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The Original Pink.
Sweet'N Low...it's expected!

9
8 20eraR O

www.sugarfoods.com

Sweet'N Low® is a registered trademark of Cumberland Packing Corp. © 2005 Cumberland Packing Corp.

The Pink Panther TM & © 1965-2005 Metro-Goldwyn-Mayer Studios Inc. All Rights Reserved.



BRIEFING BOOK

ON THE DOCKET

Franchisee Sues Wine Bar Over
More Than Grape Expectations

that The Grape misrepresented the amount

ON THE MONEY

Tom See says he was duped. After his com-
pany, Accordant Group Inc., opened a unit
of The Grape, a wine bar and retail shop,
in November 2005, See claims he’s learned
that The Grape Franchise Group wasn't
truthful in its Uniform Franchise Offering
Circular. So he sued the Atlanta-based
franchisor.

Happens all the time, right? What’s
unusual in this case is that, besides alleging

of investment and the
return a franchisee
should expect, See
claims founder Jack
Mazur’s less-than-
litigation-free career
was not revealed. The
complaint indicates
that See would not have signed on with
The Grape had he known Mazur had been
disbarred in Missouri in 1990 and had
been president and CEO at PHP Healthcare
Corp. when it filed for bankruptcy in 1998
and subsequently fired from that company.
See says these things and more should have
been disclosed in the UFOC. He wants The
Grape to buy back his unit for $873,866,
and is seeking punitive damages.

Mazur’s attorneys deny all See’s claims.
In a statement to the Atlanta Business
Chronicle, Marty Thallman, president of
The Grape Franchise Company, wrote:

“We have stressed from the outset to our
franchisees, you will experience a return
equivalent to the extent of your efforts and
commitment. Mr. See’s results are commen-
surate with his effort and commitment.”

See will let the courts decide.

The Grape told Chain Leader (“Growing
on the Vine,” April 2005) that unit vol-
umes averaged $1.4 million in 2004, when
it had three units. It currently has 24 loca-

The Grape's goal is

to help customers
demystify wine. One
of its franchisees says
the company tried fo
keep its founder’s past
a mystery.

Things Are Looking Up

You know how restaurant
stocks —particularly in casual
dining—are taking a beat-
ing on account of slowing
same-store sales? Well, maybe
they're not. On Aug. 7, BB&T
Capital Markets analyst Barry
Stouffer reported that restau-
rant issues posted two positive
weeks in a row.

Prices for the 41 restaurant
stocks Stouffer follows climbed
2 percent in the first week of

Chain Leader @ September 2006

August while both the Dow
Jones Industrial Index and the
Russell 2000 Index inched up
0.2 percent. The report also
contained cautiously optimistic
news on valuations, which
averaged 19.1 times EPS esti-
mates for the group (excluding
the two highest and lowest
valuations).

Not bad, really, consider-
ing restaurants’ average
valuations have swung from

11 times to 25 times earnings
over the last 13 years, accord-
ing to Stouffer.

lt's a small comeback, how-
ever. Two weeks earlier, on
July 24, Paul Westra of Cowen
and Company reported that
the stock prices of the 41
restaurant companies in the
Cowen Restaurant Index had
set a new 52-week low affer
tumbling 21 percent in July.

Chains posting second
quarter comparable-store-
sales gains include Ruth’s
Chris (6 percent at company-
owned units), The Capital

tions in the Southeast.

Grille (6 percent), McDonald's
(5.5 percent globally) and
Chipotle (14.5 percent).
Meanwhile, the Federal
Reserve left shortterm interest
rates unchanged at 5.25
percent on Aug. 8, suggesting
that the Fed recognizes the
U.S. economy has cooled.
While some market watchers
predict a positive impact on
consumers, analyst Stouffer
doesn't think restaurants will
profit from the pause. “I don't
see how it changes anything
about the consumer’s current
pocketbook,” he declares.




your bottom line O

here's to those

who can

If you'd like to increase profits, you'll find it may help to seat
American Express® Cardmembers at your tables. Research shows

that American Express Cardmembers not only dine out more frequently™
and spend more per person than customers who use other cards—

but they are also up to 10% more likely to purchase beverages**

To learn more about the advantages of welcoming American Express Cards
and how to begin accepting the Card, please call 1-800-445-2639

or visit americanexpress.com/merchantvalueZ.

* Source: Brookfield Research, November, 2005

**NPD Group/CREST® Data from January 1, 2004 through December 31, 2005. American Express spend is compared to other
credit and debit cards. On average, American Express Cardmembers spend 16% more on fine dining, 15% more on family dining ANMIERICAN
and 12% moare on casual dining, per person. For beverage purchases, the likelihood for American Express Cardmembers is 10% EXPRESS
more for fine dining, 9% more for family dining and 3% more for casual dining. This includes alcoholic beverages as well as all
other purchased beverages.
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16 Attitude Adjustment

Bennigan’s Grill & Tavern has launched an edgy, food-
focused campaign designed to make the
30-year-old concept top of

. . ‘“(
mind with 21- to 34-year- WD L WA h“\ “““ Witk

old consumers. The latest N \N“d !

commercials promote a new \“\“\i\\f\l\“ 00U,

line of appetizers and entrees NIER

cooked with Trish favorite -
"Bt

Guinness beer. Bennigan’s m';,’gﬁ UGUZM

hopes to stand out by strength- -

ening the Irish and tavern
qualities of the chain.
By Margaret Littman

RESTAURATOUR

20 A Fresh Start

Boudin SF’s new prototype capitalizes on the brand’s bread-baking
heritage. Its display bakery is a spot of white in the warm, invit-
ing space, where walnut-finish floors, tabletops and deep colors are
meant to evoke a San Francisco of years past. The company plans
to open 50 units in the next five years in Northern and Southern
California and in a third undisclosed market.

By Lisa Bertagnoli

Tooute OF THeE TownN

29 Balancing Act

Director of New Product Development Daniel Barash must walk a
fine line between keeping each menu at Raving Brands’ eight concepts
distinct while taking advantage of synergies across the system. Barash
cross-utilizes ingredients, collaborates with vendors to streamline
production, and works closely with each concept’s brand leader to
develop new items and refine the menu.

By Monica Rogers




CoOVER STORY

5 Cast in a New Light

President and CEO Ken Cole has spent the last five years reimaging
Sizzler USA with a new menu and prototype in the hopes of bringing
the beleaguered chain back to its former glory. The goal: hold onto
core customers while making the brand relevant to lapsed users and
young families. Since rolling out the changes in 2003, Sizzler has seen
modest same-store-sales gains and is finally expanding again after
more than a decade.

By Maya Norris

Liouip MEASURE

37 Tapped In

Rock Bottom Restaurants developed a training DVD dubbed “Bar
Camp” to teach servers how to sell more nonrefillable drinks, particu-
larly its high-margin craft beer. Since March the company’s system-
wide per-person average for nonrefillable beverages has climbed

7 percent, and half of those drink orders are for beer.

By David Farkas

Foop SAFETY

54 Second Generation

Sonic Drive-Ins food-safety program continues to evolve to stress the
importance of quality among its franchisees. Based on the Food and
Drug Administration’s food code and best-in-class restaurant prac-
tices, the Sonic Safe program exceeds the standards of local regulatory
agencies and uses unannounced third-party audits.

By Mary Boltz Chapman
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ON THE NET
Site Relaunch

¢ A more functional and userfriendly
www.chainleader.com.

Web Exclusive

® Check out the latest concepts Rainforest
Cafe creator Steven Schussler is
brewing up in a four of his idea lab.

Cover Society Podcasts

® David Goronkin says Famous Dave's
has only just begun.

® Michael Kaufman on updating aging
brands and developing new ones.

How to Grow to 100 Units

® Web-exclusive content and related
articles on growing concepts.

® Video coverage of Chain Leader’s
“How to Grow to 100 Units” roundtable.

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

Plus

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

® Daily news.

® Franchise opportunities.

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

www.chainleader.com
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Americas #1
baked beans get
the approval that

Your
customers.

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

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

CASH BACK ON EVERY CASE
Get $3 cash back for every case
of Bush’s Best Baked Beans you buy
through 10/31/06. No case limit.

Contact your sales representative.

A family of favorites.

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

S\NCE 190g

BEST :

FOODSERVICE

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

*Nielsen Data, Total U.S. Baked Beans ©2006 Bush Brothers & Company



EDITORIAL

Chicago Politics

n Chicago, a run to the border likely doesn’t have anything to do with Taco
Bell, probably not even immigration issues. Here, it might mean leaving the
city for one of its upscale suburbs with a French restaurant for some foie
gras, illegal in the city as of Aug. 22. It could one day mean going beyond

In ifs June issve,
6Q called Chicago
the best restaurant
ity in America.
It may have

spoken too soon.

MaRry BoLtz CHAPMAN,
EpiToR-IN-CHIEF

(630) 288-8250
mchapman@reedbusiness.com
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What You Can and Cannot Eat
If you think the Chicago
City Council’s ban on foie
gras affects only high-

end restaurants and their
snooty customers, you're
wrong. It sets a bad prec-
edent for many reasons.
The ordinance was passed
because of the way birds
are fed to fatten their liv-
ers. This potentially opens
the door to ban food
based on how animals are
treated or based on other
ethical—not legal—decisions. Where is the
line drawn? And who gets to draw it? Local
office-holders? The court system? Certainly
not the dining public.

An indication of how customers feel
about the ordinance: Many restaurant opera-
tors are reporting that people were trying
foie gras for the first time, perhaps just to
thumb their noses at those who would try to
regulate what they can and cannot eat.

Close to Home

In case you still don't think banning one
admittedly esoteric ingredient is foreboding:
Some city aldermen have proposed banning
the sale of trans fats within the city limits.
You certainly have those on your menu.
Fortunately, in this case, Mayor Richard
Daley responded, “Is the City Council going
to plan our menus? How far should govern-
ment go?” He suggested they focus on edu-
cation about health and exercise rather than
trying to regulate ingredients.

the city limits to satisfy a fast-food fix, because some aldermen are trying to
ban trans fats. Or it could mean crossing the street to a first-ring suburb to
shop at Wal-Mart—or find an entry-level job there.

But who could blame them for trying?
They succeeded before. And T'll bet they will
try again.

Bad for Business

The latest bit of Chicago politics that I can
only shrug at is a City Council ordinance
requiring so-called “big box” stores to pay
employees a $10 minimum wage, plus $3
more in benefits. “Big box” means stores
that are 90,000 square feet or more and run
by companies making $1 billion or more in
annual sales.

Wal-Mart, Target and other retailers have
said they will not open new stores in the
city. Which won't help the lower-income
people the council was trying to help by
providing a living wage, and will take away
potential commercial development, income
taxes, jobs and other economic impact.

Daley has argued against the regulation
and has until Sept. 13 to veto it. The mayor
is apparently keeping quiet until then,
gathering support so his veto doesn't get
overruled.

You might be thinking, this is retail, not
restaurants. But if local government can
make rules based on fine lines differentiat-
ing what kind of business you are, they can
decide “chains” have to pay higher wages.
Or that “big restaurant companies” have to
keep trans fats off the menu or list ingredi-
ents on labels or offer health insurance to
all employees.

And if all this can happen in a city known
for being business-friendly and recently
named the best restaurant city in America, it
can happen anywhere.

siajuip| ppot Aq ojoyq



Cajun-Fri Turlzey Filets

OT JUST

another

And rig’lltly so. Consumers’ palates are more refined than ever, o it's important that your menu become equaﬂy soplﬁsticated.
That's why Carolina Turkey provides the most innovative line of foodservice products available. From versatile cuts of turkey to
custom products and unique packaging, we'll work to make your concept as creative as possible. Our proprietary process delivers

llig’]l quality, great-tasting turlzey your customers won't soon {orget. So if you're loolzing fora company that provicles smarter

~ menu options, let us show you what Carolina Turkey can bring to the table. For more information call 800-523-4559, ext. 687.

3 v~aa Pasta
L aemnis,
: \e_eﬂ ¥ <& Q(z %

© 2006 Carolina Turkeys.
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The capital you need

may be closer than you think.

Your business plans — for expansion, M&A,
development or enhanced liquidity — require capital.
Your real estate may be the source of that capital.

Sovereign Investment Company can unlock the value
of your real estate assets through sale/leaseback
solutions developed specifically for business owners,
operators and franchisees.

With a streamlined process for quickly valuing and
closing transactions, you get the capital you need
when you need it from investment professionals that
understand the way you do business.

For more information call one of our representatives
or visit www.sovereigninvestment.com/leader

I SOVEREIGN INVESTMENT COMPANY |

release your potential

ROBERT B. BICKEL CALIFORNIA 415 489-6860 | GIN T. CHAO NEW JERSEY 609 524-4009 | BARRY D.BAIN [LLINOIS 630 690-4335

providing capital to operators of recognized franchise brands across the nation

Vi Vi
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Let’s Talk Turkey!

I wouldn’t use a product that doesn’t work.

WAITRPADS® have long had a home at HUBER’S —~ they help our servers sell.

More than that, they help us maintain the gracious dining experience we offer our customers
through efficient, accurate service. Our customers love our turkey specialties and our
Spanish coffee, but it is the attentive service and congenial atmosphere
that keeps them coming back.

B g p e mes S
: 7

OWNER — HUBER’S ® PORTLAND, OREGON

(o

R P T
7 Lol

e S, i

; 2 WAITRPADS® are conveniently

available through your NATIONAL™
food service distributor. gl(—)IE/ICI:’IXT\INYG

Call 1-800-774-0536 for samples.

For more information about WAITRPAD® call 1-800-774-0536 or visit our website at www.nationalchecking.com
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. Never bin matched

Follett exclusive, patented SmartGATE"
offers safe, easy access to ice.

* Ice access at bottom of bin; first ice produced

is first ice used

-+ Controlled ice flow for’minimum sp'ﬂillage

«_Safely shields user ffom falling ice/harvest

»“No avalanches; break up-bridges/through gate

800:523.9361 for a compléte catalog or visit
w-fellettice.com/smartgate
for more information.

our website at

Innovative solutions, inspired by ice




IT'S MASTERED THE PRINCIPLES
OF THERMODYNAMICS,

TIME MANAGEMENT

AND CHICKEN MARSALA.

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

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

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

TIMELES S,
training and use.To learn more, contact your Hobart/Traulsen sales representative or visit www.traulsen.com.
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Lavazza's Washington Street
location is the largest of the
three in downtown Chicago,
at 2,094 square feet and

40 seats. The other two
stores are each about 1,100
square feet with 20 seats.

Savory salads and sand-
wiches round out the menu,
which is heavy on coffee
drinks and sweets.

The interior features
Italian marble, furniture
and cherrywood finishes.

SNAPSHOT

Premium Espresso,
Arlington Heights, IIL

AVERAGE
UNIT VOLUME

$430,000*
EXPANSION PLANS

*Chain Leader estimate
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Easy Does It

Lavazza, the Ifalian coffee chain, fakes a low-key approach
with ifs first three U.S. locations. sy usa ermenou

ith hundreds of cafes in
Europe, Lavazza is famil-
iar to both Europeans and
frequent travelers to the
Continent. But the Turin, Italy-based coffee
roaster has taken a decaffeinated approach
to expansion in the United States.
In 2005, Lavazza opened its first three
U.S. locations in downtown Chicago

with no fanfare, the plan being to test the

market’s waters before making a big splash.
“Chicago is a great city, a crossroads geo-
graphically and demographically, and it’s
a splendid location to test a concept,” says

Joerg Oberschmied, vice president of oper-

ations for Arlington Heights, Ill.-based Pre-
mium Espresso, the U.S. arm of Lavazza.

Tourist Attraction

The menu offers cold and hot coffee
drinks, breakfast pastries, desserts, gelato
and light savory items such as salads and
sandwiches in a limited-service setting.
Gelato and desserts are made in Italy, flash-
frozen and flown to the United States,

- while savory items are made on site.

The look is European, with marble
floors and cherrywood chairs imported
from Italy and sleek display cases holding
desserts and packaged salads. Blow-ups
of photographs from Lavazza’s annual cal-
endar are on the walls; the calendar “is a
fairly big thing” in Italy, Oberschmied says.
Fashion photographer Ellen von Unwerth
shot the 2006 calendar.

Given the downtown locations, Lavazza’s
core clients are businesspeople, some of

whom visit several times a day, Ober-

schmied says. Tourists, especially those

from Europe who recognize the blue
Lavazza logo, are also fans: “A group at the
Washington store applauded the staff when
they had the coffee,” Oberschmied says.

Regional Accents

During the stores’ first year of operation,
Lavazza took notes on the differences in
the U.S. market. “This is definitely a drip
market,” while Lavazza’s European cafes
specialize in espresso, Oberschmied says.
Upon seeing that the cafes are a favorite
among women, the company added more
salads and lighter sandwiches.

While the majority of menu items and
coffee drinks were invented in Italy, the
Chicago stores have created a few. One
example is Blendissimo, a line of four
blended coffee-and-gelato drinks. “When
some corporate people came here, they
took them back to the Italian market,”
Oberschmied says.

Current plans are to stay the low-key
course. “Our focus is on the three stores we
have, and we want to make them success-
ful,” says Oberschmied, who won't discuss
financials. The company recently hired a
public-relations firm to help get the word
out but has no plans to advertise.

Lavazza’s success with the restaurants
may well depend on whether customers
make the link between the restaurants and
its wholesale coffee, which Premium sells
to many Chicago restaurants and hotels.
“It’s a high-quality product and that will be
their thing going against Starbucks,” says
Isidore Kharasch, president of Hospitality
Works, a Deerfield, Ill.-based restaurant-
consulting firm.
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Altitude
ADJUSTMENT

Bennigan’s
goes dfter the
younger crowd
with an edgy,

food-focused
campaign.

BY MARGARET
LITTMAN

Chain Leader @ September 2006

hat’s a pub without people? Doesn’t
sound like much of a happenin’ hang-
out. But as 30-year-old Bennigan’s Grill
& Tavern developed its new advertising
campaign designed to create a “rowdier,
edgier” positioning for the chain, it elimi-
nated the human element from its ads.
“We wanted to focus on the food and differentiate from

. our larger competitors,” says Clay Dover, vice president of

- marketing for the Plano, Texas-based chain. “We wanted to
¢ have advertising that makes you pause, is a little bit irrever-
- ent. We feel we have that leeway with our guests. We are

- allowed to do that.”

The chain’s new advertising agency, St. Louis-based Pro-

- paganda Inc., created six TV spots—one for each limited-

. time offer the chain has in 2006—and radio spots that focus
- on Bennigan’ food and edgier attitude. Examples include

- a commercial for a fajita burger that suggests tortillas are

© starting to panic and a wings ad that suggests diners “tell

[their] mouth to quit being such a pansy.” They currently air

in Chicago, Houston, lowa, Michigan, Florida, New Mexico,
. Pennsylvania and Delaware.

Propaganda began working with Bennigan’s in late 2005,

- with a goal of having the campaign ready for the anniver-

. sary year, a process Flint Finlinson, a principal at the firm,

- likens to changing a flat tire while the car is barreling down
. the road at 60 mph. Dover worked with Propaganda when
- he was director of marketing at Houlihan’s, and the agency
. welcomed the chance to bring Bennigan’s to top of mind

: with 21- to 34-year-old users, says Finlinson.

Feeling Younger

“The younger demo is where we are finding a lot of our

. lapsed users. There are people who remember being in col-

- lege, with their friends, going drinking at Bennigan’s. There

. is a lot of nostalgia,” Dover says. “But we want to maintain

- a fresh attitude. This is not the fern bar of 20 years ago. We

- want an edgier brand attitude. We want people to say, ‘Did

- they just say that?”” He believes that once people grow up,

- they want to seem and act younger than they are, so the

- chain will get some 40-somethings interested in hanging out
© at Bennigan’s if the 30-somethings think it is cool.

“Bennigan’s Grill
with Guinness Glaze”
Length: 30 seconds

WE DI WHAT ANY TRUE
IRISHMAN WOULG DO WITH
AMERICAN FOOOD.

1. Voice-over: We did what
any true Irishman would do
with American food.

CUINNESS guAzED 7
cmmu mmw \ -

o

3. Bennigan’s has given the
distinctively brilliant taste of
their exclusive Guinness Stout
glaze to seven menu favorites.

GUINNESS" 6
TOP SIRLO

5. Five undeniably
delicious entrees.

7. Eat responsibly.




WE D10 WHAT ANY TRUE
IRISHMAN WOULS DO WITH
AMERICAN FOOD.

2. We put beer in it.

" GUINNESS” CLAZED
N SHRINR:

4. Two irresistible
appetizers.

6. Guinness Stout glaze gives
these American classics
a unique Irish flair.

8. At Bennigans.

“We're trying to return to cool in 2006, but what was cool
20 years ago is not cool now. That’s why we are trying to dif-
ferentiate ourselves by being tongue-in-cheek,” Dover says.

When Bennigan’s describes its positioning as “rowdier,
edgier, cooler,” Finlinson explains that it is relative. Benni-
gan’s Bar & Tavern may be rowdier than it was a year or two
ago, and rowdier than T.G.I. Friday’s, but not as rowdy as
the neighborhood rugby fan bar down the street.

“We never go out and claim we are cool or hip,” Finlin-
son says. “It is all in the attitude of the creative.”

Go with Guinness

The company and Propaganda combined that edgier attitude
and Bennigan’s Irish bar concept by developing and promot-
ing appropriate new menu items. A cheeseburger salad dish
achieves the “what?” factor Dover sought.

A line of new appetizers and entrees cooked with Irish
favorite Guinness beer strengthen the Irish element and the
tavern qualities of the chain, while making food and drink
the star. Dover estimates that the chain tested hundreds of
iterations of a Guinness glaze before settling on the one used
on popcorn shrimp, baby back ribs, top sirloin and other
dishes. He says Bennigan’s is one of the largest Guinness
beer outlets in the United States, which is why the brand
partnered with Bennigan’s to develop the recipes.

The Guinness items, like all the LTOs, were developed to
make life as easy as possible for the staff. For example, the
chain already served ribs, so adding Guinness-glazed ribs
wasn't an operational complication for the kitchen.

Each limited-time menu item is available for nine weeks.
Because the Guinness items have only been out for four
weeks, Dover says it’s too soon to say how well the dishes
are selling. But he is “pleased with the results” so far.

Dover concedes that casual dining is a mature segment,
and Bennigan’s is a chain that has been around for three
decades. While expansion plans call for as many as 30 new
units in 2006, the chain still has less than half the number
of units as Friday’s and Applebees.

“Our heritage is in the bar. We are a tavern and grill,
our roots are from the bar. The restaurant is, literally, built
around the bar. Along with the 30th anniversary this year,
we wanted to reconnect the advertising with that strategy,”
Dover says. “That’s one of the challenges of casual dining.
We have to cling to what sets us apart.”

Alcohol sales vary greatly among Bennigan’s restaurants,
Dover says. In some units just 10 percent of sales come from
alcohol, in others it is as much as 50 percent.

While both Bennigan’s and Propaganda will measure suc-
cess of the campaign—which will cost less than $10 mil-
lion—Dby sales increases, Finlinson has an additional hope
for the food-centric spots: “I hope they make somebody say,
‘Wow. I'm suddenly hungry. Let’s go.”

SNAPSHOT

Bennigan’s Grill
& Tavern

OWNERSHIP

Metromedia
Restaurant Group,
Plano, Texas

2005
SYSTEMWIDE SALES

$703 million

2006
SYSTEMWIDE SALES

$710 million*
AVERAGE CHECK

Less than $10
million

AD AGENCY

Propaganda Inc.,
St. Louis

EXPANSION PLANS

30 in 2006

*Chain Leader estimate

September 2006 ¢ Chain Leader




Serve sensational-tasting chili that's a match for scratch. Made to
our demanding standards with the finest quality pinto and kidney
beans, chunks of premium beef and zesty vegetables in a rich,
flavorful sauce.

Entrée, soup or side, our ready-to-serve chili is ready to wow your
customers. And wow you, with a 96 oz. batch-size pouch that’s easy
to store and pour. Taste why being picky about quality makes our
chili the very best.

SI\NCE 1904

BUSH'S

BEST

©2006 Bush Brothers & Company
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BOUDIN SF

BREAKFAST - LUNCH ' 'DINNER:-SOURDOUGH
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GESD Capital
Partners,
San Francisco

LoCATION ‘
Costa Mesa, Calif. ' i |
OPENING r
July 6, 2006 —ark B
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3,500 square feet '

|
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SEATS =
75 inside, 25 outside

AVERAGE CHECK

$8

' |
2006 UniT VoLume | A
$900,000
($1.8 million
expected AUV)

EXPANSION PLANS : > . .
L Boudin Bakery’s new design pairs a from-scratch

Lo bakery with a warm, inviting dining room.
50 within the next ;
five years 4 BY LISA BERTAGNOLI
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Photagraphy by Kingmond Young

ustomers entering the
new Boudin SF bakery-
restaurant in Costa Mesa,
Calif., can’t help but notice
the abundant display of
crusty, brown sourdough
loaves and, off to the side,
a gleaming white display
bakery separated from the
ordering area by a glass wall.

This is no bake-off bakery: It’s the real
deal, says Jeff Drake, chief operating officer
at San Francisco-based Boudin Bakery &
Café. “Flour, water and sourdough starter,”
Drake says, noting that fresh sourdough
starter is shipped to Costa Mesa from San
Francisco every three or four weeks.

The 500-square-foot bakery is a spot of
white in the warm, inviting space, whose
walnut-finish floors, tabletops and palette
of deep red, gold and navy are meant to
evoke a San Francisco of years past. Black-
and-white penny tile covers the floor of the
entryway and order area. Booths are uphol-
stered in a deep-red fabric, and banquettes,
with a thick gold, red and navy stripe.
Walls are painted a buttery yellow called
sourdough, topped with walnut-finished
crown molding. Black-and-white photos
of builders working on the Bay Bridge and
Golden Gate Bridge decorate the walls. A
dramatic portrait of the chain’s master bak-
ers dominates a back wall.

The bread bakery is one of the restau-
rants three design mandates, according
to Drake. Another is the bread rack and
display of sweets at the counter. The third
is the colors and finishes, which echo the
look of Boudin’s Fisherman’s Wharf loca-
tion in San Francisco, a 27,000-square-foot
extravaganza that includes a bread shop,
bread museum and full-service bistro.

Brand Evolution
Executives don't consider Boudin SF a
prototype but rather the next step in a
brand evolution. The first step was opening
the Fisherman’s Wharf unit in May 2005.
“We looked at this fantastic brand and
company and wanted to start sharing it,”
Drake says of the concept and expansion
plans, which call for 50 units to open in

RESTAURATOUR

the next five years in Northern and South-  : (Opposite) Boudin looked at

ern California and in a third market, which 15 banquette coverings before

he would not disclose. “We wanted to cap- = deciding on a wide stripe that

ture the essence of Boudin.” - picks up the room’s main colors.
The prototype bespeaks other changes

at 15-unit Boudin, which is owned by - (Clockwise from top) The cafe

GESD Capital Partners, a San Francisco- - has two entrances: one from

based private-equity firm. GESD partner - the outside and one from the

Louis Giraudo’ family bought the concept i mall's interior.

from the Boudin family in 1941. In August

2004, GESD purchased Go Roma Italian - One of the restaurant’s focal

Kitchen, a four-unit fast-casual chain, and ~ © pointsis the display of bread

merged it with Boudin under a parent com- and sweets at the counter.

pany called Forklift Brands. - Boudin makes all of its bread
Executives began working on the - onsite in a display bakery.

Boudin SF design in 2004 and located the

Costa Mesa site, in the upscale South Coast

Plaza mall, in January 2005. Aria Archi-

tects of Chicago completed the original

plan, but before the Costa Mesa location

opened, Boudin called in San Francisco-

based Axis Architecture & Design to make

some site-specific modifications.

September 2006 ¢ Chain Leader
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Vintage postcards of San
Francisco inspired Boudin SF’s
color palette.

(Clockwise from top) The
saturated tones of vintage
postcards inspired the color
palette.

Marble and walnut finishes
and penny-tile flooring evoke
a vintage feeling.

In future Boudin SF stores, the
aisle leading fo the beverage
station will be wider fo ease

traffic flow.
Axis created a 3-D model of the space, . design surprise, it had no windows. Lofra-
then used it as a study model, explains © no5 challenges included adding two kinds
Terryl Lofrano, architect and Axis princi- ¢ of windows: those that allow views in and
pal. “The location turned out very much - out of the restaurant, as well as shadow-
i like the model,” Lofrano says. - box type windows that will serve as mar-
This floor planis designedto ~ © The space, wedged between a Claim . keting and display cases. The windows are
show the location of each key  ©  Jumper and Z'Tejas, had been vacant. Ina ~ crisscrossed with black frames that evoke a
photograph. Shot numbers . Fisherman’s Wharf warehouse.
correspond with numbersin j T ° | Lofrano also expanded the storefront so
select photos. 5 —‘ L ©its more visible from the shopping center’s
KEY L . parking lot. He also made the entry and
_—— Direction of shot - order-taking space bigger.
1=Shot No.

Attention to Detail
While the space looks simple, details
abound. Guests clip order numbers to
small, matte-black wire stands on each
table. The numbers are printed on round
cardboard disks embellished with a bread-
themed quotation. Wire-mesh partitions,
reminiscent of a baker’s rack, top the backs
of banquettes.

Another important detail: a new menu.
In addition to soups, sandwiches and

Position of camera

22 | Chain Leader @ Sepfember 2006




Trade up to
top-shelf
television.

It's equal parts sports, music, news & entertainment, served straight up. All with 100%
digital-quality picture and sound, exclusive programming and consistent national pricing.
Trade up to DIRECTV®service. 1-310-964-5311 DIRECTV.com/business

DIRECTV
HIGH REVOLUTION TV™ FOR BUSINESS”

©2006 DIRECTV, Inc. DIRECTV, the Cyclone Design logo and HIGH REVOLUTION TV are trademarks of DIRECTV, Inc.




$6.99

ENTREE

Cobb Chopped Salad:
chicken, iceberg and romaine
lettuce, tomatoes, peas,
hard-boiled egg, blue cheese,
bacon and vinaigrette, served
with fresh-baked bread,

California Veggie:
Havarti, pepper-Jack cheese,
avocado, red peppers,
cucumber, lettuce, sprouts,
red onion, tomato and sun-
dried-tomato spread on multi- PI7A
grain bread, served with potato
chips or organic greens, $6.29

Crab Macaroni & Cheese
(pictured): Dungeness crab,
penne pasta, sharp cheddar

cheese and toasted

bread crumbs, served with
fresh-baked bread, $9.99

Spinach & Mushroom Alfredo:
Alfredo sauce, fresh spinach,
sauteed mushrooms, garlic,
mozzarella and Parmesan
on a hand-stretched
sourdough crust, $7.99

(Clockwise from top) The
restaurant offers limited-
service; menu items includ-
ing hot entrees take less than
five minutes fo prepare.

Both the booths and awnings
are red, providing a visual
connection between Boudin’s
interior and exterior.

Decorative fouches including

a portrait of Boudin's master
bakers promote the brand.

24 | Chain Leader ¢ Sepfember 2006

salads, the menu features seven entrees,
all made from scratch and engineered to
be prepared in five minutes or less. The
entrees have helped establish a strong
dinner daypart: Dinner accounts for 30
percent of total sales, and the new entrees
account for 30 percent of dinner orders,
Drake says.

Tweaks already made and those in the
works concern details as well. For instance,
the company is not happy with the lighting
of the bread display. “It’s the wrong color,”
Drake says. “We're still working on it—we
want to make it better.” As for value engi-
neering, “we’ll do it both ways—add and
subtract,” says Drake, who will not release
building costs.

In future stores, the aisle between the
expediter station and the row of banquettes

RESTAURATOUR

Boudin SF’s in-store bakery
is visible from the outside
of the restaurant.

i 1

will be made wider for ease of negotiation,
and the ceilings will be lowered to cut con-
struction costs and give the space a cozier
feeling, according to Lofrano. In addition,
the company will dedicate one register to
bread and call-ahead orders to streamline
traffic flow at the counter.

Two weeks after opening, sales were
somewhat ahead of plan, Drake says, but
he won't release specific figures.

He says lots of traffic is coming from mall
employees: “They will be our ambassadors.”
Initial marketing efforts included visiting
nearby offices with samples of bread and
holding a preopening party.

Grass-roots efforts, to be sure, but not
unusual for a brand that, despite its history,
considers itself young. “We're a 156-year-
old startup,” Drake says. [
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Ask your
| broker about
: . ll:loney Saving
Caramel Pecan Tarts - cehates avaijlaple
made with HERSHEYe’S Classic Caramel Topping for the bakin

S season!

Brazilian Fall Salad with Chocolate
Hot Chocolate Coffee

e Put on-trend recipes to work for you
at every daypart.

o Offer the brands that are among the most
recognized in the world.

e Count on the industry’s leading branded
sweet ingredients supplier.

made with HERSHEY®'S Cocoa made with HERSHEY®'S
Chocolate Syrup

HERSHEY.S z

FOOD SERVICE

For recipes and ideas, visit
www.hersheysfoodservice.com
©2006 The Hershey Company or call 877-772-3556.

Branded Ingredients You Can Trust.




Envision
The Ideal Warmer.

We’ll Make It Appear.

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

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

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

With Hatco, you get it your way. Through our many options, you have the flexibility
- - to design a Foodwarmer that best meets the unique needs of your operation.
= 9 —— We call it customerization. You'll call it mind-reading!

Our Products Are Solid. Our Solutions Are Clear.

CORPORATION

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

www.hatcocorp .com




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

Sometimes when you're running a bakery operation all you're doing is running. You understand
that. Your managers understand that. And after 80 years in the bakery business, Dawn certainly
understands that. For decades, we've helped chains make the most of their bakery programs.
We provide every type of bakery product essential to your success, including customized products,
to keep quality consistently high from location to location and region to region. Those products .
are backed by ideas and support designed specifically to suit your operations, created by the %
best research and development and customer service teams in the business. And it's
all powered by nationwide and international distribution strength that gets you
what you need on time and accurately. So tap into all the customer benefits
that Dawn'’s single-source production and distribution can provide. Contact your *
Dawn representative or call 1-800-248-1144, when you have a moment to spare.

. _

FOOD PRODUCTS, INC.
Bakery success starts here.

Jackson, Michigan . dawnfoods.com
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Man of many menus
Dan Barash keeps
Raving Brands’ concepts

distinct but finds synergies
behind the scenes.

3
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ou can't travel far in Atlanta
without seeing a Raving Brands
venue. Home base for the 575-unit
company, Atlanta’s got the most
multiples of the company’ eight
concepts: There’s liquid fuel at hip PJ’s
Coffee and Planet Smoothie, and breakfast
all day at the Southern-artsy Flying Bis-
cuit Cafe. Lunch and dinner are offered at
“healthy as you want to be” Doc Green’s
Gourmet Salads, burrito-shacky Moe’s
Southwest Grill, fast-casual Mama Fu’s
Asian House, island-feeling Boneheads
Grilled Fish and Piri Piri Chicken, and
Georgia-licious Shane’s Rib Shack.

But given the company’ fast growth
through its franchisee-friendly plan, more
towns will soon match Atlanta for sheer
number of Raving restaurants. The com-
pany has signed leases for 200 more units
by the end of 2006 and will have 1,200 to
1,500 total by year-end 2008.

Holding the menu reins behind such a
broad group of concepts requires strong-
handed steerage—and synergistic strategiz-
ing. Director of New Product Development
Daniel Barash is the guy with those reins.

#
=

Director of New Product
Development Daniel Barash
is tasked with ensuring that
menus at Raving Brands’
eight concepts are distinct yet
take advantage of synergies
across the system.

The upside to overseeing so many
menus? “This is not a mundane job,” says
Barash. “With so many brands, there’s
unlimited potential for leveraging products
and pricing and building great relation-
ships with manufacturers.” But on the
downside: “It can get confusing. This job
definitely stretches the limits of my organi-
zational skills,” he laughs.

Barash, who says he’s never been a
“sit-at-a-desk kind of guy,” learned to cook
from his mom, an accomplished baker. He
entered the industry at 13, at a Dunkin’
Donuts, followed by stints at various inde-
pendent restaurants. Barash got his culi-
nary arts degree from Johnson & Wales;
served as partner and executive chef at
Roy’s, the Hawaiian-fusion concept, in
Plano, Texas, where he developed the chef’s
training program still used today; and was
an executive chef for Rare Hospitality’s The
Capital Grille. Barash joined Raving Brands
in 2004 and was named director of new
product development this year.

Much of that time, he’s been sprint-
ing. Most of Raving Brands’ concepts are
relatively new. The most mature is Moe’s,

- By MONICA
- ROGERS
September 2006 ¢ Chain Leader
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The panini press is a key piece
of equipment at Doc Green's,
used fo heat sandwiches such
as this limited-time barbecue
chicken sandwich topped with
cheddar cheese, spinach and
tomatoes on flatbread with
Shane’s Rib Shack’s original
barbecue sauce.

Spicy General Fu, a signature
item at Mama Fu's, is a medley
of carrots, steamed broccoli
and fresh scallions with a gloze
of sweet garlic-chili sauce. '

Sixty percent of Doc Green’s guests order salad,
8 percent, entrees, and 10 to 15 percent, sandwiches.

launched in 2001. In 2003, Raving Brands
debuted Mama Fu’s and entered into a
joint venture with Shane’s Rib Shack. It
developed Boneheads and Doc Green’s

in 2005 and acquired Flying Biscuit in
2006. Because each stresses made-to-order
menus, simplicity is a cornerstone.

Keeping it Simple

“It’s crucial that we make everything simple
to reproduce, both for consistency and
brand recognition’s sake, and because
everything needs to be executable by work-
ers who have had little or no previous res-
taurant experience,” says Barash.

Keeping concepts distinct while looking
for synergies such as cross-utilizing ingre-
dients between concepts and eliminating
overlap is neverending.

BONEHEADS GRILLED FISH
AND PIRI PIRI CHICKEN

Ugly Naked Guy Taco,
Piri-Piri Chicken: /2 piri-piri-
pepper-marinated flame-grilled
chicken with seasoned rice and
choice of grilled zucchini strips,
Asian coleslaw, seasoned fries or
chilled marinated broccoli, $7.49

$16.99

Dr. Detroit, with baby spinach,
roasted button mushrooms,
bacon, sliced egg and chunky
blue-cheese dressing, $4.99

SHANE'S RIB SHACK

Full Rack of Baby Back Ribs,

Collard Greens, $1.35

MOE'S SOUTHWEST GRILL

with beans, cheese, salsa, lettuce,
sour cream and guacamole, $2.49

Mama Fu's AsiAN HouSE

Ahi Tuna Salad: sesame-crusted
ahi over spinach, sweet onions,
crisp cucumbers and red
peppers, in ginger-raspberry
vinaigrette with ponzu dipping
sauce, $7.99

FLYING BIScUIT CAFE

The High Flyer: two large eggs
served with free-range chicken
breakfast sausage and organic
oatmeal pancake topped with
warm peach compote, $7.95

Chain Leader @ September 2006

For example, both Boneheads and
Shane’s offer whole and half chickens. But
Boneheads injects a piri-piri-pepper mari-
nade into its birds, while Shane’s uses a
simple saline. Preparation techniques differ
as well: Shane’s barbecue-smokes birds,
while Boneheads char-grills them, resulting
in a very different finished product.

Likewise, boneless chicken breasts
figure on menus at Boneheads as a piri-
piri-spiked entree and salad topper but are
served grilled with basil-pesto aioli, mozza-
rella cheese, greens, tomatoes and roasted
red onions as a flatbread sandwich at Doc
Green’s. Chicken wings appear on menus
at Boneheads and Shane’, while chicken
tenders are just about ubiquitous: on salads
at Doc Green’s and Shane’, a kid’s item at
Boneheads and Mama Fu’s, and its own
menu category at Shanes.

Supply-side synergy also includes
steak, which is in burritos at Moe’s and
will launch as an entree at Boneheads, and
ground beef, which will be used in burgers
slated to launch in fall at Shane’s and Bone-
heads, plus greens and salad dressings.

And Barash hasn't forgotten side dishes.
Creamed spinach, for example, which
Doc Greens is featuring as part of a fourth-
quarter LTO, is something Barash wants to
use in a spinach-artichoke or spinach-crab
dip for Boneheads. Similarily, the grilled
zucchini strips at Boneheads will roll out at
Doc Greens this winter.

Help from His Friends

Raving Brands looks to its suppliers to find
product fits across the spectrum. Vendors
also prepare sauces and marinades and
portion ingredients to streamline produc-
tion. “We use their chefs and kitchens to
help us with new-product development
and with limited-time offers,” Barash says.




TJortillas.
—

F‘rcsh Ideas.
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Light is beautiful. Wrap grilled chicken into a fresh Mission® Multigrain Tortilla with baby spinach, fresh

J
mango, sliced red grapes and a light yogurt curry dressing to create the Grilled Chicken Curry Wrap. mISSIon
It's refreshing, satisfying, and just the beginning. Float new ideas onto your menu with zero trans fat Mission

| FOODSERVICE

tortillas. Never frozen, always innovative. For more menu ideas, visit us at www.missionfoodservice.com.

Think outside the tortilla®
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ToQUE OF THE ToOwN

Burritos are king at Moe’s, and new
varieties are always in the pipeline.

SNAPSHOT

Raving Brands
HEADQUARTERS

Atlanta
CONCEPTS

325 Moe’s Southwest
Grill, 128 Planet
Smoothie, 38 PJ’s
Coffee, 26 Shane’s
Rib Shack, 23 Mama
Fu’s Asian House,
13 Doc Green’s
Gourmet Salads,

6 Boneheads Grilled
Fish and Piri Piri
Chicken, 2 Flying
Biscuit Cafe and

4 Monkey Joe’s,

an indoor kids’
activity center

2005
SYSTEMWIDE SALES

$258.4 million

2006
SYSTEMWIDE SALES

$490.8 million
(company estimate)

AVERAGE CHECK

$10 or less for
each concept

EXPANSION PLANS

70 new units by
year-end; up to
200 in 2007

Chain Leader @ September 2006

Searching for synergies and outsourc-
ing to vendors makes sense from a cost
and consistency perspective, says restau-
rant consultant Mark Thomas, president
of M.D.T. Ltd, an Atlanta-based restaurant
and food consultancy that regularly advises
fast-casual players. “But the risk is, you dull
the cutting edge—the flavors that made
you what you were in the beginning,” says
Thomas. “The last thing a growing chain
wants to hear from a guest is, ‘It’s just not
as good as when they were smaller.”

Apart from vendors, Raving Brand’s fran-
chise advisory council contributes many
helpful ideas. One example: The made-to-
order Southwest slaw in Moe fish tacos
was time consuming for staff to make. Now
the chain uses a premixed dressing with
the cabbage to speed the product build and
enhance the flavor.

Dividing Energies

Barash splits his own energies between
shaping menus for new concepts, tweaking
menus at maturing concepts and bringing
menus from acquired concepts in line with
the rest of the system.

For example, to shape launch menus for
Boneheads in 2005, Barash worked with
the concept’s director of operations, Scott
Vogel, a seafood chef by training. “There
are few, if any, fast-casual seafood concepts
out there,” says Barash. “So shaping Bone-

Cutesy names from TV shows have been a fun menu accent
at Moe's. Billy Barou’s Nachos top beans, melted cheese,
salsa, jalapefios and black olives with choice of protein.

Signature dishes at Boneheads are spiced with the South
African piri-piri pepper. The Skewered Shrimp comes with
pineapple salsa and Asian coleslaw.

heads, our aim was to offer plenty of fresh,
grilled fish, depth of flavor throughout the
menu, and affordable prices.”

Entering Boneheads units, guests walk
past an impressive stretch of grill stations,
showcased behind glass and tile walls, to
place their orders. “The emphasis is truly
on the freshness and the made-to-order
aspect,” Barash says. Streamlining produc-
tion, vendors portion proteins to reduce
waste and shorten ticket times.

At Doc Green’s, Barash worked closely
with Carl Griffenkranz, vice president and
brand leader. “We wanted something that
would appeal equally to men and women,
and that would attract business at both
lunch and dinner dayparts,” Barash says.
To deliver, he and Griffenkranz balanced
build-your-own-salad offerings with a
variety of hot proteins from sirloin steak to
grilled portobello mushrooms, comfortable
sides like garlic mashed potatoes, hot flat-
bread sandwiches, and soups.

With both menus up and running,
Barash says the initial result has been
good. “We're getting more female guests
than male, and the split between dinner
and lunch business is about 60-40,” says
Barash. At Boneheads, “seafood is the best
seller, which was our aim. And about 65
percent of our business happens at lunch,”
he says.

Because not all guests want the three
levels of heat that come with Boneheads’
signature South African piri-piri-pepper
sauce (lemon-herb, medium hot, extra
hot), Barash is experimenting with a “piri-
que” sauce—barbecue sauce spiked with
the concept’s piri-piri blend. He’ also test-
ing a grilled steak entree and a burger with
piri-piri-marinated mushrooms.

And to keep interest high at Doc Greens,
the brand launched an LTO strategy in 06
featuring bundles of three or four products
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Doc Green's popular Dr. Beeks
salad mixes field greens with
dried cranberries, feta cheese,
candied walnuts and raspberry
vinaigrette.

Chain Leader @ September 2006

(some sides, some entrees)
seasonally. “Build-your-own
salad is becoming a very compet-
itive category,” says Griffenkranz.
“We knew it wouldn't take long for
competitors to try to match our salad offer-
ings, but with our LTOs, it’s like we're say-
ing, ‘Oh, yeah? But can you do this?”

Spring and summer LTOs included the
BBQ Chicken Sandwich, $6.78, panini
pressed with spinach, roasted red peppers,
barbecue chicken and cheddar cheese; the
Wedge Salad, $4.99, iceberg lettuce, bacon,
tomatoes, blue-cheese crumbles and blue-
cheese dressing; and Garden Vegetable
Soup, $1.99. Of these, the BBQ Chicken
Sandwich did best, contributing to a 3
percent increase in overall sandwich sales.

Doc Green’s fourth-quarter LTO will
include French onion soup and turkey pot
pie soup in sourdough bread bowls, plus
French Dip Sliders, roasted onions and
seasoned steak in a croissant with au jus
dipping sauce.

Maturing Menus

Moving menus forward at now-mature
Moe’, Barash rounded out offerings with
the addition of Moe’s Fish Taco, $2.69,
grilled whitefish in a soft corn tortilla
with Southwestern slaw, pico de gallo and
chipotle-ranch sauce, and switched to a
new seasoned ground beef in February
featured as a nacho topping and a protein
option for burritos.

“But it’s mostly about the burritos,” says
Barash. The second largest burrito chain,
behind Chipotle Mexican Grills $627.7
million in 2005 sales and almost 500 units,
Moe’s would love to close the gap.

“We don’t want to fix what’s not broken,”
says Matt Andrew, senior vice president
and brand leader for the concept. “But it’s
safe to say we will be trying all sorts of
new burrito variations to get there.” For
example, Barash is testing Moe’s Bacon
Cheeseburger Burrito, $5.49, with seasoned
ground beef, bacon, cheddar and Jack

Raving Brands cross-utilizes products
between concepts, improving costs and
supplier relationships.

cheeses, ketchup, mustard and pickles.

Mama Fu’s has been more difficult.
Acknowledging some guest disconnect
between the sophisticated, ethnically
diverse menu and the casual service style,
Raving Brands is testing table service dur-
ing dinner and various specials. In spring,
the company began testing Mama Fu’s
Steamed Bowls, for example, with fresh
vegetables and choice of chicken, steak or
grilled shrimp over rice or noodles. (Prices
range from $6.99 for chicken to $9.99 for
a combo.) During the first three months
of testing, Steamed Bowls rated among the
top three menu sellers, behind Pad Thai
and Spicy General Fu.

At Shane’s, which features family recipes
from founder Shane Thompson, Raving
Brands has been trying to match and modi-
fy its supply stream with Shane’ specs. It is
testing equipment like combi-therm smok-
ers that may further enhance and stream-
line menu production, which now relies
on traditional smokers, fryers and natural
gas grills. Barash is also finalizing a new
smoked barbecue beef brisket, which will
be tested on sandwiches and as an entree,
as well as chili three ways: in a bowl, on a
chili cheeseburger and chili-cheese fries.

And as the new day dawns on the
company’s newest aquisition, the Flying
Biscuit Cafe, Barash is still stepping lightly,
figuring out how to keep the magic alive
but make it reproducible. Items such as
founder Delia Champion’s “flying” biscuits
will definitely be a mainstay as the concept
grows. But will Raving Brands keep items
like the Devil Burger, $6.95, a veggie-grain
patty with feta cheese, red onion spears
and smoky jalaperio sauce, on the menu?
“I'm not sure,” Barash admits. “We're
looking now at what we can do to leverage
better pricing and cut costs for some
of their products.”

While he won't disclose what food and
labor costs are overall, the bigger Raving
Brands gets, “the more negotiating power
we have,” Barash says.




“Do you serve
anything that will

bore me to tears?’

One thing’s certain. Nobody opens a menu hoping to find a nice, hot plate of mediocrity. Veer away from the

ordinary with dishes like Sesame Plum Pork Loin or Rum-Roasted Pork Negril. To find out how The Other

White Meat can add variety and excitement to your menu, visit www.theotherwhitemeat.com/foodservice.

K
Rt3e

Don’t be blah.

National Pork Board, Des Moines, IA ©2006



[CE. PURE AND SIMPLE™ ulCEO-Matic®

Exclusively from ICE-O-Matic®,
PURE ICE® promotes Food Safety
by reducing bacteria growth in
our ice makers.

ICE-O-Matic’'snew undercounter
models feature PUREICE, harvest
assist, and maximum ice storage
in an ultra-low profile.

Forinformation on our complete
line of products, call toll free
1.800.423.3367 x 3038 to receive
a product catalog.

=~ Undercounter ICE maker
ICEU300

WWW.ICEOMATIC.COM



Rock Bottom has come up with a program
to sell a second drink.
By DAVID FARKAS

n a warm evening in late July, a bar waitress
in the Rock Bottom Restaurant & Brewery
unit in Cleveland handles our party like a
pro. She’sgenuinely engaging, knows her
beers-and smiles a ton. It’s only at the end
of service that she stumbles.

“Did everyone save room for dessert?”
she inquires.

Whoops.

“That’s the all-time worst thing to say,”
declares Tim Kirkland, manager of bar and
beverage development for Rock Bottom
Restaurants, the parent company of 30-unit
Rock Bottom as well as 83-unit Old Chi-
cago, four-unit ChopHouse and the Walnut
Brewery. “You're asking for a ‘no,” and you
don't even get to describe dessert.”

At the moment, Kirkland is appearing
on a training video giving a group of bar-
tenders, “cocktailers” and servers ideas for
boosting tips. The former nightclub owner
and senior managing partner of Sing-Sing,
Rock Bottom’s high-volume nightclub in
Denver, warns against the usual customer

turnoffs: scripted service, blatant upselling
and rushing patrons. But Kirkland’s real
purpose is to show the staff how to boost
sales of nonrefillable beverages, i.e., every-
thing other than iced tea, water and soda.
“My goal today is to show you how to
turn one beer into two or one drink into
two,” he says at one point on the video.
Early last year, Kirkland calculated
that the company was leaving about $1.8
million of beverage sales annually “on
the table.” His math showed that if every
server and bartender in the system sold
just one more beer per shift, the company
could recoup those sales. He presented a
broad plan to President and CEO Ned Lid-
vall, who signed off on a training session,
dubbed Bar Camp. As a result, Kirkland
visited 24 Rock Bottoms from August to
December, taping the final one in Denver.
Today, the Bar Camp DVD is part of the
company’s week-long training program.
Says Lidvall, “We've known for a long
time we wanted to develop sales and ser-

Rock Bottom
Restaurants

HEADQUARTERS

83 Old Chicago,
30 Rock Bottom
Restaurant &
Brewery, 4 Chop-
House & Brewery,
1 Walnut Brewery

2006
SYSTEMWIDE SALES

$300 million
(company estimate)

AVERAGE
UNIT VOLUME

$4 million (Rock
Bottom and
ChopHouse)

AVERAGE CHECK

$16, Rock Bottom;
$30, ChopHouse;
$12.25, Old Chicago
(includes beverages)

EXPANSION PLANS

3 Rock Bottoms,
1 ChopHouse,
6 Old Chicagos
in 2006

Second helpings: Rock Bottom
Brewery & Restaurant now
rewards servers who sell one
additional nonrefillable
beverage like beer per shift.
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“Our industry treats beverages as an ancillary part
Of the business.” —tim Kirkland, manager of bar and beverage development

With beverage sales already
at 35 percent of total sales,
Rock Bottom management
saw an opportunity to add
another $1.8 million annually
to the top line by teaching
bartenders better ways to
focus customers’ attention on
alcoholic beverages.

Chain Leader @ September 2006

vice training for the bar piece of our busi-
ness. The time was right.”

“They are taking a more proactive
approach to selling, which shows how
important beverages are to the company,”
says Denver-based marketing consultant
Neil Culbertson, who has worked with
Rock Bottom.

No Refills!

Kirkland blamed refillable beverages for the
loss of revenue. Iced tea and soft drinks,
which customers pay for only once, add
little to the till and keep tips low. In addi-
tion, these beverages do nothing to boost
brand identity, he argues. Rock Bottom’s
iced tea, for instance, is indistinguishable
from competitors’. But Rock Bottom and
ChopHouse brew their own signature suds,
sometimes called “craft” beer. Typically
styled after beers produced in England,
Germany and Belgium, which use 100
percent malted barley, it became a popular
beverage in the States during the 1990s’

microbrewery movement.

“[Bar Camp] was a way to make
the front-line staff aware of the
opportunity they were missing,”
Kirkland says in an interview at the
company’s Louisville, Colo., head-
quarters.

Kirkland was also aware that
craft-beer consumption slumped
in 2003—the year low-carbohy-
drate diets took off—when the
number of barrels produced grew
by less than 1 percent. Trends
have improved recently among the
nation’s 1,400 craft brewers, says
the Boulder, Colo.-based Brew-
ers Association. The latest figures
available show barrel production
swelling 9 percent last year with
market share for craft beer climb-
ing slightly, to 3.4 percent from
3.1 percent in "04.

“That was definitely part of
[creating Bar Camp],” Kirkland remembers.
“We were aware of the hit the craft-brewing
industry had taken.”

Bar Camp’s initial goal was to align
server thinking with the company’s: Both
would reap rewards by peddling more non-
refillable drinks, particularly high-margin
craft beer. Servers, for instance, increased
their tips. This year the company dangled
a bigger carrot to spur sales by introduc-
ing performance-based scheduling, which
allows productive servers to pick their
shifts and stations.

Ultimately, Kirkland wanted to boost
nonrefillable beverage PPAs (per-person
averages) by 10 percent. But at first he
couldn’t measure them because the com-
pany didn't keep track of PPAs. Like other
chains, it relied primarily on check aver-
ages to gauge sales productivity. It wasn't
until last March that the company began
calculating PPAs of nonrefillable drink sales
as well as add-ons like dessert. That leveled
the playing field for restaurant managers,
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Since March, Rock Bottom’s per-person average
for nonrefillable beverages has increased 7 percent.

It's the suds, stupid: Rock
Bottom brews its own beers in
a variety of European styles.
Officials contend the product
sets their concept apart from
casual-dining rivals.

who Kirkland describes as “highly com-
petitive” individuals.

The managers can check beverage
PPAs—both corporate and individual store
averages—daily by logging onto Rock
Bottom’s intranet. “At the end of the day,
we are not measuring traffic or sales but
the opportunity to sell a drink to a guest,”
Kirkland observes.

Measuring beverage PPAs is rare among
chains the size of Rock Bottom. At Chatta-
nooga, Tenn.-based Gordon Biersch Brew-
ery Restaurant Group, for instance, Vice
President of Marketing Mike Curtis says his
company doesn't have the technology to
reach that deep into sales.

“It’s a topic of conversation among the

big guys,” says Dallas-based beverage con-
sultant David Commer, citing Olive Gar-
den, Brinker International, T.G.I. Friday’s
and Outback. Rock Bottom, which expects
to ring up $300 million in sales this year, is
a small player by contrast.

Seconds, Anyone?

Since March Rock Bottom’s systemwide
PPA for nonrefillable beverages has climbed
7 percent, to 1.4 from 1.3. Half of those
drink orders are for beer. “That’s huge,”
declares Diana Hovey, a Dallas-based mar-
keting consultant and a former Brinker
International executive. “Its a big challenge
to get customers to buy another drink in
this environment.”

I thought day-of-the-week labels

Rob Knowles
General Manager

12 Subway locations in
Greater Lafayette, Indiana

were great, until . . .

[ found something faster, easier to use
and more reliable.

At Subway—where freshness is our slogan—uwe're serious about our
food rotation program. Of course, as a manager, I'm also serious about
our bottom line. That's why | did away with colored stickers and tape
when | saw the FreshMarx handheld labeler system. Now, we don’t
throw away food because we can't read someone’s handwriting.
And we mark all our storage containers in
a fraction of the time.”

FREE FreshMarx™
handheld labeler system—

Call NOW for details!

8/7-114-6829-....

www.FreshMarx.com

© 2005 Paxar Americas, Inc. Al rights reserved.

@reshMarx“

Helping to Ensure Food Safety
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Beer sales are particularly
important fo Rock Bottom
because the margin is
higher than other
nonrefillable beverages.

According to Kirkland, beer sales are
particularly important because the profit
margin is higher than other nonrefill-
able beverages. He also says its the single
product separating the Rock Bottom and
ChopHouse concepts from rivals, whose
food offerings are similar. “We hang our hat
on beer,” Kirkland explains. “If someone
comes into Rock Bottom and doesn't try
the beer, they’re not getting the Rock Bot-
tom experience.”

Bar Camp is designed to keep that
from happening. On the video Kirkland
spends considerable time explaining how
to ask “real questions that lead to beer.”
He tells servers to ask guests if this is their
first visit. If so, he adds, it gives them the
chance to explain the beers. If its not, serv-
ers should ask if they recall the beers they
drank the last time.

Kirkland is adamant that servers avoid
the question, “What can I bring you from

the bar?” because it leaves open the possi-
bility that the customer will ask for iced
tea, water or soda. None do anything to
build brand identity or increase tips. “The
idea is to break away from generic lan-
guage,” he says.

Kirkland also suggests tossing coast-
ers and napkins nonchalantly in front of
guests, because it signals drink orders and
gives them something to hold while they
wait for their first drink.

Getting an order for a second drink is
problematic, Kirkland admits, but it can
be done by paying attention to the table
or bar customer. “Sell drinks, not rounds,”
Kirkland advises on the video. “And sell
to the empty beer. It’s better to make four
trips with one beer on a tray than to shut
down a check by asking the entire table for
another round.”

Or, for that matter, if they've saved room
for dessert.

>
>
>
>
>

Partake in innovative services combined
to yield appetizing results for your business.

Sale/Leaseback Financing
1031 Investment Properties
Investment Banking
Development Financing
Build-to-Suit Development

www.trustreet.com » 877.667.4769
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Leadership™
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“Change is

the spice

of life, and
the flavor

of a successful

business.”

—Michael Norris
Market President and COO
Sodexho, Inc.

I
ECCIOT

leadership institute

Dedicated to the Development and
Advancement of Executives in the
Foodservice and Hospitality Industries

Change Agent

Michael Norris knows that organizations like Sodexho must manage change effectively in
order to remain current and relevant in the marketplace. That's why he engages employees
in dynamic, strategic partnerships that enhance product and service offerings and ignite
excitement among customers and the Sodexho team.

Michael’s success is driven by a belief in the organization’s direction and purpose as it
relates to each individual’s job. Getting employee buy-in is what makes him an outstanding
Change Agent. This shared vision and purpose make Michael a strong supporter of The Elliot
Leadership Institute and its 10 Dimensions of Executive Leadership™, the most critical
measures of industry success. Using these insights, the Institute is effectively providing
management teams across the country with the “tools” they need to grow both personally
and professionally. Based on validated research and proven principles, this innovative
suite of cost-effective tools, solutions and half-day workshops was developed by hospitality
leaders for hospitality leaders.

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




Ken Cole tries

to ignite growth
at Sizzler USA
with a new menu
and prototype.

A
[} Jl

ou can find Ken Cole these days dining at Sizzler By MAYA

at least five times a week. He’s not there just to g N
indulge in the ribs or the bacon cheeseburger—his : ORRIS
favorite items—but he also wants to see firsthand :
whether his turnaround initiatives are working. The

president and CEO of the Culver City, Calif.-based

Sparks of a Comeback
at Sizzler USA?

Systemwide Sales ¢ company has spent the last five years reimaging the belea-
(in millions) :

guered family-steakhouse chain with a new menu and proto-
type in hopes of bringing it back to its former glory.

He’s seen some success. Although Sizzler USA has closed 28
company units over the last few years, it has seen modest gains
since rolling the reimaging program in 2003. Systemwide sales
. have increased to $363.1 million in 2006 from $347.9 million
04 ‘05 ‘06 in 2003. Same-store sales are on the rise as well: 0.1 percent in
- 2003, 3.7 percent in 2004, 2.6 percent in 2005 and 2.1 per-

Units © cent in 2006. And the company is finally expanding again after
- . more than a decade. :

£ 1T1 ™ Based on three years of guest-based research and focus - Rescue mission: President
T & 8 groups, Cole’s turnaround strategy centers on restoring Sizzler's : and CEQ Ken Cole is frying
£ quality and value—hallmarks of the chain during its heyday. ~  to revitalize Sizzler with
S . The concept has returned to its grill roots, emphasizing its - anew menu and prototype
S o w03 o 05 s o steaks, seafood and salad bar, while phasing out the all-you-  that emphasize quality
S| fsal yoorends Apil 30 . can-eat buffet. The company has upgraded menu items and - and valve.
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COVER STORY

SNAPSHOT

Sizzler USA, a
subsidiary of Pacific
Equity Partners,
Collins Foods Group
and Sizzler USA
management

42 company,
194 franchised

2006
SYSTEMWIDE SALES

$363.1 million
(fiscal year ended
April 30)

AVERAGE
UNIT VoLUME

$1.6 million
AVERAGE CHECK

8 to 10 in fiscal
2007, 12 in 2008

Chain Leader @ September 2006

“We'll keep a strong base of company stores so that
we still have skin in the game, but we really want
to grow thTOugthanChiSing.” —President and CEO Ken Cole

ingredients and modernized the stores with
a lighter, brighter decor.

“The way consumers today look for a
quality product at a value price, we're real-
ly positioned right in the sweet spot to take
advantage of the future,” says Cole, who
was president and CEO of Blue Chalk Cafe
from 1999 to 2001 and Damon’ Interna-
tional from 1988 to 1999 before joining
Sizzler in 2001.

The goal: Sizzler wants to hold onto core
users, 45- to 65-year-olds with a household
income of $50,000 to $75,000. But it also
wants to make the brand relevant to lapsed
users and the “skip generation,” a term
Cole uses to define 25- to 40-year-olds
with young children who came to Sizzler
with their parents as children but avoided
the chain as adults because they perceived
it as lacking quality.

Quality Assurance

Vice President of Product Development
Dudley McMahon began overhauling the
menu in 2002, which rolled out with the
reimaging program in 2003, updating or
creating 44 of the 47 items on it. For exam-
ple, in the best-selling Steak Combos cat-
egory, the company upgraded to a USDA
Choice steak from a frozen select product.

The company also revamped the salad
bar, the second best-selling category on
the menu, replacing canned fruits and veg-
etables with fresh and preparing salads and
dressings in-house.

Although Sizzler is phasing out buffets,
it has kept some hot items on the salad
bar. Appetizers such as chicken wings
remain. Clam chowder is a mainstay, but
Sizzler rotates two other soups quarterly.
For example, pumpkin and vegetable-beef

The prototype, which averages 5,800 square feet
with 186 seats, costs about $1.3 million to build
from the ground up without land.

soups will replace the tomato-basil
and chicken-tortilla soups in the fall.

This spring Sizzler rolled out a
seasonal fish program complete with
blackboard menu because “that’s
how people perceive a fresh fish
program,” Cole says. Three species
are delivered to the restaurants four
times a week. Offered as part of the
core menu, the Fresh Fish of the Day is
priced in the $10.95 range and makes up
3 percent of sales.

With an average check of $11.23, up $1
since 2003, the chain was careful to keep
the price points low. “We’re below casual
in our pricing and we're just above family,”
Cole explains. “And so we consider that the
sweet spot.”

Taking on the Competition

Sizzler stores also got a makeover to better
showcase its new dishes and to appeal to a
variety of guests. While the old design con-
jured up images of a traditional steakhouse
with dark green walls and dark woods,
“The new design is meant to compete with
anybody in the casual-dining genre,” says
Lou Nonno, president of Bath, Ohio-based
Louis & Partners, the firm that designed
the Sizzler prototype. The interior includes
a golden-yellow palette, an expanded
entryway, display kitchen and ledge rock
walls. Although the dining room features
an open layout, it is divided into several
intimate areas to accommodate various
customers such as couples and parents
with young children.

The prototype, which averages 5,800
square feet with 186 seats, costs approxi-
mately $1.3 million to build from the
ground up without land, according to
Sizzler. So far three prototype restaurants
have been built, while 95 percent of the
stores have been remodeled. Franchisees
chose to completely remodel for about
$250,000 or add branding elements for
$25,000, or somewhere in between.

Franchisee Junaid Sheikh, president of
Las Vegas-based Witman Food LLC, doled
out $100,000 each to remodel two stores
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In the 1920s, America took to the road. And, since they couldn’t bring
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800-947-6892 Don.com/leader
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SIZZLER® KIDS

According to Cole, Sizzler's
service model combines
the best of fast casual and
casual dining: Customers
order and pay first ot a
counter and then receive
full-service treatment once
they are seated.

Sizzler's turnaround plan
involves attracting the
“skip generation,” a term
Cole uses to define 25- to
40-year-olds with young
children who came to
Sizzler with their parents
as children.

Chain Leader @ September 2006

in 2004 and $1.5 million to open a pro-
i totype unit in January in Las Vegas. One
- remodeled store saw sales jump to $26,000

a week from $14,000 a week, while the
other rang up $35,000 weekly, up from
$19,000 a week. With the prototype res-

- taurant posting $40,000 in weekly sales,

Sheikh expects it to generate $2.5 million

. in sales a year. He plans to open another
¢ unit in October in Las Vegas.

Ron Higgins, chairman and CEO of
Foothill Ranch, Calif.-based Forbco Man-
agement, has also reaped rewards. A Sizzler
franchisee for 34 years, Higgins remodeled
five of his 23 units in Southern California
over the last two-and-a-half years at a cost
of $250,000 each. Those stores average
$1.8 million to $2 million, while older

restaurants track at $1.4 million to $1.6
- million. “I thought it needed to be done,”

Higgins says. “It was long overdue.” He

plans to have his remaining stores remod-
. eled by mid-2007.

While Sheikh and Higgins can’t quan-

- tify an increase in traffic counts, they say
. they have seen more younger families and

couples. “We're really family friendly,” Hig-

- gins says. “Kids can walk around a little
: bit more than you can in more destination
¢ restaurants.”

your guests what they
want. They tell you. You do it. And
they reward you. ...Sometimes we
overcomplicate it, but it’s really as

simple as that.” —president and CEO Ken Cole

Back to the Basics

Sizzler’s initial success comes as

no surprise to analyst Kep Swee-
ney, president of Las Vegas-based
Acceleron Group, hailing the chain’s
focus on the fundamentals. “Too
often people believe the solution
for the Sizzler turnaround is in a
graph somewhere,” says Sweeney;,
who provided consulting services
to Cole while he was at Damons.
“And the solution is rolling up your
sleeves, listening to your custom-
ers, understanding the competitive
landscape, and giving really good
food and service and good value.”

“We've upgraded all the basics,”
says Kevin Perkins, CEO of Collins
Foods Group, the Australia-based
parent company of Sizzler USA.
“The food’s improved a lot. The
facilities are in much better shape.
[Cole has] upgraded the training.
So it’s generally all the basic ingredients.
All the things he has done the last couple
of years have now started to come together
for him.”

However, Sizzler’s early results aren't
enough to impress some observers. “I've
heard the turnaround at Sizzler going on
for 10 years. And when you get in a 10-
year turnaround and it hasn’t worked very
well, it takes longer to be sure that there is
a turnaround in place,” says Steve Pettise,
founder and managing principal of Golden
Spike Resources Group, a Westwood,
Calif.-based restaurant-consulting firm.

“It appears that there is something hap-
pening that would indicate a turnaround is
in place,” adds Pettise, who owned several
thousand shares in Sizzler before it was
taken private last year. “For Sizzler to really
be turned around, it’s going to take at least
five years of consecutive quarters of comp-
store-sales increases for me to say that this
is a viable brand again.”

Learning from the Past

Founded in 1958, Sizzler had grown to
700 units with $350 million in annual rev-
enue by the 1980s. In the late '80s, when
the casual-dining landscape became more
competitive, Sizzler fought back with a
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A FEAST FOR THE SENSES.
IN THE BLINK OF AN EYE.

Imagine the deep, rich color and flavor of vegetables steamed to perfection in seconds. [:U"-‘ISEI-V
Delectable lobster ready in two minutes. Pasta primavera made to order in a snap. Commercial Service
All that and much more is possible with the Amana® Steamer Express".

Steamer
R || With the Amana® Steamer Express;" steaming is as simple as pushing a button. And its
virtually maintenance free. There’s no costly water connection. No drain line. No vent
hood or deliming required. What’s more it has an energy efficient design that’s easy

on the budget.

Call Amana. And learn how speed, efficiency and results go hand-in-hand when you...

THINK INSIDE THE BOXY

www.amanacommercial.com [-800-233-2366

HIGH PERFORMANCE HAS A NAME"
Amana ©2005
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Sizzler conducts testing,
consumer research and focus
groups quarterly to measure
current and new initiatives.

Sizzler has improved its
salad bar by replacing
canned fruits and
vegetables with more
fresh-cut produce.

It also upgraded the steaks
used in its combo platters
with USDA Choice steaks
after previously using a
frozen select product.

Chain Leader @ September 2006

hot buffet, generating
record sales. But as
guests stuffed them-
selves with the buffet,
using it as their meal
instead of as an add-on
to entrees, the com-
pany slashed quality
in other areas of the
menu, Cole says.

Sizzler ended up
filing Chapter 11 in
1996 and closed about
140 of 215 company
stores. But the com-
pany emerged from
bankruptcy in 1997
having paid its credi-
tors in full.

Down but not out,
Sizzler was ready
to stage a come-

- back. From 1997 to 2001, management

. took Sizzler back to its “American Grill”

- roots. It upgraded steaks and seafood but

- boosted prices as well—a tactic consum-

- ers rejected, according to Cole. “They had
- improved some of the quality but what got

out of whack was the value equation,” he

- explains. “They still werent getting the core

consumer of the brand back because they

- were trying to compete almost head on
- with an Outback.”

Christopher Thomas, former president

- and CEO of Sizzler USA from 1997 to 1999,
. argues that he put a turnaround in place

during his tenure. “When I took over Sizzler

- USA, it was a losing $1 million a month,
- and it experienced its 21st consecutive

quarter of same-store-sales decline,” he says.
“Within a quarter we had it at a break-even

. point. We had positive same-store sales
. within two or three quarters. And when

[ left, it was earning $10 million a year.”
Thomas is right. According to company

reports from 1998 to 2001, Sizzler USA
. saw revenues jump to $104.7 million in

2000 from $97.1 million in 1998, while

the average check climbed each year. But it

didn't last. As revenues went up, customer
counts dipped. By 2001, revenue remained
flat at $104.7 million and the company

. shuttered another 21 units.

Turning Up the Heat

Much has changed since 2001, especially
now that Sizzler is growing again. In 2004,
the company opened a prototype unit in
Antioch, Calif., its first store in 12 years.
Franchisees opened three units in Puerto
Rico, California and Nevada in 2005. They
are slated to open eight to 10 stores in fis-
cal 2007 and 12 in fiscal 2008.

Sizzler is counting on franchisees to fuel
expansion, with the goal of doubling its
franchised units over the next five years.
Eight franchise groups have already signed
on to open 30 stores in five years.

The company’s first priority is to back-
fill markets west of the Rockies, where the
brand already has a strong presence, to
take advantage of distribution and media
efficiencies. Then it plans to move on to
contiguous markets in the Southwest and
areas where it has an isolated presence
such as the Northeast.

Sizzler will be able to focus on its long-
term growth now that it is no longer a
public company, according to Cole. It
went private in 2005, when Pacific Equity
Partners, an Australia-based private-equity
firm, bought Sizzler’s parent company,
Worldwide Restaurant Concepts, for $210
million. Management from Collins Foods
Group and Sizzler USA bought a 48 per-
cent stake in the company.

“You're not worried about what Wall
Street is going to do to your stock, so
that’s a huge burden lifted off your mind,”
Cole says.

No longer beholden to shareholders,
Cole plans to further enhance the brand.
Concerned that the average check is too
high, he is considering adding items with
lower price points like sandwiches and
offering lunch portions of some dinner
items. The company also plans to launch
an “Express” offshoot with a limited menu,
likely in 2007, in nontraditional venues
such as airports and office complexes.

Balancing value with quality will drive
all future decisions, Cole says. “If you
look at the way we're positioned today
and the way consumers tend to use con-
cepts today,” he says, “we really believe
that Sizzler’s best years are ahead of us,
not behind us.” [
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“When Raving Brands was looking for equipment to include in our
eight franchise concepts, we looked at Alto-Shaam with the idea of
using some of their holding warmers. Our goal included a small
package of equipment that would be reliable, produce good food
quality, and above all, was versatile enough to fit each individual

concept. With assistance from their corporate chefs and

results achieved in the Alto-Shaam test kitchen, we were

yo gvd>

able to assemble a complete package of cooking equipment

*RESTAURANT INDUSTRY’S “HOT CONCEPT OF THE YEAR” AWARD

750-S Holding Cabinet

767-SK/Ill Cook/Hold Smoker

S RAVING BRANDS* CONTINUES TO DEVELOP RESTAURANT
CONCEPTS, THEY DEPEND UPON ALTO-SHAAM AS A KEY
PARTNER IN THEIR GROWTH.

southwest grillg

that fit all of our needs. They were even able to assist with menu
development. Alto-Shaam combi ovens have proven to provide
total versatility, their cook and hold ovens are the perfect choice for
many of our concept menu items, and their holding warmers give
us the back-up production we need while maintaining full product
quality. With the reliability, service, and support provided by
Alto-Shaam, we know we picked the right partner.”
—Martin Sprock, Founder and C.E.O. RAVING ®BRANDS"

ALTO SHAAM

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

W164 N9221 Water Street, P.0. Box 450
Menomonee Falls, Wl 53052-0450, U.S.A.
Phone (262) 251-3800 « 1-800-558-8744 U.S.A. & Canada
Fax 1-800-329-8744 U.S.A. ° International Fax: (262) 251-1907
www.alto-shaam.com
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Sonic’s food-safety program has evolved since its inception,

but it still focuses on the basics. BY MARY BOLTZ CHAPMAN

elson Taylor measures time by audits. When asked
how long it’s been since Sonic Drive-In’s compre-
hensive food-safety program debuted, the senior
director of quality assurance and food safety says
its on its 11th audit round. That’s about five-and-a-

SNAPSHOT
half years.

e ) - His job is to instill that same focus throughout
Sonic Drive-In :

. the 3,150-unit, Oklahoma City-based quick-service chain.
HEADQUARTERS It was difficult at first. It wasn’t long before he joined Sonic from
Oklahoma City . Metromedia Restaurant Group in September 2001 that food safety
UNITS ©was just an ad-hoc function of operations and purchasing.
3,150 Allocating Resources
9006 REVENUES . “Some key individuals realized that with the times we live in, food

""""""""" B . safety, just from the standpoint of the success of the brand long
$685 million . term, would need to be a strategy for growth and propelling the

EXPANSION PLANS - brand forward,” Taylor says. - Sonic Drive-In carhops
170 to 180 units in | . InJune 2001, Sonic began its Sonic Safe program, which - learn food safety when
fiscal 2006 . includes training, purchasing and all operations manuals and sys- . they join the company and
- ‘ - tems. It was based on the Food and Drug Administration’s food © whenever new menu items,
*Chain Leader estimate; fiscal : . . . : . .

year ended in August code and systems such as the one at Jack in the Box. Sonic tried ¢ promotions or operating

to exceed the standards of most local regulatory agencies so it - procedures roll out.

54 | Chain Leader @ Sepfember 2006




THE NEW SIGNATURE TOUCH™
TOPPING WARMER. |
MORE DAZZLE. LESS HASSLE.

NOW TOPPING & PLATESCAPING IS SO CONVENIENT. ENTREES, DESSERTS, COFFEES & MORE. SERVER
SAFELY HOLDS & HEATS 3 BOTTLES. IDEAL SERVING TEMPERATURE. THAT'S HOT STUFF.
T —

GO TO WWW.SIGNATURE-TOUCH.COM

1-800-558-8722 | INNOVATION IS SERVED"
@Listed c@uslmsn

©2006 Server Products Inc.
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FOOD SAFETY

Franchisees who want to protect brand
standards have helped Sonic roll out its

food-safety program throughout the system.

To ensure the safe-
ty and quality of
all its food, Sonic
uses third-party
auditors to inspect
its restaurants and
suppliers’ facilities.

would not only be as safe as possible, but it
wouldn't have to try to communicate differ-
ent rules to operators in different markets.
Taylor says it was a huge change and
transition for a lot of Sonic’s franchisees,
so most of all, it had to work within the
chain’s system. Many of the franchisees
helped drive the initiative, which encour-
aged the others to buy in. “They were will-
ing to do whatever they have to to protect
the equity that they have, to protect their
livelihood,” he adds.

Outside Help
Key to the program is a schedule of third-
party audits. Each unit is audited twice a
year. At first, the company told operators
what day and time to expect the auditor.
Then they were told just what month. Now
all audits are unannounced.

Using a third party ensures the inspec-
tion is objective, Taylor explains, but it also

Shake up your competition with a seasoned team of experts
ready to serve you the best in real estate financing services.
> Sale/Leaseback Financing

» 1031 Investment Properties

» Investment Banking

A
» Development Financing "
> Real Estate Development TRUSTREF‘.T
Properties
www.trustreet.com » 877.667.4769 NYSE: TSY

4
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Bacon Wrap
Sweet Apple Wood Smoked

Bacon, Gorgonzola cheese,

spicy sweet peppers,
cucumbers, lettuce, tomatoes,
red onions and a creamy
cucumber sauce wrapped in

a wheat tortilla.

Sweet Apple Wood
Smoked Bacon

from the Innovation Specialists

Your customers love a trendy, new spin on old classics. Take a veggie wrap and add the bold,
unique flavor of Patrick Cudahy’s Sweet Apple Wood Smoked Bacon and...ta-da! Now you've

turned an ordinary wrap into an exciting, new, profitable menu sensation. 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! UHome 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.

©2005 Patrick Cudahy, Inc. A Smithﬁeld‘“ Foods Company



FOOD SAFETY

gives Sonic a source to learn others’ best prac-
tices. “We're not their only customer,” he says.

If a franchisee fails an audit, the field team
follows up to help with not only food safety
but brand elements such as service, design
and operations. The worst-case scenario
would be legal proceedings. “The few times it
has happened, it shows the company is really
serious about this,” Taylor explains. “It’s not a
flavor-of-the-day program.”

At Sonic, food-safety assurance
is as key fo the brand as its
signage and service style.

Continving Education

As the program has evolved, training has con-
tinually grown more thorough. Food safety
and quality are addressed in every manual,

« . .
There IS now d Culture Of f OOd Saf ety n - in English and Spanish, and whenever there
the organization, in every new product that 7 7S% mem; e er promoron. n sprng,

for example, the focus was on the fountain

we do, in every operational procedure that  and frozen category, which was gearing up for

the warm weather. Sonic has rolled out Web-
based training as an option for units that have
Internet access.
All managers and assistant managers are
¢ required to be trained every three years in the
. National Restaurant Association’s ServSafe
THAT'’S RlGHT’ WE SELL LAND TOO. . program as well. Taylor says many franchisees
© tie manager incentives to their food-safety
audit scores.

One of the key benefits of the program,
according to Taylor, is operators’ relationships
with health departments. “Early on, when
I would talk to franchisees, there was some
apprehension about when the health inspec-
tor came in,” he says, adding that most
operators are willing to contact the health
department with questions.

we do.” —Nelson Taylor, senior director of food safety

Looking Ahead
For now, Taylor says his biggest challenges are
keeping Sonics food-safety program consis-
tent and ahead of changing municipal codes,
, - and keeping training clear and simple for
Does your business need the perfect spot to L b 7 © workers in such a high-tumover industry.
call home? Pick up a Wal-Mart outparcel, ML s When he looks to the future, Taylor admits
and enjoy the unparalleled opportunity for V he doesn’t know what to expect: “Five years
success that comes with being our neighbor. - ago, 1f you WOU].d have [Qld me [ha[ 1 Would

: be worried about terrorism and avian influ-

WAL~MART enza an_d a lot of th_e world events that ulti-
mately impact quality and food safety, I don't

know that I would have agreed. There may be
some issues that we will be dealing with, but
a lot of it remains to be seen.” @

For a complete listing of available properties, call 479-204-2020 or visit
WWW.WAL-MARTREALTY.COM
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America’s #1 Soymilk Brand

* 84% of users consider Silk an everyday staple.’
« Available in aseptic and refrigerated in a variety of

flavors and sizes to meet your foodservice needs.

For more information call 303.635.4623 or visit www.SilkSoymilk.com.
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Takeaway

Discover the most successful strategies
from a who’s who of industry executives—
proven bottom-line boosting ideas.

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

What are the hottest up-and-coming
concepts? At Chain Leader LIVE

these concepts come to life on stage.
Learn what’s driving these chains and why
patrons are flocking to their doors.

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

Nov. 1-3, 2006

Westin
Michigan Avenue

Chicago

Networking

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

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

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

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

CEOQOs, presidents, vice presidents and directors of menu development,
operations, finance, marketing, technology, human resources and design
all can benefit.

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

In any situation and every operation, today’s managers need to be fluent in food safety.

That’s why the National Restaurant Association Educational Foundation (NRAEF) developed ServSafe Fourth Edition.
ServSafe offers multi-cultural training that connects with managers in their language to help them understand critical
food safety practices, including how to properly clean and sanitize. ServSafe is also the online training and exam that
works around your staff’s busy schedules. And ServSafe is today’s training solution, with the latest FDA Food Code
updates, real-world scenarios, and a new “Take It Back” section so managers can share their training back
in the operation. That’s every training option. That’s your food safety solution. That's ServSafe.

To order the new ServSafe Fourth Edition or learn more, contact your
State Restaurant Association, your distributor or the NRAEF at 800-765-2122
(312-715-1010 in Chicagoland) ext. 701. Or visit www.nraef.org/servsafe/lemp33CL

ServSafe

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



SECTION

Franchise
[Developer

Scouting Prime Locations

anchise developers do not have to shop "off prime” loca-
Ftions to get “A” positioning. Some real estate markets have

begun to soften, but overall, property remains a hot com-
modity. PricewaterhouseCoopers’ Second Quarter 2006 Korpacz
Real Estate Investor Survey sees investors’ “infatuation” with U.S.
commercial property markets continuing. While that bodes well
for the future appreciation of the restaurant assets already in area
developers’ portfolios, it can make cost-effective
growth a challenge.

“The good news is the economy is healthy.
The bad news is that there is a lot of competition
for space,” says Christine Marr, principal, North-
Star Advisory Services, a real-estate consulting
firm based in Newport Beach, Calif. But develop-
ers still have a full menu of options for getting
solid deals done, she says. New, nontraditional

Christine Marr

Lifestyle centers typically are a lower-cost alternative to strip malls or
shopping centers anchored by a major discounter.

mixed-use developments represent a prime opportunity.

According to a report in National Real Estate Investor, a well-
planned lifestyle center not only has boutique businesses—from
specialty shops to yoga studios—that make it work in affluent
neighborhoods, it also works for tenants. Typically, occupancy costs
in lifestyle centers are far lower than they would be in a shopping
center or strip mall anchored by a major discounter.

Marr advises developers to sit down with city planning depart-
ment officials to find out what projects are coming on line. Getting
involved in a development even before the landlord has municipal
approvals provides developers with a variety of options that could

JOIN THE

For franchise opportunities, contact

Rhonda at 800-257-7272

or visit www.papamurphys.com.

TAKE 'N' BAKE PIZZA

Papaurphys

4th Year In A Row
Consumer Voled...

For the 4th year in a row,
we’ve won the Restaurants &
Institutions Consumer Choice in
Chains award. We're inviting
you to become a part of our

rapidly growing company.

Top 3 reasons to invest in Papa
Murphy’s Take ‘N’ Bake Pizza

0 Lower Initial Investment
0 Proven Historical Performance
o Strong Consumer Appeal

©2006 Papa Murphy’s International, Inc.

September 2006 ¢ Chain Leader
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SPECIAL ADVERTISING SECTION Franchise Deve|oper

Scouting Prime Locations (continued)

lead to better deal terms for the long run. “You can take advantage
of the fact that you are getting in before the competition,” adds
Marr, who works closely with clients looking for restaurant locations.
“You may be able to partner with the landlord and sign a lease
early in the project-planning stages. At this stage the landlords are
usually willing to give you more concessions. Pre-leasing the project
will make it easier for them to finance the project.”

Franchisees looking to open more than one restaurantin a
mixed-use project bring more bargaining power. Terms to consider
when negotiating the lease could include a request for higher
improvement allowances, a capital allowance to build out the
restaurant to the franshisor’s standards or free rent for a specified
period. “Area developers leasing multiple spaces have a lot more
leverage,” says Marr. “How much depends on your credit, how
many units you have opened already and how they perform, and
how long the lease is.”

Marr recommends shopping for sites in smaller cities and sub-
urbs, particularly at a time when some areas are seeing flight from
cities into new master planned suburban neighborhoods. Develop-
ers looking to maximize their investments are gravitating toward
new lifestyle centers. “Remember, if there is a huge Wal-Mart in the
development, the rent usually goes up,” says Marr.

She cautions against going too far afield. “I never recommend
non-prime real estate. A ‘B’ location is a ‘B’ location,” she adds. “If
a property’s pricing looks like 'a good deal,’ it is ‘a good deal’ for a
reason. Stay away.”

ﬂ'ﬁ 11 \ .\5

Wl
Circlein on a fresh opportunity.
Multiple franchise opportunities now available.

1-800-550-4877

For more information, call the Franchise Development Team
or visit us on line @ www.captainds.com

Chain Leader 4 September 2006




SPECIAL ADVERTISING SECTION

They have owned
Burder King’s, Arby’s,
Friday’s and Applebee’s.

Now ihey own a slice of us.

Veterans of QSR and Casual Dining concepts
can really appreciate Old Chicago —
it's as simple and good as pizza and beer.

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

Overall Food Cost — 25%"
Average Unit Volume — 2.3 Million®

Net Operating Income — 24%"

We’'re looking for experienced,
multi-unit food service operators to expand our
29 year, 79 store concept nationwide —
and we have plenty of prime territory available.

(OLD CHICAGO)

Eat. Drink. Be Yourself.

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

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

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

Franchise Developer

The Ormmal

Sandwich Smce 1762™

Franchise Opportunities

With the World’s Nlumber
One Sandwich Shop

¢t

In 1762, John Montagu, the fourth Earl of Sandwich
invented the sandwich. Thus, the sandwich was named

after its inventor. Now 250 years later,

We are here to Reclaim and Reinvent the

Sandwich One Franchise at a time!
e

Contact us to find out more about the world’s most
dynamic sandwich operation. Exclusive development

areas available throughout the US.

For Franchise Information Call the
Sandwich Hotline 407.992.2089

or franchise@earlofsandwichusa.com

www.earlofsandwichusa.com
Offer made by prospectus only

September 2006 ¢ Chain Leader
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SPECIAL ADVERTISING SECTION

We are seeking proven multi-unit
operators throughout the Western,
Southwestern and Northeastern US

* A proud 50 year tradition

¢ A world recognized brand

e A strong sales-to-investment ratio

e A great reason to get excited about
the next 50 years!

For Franchise Inquires: (310) 846-8780
www.sizzler.com

Steak « Seafood ¢ Salad

PUT YOUR MONEY
WHERE AMERICA’S
MOUTH IS.

Chain Leader 4 September 2006

Franchise Developer

Fuddruckers burgers have
been voted “Best Burger in Town”
in more cities than any other national
hamburger chain. (CityScape™ poll)

To capitalize on our growing success
story, call 512-275-0421 or

visit us at www.fuddruckers.com
for franchise opportunities.

% WINNER B

op ovmzoo)

rienced mulh unit restauranteurs
a desire to be Famous and develop

schwitzer 800-210-4040 x1343
m.gchwifzer@famousdaves.com

Franchise offer made by prospectus only.




Foodservice
Franchisees
With

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

.ummnu

Fr anch ,'se
Developgr

Lending Alliances:

for Franchise pepe /¢ Optians

ding

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

« Showcase your franchise
opportunities in print and online.

» Access hot, fresh leads from
Chain Leader's Sales ADvantage”
program.

» Download leads directly into your
contact management software.

For more information,

contact James McMurray:
(630) 288-8467
jmcmurray@reedbusiness.com

Chain Leader

FOR RESTAURANT EXECUT

FINANCE

$8 Business Funding $$

Over $500,000 in cash advances per location...
« Brand new and existing businesses welcome!

We get paid only when you get paid!
No Personal guarantee!
No fixed payments!
Call Direct: 609-529-4986

FRANCHISE CONSULTANTS

Start-Up & Established Franchisors

NEED HELP FRANCHISING?

i Call the iFranchise Group, Inc.
(708) 957-2300

www.ifranchisegroup.com

o ﬂ
7Hanchise.
‘/ Group

KIDS MARKETING

Premium quality
Free sanples

S (2=
@ CrayonKing.com

800-613-5188

FOR ONLINE
ADVERTISING
OPPORTUNITIES
CONTACT:

James NicMurray

Computer SoFTwARE/POS

Save 3-8% on food costs

Guaranteed with Chef Tec!

« Inventory control
= o purchasing
ordering .
+ sales Analysis
« Recipe Costing
« Nutritional And

lysis

www.ChefTec.com

1-800-447-1466

catereqse

catering & event management software

“no other software
even comes close”

call now for your FREE demo

800.863.1616

www.caterease.com

DINE-AMICS P.O.S.
BUY DIRECT & SAVE BIG!!!

o Dealer Mark-ups.
No Sales Commissions.
No Middlemen.

No Kidding.

Complete POS Functions.
Remote Access from Home. -
Includes all Hardware & Software.
2-Touchscreen System from $8495.

3-Touchscreen System from $10,780.
call for any configuration/ any size.

800-331-1129 www.dineamics.com

RESERVATIONS & TABLE MANAGEMENT SOFTWARE

Making it look easy,
Just gOt casiecr —
with ReServe Interactive software.

Be more efficient
and increase profits
while improving
customer satisfaction.
<
RESERVE

INTERACTIVE

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

September 2006 ¢ Chain Leader
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TRAFFIC TRENDS

HIGH NOON

Fast-food lunch customers are likely to eat in,

but make sure you can accommodate a lot of singles
BY MARY BoLtz CHAPMAN

uick-service customers
are more apt to eat in
at lunch than at other
meals. Of all fast-food
users having lunch on their last
QSR occasion, 37.0 percent ate at
the restaurant, while 30.0 percent of
all users ate in, a 21-quarter average
shows. According to Quick-Track,
a quarterly survey by Villa Park,
Calif.-based research firm Sandel-
man & Associates, 33.4 percent
of those having lunch on their last
visit used the drive-thru and 26.2
percent took their food to go. Of
all QSR customers, 40.4 percent
used the drive-thru; 23.1 percent,
carryout.
* Fast-food users having lunch on
their most recent visit were more
likely than all users to be alone:
33.9 percent vs. 26.8 percent,
according to a 21-quarter average.

Chain Leader @ September 2006

* The midday meal comprises 42.0
percent of all fast-food occasions;
dinner makes up 41.4 percent;
breakfast, 11.0 percent; and snacks,
5.6 percent.

* Customers having lunch on their
last occasion spent $4.65 per per-
son, a 21-quarter average reveals.
All QSR users paid an average of
$4.81 per person.

e Sandwich chains garnered 13.3
percent of past-month lunch visits
but only 9.7 percent of all past-
month occasions. Pizza chains saw
10.0 percent of past-month lunch
occasions but 17.6 percent of all
occasions.

*32.5 percent of QSR customers
who had lunch on their most recent
occasion ate a hamburger; 25.1 per-
cent had a chicken, submarine or
other sandwich; and 11.0 percent
bought pizza.

Lunch Rush

Share of past-month purchase occasions by chain type,
21-quarter average

All QSR Occasions

[_aosn BB o 182%

Lunch Occasions
43.2% 1.5% AV LN

M Burger M Pizza [ Sandwich  Chicken [l Mexican Il Regional//other

Booth Visits

All QSR sers whose last purchase occasion was at lunch

&= Eat-in e== Drivethry &= (arryout

39.7%
32.9%
35.4% 39 5y
29.2%
22.6%
R R AR TR

01 02 03 04 05 06

* 15.7 percent of quick-service cus-
tomers having lunch on their most
recent occasion used a special deal
or promotion; 21.5 percent of all
users did.

* While 45.6 percent of all custom-
ers bought food from fast-food
restaurants on Friday, Saturday or
Sunday, on their last occasion only
38.9 percent of lunch users did.
The most popular day for lunch
users to go to QSRs is in the middle
of the week: According to a 21-
quarter average, 17.5 percent of
fast-food customers having lunch
on their most recent occasion did
so on Wednesday.

Methodology

Customer trend data is based on the quarterly
Quick-Track survey by Sandelman & Associates,
a Villa Park, Calif -based research firm. Quick-
Track queries a nationally representative sample
of 600 fast-food customers on a host of demo-
graphic and usage questions. The firm defines
“QSR lunch users” as those who have purchased
lunch from one of the tracked QSR chains at
least once in the past month. Most-recent
purchase data is based on all QSR users whose
last QSR purchase was at lunch.




LRI

Your Beverage

Our Flavoring...

Your Success!

39
GO”’;{Z]E_I‘ Elayor Concenfri®

MONIN’

GOURMET FLAVORINGS

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

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

FOOD & BEVERAGE

Allen Canning Co. Inside Front Cover. Canned vegetables and
fruits. Call (800) 234-2553 or visit www.allencanning.com.
Bush Brothers & Co. p. 6-7, 18-19, Inside Back Cover: Signa-
ture baked beans and other products. Call (800) 251-0968
or visit www.bushbeans.com.

Carolina Turkey p. 9. A full line of turkey products. Call
(800) 523-4559, ext. 687 or visit www.carolinaturkeys.com.
Dawn Food Products Inc. p. 28. Bakery mixes and bases. Call
(800) 248-1144 or visit www.dawnfoods.com.

(800) 443-7994 or visit www.missionfoodsfsc.com.
(800) 966-5225 or visit www.monin.com.

(800) 456-PORK or visit www.theotherwhitemeat.com.

Hershey’s Food Service p. 25. Branded ingredients and ideas.
Call (877) 772-3556 or visit www.hersheysfoodservice.com.
Mission Foods p. 31. Tortillas, chips, strips and shells. Call
Monin Gourmet Flavorings p. 69. Flavor concentrates. Call

National Pork Board p. 35. Promotes the use of pork. Call

Nestle Brands Food Service p. 39. A line of consumer brands.
Call (800) 288-8682 or visit www.nestlefoodservices.com.

Revolutionary Ideas

" Foodservice Products

“CLEANLINESS IS...”
¢ Hinged design allows for
— easier cleaning
- the most thorough cleaning
possible—like new
—reduced threat of fire

“A PENNY SAVED...”

e Unique, slotted baffles reduce static pressure, creating
—less strain on fan motor
— greater heat removal
— quieter operation

o Approved by the City of New York Department of

Buildings MEA 1-05-E

* NFPA No. 96 approved

e Stainless steel

e Each filter individually boxed

EMD)

Franklin Machine Products

Slotted Baffles

Patent Pending

//

Hinged Design

Parts and Accessories for the Foodservice Industry
N Lumberton, NJ ® Las Vegas, NV

’ ‘. 800-257-7737 © 609-267-3700 ® 24-Hour Fax: 800-255-9866  609-288-9058
5 FMPONLINE.COM

www.franklinfilter.com

eV g
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Patrick Cudahy Inc. p. 57. Customized bacon and other
pork products. Call (800) 486-6900 or visit the Web site at
www.patrickcudahy.com.

Perdue Farms Inc. p. 33. A variety of poultry products. Call
(888) PERDUE-2 or visit www.perduefoodservice.com.

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

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

WhiteWave Foods Company p. 59. Silk Soymilk in a variety of
flavors. Call (303) 635-4623 or visit www.silksoymilk.com.

EQUIPMENT

Alto-Shaam Inc. p. 52-53. Low-temperature ovens and display
cases. Call (800) 558-8744 or visit www.alto-shaam.com.
Amana Commercial Cooking p. 49. Ovens and other applianc-
es. Call (866) 426-2621 or visit www.amanacommercial.com.
Edward Don & Co. p. 47. Foodservice equipment and sup-
plies. Call (800) 947-6640 or visit www.don.com.

Enodis p. 43. Fourteen leading equipment brands. Call
(727) 375-7010 or visit www.enodis.com.

Follett Corp. p. 12. Ice machines with safe access to ice. Call
(800) 523-9361 or visit www.folletice.com/smartgate.

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

Hobart Corp. p. 13. A full line of commercial foodservice
equipment. Visit www.hobartcorp.com.

Hoshizaki America Inc. p. 71. Ice machines for foodservice.
Call (800) 438-6987 or visit www.hoshizaki.com.

ICE-0-Matic p. 36. Ice machines with bacteria prevention.
Call (800) 423-3367 or visit www.iceomatic.com.

Scotsman p. 41. Ice machines and beverage dispensers. Call
(800) 726-8762 or visit www.scotsman-ice.com.

Server Products Inc. p. 55. Warming and display equipment.
Call (800) 558-8722 or visit www.server-products.com.

SUPPLIES/SERVICES

American Express p. 3. Marketing tools and business build-
ers. Call (800) 528-5200 or visit www.americanexpress.com.
DIRECTV/Hughes Communications Inc. p. 23. Television and
audio programming. Call (310) 964-5311 or visit the Web
site at www.directv.com/business.

Franklin Machine Products Co. p. 70. Machine parts and acces-
sories. Call (800) 257-7737 or visit www.fmponline.com.
FreshMarx p. 40. Food-rotation labeling systems. Call (877)
774-6829 or visit www.freshmarx.com.

National Checking Company p. 11. Intelligence from the POS.
Call (800) 774-0519 or visit www.nationalchecking.com.
Tetra Pak Inc. p. 15. Tetra Pak prevents spoiling. Call (303)
955-6000 or visit www.tetrapakusa.com.

Wal-Mart Stores Inc. p. 58. Real-estate opportunities. Call
(479) 204-2020 or visit www.wal-martrealty.com.

Wasserstrom Co. p. 51. Distributes supplies such as table-
ware. Call (800) 999-9277 or visit www.wasserstrom.com.

FRANCHISING/FINANCE

Franchise Developer p. 63-67. Opportunities for franchisees.
Call (630) 288-8467 or visit www.chainleader.com.
Sovereign Investment Co. p. 10. Sale/leasebacks and capital.
Call (609) 524-4000 or visit www.sovereigninvestment.com.
Trustreet Properties p. 42, 56. Offers financial and advisory
services. Call (877) 667-4769 or visit www.trustreet.com.

EVENTS/EDUCATION

Chain Leader Executive Briefing p. 60. A free executive news-
letter. Call (630) 288-8201 or visit www.chainleader.com.
Chain Leader LIVE p. 61. Insight from the pages of Chain
Leader. Call (630) 288-8201 or visit www.chainleader.com.
Elliot Leadership Institute p. 44. Leadership development.
Call (914) 524-9100 or visit www.elliotleadershipinstitute.org.

NRA Educational Foundation p. 62. The ServSafe fourth edition
is available. Call (800) 765-2122 or visit the Web site at
www.nraef.org/servsafe/625CL.




It’s surprising how much noise it takes
"to create small chunks of frozen water.

Or at least how much
it used to take.

/:\);,

YOU DON,T HAVE TO MAKE A LOT OF NOISE TO BE SUPER PRODUCTIVE.
With its remote-condenser design and radically smaller footprint, the Serenity Series icemaker
lives up to its name by producing as much or more ice than one-piece units, but far more
quietly and with less heat. With an accomplishment like the Serenity Series, we were tempted

to blow our own horn —but that would make too much noise. Besides, it might distract

from The World’s Most Perfect Ice. QVO‘SHIZ‘I

For more information call 800.438.6087 or visit www.hoshizaki.com. A Superior Degree of Reliability
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Surfing challenges Wahoo's
Wing Lam to just enjoy the ride.

By Maya Norris

VTN
{

urfing is a way of life
for Wing Lam. The
co-founder and vice
president of market-
- ing for Wahoo's Fish Taco
- developed a love for the
. sport at age 14 after his fam-
- ily immigrated in 1975 to
. Newport Beach, Calif., from
¢ Brazil. Then, inspired by their surfing vaca-
. tions in Mexico, Lam and his brothers, Ed
- and Mingo Lee, opened Wahoo in 1988.
. Now the trio is busy growing their 43-unit
. chain, but it doesn’t keep Lam from catch-
. ing some waves.

- Surf’s Up

. Lam surfs at least four or five times a week
. in the summer and two or three times

. weekly in the winter in Newport Beach,

© Calif., before heading to work at Wahoo’s

- headquarters in Santa Ana, Calif. The 45-

- year-old executive is usually in the water

© by 6 am. in the summer and 7 a.m. in the
. winter, riding waves that are about 2 feet

- to 5 feet high. “That5 a really fun wave,”

- says Lam, who considers himself to be an

- above-average surfer. “It’s got some power
© toit, but it's manageable.”

© Surfing also gives him a chance to start
. the day relaxed and calm. “Its very Zen-

¢ like to sit there,” he adds. “You're in the

- water, and you see dolphins coming by. It

Co-founder and Vice Presi-
dent of Marketing Wing
Lam surfs at least four or
five times a week in the
summer and two or three
times weekly in the winter
in Newport Beach, Calif,,
before he heads to work at
Wahoo's Fish Taco.
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just very peaceful. It’s close to meditation
because theres no motors; it’s all self-
propelled.”

Hawaiian Getaway

Although Lam enjoys surfing in Newport
Beach, his favorite waves are in Hawaii.
He travels to Kauai and Oahu two or three
times a year, where the waves reach any-
where from 6 feet to 10 feet high. Unlike
the waves at Newport Beach, which pro-
duce a ride of only two to three seconds,
he can ride the waves in Hawaii for at
least 20 seconds.

Lam also likes surfing in
Hawaii because the North
Shore of Oahu challenges
him. A destination for pro-
fessional surfers, the North
Shore has very powerful and
unpredictable waves. “They
call it a ‘sneaky set,” he says.
“Waves aren'’t an exact science
there. Sometimes the swell
comes in and it’s 6 [feet]. The
next one may be 8. Then it
may be 6 again. Sometimes it
goes to 12. And then all of a
sudden it’s ‘uh oh.”

Lam plans to go surfing
more often in Hawaii since Wahoo’s opened
its first franchised unit in Honolulu in Jan-
uary. “Now I have an even better reason to
go island hopping,” he laughs. “It’s just part
of the job. I'm trying to go again in the next
couple of weeks to just check on the store.”

Along for the Ride

Lam is also looking forward to more surf-
ing vacations with his brothers and friends.
They plan on surfing in Fiji next year.

And his brothers just bought a house in
Nicaragua so they can surf there and near-
by Costa Rica.

While surfing has allowed Lam to bond
with friends and ride with professional
surfers, and even inspired him to develop a
chain, he has also learned to just enjoy the
sport. “I'm past the time of my life that I'm
a competitor,” he says. “So it’s just learning
to enjoy the moment of surfing. Don't take
it too seriously. Just to relax and enjoy and
be glad that you're able to do something that
not many people get to do.”

Photography by John Keppler



Bush’s Best

was chosen #1
bya panelof = -

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,
Spinach and other Greens.

CASH BACK ON EVERY CASE
Get $3 cash back for every case
of Bush’s Best Baked Beans you buy
through 10/31/06. No case limit.

Contact your sales representative.

g\NCil S0g

BEST

FOODSERVICE

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

*Nielsen Data, Total U.S. Baked Beans ©2006 Bush Brothers & Company



ﬂavor never
takes a yvacation.

~customers return again and again for the
ultimate flavor experience. Here, there's never a

compromise on quality. Beverages are loaded
~4, with real fruit, and they look and
taste better longer with our
exclusive StaBlend® formula.
Set a course for the beverages
that build your business.
Tiki Bay™ from Rich’s®

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

CARING FOR CUSTOMERS
LIKE ONLY A FAMILY CAN®

© 2006 Rich Products Corporation





