-pleasing
Starz® and select cuts of GENERATION 7 7
Fries® that cook up to 50% faster than : : : i
conventional fries. ; o
R
Find out how Lamb Weston can "4

make Zero a big number for your business. E, -
Call 1-800-766-7783 today.

ALL THE ZERO GRAMS TRANS FAT
PRODUCTS YOUR HEART DESIRES,

ConAgra Foods Lamb Weston ¢ 599 S. Rivershore Lane » Eagle, ID 83616 » 208/938-1047 ® wiww.lambweston.com

©ConAgra Foods, Inc. All rights reserved.



authentic pizzeria-quality dough that works the way you do.

Rich’s new Della Supremae Fresh 'n Readye Oven-Rising Sheeted Pizza Dough works well in any situation.

- Multi-tasking? Great floor-to-oven tolerance, can be staged at room temperature.
- Large group? Prep in advance and keep ready in the refrigerator.
-In a hurry? Freezer-to-oven — just top it and pop it in.

This true pizzeria-quality dough bakes up to taste as good as it looks, with no proofing. Another great solution
from Rich’s. To menu authentic pizza no matter what your operation, call 1-800-45-RICHS or visit richs.com.

CARING FOR CUSTOMERS LIKE ONLY A FAMILY CAN®
RICHS

DellaSuprema:

© 2007 Rich Product Corporation





