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*Nielsen Data, Total U.S. Baked Beans  

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

©2005 Bush Brothers & Company

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

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

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

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

CASH BACK ON EVERY CASE
Get $3 cash back for every case
of Bush’s Best Baked Beans you buy
through 10/31/05. No case limit.
Contact your sales representative.
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B R I E F I N G B O O K

What would it take for you
spec a product if you knew it
was going to cost you at least
10 percent more than it does

now? For The Holland Inc., the answer was
sustainability.

The Vancouver, Wash.-based parent of
39-unit Burgerville and two-unit Noodlin’
fully converted to wind power this summer
for all its restaurants and corporate offices.

Chief Operating Officer Jeff Harvey 
says the switch supports both the local
community and the company’s long-term
bottom line.

Holland believes in investing in its com-
munity and has a history of using locally

sourced sustainable goods. For example, it
uses only Oregon Country Beef from a con-
sortium of local organic cattle ranchers.
Beyond goodwill, Harvey says, it supports
the economic health of the area and its
consumers.

Looking ahead, “Renewable energy will
be far more stable and cost effective than
any other energy,” Harvey says.

He adds that both customers and
employees appreciate the company’s val-
ues-based decisions: “There’s a growing
attitude in the market about energy choices
we can make that are more sustainable.”

Because the restaurants, all in North-
west Oregon and Southwest Washington,

use many different utility
companies, Holland enlisted
the help of the nonprofit
Bonneville Environmental
Foundation with the logis-
tics. Bonneville estimates 
that the move will mean 
17.4 million pounds of car-
bon dioxide will not be emit-
ted each year, the equivalent
of removing about 1,700 cars
from the road.

Holland is not the only
restaurant company to move
to sustainable power. In June
2003, Washington, D.C.-
based Austin Grill converted
its seven restaurants to wind
electricity. 

Take Note
In “Bay Watch,” page 77 in
our September issue, Chain
Leader misidentified San
Francisco’s Chestnut Street
and misstated the number of
Pasta Pomodoro units; the
correct number is 45. We
regret the errors.

E N E R G Y

Harvesting the Wind: The Holland Inc. 
Moves to 100 Percent Sustainable Power

O C T.  5 - 6
The MultiCultural Foodservice 
& Hospitality Alliance
Symposium 2005
Marriott Marquis, Atlanta
Executives discuss the tough
topics related to diversity and
learn best practices for mak-
ing inclusion profitable.
Contact: (401) 461-6342,
michelle.miller@mfha.net,
www.mfha.net

O C T.  2 0
Learning, Sharing, 
Networking: Powerful Strate-
gies for Recruiting Success
California State Polytechnic 
University, Pomona, Calif.
The Association of Hospitality
Recruiting Executives presents
strategies and tactics for 
recruiting the best employees.
Contact: info@hreonline.org;
www.hreonline.org

N O V.  3
People Report’s Best Practices
Conference
Renaissance Dallas Hotel, Dallas
This year’s event focuses on
the partnership between
human resources and opera-
tions executives for the benefit
of the bottom line.
Contact: (972) 364-0490;
info@peoplereport.com;
www.peoplereport.com

N O V.  1 3 - 1 5
International Hotel/
Motel & Restaurant Show
Jacob K. Javits Convention 
Center, New York
Over 45,000 attendees and
1,500 exhibitors meet for
three days of business, 
education and networking.
Contact: (914) 421-3206;
ihmrs@glmshows.com;
www.ihmrs.com

N O V.  1 3 - 1 6
Presidents Conference
Desert Springs, a JW Marriott
Resort & Spa, Palm Desert, Calif.
The International Foodservice
Manufacturers Association
and International Foodservice
Distributors Association pre-
sent their annual event for
industry leaders.
Contact: (312) 540-4400;
ifma@ifmaworld.com;
www.ifmaworld.com

N O V.  1 6 - 1 8
Chain Leader LIVE
The Westin Galleria, Dallas
Experience firsthand the
insights, strategies and 
personalities behind 
successful chain restaurants.
Contact: (630) 288-8201;
lwojak@reedbusiness.com;
www.foodservice411.com/
clmag/LIVE

Industry Calendar
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Burgerville shakes are 
now blended by machines
powered by the wind.
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Fill in the blanks. At Lincoln, we recognize these gaps and help you fill 
them. With a continuous-cooking Lincoln Dual Technology Finisher, you can entice 
and satisfy more consumers at the counter or drive-thru by providing perfectly heated, 
perfectly toasted sandwiches in less than 60 seconds. The impingement heats, the 
infrared toasts, and you get the best support possible with Lincoln. Call or go online 
to learn how we can make your menu, and business, hot.  
888-417-LINC www.lincolnfp.com

©2005 Lincoln Foodservice Products, Inc.
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S T O R Y B O A R D

22 Station Identification
Firehouse Subs has launched a new TV campaign that features actual
firefighters talking about their profession,
relationships and appetites, but
they don’t mention Firehouse
Subs. Instead, the public 
service announcement-style
spots use voice-overs and text
to convey the brand message so
the firefighters don’t have to. The
ads are part of a comprehensive
branding campaign designed to
help the Jacksonville, Fla.-based concept
become one of the top five sub chains in
the country. 
By Margaret Littman

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

26 Warming Trend
Denny’s has replaced its diner-style decor with a homey look featuring
wood, earth tones and low lighting. Wood finishes, dark flooring, dark
vinyl booth coverings and region-specific art are all meant to turn the
bright space into an all-American family-dining concept rather than a
theme concept. According to the company, check averages and unit 
volumes at the redesigned stores are higher than expected.
By Lisa Bertagnoli

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

33 Mountain Elevation
Corporate Chef and Director of Culinary Philip Butler has broadened
Bugaboo Creek Steak House’s menu with more mountain-style comfort
foods and value pricing. Butler has updated some core menu items and
created seasonal specials while formalizing the chain’s menu-develop-
ment and testing procedures. The company hopes that this approach
will widen its customer base, perk up flat sales and increase frequency. 
By Monica Rogers
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C O V E R S T O R Y

44 Big Fish, Small Pond
After going public last year, McCormick & Schmick’s Seafood
Restaurants now has the capital, as well as the cash flow, to ramp up
expansion in an effort to be the first chain to dominate the fresh
seafood niche on a national level. CEO Saed Mohseni plans to grow
the Portland, Ore.-based chain prudently, opening the bulk of new
units in existing markets as well as affluent suburbs and nontradi-
tional locations. He believes the chain will grow to somewhere
between 150 and 200 units in 32 markets by 2007.
By David Farkas

M U L T I C O N C E P T O P E R A T O R

52 Ground Control
Anton Airfood has upgraded airport dining by bringing a mix of original
concepts, local brands and national franchises to airports across the
country. The company attributes its success to the extensive research it
conducts of the local market before submitting proposals, resulting in
higher revenues per enplaned passenger. As the third largest player in
airport foodservice, Anton Airfood says it’s on track to generate $200
million in systemwide sales by 2008.
By Margaret Littman

T E C H N O L O G Y

60 Full Speed Ahead
Chains around the country, including Bojangles’ and Damon’s Grill,
have recently installed speed-inducing technology at drive-thrus and
takeout counters that have boosted sales and reduced wait times. The
technology ranges from a mid-tech combination of cameras and sensors
to swipeless credit-card readers.
By Lisa Bertagnoli
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Captivate 
chicken.

Tickle 
their ribs.

Jazz up 
pork.
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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. For that real baked-in taste customers love best. 

So liven up meals and give menus a lift with 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.

Delight your customers 
with America’s #1 

baked beans.

CASH BACK ON EVERY CASE
Get $3 cash back for every case
of Bush’s Best Baked Beans you buy
through 10/31/05. No case limit.
Contact your sales representative.
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This isn’t another col-
umn lambasting govern-
ment agencies that should
have done something 
different. 

And it’s not about the
many examples of Ameri-
cans supporting one
another in a time of crisis,
including all of the restau-
rant companies who con-
tinue to generously con-
tribute time, money and
other resources. Though
they certainly deserve

recognition and thanks.

Potential Threat
Rather I’m issuing a warning. The images of
our country’s delayed and flubbed rescue
efforts reached the TV screens of viewers all
over the world. Some of those viewers don’t
have sympathy for Katrina’s victims. What
they saw was how easy it is to bring a whole
city to its knees, spread disease and turn pri-
vate citizens against their government.

So? What does that mean for restaurant
operators? This is a reminder that there are
people out there who want to see the United
States suffer and will use terrorist acts to do
so. It is a call to do whatever you can to pre-
vent that. In our business, that means ensur-
ing a safe food supply.

Late last year the Food and Drug Adminis-
tration announced new rules that would
enable it to trace the source of any food cont-
amination. The regulations, issued under the
2002 Bioterrorism Act, require that food facil-
ities register with the FDA and keep sourcing

records. But no enforcement date has been
set, and they don’t do much to make our
country’s food chain any less vulnerable.

Secure the Supply Chain
Protect your customers and your company
by knowing who your suppliers are and 
visiting them often. Ensure that your distrib-
utors and suppliers use secure manufactur-
ing, storage and transportation methods.
Challenge—demand if you have to—them
to look further back in the supply chain, all
the way to how and where raw ingredients
are sourced. Support radio frequency identi-
fication tagging of livestock to improve
traceability, even if it costs a little more. 

Lobby for more FDA inspections of food
processed in the United States as well as
overseas. And for the authority for the
agency to inspect international plants.

You must protect the food within each
restaurant, too. Darden added food-security
measures to its routine food-safety audits.
Auditors watch for unlocked doors and food
sitting unattended on the dock.

For more ideas, the FDA’s Center for Food
Safety and Applied Nutrition’s “Food Security
Preventive Measures Guidance” is available at
www.cfsan.fda.gov. It suggests ways to assess
and improve your food-security procedures,
from the obvious (don’t accept product that
looks like it has been tampered with) to the
culture-building (involve unit-level staff in
the creation, implementation and policing of
the program).

Hurricane Katrina has taught us a lot
about the American spirit and some of our
flaws. Let it also teach us to prevent and pre-
pare for other foreseeable crises.

A Lesson from Katrina

By the time you read this, New Orleans will be pumped free of water.
The levees restraining Lake Pontchartrain will be effective, if only tem-
porarily held together with sandbags, debris and chewing gum. Those
who had to abandon their homes will be thinking longer-term about

whether to return and how to feed, clothe, house and school their families
until then. Politicians and journalists will still be trying to get to the bottom of
what went wrong with our country’s emergency services.

8 Chain Leader  ♦  October 2005

MARY BOLTZ CHAPMAN,
EDITOR-IN-CHIEF

(630) 288-8250
mchapman@reedbusiness.com

Photo byTodd W
inters

E D I T O R I A L

The hurricane
brought out more
than American
spirit and
government 
mistakes.

CL
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Who
would have

Your customers love a trendy, new spin on old classics. Take bruschetta and add the bold, unique

flavor of Patrick Cudahy’s Sweet Apple Wood Smoked Bacon and...wow! Now you’ve turned 

a typical appetizer 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!

BLT Bruschetta
Toasted Italian garlic bread

topped with Asiago cheese,

bruschetta relish made 

of minced garlic, diced basil,

tomatoes, olive oil, and 

for the final touch add

crumbled bacon.

thought?

“Home of Sweet Apple Wood
Smoke Flavor®

”
For more recipe ideas and Patrick Cudahy’s full line of products, call Dan Kapella at (800) 486-6900 or visit us at www.patrickcudahy.com.

Sweet Apple Wood 
SmokedBacon

from the Innovation Specialists

©2004 Patrick Cudahy, Inc. A Foods Company
TM
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In Katrina’s Wake

D
espite some four years of work and an estimated tens of billions of
dollars that was spent preparing for a potential hurricane along the
Gulf Coast, the government simply was not ready when the inevitable
devastating Katrina hit on Aug. 29. Now the country seems to be fix-

ated on assigning blame rather than focusing on how to help the victims.

10 Chain Leader  ♦  October 2005

CHARLES BERNSTEIN,
EDITOR-AT-LARGE

(732) 263-0581
Charles_Bernstein@msn.com

Photo by Mark Lawrence

T H E B E R N S T E I N P E R S P E C T I V E

Forget the blame.
Thanks to the
companies that
are helping in 
this time of need.

Something to Talk About 
Discussion of the hurri-
cane permeated the
National Restaurant Asso-
ciation’s 20th annual Pub-
lic Affairs Conference on
Sept. 12. The event drew
700 people, including
state delegations from 49
states and Washington,
D.C., to the Grand Hyatt
Hotel in Washington. 

Columnist Robert
Novak, who produces the
newsletter, The Evans

Novak Political Report, took a tough position.
“Everyone in power really knew the levees
wouldn’t hold this time,” he said. “They
knew it would happen sooner or later yet
did nothing about it.”

But most of the attendees looked toward
solutions and an optimistic future.

Mike Whalen, R-Iowa, who is running for
a congressional seat in 2006 and has nine
hotels and 17 restaurants, said donating
meals and other resources is what is impor-
tant now and that “this is not the time to
take political advantage.”

Vice President Richard Cheney assured
the audience: “We will get the job done. The
National Guard, communities and churches
are helping people rebound.” Cheney
thanked the attendees for their support and
compassion for the hurricane victims.

Appreciation Day
Instead of pointing fingers, the restaurant
industry is doing what it can to help, and it
deserves thanks. It is rallying participation in
Dine for America, a national dine-out event
taking place Oct. 5. Restaurants nationwide

are banding together to support the Ameri-
can Red Cross disaster relief fund for those
affected by Katrina by donating their profits
from that day’s business. Craig Miller, NRA
chairman and Ruth’s Chris Steak House
CEO, hopes the dine-out campaign can raise
$100 million.

“As an industry, we can demonstrate our
collective support and solidarity during this
difficult period,” Miller declared. “And we
can witness how 900,000 restaurants and
12.2 million employees nationwide can
make a meaningful difference in showing
that we are truly the cornerstones of our
community.”

Close to Home
This topic is personal to Miller. The hurri-
cane forced Ruth’s Chris headquarters out of
Metairie, La. “Due to the situation in New
Orleans and the personal situation of our
employees relative to the lack of housing
and infrastructure, we have allowed our
team to permanently relocate to Orlando,”
Miller said.

In addition, two Ruth’s Chris restaurants
in New Orleans are not currently operating,
and an outpost in the Hard Rock Hotel and
Casino in Biloxi, Miss., scheduled to open
Sept. 1, has been delayed. The company
hopes to open that unit next year. 

But many restaurants will not open again,
and many industry employees are going to
need support and, in some cases, a new
start. Restaurant owners and operators can
get involved by helping promote, organize
and donate in whatever manner they feel is
most appropriate. 

Hats off to all those who are helping in
this time of urgent need and in the months
and years to come. CL
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10
Dimensions
Of Execut ive
Leadership™4Ta l en t  and  

Team Deve l ope r

“Food fuels
our business,
but people
nourish 
our growth.”

—Carlos Bernal 
President, FoodBrand

d i m e n s i o n

Dedicated to the Development and

Advancement of Executives in the 

Foodservice and Hospitality Industries

Carlos Bernal not only believes in the value of strengthening his team, he lives it.  
At FoodBrand, he’s successfully lowered employee turnover by creating a “unifying 
culture” and a workplace environment that instills a sense of pride and satisfaction.

As a talent and team developer, Carlos is also a strong advocate of succession
management, encouraging the development of future leaders. Which is why he
highly recommends The Elliot Leadership Institute’s 10 Dimensions of Executive
Leadership™, the most critical measures of industry success. Using these insights,
the Institute has been extremely effective in providing FoodBrand team
members—and executives 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 online products and services 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.
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Introducing Infinity™ Fries—with zero grams trans fat
and no partially hydrogenated oils.

CONSUMERS LOVE THEM
Infinity Fries let you respond to health-conscious
customers’ growing concerns about trans fat. And consumer
tests confirm they look and taste just like traditional fries.
Thanks to their patented Ultra Clear™ coating, you get all
the benefits of a coated fry with the look, taste and
texture of a classic, uncoated fry.

BAKE OR FRY CONVENIENCE 
Baked in a standard or convection oven, or fried
in trans fat-free oil, Infinity Fries give you a whole  

new way to satisfy customers and build healthy
french fry profits. Ready to try a lighter side of fries? 

800-572-7783   WWW.SIMPLOTFOODS.COM

ZERO GRAMS
TRANS FAT. 

INFINITE
APPEAL.
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Our Products Are Solid. Our Solutions Are Clear.
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Your Merchandise
Will Be Visible.

Not Ours.

You want your customers to notice your food — not your merchandiser. That’s why Hatco

Heated Merchandisers are designed to put the focus on your product.

While showcasing your food, a Hatco display warmer also keeps it hot and appetizing.

And food held at proper serving temperatures stays fresher, longer, which reduces waste and

looks good for your bottom line.

With the industry’s most complete line of equipment, we have a heated display warmer to fit

your foodservice operation. Every unit is built with impeccable Hatco quality, making

it nearly invisible to your day-to-day operation.

To understand the quality of a Hatco Heated Merchandiser, and how it can enhance your

food, see one for yourself.  The one thing you will notice is the Hatco difference.

(800) 558-0607
www.hatcocorp.com
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I
have made my share 
of mistakes over nine
years on Wall Street,”
says Mark Kalinowski

of New York-based Buck-
ingham Research Group.
“But hopefully at the end
of the day, the good calls
outweigh the bad.” They
have. The Wall Street
Journal named the 35-
year-old “Best on the
Street” this year, and
Institutional Investor ranked him sec-
ond among restaurant analysts in
2004. Kalinowski recently revealed
how he picks winners.
You chided investors when you
wrote, “[Wendy’s] shares have only
risen by 2 to 3 percent since July,
suggesting that at least some
investors still care about such
obscure topics as fundamentals
and valuation.” 
I don’t know that I’d call it chiding.
I don’t think either valuations or
fundamentals are the end-all, be-all
of stock picking. But you want to
frame stocks with a valuation
approach. If you have a company
that has 10 percent earnings
growth, is it rational that it gets a 25
times P/E? In most circumstances,

no. Fundamentals play another role.
Are they better or worse than what
Wall Street expects?
Right now, Wall Street seems 
bullish on restaurant stocks. 
The general bullishness out there
suggests that expectations are some-
what high right now. That leads to
me being not so bullish.

Look at Outback Steakhouse. We
are projecting 15 percent growth for
next year. That gets us to an EPS of
$2.77. However, if you look at con-
sensus expectation, it’s at $2.87. 
What’s the Street expecting 
that you’re not? 
There’s an expectation of lower beef
costs next year. That points out risk
in this stock. Say Outback does
enjoy lower beef costs. Well, to

some extent, then, the Street
expects it. And the stock may not
react all that meaningfully. The trick
is for companies—and it’s hard to
do over time—to beat the Street’s
expectations.
You’ve praised P.F. Chang’s for
intentionally being conservative 
on guidance. 
It’s a smart approach in general. But
remember, the Street has a mind 
of its own. Take what happened
recently to Starbucks, which gave
same-store-sales guidance of 3 per-
cent to 7 percent. Then same-store
sales went into the high single dig-
its. The stock price declined, even
though the company was achieving
the high end of its stated target
range. So it’s not what a company
communicates, it’s what the Street
expects that matters most.
How does your casual-dining wait-
time survey affect expectations? 
Here’s a good example. After the first
case of mad cow disease in the Unit-
ed States was reported in December
2003, stocks related to beef traded
down. But the survey said steak-
house chains’ wait times grew.
Stocks were down because investors
were building in some risk that cus-
tomers wouldn’t go there. It helped
show business was not slowing. 
What’s your top pick this year? 
Domino’s Pizza, up 30 percent.
Franchisees are spending 33 percent
more on national advertising com-
pared to last year, and that is lead-
ing to a meaningful lift for sales and
earnings. Domino’s is also one of
cheapest stocks we cover on P/E
basis. We think it can go to $29.
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Mark Kalinowski gives the lowdown 
on picking restaurant stocks. BY DAVID FARKAS

O N T H E M O N E Y

Street Smarts

CL
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• Red Arrow manufactures
grill flavors that taste

fresh off the grill

• Grill flavor popularity is
hotter than ever–it’s a great profit

opportunity for menu additions

• Our corporate chefs will work with you
and your processor to customize a grill

flavor concept your customers will crave

• We’ve helped chefs around the globe
develop innovative menu concepts

We’re grill flavor experts –now we’d like
to help you get a taste of GRILL success!

920-769-1100
www.redarrowusa.com

sales@redarrowusa.com
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BY MAYA NORRIS

The party is just beginning for Señor
Frog’s in the United States. The Can-
cun, Mexico-based chain known for
its yard glasses of beer and Shake

Your Booty dance contests debuted in the
United States this summer and is preparing
to open two more stateside locations by
next year.

Parent company Grupo Anderson intro-
duced its flagship brand to the U.S. market
after opening 13 units throughout Mexico,
the Caribbean and Venezuela over the last
36 years. Señor Frog’s rang up $36.5 mil-
lion in systemwide sales in 2004 with an
average unit volume of $5 million. It makes
up 50 percent of sales for Grupo Anderson,
which operates seven other concepts includ-
ing El Shrimp Bucket, a casual seafood
chain, and Glazz, an upscale Asian restau-
rant and lounge. 

Anything Goes
Grupo Anderson says Señor Frog’s stands
out from most restaurants in the United
States because of its around-the-clock
entertainment and “anything goes” attitude.
The chain has live music, contests and
unplanned events, such as staff encourag-
ing customers to throw popcorn at each
other or dance on top of the bar. Its theme
parties have included a pajama party,
where guests participated in pillow fights
and swam in a pool filled with beer.

“Señor Frog’s is not a restaurant or a bar.
It’s a full entertainment idea and concept.
People are entertained from the minute
they walk in to the minute they walk out,”
says Jorge Hinojosa, director of develop-
ment for Grupo Anderson. “Everything
about our place is all about sense of humor,
and it’s all about being unpredictable.”

The tropical decor enhances the carefree
attitude with thatched materials, bamboo,
wood, and a palette of orange, yellow, red
and green. The freestanding units include
two bars, a stage and a patio. 

Although Señor Frog’s is proud of its
party scene, the chain also takes pride in its
menu. But it refuses to categorize it as Mexi-
can despite offering the usual fajitas, enchi-
ladas and quesadillas. “Señor Frog’s is casual
and approachable food with an authentic
Mexican twist,” Hinojosa asserts. 

Popular selections include Chicken
Wings, $8.25, served with chipotle-blue
cheese dressing; Aqua Tacos, $8.25, a 
Mexican version of lettuce wraps with
grilled chicken, cactus leaves, panela
cheese, tomatoes and red onions tossed
with cilantro vinaigrette, and served with
iceberg lettuce, avocado salsa verde and
limes; and Molcajete, $18.95, a mortar
filled with cactus, skirt steak, chicken, pan-
ela cheese, chorizo and avocado, and served
with grilled green onions, salsa and tortillas.

New Pads
The chain has already made its mark in the
United States. Targeting high-traffic vaca-
tion spots, Señor Frog’s opened an outpost
in Myrtle Beach, S.C., in June and plans to
open in Honolulu and Las Vegas by the 
end of 2006. 

Because the U.S. locations have more
tourists and fewer all-inclusive properties
nearby, Grupo Anderson expects the state-
side stores to post higher sales than the non-
U.S. units. The company says the Myrtle
Beach store is on track to ring up $8 million
in sales in its first 12 months of operation
and predicts the Hawaii unit will generate
$12 million and the Vegas store will post
$20 million plus in their first year. 
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Señor Frog’s brings its infamous party scene to the United States.  

C O N C E P T

Señor Frog’s

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

Grupo Anderson,
Cancun, Mexico

U N I T S

14

2 0 0 4
S Y S T E M W I D E S A L E S

$36.5 million

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

$42 million 
(company estimate) 

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

$5 million

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

$12 to $15 lunch,
$20 to $25 dinner

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

2 in 2006

SNAPSHOT

Toeing the Party Line

CL

Señor Frog’s units sport a 
tropical look using thatched
materials, bamboo, wood, and
a palette of orange, yellow,
red and green. 

Señor Frog’s created Aqua
Tacos to be the Mexican 
version of lettuce wraps. It
features grilled chicken mixed
with cactus leaves, panela
cheese, tomatoes and red
onions tossed with cilantro
vinaigrette, and served with
iceberg lettuce, avocado salsa
verde and limes

I M P O R T S
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Well said. Today’s customer wants variety, and throwing a fancy title, or a new kind of cheese on a hamburger is hardly distinct.

That’s why we’re proud to introduce the Just Perfect™ Turkey Burger to our already versatile line of foodservice products. It’s specially

seasoned to ensure a taste even beef lovers will enjoy. And since we’re talking taste, our proprietary process delivers high-quality,

great-tasting turkey that’s a perfect alternative to beef. So why not add Carolina Turkey to your menu? It, and our strong commitment

to innovation, are sure to position your restaurant for future success. For more information call 800-523-4559 ext. 687.

Peppered Feta Turkey Burger

Honey Pecan Turkey Mignon Turkey Meatballs & Penne Piccata

Mon
ter

ey 
Turk

ey Stuffed Pepper
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obin Sorensen is not the
kind of guy who puts a lot of
weight in testimonials. “Just
because a football player is
talking about it doesn’t mean
I am going to buy a car from
that dealer,” he says.

So it might seem odd that testimonials
play a big part of the first concentrated tele-
vision branding campaign for Firehouse
Subs, the sandwich chain he and his broth-
er, Chris, who are former firefighters,
founded 11 years ago. In the new, black-
and-white documentary-style ads, firefight-
ers from Jacksonville and Orlando, Fla.,
talk about their profession, their relation-
ships and their appetites. But they don’t
mention Firehouse Subs.

“I thought if they talked about Fire-
house, they would lose credibility,”
Sorensen says.

Greenville, S.C.-based Erwin-Penland
developed the idea for the campaign. Fire-
house Subs hired the ad agency in January
after it “outgrew” its previous local agen-

cies, which had created a few local spots,
direct mail and other smaller-scale market-
ing efforts between 2001 and 2004. Now
that the Sorensen brothers have their sights
set on making their Jacksonville-based con-
cept among the top five sub chains in the
country, aiming for more than 350 units,
the time was ripe for a comprehensive
branding campaign. 

Firehouse Subs will spend between $3.5
million and $4 million on advertising in
2005, most of which comes from a per-
centage franchisees pay into an ad fund.

Personal Connections
The public service announcement-style
campaign features actual firefighters—
some of whom the Sorensens know from
their days at the job—in unscripted ads,
linking them to the one thing people asso-
ciate with firemen more than Dalmatians:
food. The spots use voice-overs and text to
convey the Firehouse Subs brand message
so the firefighters don’t have to. 

“We had been talking about our steamed

“Jacksonville” Length: 30 seconds 

S T O R Y B O A R D

1. Firefighter 1: You spend
more time with the people
at the fire station than you

do your own family.

2. Firefighter 2: I am a 
second-generation firefight-

er. I grew up watching 
my dad do it.

3. Firefighter 3: They’re my
brothers and my sisters.
We’re all in this together.

4. Firefighter 4: Mealtime is
a very important time in

the course of the day of the
firehouse, like it is 

at our house.
22 Chain Leader  ♦  October 2005

STATION
IdentificationFirehouse Subs

uses actual 
firefighters 

in a campaign
aimed to make

it a national
player. R

BY MARGARET
LITTMAN
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meat, but that’s hard to talk about. It
sounds moist. It is not flame broiled, which
says what it is,” Sorensen explains. “Erwin-
Penland said we shouldn’t talk about that.
They said we should talk about what we
own that nobody else does. That’s the real
story of real firemen.”

When Erwin-Penland won the account,
the authenticity of the Firehouse concept,
including the Sorensens’ relationships with
firefighters in the chain’s larger markets,
jumped out as the most obvious point of
difference between the concept and its
competitors that also promote toasted
bread and quality ingredients. In what
Roger Beasley, vice president and director
of strategic planning at Erwin-Penland,
calls “selling trust,” the campaign does not
rely on limited-time offers or other stan-
dard QSR strategies. 

Instead, the two 30-second TV spots,
combined with five radio ads, billboards
and direct mail, emphasize ideas rather
than specifics. Intended to be humorous
but also ring true, the ads feature firefight-
ers referring to the meals they make one
another while on duty in their fire stations,
as well as the appetites they accrue on the
job. A voice-over says things such as,
“These guys aren’t scared of anything.
Except missing a meal,” and, “After a day of
fighting fires, don’t expect them to reach
for a smoothie.” Such messages indirectly
address Firehouse’s quality and value with-
out using explicit marketing language.

“Firefighters are the last American
heroes. Politicians have blown it. Athletes
have blown it. Firefighters are the only

ones who have not blown it. They will not
tell you something if it is not true,” says
Andy Mendelsohn, executive creative
director at Erwin-Penland. “The idea is, ‘If
a firefighter says it’s good, it’s good.’” That
phrase became the ad’s tagline.

In the House
With an estimated $150 million in sales for
2005, Firehouse Subs is still far smaller
than competitors Quizno’s and Subway. It
has 192 restaurants in just 11 states; 150
units are franchised. Management, howev-
er, is optimistic about its growth as it
expands up the East Coast from its tradi-
tional Southern markets. Firehouse has
sold another 400 franchises.

The company also says its fire-station
memorabilia appeals to 25- to 44-year-old
males, who are heavy fast-food eaters. With
a healthy $7.50 average check, Firehouse
sells more drinks and chips as a percentage
of sales than it competitors, executives add. 

Because the campaign is unscripted and
features firefighters from the markets where
the ads air, both Erwin-Penland and Fire-
house feel it can remain fresh and effective
as new spots are added.

The commercials began airing in four
markets in June. While the chain can’t
quantify results yet, Sorensen says aware-
ness of the brand has been heightened. 

As for getting firefighters to participate
in the ads, Sorensen says it has been easy.
“Firemen are mostly hams, so they’re will-
ing to do it. It is no problem whatsoever,”
he says. “It is easy to get a fireman when
you’re in need.”

C O N C E P T

Firehouse Subs

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

Jacksonville, Fla.

U N I T S

192

2 0 0 4
S Y S T E M W I D E S A L E S

$100 million

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

$150 million
(company estimate)

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

$615,000

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

$7.50

A D B U D G E T

$3.5 million 
to $4 million
(company estimate)

A D A G E N C Y

Erwin-Penland,
Greenville, S.C. 

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

40 in 2005, 
90 in 2006

SNAPSHOT

5. Text: These guys aren’t
scared of anything. 

6. Except 
missing a meal.

7. Firefighter 5: The 
camaraderie around the
dinner table is what the
firefighters are all about. 

8. Nobody knows good
food like a firefighter.

Voice-over: If a 
firefighter says it’s good, 

it’s good.
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©2005 McCain Foods USA, Inc. 
The trademarks herein are owned by McCain Foods Limited or by one of its subsidiaries or are licensed to McCain Foods Limited or one of its subsidiaries.
®BREW CITY name and logo are registered trademarks of McCain Foods USA, Inc.
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New BREW CITY® Onion HOT
SCOOPS™ & JALAPEÑO BOTTLE
CAPS™ add heat to the classic
beer batter taste patrons crave
and create blazing ideas for 
your menu!

Call for your free Menu Idea And
Profit Guide to stoke your sales!

Easy-To-Customize New Promotions:
Music Mania and Football Fever.
Choose impactful
merchandising
materials to spark 
big excitement over 
your BREW CITY 
Fries & Appetizers.

clx05_oct.indd 25clx05_oct.indd   25 9/14/2005 9:58:06 AM9/14/2005   9:58:06 AM



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

WARMING
trendWood, earth tones

and low lighting 
give remodeled
Denny’s stores 
a homey look. 

BY LISA BERTAGNOLI

Square booths are easier
for customers to get in and
out of than their rounded
predecessors.

1
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hortly after she accepted a job at a Denny’s
restaurant in Carol Stream, Ill., Amber 
Domanski got an unexpected vacation: 
The location was closing for a week to be
remodeled. 

When Domanski returned to the store
after the remodel, she scarcely recognized it.
“It was so different,” says Domanski, a unit

aid at the restaurant. 
The toy machine and phone booths in the cramped entry-

way were gone. So were the long, diner-style counter, the
metal chairs in the dining room and the servers’ bright bowl-
ing shirts. The lighting was softer, the carpet dark and sedate,
and the chairs, solid and wooden. Booths sported dark vinyl
backs, red-and-yellow swirled pendant lights hung above
tables, and the servers wore celery-green polo shirts made of a
soft, brushed fabric. 

Back in 2004, Denny’s tested the new look in six Chicago-
area locations, including the Carol Stream store, because the
Chicago market hadn’t been remodeled in nine years. “It was a
good opportunity to make comparisons between the previous
scheme and the new scheme,” explains Carol Davis, senior
director of architecture and engineering for the Spartanburg,
S.C.-based family-dining chain. 

Less Is More
The previous remodel, launched in 1995, featured a bright
diner-style look, complete with neon lighting, frosted glass
and a counter. Denny’s remodels its stores every seven years,
and with this go-round, a warmer look was in order. “We
weren’t getting as high ratings as we wanted,” Davis says. “We
were ready for a new look.”

Above all, Denny’s wanted an interior that matches its
Declaration of Hospitality, a document hanging in the lobby 
of all 1,584 restaurants (548 company, 1,036 franchised) that
details the chain’s promises to its guests. “It emphasizes our
commitment to great service,” says Debbie Atkins, Denny’s
public relations director. 

Late in 2003, the company invited several design firms to
submit ideas for the redesign. Vision 3 Architects of Baltimore
emerged the winner with an approach that combined good
design and good value, Davis says. 

Denny’s asked the firm to spend no more than $50,000 to
$100,000 per store more than the previous remodel had cost,

C O N C E P T

Denny’s

L O C A T I O N

Carol Stream, Ill. 

O P E N I N G D AY

March 22, 2004

D E S I G N E R

Vision 3 Architects,
Baltimore

A R E A

5,665 square feet

S E A T S

184

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

$7.20

U N I T V O L U M E

$1.62 million 
(company estimate)

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

80 remodeled 
company and 100
remodeled franchise
locations, plus 3 to 5
new units in 2006

SNAPSHOT

Brown vinyl booth backings 
(top c.) last longer and are 

easier to clean in a 24/7 setting.

No more toy machine or phone
booths: Denny’s expanded entry

(top r.) “creates a sense of pause,”
says designer Bill Gray. 

A millwork cash-register counter (r.)
combines with a hostess stand 
to make guests feel welcome. 

27
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“and keep it to the low end of that,” says
Vision 3 Principal Bill Gray. “And we
accomplished that.” 

Gray started by scrapping most of the
diner elements. He created a neutral palette
of wood finishes, dark flooring, dark vinyl
booth covering and region-specific art, all
meant to turn the bright space into “an all-
American family-dining concept, not a
theme concept,” he explains. 

Gray chose many of the finishes to hold
up under Denny’s round-the-clock hours.
Vinyl booth backs are more durable than
upholstery. The carpet is a higher-grade
commercial product than the previous car-
pet, and the sage-green and striped wall
coverings are easy to clean. Gray replaced
tile when it was hard to clean; otherwise,
he left flooring as it was. 

He also left alone the existing floor plan
of separate dining areas divided by wood-
and-glass partitions. He did, however,
refashion the entry area into a bigger space,
complete with a waiting bench, a millwork
hostess stand and millwork cash counter,
both with bright yellow-and-red Denny’s
logos. Those elements create “a sense of
arrival,” Gray says. 

Previous lighting at Denny’s
was “operating-room
bright,” says designer 
Bill Gray.

28 Chain Leader  ♦  October 2005

KEY
Direction of shot
Shot No.
Position of camera

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

1

(Clockwise from top l.)
Wooden chairs lend
Denny’s dining areas 
a homier feeling. 

Frosted glass dividers, 
a remnant from 
the old design, 
“are fine,” says 
designer Bill Gray.

A row of booths 
replaces a diner-
style counter in 
the smoking area; 
vintage Denny’s 
advertisements
and graphics give 
diners a sense of the
chain’s history. 

R E S T A U R A T O U R
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Not only will you save up to 50% in water with Hobart’s Opti-Rinse™ technology, you’ll save up to 50% in

energy, too. NSF Certified, Opti-Rinse cleans and sanitizes your dishes, so it not only helps reduce the cost of

ownership, but gives you a solid foundation for your food safety program. Opti-Rinse technology is available

exclusively in our C-Line and FT900 warewashers. Opti-Rinse. The things you can 

do with it just boggle the imagination. To find out more, visit www.optirinse.com.
Solid equipment. Sound advice.

Introducing Opti-Rinse™, the warewashing technology that can cut your water use in half.

What wi l l  you do with a l l  

the water you save?
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R E S T A U R A T O U R

The Green Light
The designer devised three levels of the
prototype for Denny’s; the chain chose the
middle, which includes an exterior package
of new paint, wooden benches and wood
planters. By the end of this year, Denny’s
will have remodeled about 100 company
stores and a handful of franchised stores;
next year’s remodeling schedule calls for 80
company and 100 franchised stores.

Denny’s plans a few adjustments to the
prototype as it rolls out, for both value
engineering and ease of operations, Davis
says. Outside awnings, part of Gray’s origi-
nal design, cost too much to install at every
location. Difficult-to-clean floor tile will be
replaced with a more easily maintained
product. The Declaration of Hospitality
itself will get a new look with more photos
of customers, according to Atkins.

Overall, the new look is on the right
track, Davis says. Check averages and unit
volumes at the redesigned stores are higher
than the chain expected, though the chain
won’t give specifics. According to Davis,
customers are giving the new look favor-
able reviews, as are staffers. The new uni-
forms alone “have made a huge difference,”
she says. 

And the remodel is contributing to a
rosier financial picture. For the third quar-
ter of 2005, same-store sales were up 4.1
percent at company stores and 6.1 percent
at franchised restaurants. Average unit 
volumes had increased as well, to $1.62
million from $1.58 million at company
restaurants and to $1.38 million from
$1.33 million at franchised stores. 

“The remodel is part of the big picture,”
Atkins says. 

Denny’s diner decor was themey; the new look 
is all-American family restaurant.

CL
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B R E A K F A S T

Original Grand Slam: buttermilk 
pancakes, eggs, bacon and sausage, 

two of each, $5.79

Moons Over My Hammy: 
ham and scrambled egg sandwich with
Swiss and American cheeses on grilled
sourdough, served with hash browns or

french fries, $6.59

B U R G E R S A N D S A N D W I C H E S

The Super Bird: thinly sliced turkey
breast with melted Swiss cheese, 

bacon strips and tomato on 
grilled sourdough, $6.59

D I N N E R S

Steakhouse Strip & Shrimp: 
8-ounce strip steak and 

six golden fried shrimp, $13.79

MENU SAMPLER

(Clockwise from top l.) Posters
and photos with local appeal
replace generic framed prints
from Denny’s old look. 

Denny’s Chef Salad, $7.09,
tops greens and veggies with
ample portions of turkey
and ham.

A millwork screen separates
the expanded entryway from
the dining area. 

8
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We’ll explain how to-

 Choose the right fryer for the food

 Choose the right oil

 Load and unload appropriately

 Filter and clean often

FACTORS
for
FIT FRYING

Fry better for your operation, 
customers, and equipment.

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

2

1

3

4

Fried foods have always been customer favorites. And when 

you know how to properly operate and maintain your fryer, 

you can ensure that these menu “musts” taste better and ARE 

better nutritionally, while minimizing costs by extending the 

life of your oil and fryer. For the full skinny on fit frying, call 

1-800-221-4583 or visit www.frymaster.com.
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Dairy by Land O’Lakes
Ginger-kissed carrot soup with sour cream swirl.

Mixed greens and radishes with Cheddar curls.

Butter-toasted and Parmesan topped crostini.

Recipes at www.thedairyspecialist.com
©2005 Land O’Lakes, Inc.
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t’s Aug. 29, 1916, and three hours into
his climb up a steep, granite slope in
Southeast British Columbia, Canada,
famed mountaineer Conrad Kain faces
a “bugaboo,” mining-speak for “dead
end”: With easier paths blocked, the
only way forward is directly up the
sheer rock face. Kain makes it. The area

is dubbed the Bugaboo mountain
region, and Kain’s “will over wilder-

ness” fortitude sets a standard.
Ninety years later, leadership at Rare Hospi-

tality International’s Bugaboo Creek Steak
House faces its own uphill climb: how to
broaden its customer base, perk up flat sales
and drive frequency in the face of an increas-
ingly saturated midscale steakhouse segment.
The current approach? Broaden the menu with

T O Q U E O F T H E T O W N
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Fireside Sirloin Skillet
Tips with grilled onions,
sauteed mushrooms,
smashed potatoes and
steamed vegetables,
$14.99 dinner, $9.99
lunch, was a best-selling
2005 seasonal special.

I
Mountain

ELEVATION

Bugaboo Creek Steak House
hopes Philip Butler’s 
value-priced lodge comforts
raise sales and traffic.

BY MONICA
ROGERS
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more emphasis on mountain-style comfort
foods and value pricing. 

Philip Butler, who came on board in July
as Bugaboo Creek’s corporate chef and
director of culinary, has set the pace with
“Lodge Comfort” menu items that will
launch in October. 

“My challenge is to create with foods that
guests are comfortable with, but to present
them in a rugged, rustic, mountain style
that’s really true to Bugaboo,” says Butler,
who comes to the 30-unit chain with
diverse industry experience. Butler concep-
tualized, owned and operated Italian-,
Latin- and Asian-themed independent con-
cepts; shaped menus for Sky Chefs in Dal-
las when food was a favored airline ameni-
ty; and broadened prepared-food offerings
for 7-Eleven. “But the strength I bring to
this job is my approach to how plates are
put together and presented,” he says. 

Rustic Comfort
Take the new meatloaf on the core menu,
for example. “Everyone’s comfortable with
meatloaf, so I put some thought into how
we could give that a Bugaboo spin,” Butler
says. “We already had a killer meatloaf
recipe with big chunks of diced onion, car-
rots and celery mixed into the meat to give
it a rustic flair. So I kept that core recipe,
but updated it.” 

He shaped the meat into a smaller loaf,
which slices up better for presentation.
Instead of a red sauce, Butler switched to
Bugaboo Creek’s house barbecue sauce: “A
more adventuresome taste, which fit our
niche better,” he says. The finished plate
features four slices of meatloaf (three at
lunch) with melted cheddar cheese, bacon
crumbles and fried red-onion strings over a

bed of smashed potatoes with customer’s
choice of side dish, $12.99 dinner, $8.99
lunch. Butler shingles the meat over the
potatoes and zig-zags the sauce to further
enhance presentation. 

Kain’s Chicken Cobb Salad, $9.99 dinner,
$7.99 lunch, also joins the core menu this
month. Hybridizing two classics, the tradi-
tional cobb and chopped salad, Butler tosses
mesclun with blackened diced chicken,
smoked bacon, blue-cheese crumbles,
tomatoes, cucumbers, chopped egg, fried
onion strings and Zinfandel vinaigrette. 

Butler rounds out October’s Lodge Com-
forts launch with three seasonal specials

S T A R T E R

Crater Lake Seafood Dip: 
Monterey Jack cheese dip with

creamy white-wine sauce topped
with shrimp, scallops, tomatoes

and chives, and served with 
French bread, $7.99

B U R G E R A V A L A N C H E

Moosebreath Burger:
a half-pound of fresh ground

beef topped with garlic-sauteed
mushrooms and 

cheddar cheese, $7.29

L I G H T M O U N T A I N A I R S A L A D

Snowbird Chicken Salad: 
hand-breaded chicken tenders
atop mixed greens with diced
tomatoes, cheese, crumbled

smoked bacon, eggs, cucumbers
and croutons, $7.99 lunch, 

$9.49 dinner

B U G A B O O S T E A K

Lodge Filet, 9 ounce, served with
Honey Mountain bread and

choice of salad and side, $18.49

F LY F I S H E R M A N ’ S F A V O R I T E S

Grilled Fresh Salmon, 
marinated with pineapple, soy,

ginger and bourbon, served with
smashed potatoes and steamed

vegetables, $14.49

Marrying the traditional cobb with a 
standard chopped salad, Butler created his

Chicken Cobb Salad, which will debut on the
core menu this October.

Bugaboo Creek plans to
add more radio spots and
workplace promotions to 
support its quarterly 
seasonal special menus.

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

MENU SAMPLER
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that will be available through Dec. 4:
Smothered Shrimp and Sausage Dip,
$7.99; Burgundy Bleu 11 oz. New York
Strip, $17.99; and Golden Harvest Apple
Fritter Sundae, $5.99. 

For the dip, Butler steered away from
heavy use of garlic but liked the spice level
and dense texture of andouille sausage with
the shrimp. “I added creaminess with Jack
cheese and selected a tortilla chip that
would stay crisp through service and
offered the added visual interest of tri-color
shades,” he says. Initial versions of the dip
had higher spice levels. “You don’t get the
perfect balance right away,” he admits. “I
started a little too spicy and tweaked the
recipe to tone it down from there.”

With his Burgundy Bleu entree, Butler
specified New York strip steak for its value
and flavor. “I love New York strip. It offers
a great price, good value and has great fla-
vor to match the Three Blind Moose Merlot
we’re featuring with the dish,” he says.
Adorned with blue-cheese demi-glace, fire-
roasted red peppers, smoked bacon and
crumbled blue cheese, the steak “has just
the right balance of earthy tones and
creaminess,” Butler explains.

Lower Checks, Higher Traffic
Rather than increase prices with new
launches, all of these dishes are priced in
the midrange of existing menu options.
The company hopes that a reduced average
check and greater value offerings will drive
more traffic into the stores. Senior Director

of Marketing Kim Jensen-Pitts won’t release
exact numbers, but she says, “When we
featured sirloin tips, we saw a strong
increase in second-quarter traffic. We
expect to see the same thing happen with
the meatloaf launch.”

Bugaboo Creek’s demographic is heavily
family oriented, targeting customers 25 to
54 with children. However, because of the
chain’s $16.50 average check, many fami-
lies consider the restaurant to be a special-
occasion place.

“If Bugaboo Creek is to succeed in get-
ting families to come in more frequently,
the price point will have to come down,”
says restaurant analyst Hil Davis of Sun-
Trust Robinson Humphrey in Atlanta. But
Davis thinks Bugaboo Creek needs to go
beyond food to drive traffic, adjusting the
atmosphere to make it more inviting to
customers without children. “They’ve gotta
tone the kid ambience down a bit to appeal
to other guests,” he says.

Bugaboo Creek believes Butler’s culinary
comforts have the power to coax new cus-
tomers of all sorts, without changing the
decor. “We believe the lodge artifacts, even
the animatronics [squirrels, raccoons, buffa-
lo and moose that move and talk], enhance,
rather than detract from, the overall ambi-
ence,” Jensen-Pitts says. “Marketing to the
business crowd is something we’re just
beginning to explore.” The company will
launch a test program Oct. 17 promoting
lunch to consumers where they work.

Enhancing Bugaboo’s kids program is

Red meat still sells best: the Lodge Filet, Smoked
Baby Back Ribs and Fireside Sirloin Skillet Tips lead. 

C O N C E P T

Bugaboo Creek
Steak House

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

Rare Hospitality
International Inc.,
Atlanta

U N I T S

30

2 0 0 4
S Y S T E M W I D E S A L E S

$98 million

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

$110 million 
(company estimate) 

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

$3.6 million 
to $3.7 million

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

$16.50

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

3 in 2005, 3 in 2006

SNAPSHOT

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

In search of nonchocolate comforts,
chef Philip Butler experimented
with apples for his new Golden 
Harvest Apple Fritter Sundae.
“Warm, comforting, lodge-like—
apple fritters fit the bill,” he says.

Rough-chopped vegetables add
heartiness and barbecue sauce
brings zest to Bugaboo Creek’s
meatloaf.
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For puffer bag information
call 888/PERDUE-2
or visit www.perduefoodservice.com.

Our latest quest to simplify 

perfection is in the bag.

My unique “puffer” bag makes 

fabulous, sensational-looking 

turkey roast a real snap. While cooking, the bag inflates to uniformly brown the skin

without sticking. It cooks in less time with no venting. It’s easier

than ever to bag more turkey lovers. Now just call your rep.

The bag expands, perfectly browning 
the skin and sealing in juices.

Turkey Roast
in Puffer Bag

The puffer bag means a beautiful 
roast in less time, every time.
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T O Q U E O F T H E T O W N

also on the agenda.
“We have a good kids
menu but think we can
do a lot more with it,”
Butler says. As a first
foray into this realm,
Bugaboo Creek did a
Mini-Mountaineer
burger promotion in
conjunction with the
Fireside Sirloin Skillet
Tips launch in April,

which the company says was well-received.
“We skewered two mini burgers on a plas-
tic pick,” he says. “The presentation was
fun, and the kids loved it. Look for more
kid-food promotions to come.”

And Bugaboo Creek is sticking with 
the quarterly food-promotion strategy it
launched two years ago as it moves into
2006. The company plans to introduce
four promotions that will each last eight to
10 weeks and feature two to four new
menu items. 

While it’s too soon to share specifics,
Bugaboo Creek will be looking at opportu-
nities to enhance lunch sandwiches and
burgers with a more upscale appearance. 

Formal Processes
That task falls to Bugaboo Creek’s Calendar
Committee. Formed in June, the group is
comprised of operations, training, market-
ing, research and development, and pur-
chasing personnel and meets monthly to
make the menu-development process more
collaborative.

“The idea is that getting everyone on
board sooner, discussing seasonal trends,
potential items and LTOs, will help us
avoid working so close to market,” Jensen-
Pitts says. “Our goal is to get things ready
16 months out, rather than four or five.” 

Bugaboo Creek also wants to formalize
its testing procedures. Right now, it’s a 
haphazard, “some we do, some we don’t”
testing approach, says Butler. Meatloaf, for
example, tested six months in advance of
its launch, while the cobb salad tested just
weeks before launch. “We want to improve
on this process, timing wise, testing things
far enough ahead of time so it makes
sense,” he explains. “We don’t want guests
testing a cold dish in the dead of winter or
hot comfort-food entree in the middle of
the summer.”

Currently, customers fill out forms to
indicate their opinion of overall quality,
taste and value of test items. But cultivating
closer relationships with its loyal users,
Bugaboo Creek is launching an e-mail club,
The Creek Club, and hopes club commu-
niqués will reflect customer opinions and
provide a forum for guests to share ideas.  

Feeding the new-idea pipeline from with-
in the ranks, Butler also hosts a biweekly
conference call with all kitchen managers.
“It’s meant to be an open forum for ideas,”
he says. “I’m a big believer in that.”

Bugaboo Creek also emphasizes culinary
training. As Butler develops new menu
items, he trains six culinary captains in the
intricacies of each dish. They in turn pass
the skills on to the kitchen managers in each
region. Between training sessions, a culinary
operations manager travels to monitor units
for consistency and quality control.

Moving ahead, Butler is looking forward
to cultivating closer relationships with both
his culinary team and his vendors as he
develops new ideas to fit the Bugaboo
Creek mountain-comforts motif. 

“It’s a lot of fun to think about the possi-
bilities,” he says. “Everything about the
concept is warm and rustic, in color and
feel. There’s nothing sparse about it.”

“My challenge is to create foods that guests 
are comfortable with, but to present them
in a rugged, rustic, mountain style.”
—Philip Butler, corporate chef and director of culinary

CL

Andouille sausage adds spice
and texture to the new 
Smothered Shrimp and
Sausage Dip, a blend of white
wine, tomato sauce and Jack
cheese topped with sour cream
and chives, and served with 
tri-color dipping chips.
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763-253-0441       www.dakotagrowers.com

Premium quality and healthy options makes 
Dakota Growers the clear choice.
As a grower-owned company, we use only No. 1 Hard Amber Durum 
wheat. We focus on quality at every step which results in pasta that has 
a larger al dente “sweet spot”. This means less waste, greater customer 
satisfaction and more profi t.

PUTTING CUSTOMERS FIRST HAS MADE US
NUMBER ONE IN ONLY TEN YEARS

Ask us about our healthy pastas.
• Whole Grain & Whole Wheat
• 100% Certifi ed Organic
• Dreamfi elds Healthy Carb Living

Our Passion for Pasta Shows in Everything We Do.
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10•10ML Combitherm Oven AR-7E Rotisserie 100-HSL Hot Carving Shelf

Left to Right:

Daniel Barash—Director of New Product Development

Raving Brands
Seth Salzman—Sr.VP of Operations

Moe’s Southwest Grill
Colleen Lex—Director of Partner Development

Raving Brands

Left to Right:

Daniel Barash—Director of New Product Development

Raving Brands
Seth Salzman—Sr.VP of Operations

Moe’s Southwest Grill
Colleen Lex—Director of Partner Development

Raving Brands
Carl Griffenkranz—VP of Operations

Doc Green’s Gourmet Salads
Location: Doc Greens, Atlanta, Georgia

Carl Griffenkranz—VP of Operations
Doc Green’s Gourmet Salads

Location: Doc Greens, Atlanta, Georgia
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W164 N9221 Water Street, P.O. Box 450
Menomonee Falls, WI 53052-0450, U.S.A.

Phone (262) 251-3800 • 1-800-558-8744 U.S.A. & Canada
Fax 1-800-329-8744 U.S.A. • International Fax: (262) 251-1907

www.alto-shaam.com

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

able to assemble a complete package of cooking equipment

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. 

750-S Holding Cabinet 767-SK/III Cook/Hold Smoker

Raving Brands* continues to develop restaurant
concepts, they depend upon Alto-Shaam as a key

partner in their growth.

“

As

*Restaurant Industry’s “Hot Concept of the Year” Award
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BIG FISH, 
SmallPond

C O M P A N Y

McCormick &
Schmick’s Seafood
Restaurants

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

Portland, Ore.

U N I T S

57

2 0 0 5  R E V E N U E S

$273.3 million*

AV E R A G E UN I T VOLUME

$5.2 million
(in third year)

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

$14 lunch, 
$45 dinner

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

7 in ’05, 8 in ’06
* McAdams Wright Ragan 
estimate

SNAPSHOT

Big fish: Lacking competition
nationally, President Doug 
Schmick (l.) and CEO Saed Mohseni
favor expanding McCormick 
& Schmick’s prudently. 
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t was a combination of Irish hospitality and German
work ethic,” says Douglas Schmick, explaining the suc-
cess of McCormick & Schmick’s Seafood Restaurants.
During a recent lunch with CEO Saed Mohseni in Port-
land, Ore., the 57-year-old co-founder and president 
also shares how he launched his career at the company,
which is headquartered here, 33 years ago.      

“I started as a management trainee a year out of 
college. Bill [McCormick] had just purchased Jake’s Famous
Crawfish. The two of us really clicked, and I was fortunate to 
be made a partner,” he explains, referring to the celebrated 
Portland restaurant McCormick acquired in 1972. 

Fortunate indeed. By 1994 the two sold a majority interest in
their company—then 14 restaurants—to Castle Harlan, giving
them financial independence and allowing them to share the
spoils with their senior staff. Schmick and his team used the
new owners’ capital to open more of the upscale restaurants in
markets like Washington, D.C., now the second largest market
behind Portland. 

The company, expected to ring up $272 million in sales this
year, was sold two more times—to Avado Brands in 1997 and
then to Bruckman, Rosser, Sherrill & Co. in 2001—before going
public on July 20, 2004. The IPO, priced at $12 a share, raised
$65.1 million, the bulk of which was used to repay an existing
credit facility and to leverage another one good for $50 million.
The company has drawn about $12 million against it so far.

The capital, in combination with cash flow, has allowed
McCormick & Schmick’s to ramp up expansion in an effort to
be the first chain on a national level to dominate the fresh
seafood niche.

Top Talent
The chain will have to pursue its growth plans without
McCormick, 65, who was nominated by President George W.
Bush to serve as ambassador to New Zealand in July. Schmick,
on the other hand, remains involved in the company, looking
for sites and designing restaurants. But it is the 43-year-old
Mohseni, who was born in Iran, that manages day-to-day opera-
tions. Thus far Wall Street has reacted favorably to his talent for
managing growth, increasing margins and producing consistent
comparable sales. 

Mohseni has already opened five of an announced seven
restaurants this year—the same number the company opened 
in ’04. Eight units are scheduled for ’06. Comp sales for the 
second quarter climbed 3.3 percent and are expected to remain
in the 2 percent to 3 percent range in ’05.

The results have led to a “buy” rating from the seven analysts
who follow MSSR and report their findings to First Call. Their
consensus estimate for per share earnings for ’05 is 72 cents, or
22 percent above last year’s 56 cents. They expect long-term
EPS growth of 20 percent and a price-earnings multiple of 20
times in ’06. Company guidance ranges from 70 cents to 72
cents. The stock, which was changing hands for $18 per share

C O V E R S T O R Y

McCormick & Schmick’s 
exploits the lack of national 
players in its competitive pool. Ph
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in mid-September, could reach $23 within
the next 12 months, analysts predict. 

The optimistic expectations are being
fueled by the current growth model and
positioning. Mohseni claims there isn’t
another national seafood concept that 
competes directly with McCormick &
Schmick’s, which now operates 57 restau-
rants in 23 markets. “On a national level,
there’s no one,” he says. “So we ultimately
compete with the best local seafood restau-
rants and great regional companies like
Legal Sea Foods on the East Coast and
King’s on the West Coast.”

Oceanaire Seafood Room and Bonefish
Grill, two growing seafood chains with
national ambitions, are not deemed com-
petitors, at least based on price. Oceanaire
founder and Chairman Phil Roberts says
his concept, which has a $55 check aver-
age, attracts a different customer. Bonefish’s
$26 check is well below McCormick &
Schmick’s $39.

“We are at the upper end of moderate in
terms of price points,” Schmick explains.
“You’ve got people at the higher end and
people at the casual end, and we’re some-
where in between.”

Seafood has always been a tough sell.
Quality and freshness are big concerns,
even more so since Gulf waters, an impor-
tant source for shellfish, were polluted 
in the aftermath of Hurricane Katrina.
Between 2003 and 2004, when the full-
service restaurant category grew sales by

6.8 percent, sales at full-
service seafood restaurants
climbed merely 3.3 percent,
according to Technomic Inc.,
a market research firm in
Chicago. Revenues for the
same period rose 18 percent
at McCormick & Schmick’s. 

The restaurants address
the freshness issue by chang-
ing seafood offerings twice
daily and posting a Fresh List
at the top of the menu. On
Labor Day, for instance, the

lunch menu at the downtown Portland unit
included marlin from Kona, Hawaii; ling
cod from Newport, Ore.; and monkfish
from Boston. Mohseni says about 10 per-
cent of the menu would change by dinner.

Nothing Fishy
To accomplish that, executive chefs in each
unit buy seafood from approved vendors
based on what is selling in their markets.
Orders, placed the day before, arrive by
6:30 a.m. Core items such as oysters on the
half shell and salmon never rotate. 

“We try not to tell [the chefs], ‘You need
to sell this fish today,’” Schmick says. Still,
he says there are parameters for what the
company will pay for a given species. 

The stringent process, which has been
in place almost since the company’s found-
ing, helps to maintain the 29.1 percent
food cost, a figure that recently won
applause from Paul Westra of SG Cowen &
Co. In an Aug. 3 note to investors, the vet-
eran analyst stressed that the second quar-
ter’s .6 percent gain in store margins to
15.5 percent resulted from a .4 percent
drop in food costs and aided the company’s
strong 21 cents EPS showing, beating 
Westra’s estimate by 4 cents.

Investors are also counting on manage-
ment to ramp up development prudently.
And so far management has, opening the
bulk of new outposts in existing markets
and alleviating brand-identity problems. 

Mohseni recently hired Portland publi-
cist Tori Harms to create a brand campaign
tailored for McCormick & Schmick’s home-
town and largest market. The goal, he says,
is to shift the spotlight from financial per-
formance, which has been the focus of local
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C O V E R S T O R Y

The McCormick & Schmick’s in affluent 
Reston, Va., rang up $8 million last year.

Sales volumes at new
McCormick & Schmick’s
Seafood Restaurants build
slowly, beginning at $2.4
million the first year and
climbing to an average $5.4
million in year three. 

McCormick & Schmick’s
restaurants vary in size from
6,000 square feet to 14,000
square feet. Investment costs
for the 8,000-square-foot 
prototype run $2.4 million
excluding pre-opening costs 
of about $300,000. 
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800-947-6892 | Don.com

When your customers request an order to go, don’t be caught empty handed. What if you had no 
take-out containers? In fact, what if you had no dinnerware, kitchen supplies, utensils, trays, glassware or 
any of that? Th at is life without Don. Edward Don & Company to be exact. Let Don help you 

serve up your culinary concept with a huge inventory of all the latest foodservice 
equipment and supplies, backed by personalized advice and support. Th is coupled with 

the latest technology – including fast online ordering – ensures the greatest 
convenience and accuracy imaginable. Our nationwide fl eet of delivery trucks 

brings it all right to your door. Selection. Support. Convenience. Don’t let 
things get out of hand. Call us. Edward Don & Company. 
Everything but the food.

Life without Don.
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coverage since the IPO, to the dining expe-
rience. Public relations is the chief tactic for
building business when new units open.
The company retains 17 firms throughout
the country. 

Historically, McCormick & Schmick’s
stayed downtown, capturing lunch (45
percent of sales) and dinner customers
from hotels, office buildings, and sports
and entertainment venues. When business
dried up after 9/11, Schmick and Mohseni
devised a second real-estate profile: affluent
suburbs. Recalls Schmick: “We felt a little
overweighted in the downtown markets and
overdependent on the business traveler. And
so by going into the suburbs, it gave us
diversity and ability to continue to expand.” 

The suburban learning curve was short,
as luck would have it, because the com-
pany had long operated a restaurant in 
the Portland suburb of Beaverton called
McCormick’s Fish House & Bar. “We
always knew the [suburban] concept
would work, but we had never focused on
it,” Mohseni says. 

When the company did, the results were
spectacular. The branch in affluent Reston,
Va., a 20-minute drive from the nation’s 
capital, rang up $8 million last year. Accord-
ing to officials, units post $5.2 million on
average after three years. In November, a
McCormick & Schmick’s will open in
Bellevue, Wash., a Seattle suburb with an
average household income of $87,525. 

New units have been performing better
than old ones, a testament to the company’s
strategy of finding a customer base and
then opening a convenient restaurant. It

has allowed McCormick & Schmick’s,
along with a budding second concept,
M&S Grill, to take advantage of what used
to be called nontraditional locations. Over
the years, management has opened in mari-
nas, hotels, malls and landmark buildings
such as Boston’s historic Faneuil Hall Mar-
ket Place. 

Grab and Go
Conversions also appeal to Mohseni. He
paid $5.3 million in January ’04 for three-
unit Angelo & Maxi’s, quickly converting
two of the restaurants to McCormick &
Schmick’s and, eight months later, the third
to M&S Grill. The grill concept, which fea-
tures steaks, is a real-estate ploy that pro-
tects the larger units from local rivals.

“This is the type of company that will
always take advantage of those kind of
opportunities,” Mohseni told investors at a
meeting in San Francisco on Sept. 13. 

Opportunity is what buyout groups spot-
ted in 1994 when Castle Harlan—and later
Avado and Bruckman, Rosser, Sherrill—
bought controlling interest in McCormick &
Schmick’s. The founders, however, remained
in charge of operations, Schmick says,
because they projected a conservative bal-
ance sheet. “We never blue-skied anyone,”
Schmick insists. “As long as you’re meeting
everyone’s expectation, no one is forcing you
to go from butter to margarine.”

Today, a solid balance sheet allows the
company to self-fund its growth while still
having access to a line of credit. To date,
$38 million remains on a year-old $50 mil-
lion revolver. If things remain the same—
cost of sales 29.4 percent, comp sales
growth 2 percent to 3 percent, and unit
growth 13 percent to 15 percent—Mohseni
believes the chain will grow to somewhere
between 150 and 200 restaurants in 32
markets by 2007. 

Investors meanwhile see dollar signs
popping up, particularly with restaurant-
level cash-on-cash returns topping 30 per-
cent on a noncapitalized basis and unit 
volumes of $5.4 million or more in new
restaurants. Declares Nicole Miller of Think
Equity: “They’re getting to the point where
they could stamp [restaurants] out.” 

That does sound a lot like a German
work ethic.
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“We’re funded through the number of
restaurants we want to open right now.”
—CEO Saed Mohseni

C O V E R S T O R Y

It’s no accident that 
elaborate bars are put at 
the entrance of McCormick 
& Schmick’s Seafood 
Restaurants. Sales from beer,
wine and spirits account for
30 percent of sales.

Adding several new species
of fish twice a day to
McCormick & Schmick’s long
menu helps keep food costs
below 30 percent. 

CL

McCormick & Schmick’s
Above Sea Level
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Fast, Done Right.

Done Fast.

AC C E L E R AT E D  C O O K I N G  OV E N S

Just being quick isn’t good enough. Your food still has to wow customers. That’s 

why Merrychef® ovens cook up to 12 times faster than conventional ovens without 

sacrifi cing quality or delicious taste. To fi nd out more, or to place your order, 

call 727-375-1944 or visit www.merrychef.com

Copyright © 2005. Enodis plc except where explicitly stated otherwise. All rights reserved.
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Takeaway

TITLE SPONSOR

Nov. 16-18, 2005
The Westin 

Dallas

SENIOR SPONSORS:

Takeaway
• Discover the most successful execution strategies

from a who’s who of industry executives— 
proven bottom-line boosting ideas.

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

• What are the hottest up-and-coming concepts?
At Chain Leader LIVE these concepts come to life on stage. 
Learn what’s driving these chains and why patrons are flocking to their doors.

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

Billy Downs
President

bd’s Mongolian BBQ

Gary Bryant
CEO

Bear Rock Foods

Kevin Settles
Owner

Bardenay

Paul Motenko
Co-Chairman

BJ’s Restaurants

Jeff Endervelt
CEO

Blimpie

James Greco
CEO

Bruegger’s

Reinhard Dorfhuber
Senior VP

Elephant Bar

Luke Belsito
Executive Chef

Red Robin

EXCELLENCEin Execution

From the opening speaker to the final presentation, Chain Leader LIVE helps chain restaurant           

PROVEN SUCCESS STORIES FROM THESE FEATURED SPEAKERS

Register for Chain Leader LIVE at www.foodservice411.com/clmag/live o
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People
You Want To Meet

Information
You Need To Know

Rick Federico
CEO, P.F. Chang’s

China Bistro

Aslam Khan
CEO

Falcon Holdings

Susan Ralston
Director, R&D

Rock Bottom Brewery

Pepe Lopez
Executive Chef, 

VP R&D, El Torito

Monica Hahn
SVP Mrktng., New World

Restaurant Group

TESTIMONIALS

           executives deliver enhanced bottom lines by improving the execution of the entire organization.

“It’s been terrific. There
was a ton of good ideas,
and actually, it made
me think about some of
the people I need to
bring to the conference

next year. I got a lot out of it and, by
the way, the food was terrific.”

Wallace B. Doolin 
Chairman, CEO and President

Buca Inc.

“At Chain Leader
LIVE you hear from
and interact with the
top leaders of the 
industry. You see 

how they run their companies and the
innovative thinking they use to make
their companies successful.”

Donette Beattie
VP Purchasing and Product Development

Country Kitchen International

or call Linda Wojak at 630-288-8201.   Hotel reservations: 800-228-3000

NetworkingNetworking
• 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 to execute 
better and grow the bottom line.

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

There’s a place for your team at Chain Leader LIVE. CEOs, presidents,
vice presidents and directors of menu development, operations, finance,
marketing, technology, human resources and design all can benefit.
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ormer Boise residents, or even travelers who haven’t
been through Boise Airport (BOI) in a while, are
shocked when they see the changes over the last five
years. In the old days, the airport was so small you
could run from your parking spot out front to the
gate, shout at a flight attendant to hold the door 

and still make your plane.
But after a $14.4 million overhaul, the airport now has a

parking garage, three concourses, lines at security, and several
outposts of Moxie Java, a beloved local coffee shop, a Maui Tacos
unit, a Hyde Park Market and Deli, and a pizzeria.

Passengers stuck at BOI during a long layover, or even just
those who want to take a lunch on their flight, have William C.
Anton and his wife, Patricia Miller Anton, to thank for the new
dining options at their disposal. He is chairman and founder of
Anton Airfood Inc.; she serves as president and CEO of the
Washington, D.C.-based firm, which operates 151 restaurants in
20 U.S. airports. 
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GroundControl

BY MARGARET LITTMAN

Anton Airfood uses a mix of original 
concepts, local brands and national 
franchises to upgrade airport dining.

For the BOI project, as they do before they bid on any new
airport contract, the Antons spent an extraordinary amount of
time researching the local market before submitting a proposal.
They spent three-and-a-half years learning the ins and outs of
the Boise dining scene, determining which dishes and brands
were crucial to that market.

“Depending on the market, we may carry five or six kinds of
barbecue. In Rhode Island you have to have coffee milk. When
you do your homework, you know the cultural aspects that are
important to the people making the decision [about to whom to
award the contract],” Patricia Anton says.

“They were among the first to take that much time upfront
and include recognizable brands as part of their proposal. They
kind of pioneered the aspects that changed the industry from
the $7 hot dog,” says industry analyst Pauline Ambrust of Palm
Beach Gardens, Fla.-based Ambrust Aviation Group. 

Taking Off
Being pioneers was not their intention. In 1989 the Antons—
who were not then yet married—owned a nightclub and a fine-

William and Patricia Anton are
the powerhouse couple that has
helped airport food take flight.

Concepts like Anthony’s  (pictured) 
and Gallagher’s help Anton Airfood

create a unique atmosphere for each 
airport: No one will mistake the 

Seattle airport for the Newark airport.

F
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Exclusive programs. An outstanding selection of your favorite networks and music.
100% digital-quality picture and sound. That’s what you get with DIRECTV service –
the total audio/video solution. DIRECTV gives your customers the best choice of sports,
entertainment, and business programming available anywhere on satellite or cable.
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dining restaurant in Washington, D.C.
Over the years the club had booked such
names as Mel Torme and Kool and the
Gang, and the restaurant, called Anton’s,
was the toast of Capitol Hill. Despite their
successes, business was competitive. So
when they were offered a deal to open a
second restaurant at what was then Wash-
ington’s National Airport, they grabbed it. 

“I had the misguided idea that we could
promote the downtown restaurant in the
airport,” William Anton says.

That didn’t happen: Most people who
ate in the airport were passing through and
not visiting the city. But the couple soon
experienced the law of unintended conse-
quences. The National Airport Anton’s out-
let was less than 2,000 square feet and had
a fairly limited menu, but in an era when
most airports were serving “cold hot dogs
and warm beer,” it stood out. It was imme-
diately profitable, generating $1.4 million
in sales in its first year. 

“From the very beginning, it was a slot
machine,” William Anton says. 

By 1991 they closed both the downtown
restaurant and the nightclub. Although
they each brought in $2.5 million in rev-
enues, they weren’t profitable. The Antons
opted instead to open five more Anton’s
restaurants in Washington National and
one in LaGuardia because airport foodser-
vice was profitable from the beginning. 

Anton Airfood easily won those early
contracts, awarded by airport authorities
simply looking to improve their foodser-

vice offerings. However, over the years, the
process became more competitive, often
requiring a long bid process such as the
one that netted the contract at BOI. So the
company adapted by bringing appropriate
branded offerings to airports and helping
foodservice fit larger transportation and
city-planning objectives.

Changing Planes
Part of the Antons’ success can be attrib-
uted to being in the right place at the right
time, and part to their ability to navigate
their way through an industry littered with
even more barriers to entry than traditional
foodservice. 

Each airport deal is different. In many
cases, a board of commissioners evaluates
proposals for companies to come in and
manage all retail foodservice. Once a con-
tract is awarded, the operator makes the
capital investment in the new units—any-
where from $3 million to $20 million.
Because the airport authority owns the
physical space, the operator pays it a per-
centage of sales ranging from 8 percent to
20 percent for a contract of five to 15 years.
That structure made it difficult in early
years for Anton Airfood to get traditional
financing because the existing units could
not be used as collateral.

Anton Airfood refuses to pay 20 percent
of sales to the airport authority. Yet it has
won contracts from competitors offering
such numbers because the company’s rev-
enue per enplaned passenger, the figure
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Anton Airfood’s revenue per 
passenger is between $3 and $4;
industry average is $2.61.

O P E R A T O R

Anton Airfood Inc. 

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

Washington, D.C.

U N I T S

151 restaurants 
in 20 airports

2 0 0 4
S Y S T E M W I D E S A L E S

$98.7 million

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

$126 million
(company estimate)

R E V E N U E
P E R P A S S E N G E R

$3 to $4

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

$200 million sales
by 2008; bidding 
on Nashville 
International
Airport in 2006

SNAPSHOT

Gallagher’s Steak House 
is the kind of white-
tablecloth concept Anton 
Airfood expects to continue
to do well in airports, as
people have more time to
spend in terminals after
passing through security. 
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airport restaurants use rather than average
unit volume, is above the industry average
of $2.61: between $3 and $4. (Unit volume
varies dramatically, because Anton’s con-
cepts are varied. Anthony’s Seafood in Seat-
tle, which brings in $29,500 daily, is one of
the top performers.)

“Others might bid with 15 percent of
revenues, and we’ll bid 12 percent, but our
higher revenue per enplaned passenger
gives them the higher gross,” William
Anton explains. Over the years, the compa-
ny has only lost three contracts for which it
has bid and has opted not to bid on a simi-
lar number.

Analyst Ambrust says Anton Airfood
yields higher revenues per passenger
because of its extensive city research. For
the past nine years, Anton has won indus-
try awards Ambrust Aviation Group issues,
including best overall operator and best
customer service, beating out better-known
names. Ambrust estimates that there are
just five national players in airport foodser-
vice, all vying for contracts at the largest
150 U.S. airports.

“This is a small industry, so word gets
around,” Ambrust says. “Airport people
don’t know nearly as much about foodser-
vice as they should, so they are now willing
to listen to [leaders like the Antons.]”

Portfolio Management
Sixteen years since its founding, Anton
operates 83 national brands, ranging from
Starbucks to Golden Corral to T.G.I. Fri-
day’s, 16 local brands like Moxie Java, and
52 original concepts in 20 airports includ-
ing JFK International Airport, Minneapolis-
St. Paul International Airport and Norfolk
International Airport. To achieve that port-
folio—and projected 20 percent annual
growth next year—the company has had to
balance the contracts it would accept.
Unlike other franchised situations, airports
rarely change their brands once they have
been opened.

The business is not the same as opening
a franchise location in a mall or at a street
corner, the executives say. As a concession-
aire, Anton Airfood is particular about
which concepts it pairs with its terminals.
According to the Antons, great concepts
like Baja Fresh need too much back-of-the-
house space and on-site prep to work in an
airport environment. Labor issues that all
restaurant businesses face are exacerbated
in airports. Employees must pass a 10-year
FBI background check before they can be
hired, which eliminates many candidates.
Lack of public transportation to many
smaller airports makes the jobs inaccessible
to some prospective employees.

Once a franchise concept and staff is
chosen, other oddities crop up. One casual-
dining franchisor required all its units to
have a 2 p.m. daily staff meeting, Patricia
Anton remembers.

“We cannot do that because we do not
have standard meal times. We cannot just
stop and close the kitchen. Someone will
come in and order a hot dog because his
time zones are screwed up,” she says.

Despite all the airport eccentricities, the
Antons are almost amazed by the compa-
ny’s success. William Anton says, “We
sometimes have to pinch ourselves. We’re
close to ending our five-year plan, and
we’re on target to make $200 million by
2008.” That’s a big difference from the
nightclub and fine-dining restaurant of the
1980s, which were not profitable. “We refer
to that as our ‘patron of the arts period,’” 
he says.
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Unique
airport issues:
small kitchens
and employee
background
checks.

CL

Anthony’s is a favorite of
Seattle residents and a favorite
in the Anton Airfood portfolio.
Founder and Chairman William
Anton predicts it will bring in
$10 million in sales this year.
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W ith obesity concerns across America,
consumers are looking for healthier
food options at QSRs. Parents and

teens say they would visit QSRs more often if
healthier choices were available—and they’d be
willing to pay more for them, according to a
2003 Technomic study. 

Dairy provides an enticing spectrum of
offerings for health-conscious customers. And
many parents say they want to see more dairy
on the menu: 69% of moms say they wish
QSRs would offer a wider variety of dairy 
products, including healthy dairy snacks, a
2004 GfK Kids Study reported. 

Nutrients and Nutrition

Dairy provides a powerful nutritional 
package. It’s rich in calcium, vita-
min B-12 and protein. It is also
rich in potassium, phosphorus,
vitamins A and D, riboflavin and
niacin.

One of the key recommenda-
tions of the new U.S. Dietary
Guidelines is to consume three
cups per day of nonfat or low-fat
milk, or equivalent milk prod-
ucts. And word is getting out: a
2004/2005 Yankelovich Monitor
study found that nearly 4 in 10
consumers care about getting
more calcium. Increasingly, they
can do just that at QSRs. 

Got Dairy?

New innovations in dairy
products—such as single-serving
plastic packaging for milk, fla-
vored milk, yogurt varieties and
snacking cheeses—are boosting
the category. Resealable plastic
milk packaging is making a splash
at QSRs around the country.
McDonald’s and Wendy’s both
made milk available in re-sealable,
kid-friendly, plastic 8-oz. bottles
in white and chocolate, and saw

their milk sales skyrocket. 
Wisconsin-based Culver’s has long offered

milk in single-serving cartons, but found that
its customers were interested and enticed by
new milk packaging. In response, all Culver’s
locations in 15 states are rolling out plastic
resealable “milk chugs,” in 2% white and lowfat
chocolate.

An increasing number of Subway franchises
in the U.S. and Canada are also menuing milk.
Individual operations are reacting to local
demand and adding plastic re-sealable milk
containers as an independent initiative. 

The demand for milk includes flavored milk
as well. Sixty-nine percent of kids say chocolate
milk is their favorite drink, the GfK study
found, and 40% of adults who order milk at

QSRs regularly purchase chocolate—and would
like to see more flavors available, according to a
2004 NPD study. 

Because of yogurt’s wide appeal and healthy
platform, many QSRs are adding it to menus.
One recent example is Wendy’s fresh-fruit-and-
yogurt entrée salad with low-fat strawberry-
yogurt dipping sauce, available throughout the
day. Another is McDonald’s new Fruit &
Walnut Premium Salad, with sliced apples, red
seedless grapes, candied walnuts and a side of
low-fat vanilla yogurt. 

All-Day Dairy

Healthful dairy items span the day-parts—
they’re not just for breakfast. Milk is becoming
a popular beverage throughout the day: 1 in 5

adult QSR visitors ordered milk
for themselves in the past 3
months, and 39% of these adults
bought milk with meals other
than breakfast, according to the
NPD study.

Yogurt, too, has cross-over
potential. McDonald’s low-fat
yogurt parfaits are available all
day, and since their introduction
in 2002 have become popular for
breakfast, lunch and as a healthy
snack or dessert, according to the
company. Parents prefer to order
yogurt for their children as a side
item, snack or dessert alternative
to cookies or cake, the GfK
study found. 

And for a healthy snack
option, consider adding string
cheese: 73% of kids say it’s fun
to eat string cheese, and 60%
said they would definitely or
probably order it as a snack, the
GfK study found. 

From breakfast parfaits to
string-cheese snacks to refreshing
milk, dairy is adding its health-
ful, delicious attributes to QSR
menus, all day long. 

Dairy in Demand 

A D V E R T I S E M E N T

Dairy provides an 
exciting spectrum of
choices for health-
conscious customers.

Availability of healthful dairy products away-from-home is on the rise  
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ojangles’ President Tom Lewison
has worked in quick service for
more than 30 years, and from

his point of view, nothing can
make a drive-thru more effi-

cient than a good service sup-
port system. “That’s the root of speed at the
drive-thru,” he says. 

That said, many chains, including Char-
lotte, N.C.-based Bojangles’, have installed
speed-inducing technology at drive-thrus
and takeout counters. 

Mere seconds make a difference, says
Mark Godward, president of Strategic
Restaurant Engineering, a Miami-based
foodservice consulting firm. “If you can cut
your window time from 45 seconds to 42
seconds, you’re increasing throughput by
10 percent,” Godward points out. 

That three seconds might not mean
much to a customer, but to a unit handling
70 cars an hour, it can mean an extra seven
cars per hour, Godward explains: “That’s a
big deal for an operator.” 

Mid-Tech, High Results
Technology doesn’t have to be Jetson-esque
or expensive to be effective. When Damon’s
Grill, the Columbus, Ohio-based rib chain,

rolled out curbside service to 80 of its 115
restaurants in March, it discovered that a
mid-tech combination of cameras and sen-
sors works just fine. 

Adjustments needed at each restaurant
depended on its design, says Shannon
Foust, president of Damon’s. Some stores
only needed cameras to alert staffers when
cars pull up to the curbside; others
required a door and window so staffers
could see the dedicated parking spots. 

The initial investment was low: “The
cameras are not that expensive, maybe
$100,” Foust says. “We’re spending more
money on training than equipment.” Train-
ing focuses on the importance of speed for
curbside customers. On weekends, stores
dedicate a staff person to delivering orders
to curbside customers. 

Before Damon’s curbside program, take-
out accounted for 7 percent to 8 percent of
sales, Foust says. Curbside service has
boosted that total to 10 percent to 12 per-
cent, all incremental sales that add about
$100,000 to unit volumes. Check averages
for dine-in and takeout are about $16. 

Curbside has resulted in an interesting
sales shift: Damon’s ribs account for a high-
er percentage of the takeout mix than they
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Drive-thru timers have
helped Bojangles’
increase store volumes
by one percentage point.

FULL SPEED AHEAD
New and existing technologies speed service 
at the drive-thru and takeout counter. BY LISA BERTAGNOLI

B

(continued on p. 83)
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Before you lose a great employee to the pressures of cash
handling, think Brink’s. Brink’s CompuSafe® Family of
Services provides advanced closed-loop cash handling 
solutions that completely eliminate manual counting 
and cash processing at the restaurant. Employees 
simply insert bills into the CompuSafe® cash control 
unit where it’s safely stored until we pick it up and 

take it to one of our state-of-the-art branches for 
verification and deposit.

From the time a customer pays to the time your cash is 
safely deposited in the bank, Brink’s controls the entire
process—so your employees don’t have to.

For a FREE no-obligation risk assessment, call 800-BRINKS-5 or visit www.brinksinc.com/compusafe.
Brink's and CompuSafe® are registered trademarks of Brink's Network, Inc.
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When it comes to your operation, proper hygiene is in your hands.That’s why 
it’s so important to promote good hygiene practices by implementing ServSafe, the most 

current and comprehensive food safety training and certification program available. And for a limited time 
you’ll get a coupon for a FREE ServSafe Hygiene Essentials Kit with every purchase of the ServSafe Essentials, 

Third Edition (English with exam answer sheet). The kit provides hand sanitizer, gloves, bandanna, handwashing 
sign and other hygiene essentials that will help reinforce food safety practices in your operation. So will 

ServSafe training from the National Restaurant Association Educational Foundation (NRAEF), because 
it has the latest food safety science, operation and regulatory updates, along with vital 

information on controlling foodborne illness risk factors. So buy the book, get the 
kit, and make sure that food safety is in the most capable hands. 

To order your English ServSafe Essentials (product code ESX3 or ESX243 for case of 24), 
contact your State Restaurant Association, your distributor or the NRAEF at 800-765-2122 
(312-715-1010 in Chicagoland) ext. 701. To learn more, visit www.nraef.org/servsafe/hygiene/

Every person. Every meal. Every day.™

Buy the book. Get the kit.
Order the ServSafe® Essentials, Third Edition today 

and you’ll get a FREE ServSafe Hygiene Essentials Kit.

ServSafe is a registered trademark of The National Restaurant Association Educational Foundation
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do the dine-in mix. “We have a product
that carries very well,” Foust says.

With further technological advance-
ments—Damon’s is investigating the possi-
bility of swipeless credit-card payment—
curbside could account for 15 percent to
20 percent of sales, Foust says. 

Look, Ma, No Hands
Foust might want to talk to Rob Williams,
controller at The Bailey Company, the 
Denver-based Arby’s franchisee. Late this
summer The Bailey Company installed
swipeless credit-card machines in 45 of its
67 restaurants in a major test that Williams
calls “seamless.”

“There was no learning curve for the
staff; there were no glitches,” he says. 

The Bailey Company spent $300 to
$500 per store to install new credit-card
readers; the higher price was for readers
requiring weatherproof casing. The stores
also had to install new software in their
credit-card acceptance machinery to accept
the swipeless cards, which are installed

with an RFID chip. RFID, or
radio frequency identification,
enables the chip to send and
receive information, in this
instance payment information to
the bank. Use of the technology
is limited to customers who
carry the swipeless card, a Chase
Bank product called blink. 

Chase is heavily marketing
the blink cards with a series of
ads in Denver; some mention
Arby’s. “They’re doing all the
promotion and advertising for
us,” Williams says. 

Test results show that drive-thru transac-
tions using the swipeless card are five to
seven seconds quicker than with a tradi-
tional card, and that carryout transactions
are three to five seconds quicker. 

Williams says credit-card purchases are
15 seconds faster than cash in the drive-
thru and 10 seconds faster at the counter.
Guests using credit cards spend an average
of $11, vs. $7.50 for cash customers. 
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Damon’s Grill’s fast curbside service 
has increased sales by $100,000 per store.

When it’s time to pay,
customers at two 
Jersey Mike’s restau-

rants in Rock Hill, N.C.,
don’t whip out cash or a
credit card. They give the
staff the finger.

That is, they press their
index finger on an elec-
tronic reader and enter a
personal identification
number. The reader
matches the fingerprint
and PIN to the customer,
and then debits the
amount from that cus-
tomer’s checking account. 

The system, called 

Biopay, is “a nice alterna-
tive to checks,” says Bob
Katz, franchisee for the
two restaurants and a
third Jersey Mike’s in Fort
Mill, S.C. For Katz, the
Biopay system costs 10
percent less per transac-
tion than the bank fees
associated with a credit-
card purchase. Biopay
customers, like credit-card
customers, spend 10 per-
cent to 15 percent more
on their meals than do
cash customers. 

Because Katz’s stores
are among the first to use

the technology, Herndon,
Va.-based Biopay paid for
installation, which would
have cost $700 to $1,000
per store, Katz estimates. 

However operationally
friendly, Biopay has yet to
catch on with customers.
Katz says only about two
dozen customers have reg-
istered for the service so
far, but that number might
spike when retailers near
the Jersey Mike’s stores
begin offering Biopay. 

Or it might not. “Cus-
tomers either like it or are
leery of it,” Katz says. 

FINGERTIP FINANCES

On weekends, Damon’s
Grill dedicates an
employee to handling
curbside service.
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The swipeless technology could boost
credit-card transactions to 25 percent this
year, compared to 20 percent in years past,
Williams says. “By the end of 2006, we’ll
be close to 50 percent,” he adds. 

Red Light, Green Light
Bojangles’ drive-thru has always been busy,
accounting for about 59 percent of sales.
After the chain added timing devices to the
drive-thrus of its 350 stores, “We’re now
north of 60 percent,” Lewison says. 

Lewison admits that the chain is late
in adapting the timers, which alert the
kitchen that a car is at the drive-thru and
then time the wait at the ordering station
and the pick-up window. A readout in the
kitchen can be programmed with incen-
tives such as a green “fantastic” for a quick
job or a yellow “let’s hurry.” The readouts
make it “more fun” to motivate the kitchen,
Lewison says. 

Installation per store cost between
$2,000 and $2,500. Given unit volumes of
$1.35 million and the 1 percent hike in
volume, “That’s a pretty quick return on
investment,” Lewison says.

Since Bojangles installed the timers a
year ago, drive-thru times have dropped by
20 seconds, to 120 at breakfast and 150 at
lunch. Check averages have risen 20 cents,
thanks to a new credit-card system, and
same-store sales were up 8 percent through
July. “Improving the drive-thru keeps us on
the playing field,” Lewison says. “It’s a basic
expectation of the guest.” 

Bojangles’ is investigating drive-thru
enhancements including a translight menu
board that will be easier to change and that
will steer customers to core menu items.
Still, Lewison maintains that it’s not the
technology that counts, but the service
behind it. 

“Great food fast with a smile, you win,”
he says. “And if service supports it, you
really win.” 

Arby’s franchisee The Bailey Company 
is testing swipeless credit-card readers 

that save time and raise checks.

Chase Bank’s 
Denver advertising
is helping to drive
credit-card
transactions at
local Arby’s.
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FOR MORE INFORMATION, CONTACT A

BROTHER COMMERCIAL REPRESENTATIVE

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

VISIT OUR WEB SITE AT WWW.BROTHER.COM

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

BROTHER MULTI-FUNCTION CENTER®

MODELS HELP YOU INCREASE

PRODUCTIVITY WHILE REDUCING

YOUR OPERATING COSTS.
1.43’

1.
23
’

YOUR OPERATION DEMANDS EMPLOYEES THAT CAN RELIABLY

PERFORM A MULTITUDE OF TASKS – FROM CUSTOMER SERVICE TO

INVENTORY CONTROL, ALL DAY, EVERYDAY. SO WHY SHOULD YOU

ACCEPT ANYTHING LESS FROM YOUR OFFICE EQUIPMENT?

YOU WON’T HAVE TO WITH A BROTHER MULTI-FUNCTION CENTER®

MODEL. IT BUNDLES PRINTING, FAXING, COPYING, AND SCANNING

INTO A UNIT WITH A FOOTPRINT THAT’S COMPACT ENOUGH TO

SEAMLESSLY FIT INTO VIRTUALLY ANY AVAILABLE SPACE… AND AT A

PRICE THAT WILL JUST AS EASILY FIT INTO YOUR BUDGET.

WHEN NEEDED, SUPPLIES AND SUPPORT ARE AVAILABLE

NATIONWIDE; AND YOU’RE ALWAYS IN EASY REACH OF OUR

24/7/365 SERVICE NETWORK.

A FULL MENU OF ADDITIONAL PRODUCTIVITY SOLUTIONS

THE MOST

PROFITABLE

1.76 SQ. FT. 

IN YOUR

RESTAURANT

Laser Printer Solutions Fax Solutions Multi-Function Solutions Labeling Solutions
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Sandwich chains’ share of QSR
purchases continues to rise,
according to the quarterly
Quick-Track survey by San

Clemente, Calif.-based research
firm Sandelman & Associates. In
fourth-quarter 2004, it reached
11.0 percent, its highest point since
Sandelman began tracking fast-food
share in 1995.
● National sandwich chains see 12.6
percent of all fast-food customers’
past-month lunch occasions and
8.1 percent of dinner occasions, a
21-quarter average shows.
● Of QSR users who ordered a sand-

wich on their most recent occasion,
54.6 percent did so at lunch and
39.6 percent at dinner.
● 49.2 percent of fast-food users
having a sandwich on their last visit
used carryout, 32.6 percent ate in
the restaurant, and 15.7 percent
used the drive-thru. Of all QSR
users’ last occasions, 30.8 percent
were carryout; 27.3 percent, eat-in;
and 30.1 percent, drive-thru.
● Those who had a sandwich on
their last occasion paid slightly less
per person on average than all
users: $4.45 vs. $4.65.
● They were also less likely to use a
limited-time special promotion:
19.1 percent did vs. 22.1 percent of
all fast-food users.
● 33.2 percent of fast-food cus-
tomers ordering a sandwich on
their last purchase occasion were
alone, while 26.9 percent of all QSR
users were, according to a 21-quar-
ter average.
● 17.7 percent of QSR users having
a sandwich on their last occasion

also had chips; 15.8 percent had
french fries.
● Second-quarter 2005 data show
that customers whose household
income is $50,000 or more com-
prise 58.9 percent of sandwich-
chain users. They make up 49.6
percent of all QSR users.

Methodology
Customer trend data is based on the quarterly
Quick-Track survey by Sandelman & Associates, a
San Clemente, Calif.-based research firm. Quick-
Track queries a nationally representative sample
of 600 fast-food customers on a host of demo-
graphic and usage questions. The firm defines
“QSR sandwich-chain users” as those who have
purchased food at any of the tracked national
sandwich chains at least once in the past month.
Most-recent purchase data is based on all QSR
users who ordered a sandwich on their last pur-
chase occasion.

T R A F F I C T R E N D S

Sandwich Bites

CL

National sandwich chains’
share of QSR traffic 
continues its upward trend.

BY MARY BOLTZ CHAPMAN
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New Saddle Pack Bag Rack. 

Clean & Convenient.

Now there’s no need to clean, disinfect and store

wire racks. FoodHandler, the #1 name in gloves

and safe food handling

products and programs,

brings you the disposable Rack In 

The Box for ultimate convenience.

The unit comes 

fully loaded with

NSF certified saddle pack bags 

that are leakproof, greaseproof 

and ideal for pre-portioning.

Easy-to-assemble 
design

Units come pre-loaded with 400 FoodHandler® 6-1⁄2" x 7" 
saddle pack bags made of high-density polyethylene.

For more information visit us 
at www.foodhandler.com
or call 1-800-338-4433

©2005 FoodHandler Inc.
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FOOD & BEVERAGE

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

Carolina Turkey p. 21. Makers of 
a full line of turkey products.
Call (800) 523-4559, ext. 687 or
visit www.carolinaturkeys.com.

Dairy Management Inc. p. 59. Mar-
kets the use of domestic dairy
products. Call (800) 454-COWS
or visit www.ilovecheese.com.

Dakota Growers p. 41. Manufac-
turer of pasta brands for foodser-
vice. Call (763) 253-0441 or visit
www.dakotagrowers.com.

Hershey’s Food Service p. 34.
Branded ingredients, recipes 
and menu ideas. Call (877) 772-
3556 or visit the Web site at
www.hersheysfoodservice.com.

J.R. Simplot Company p. 13. Fries
with no trans fats. Call (800)
572-7783 or visit the Web site at
www.simplotfoods.com.

Kellogg’s Food Away From Home
p. 57. Cereal in on-the-go pack-
aging. Call (877) 511-5777 or
visit www.kelloggs.com/fafh.

Lamb-Weston/ConAgra Foods Inside
Back Cover. Frozen potato prod-
ucts. Call (800) 766-7783 or visit
www.lambweston.com.

Land O’Lakes Inc. p. 32. A full line
of dairy products. Call (800)
328-1322 or visit the Web site at
www.thedairyspecialist.com.

McCain Snack Foods p. 24-25. Mak-
ers of Brew City french fries and
snacks. Call (866) 4BREWCITY or
visit www.brewcity.com.

Patrick Cudahy Inc. p. 9. Cus-
tomized bacon and other pork

products. Call (800) 486-6900 or
visit www.patrickcudahy.com.

Perdue Farms Inc. p. 39. A variety
of poultry products. Call (888)
PERDUE-2 or visit the Web site at
www.perduefoodservice.com.

Red Arrow Products Co. Inc. 
p. 17-19. Provides authentic grill
flavors and color. Call (920)
769-1100 or visit the Web site 
at www.redarrowusa.com.

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

EQUIPMENT

Alto-Shaam Inc. p. 42-43. Low-
temperature ovens and display
cases. Call (800) 558-8744 or
visit www.alto-shaam.com.

Brother International Corp. p. 85.
Manufactures commercial print-
ers. Call (866) 455-7713 or visit
www.brother.com.

Edward Don & Co. p. 47. Foodser-
vice equipment and supplies.
Call (800) 947-6640 or visit
www.don.com.

Enodis Back Cover. Comprised
of 14 of the leading brands in
foodservice equipment. Call
(727) 375-7010 or visit the Web
site at www.enodis.com.

Frymaster p. 31. Fryers, toasters,
rethermalizers and more. Call
(800) 221-4583 or visit the Web
site at www.frymaster.com.

Hatco Corp. p. 14-15. A variety of
foodservice equipment. Call
(800) 558-0607 or visit the Web
site at www.hatcocorp.com.

Hobart Corp. p. 29. A full line of
foodservice equipment. Visit
www.hobartcorp.com.

Lincoln Foodservice Products Inc. p. 3.
Commercial cooking equipment
and supplies. Call (888) 417-5462
or visit www.lincolnfp.com.

Merrychef p. 49. Manufacturer of
accelerated-cooking systems.
Call (727) 375-7010 or visit the
Web site at www.merrychef.com.

SUPPLIES/SERVICES

Brink’s Inc. p. 61. Secure cash-
management systems. Call (469)
549-6000 or visit the Web site at
www.us.brinksinc.com.

DIRECTV/Hughes Communications
Inc. p. 53-55. Television and
audio programming. Call (310)
964-5311 or visit the Web site at
www.directv.com/business.

FoodHandler Inc. p. 87. Food-safety
and worker-safety products and
services. Call (800) 338-4433 or
visit www.foodhandler.com.

Wasserstrom Co. p. 84. Distributes
restaurant supplies such as table-
ware. Call (800) 999-9277 or visit
www.wasserstrom.com.

WD Partners p. 35-36. Restaurant
development and consulting.
Call (888) 335-0014 or visit
www.wdpartners.com.

FINANCING/FRANCHISING

Trustreet Properties p. 16. Offers
financial and advisory services to
restaurant companies. Call (877)
667-4769 or visit the Web site at
www.trustreet.com.

EDUCATION/EVENTS

Chain Leader LIVE p. 50-51. Insight
from the pages of Chain Leader.
For more information or to regis-
ter, call (630) 288-8201 or visit
www.foodservice411.com/clmag.

Elliot Leadership Institute p. 11.
Leadership development for
restaurant executives. Call (914)
524-9100 or visit the Web site at
www.elliotleadershipinstitute.org.

NRA Educational Foundation p. 62.
Control food-safety risk factors
with ServSafe Essentials, Third
Edition. Call (800) 765-2122 or
visit www.nraef.org.

NSF International p. 63-82. Risk
management and education. 
Call (800) NSF-MARK or visit
www.nsf.org.

Company descriptions are supplied
by Chain Leader’s advertisers.
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For more information about any of Chain Leader’s advertisers, please contact them directly at the numbers or Internet addresses provided.

When your 
company is featured 
in Chain Leader, 
expecting your prospects
to read your story  
isn’t enough...
you need Reprints.

Have you received 
editorial coverage 
in Chain Leader ?

Have you received 
editorial coverage 
in Chain Leader ?

800-290-5460
chainleader@reprintbuyer.com

RMS is the authorized provider of custom Reprints, Eprints and NXTprints for Chain Leader magazine.
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F R A N C H I S E O P P O R T U N I T I E S

C O M P U T E R
S O F T WA R E

October 2005 ♦  Chain Leader 89

ONLINE CLASSIFIED
Visit our web site at: 

www.foodservice411.com
GREAT  REASONS TO
ADVERTISE ONLINE

• Buyers are more likely to consider
purchasing a company’s products if
they see the company or brand in 
multiple media.
• Today buyers look to different media
at different points in the buying
process. Online advertising and 
marketing are critical when purchasers
are researching the competitive 
advantage of one product over another.
• Web advertising is interactive and
allows you to demonstrate products and
applications like never before.
• Advertising online allows you to 
target buyers who are actively search-
ing for information directly related to
your products.

It Pays To Advertise!

FOR ONLINE ADVERTISING
OPPORTUNITIES 

CONTACT:

James McMurray at 
630-288-8467 or fax your ad

copy to 630-288-8215.

M Y S T E R Y S H O P P E R S

P O S  S Y S T E M S

Do You Want Improved Return
 On Your Franchise Advertising?

Chain Leader’s Sales ADvantage™ Delivers!

• Quantity Chain Leader will contact a representative
sample of subscribers by phone to determine
purchasing intentions. (Approx. 1,000)

• Quality Each lead is qualified by name, title, location
and purchasing authority.  If subscribers will
not provide this information, the phone call is
terminated and the lead is not generated.

• Opening the Door The reader is told that an advertiser may be
contacting them.  If they have an objection the
lead is not generated.

• Purchasing Intention We then ask subscribers if they will be
evaluating new Franchise Opportunities in
the next 6 months.  If the response is “ Yes”  the
leads are forwarded to  advertisers.

• Timing You will receive these completely qualified
leads via e-mail within 10 days of issue date.

Sales ADvantage™™™™ Delivers On Five Key Points

For more information, contact:

James McMurray
630-288-8467

Email:
jmcmurray@reedbusiness.com
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Playing in bands has been Marc Meisel’s
passion since he was 13 in Westches-
ter County, N.Y. “We were very seri-
ous considering how young we were,”

he says. “We had band rehearsals three
evenings a week, played a lot of events and
actually made some money. But we still were
kids, and after two years, one guy wanted to
stop and others went on to other things.”

Regrouping
In 1985, while in high school in Armonk,
N.Y., Meisel formed a rock ’n’ roll band
called Rites of Passage, in which he was the
lead singer and drummer. He also started
writing his own songs, emphasizing that he

would “never write a song in a certain style
just because a popular band had a big hit
in that style. I would only write what was
true in my heart,” he says. The band lasted
through high school, playing many local
events, but split up when the members
went to separate colleges. 

After graduating college, Meisel hooked
up with a group called Mama Kettle, which
included guitarist Alan Stuart and pianist
Steve Broderick. The band toured the Unit-
ed States for a few years in a van and
played gigs in many college towns. 

Mama Kettle broke up in 1995. That’s
when Meisel decided to try cooking as a
career. He took a 20-week cooking course
in 1996 and went to culinary school in
1997. Meisel later helped manage a few
restaurants and was a line cook at Larry
Forgione’s American Place restaurant before
opening his own restaurant.

In 1998 he helped launch Tossed, a
quick-serve salad restaurant in New York.
He has since opened two more units in
New York and Livingston, N.J. Another one
is due in South Florida in 2006. Meisel,
founder, executive chef and operations vice
president, and his partners plan to fran-
chise units around the country.

On the Side
While he focuses on growing Tossed,
Meisel still plays music in his spare time to
the delight of his 2-year-old daughter. He
also often plays the guitar, piano and
drums with the singer and guitarist of his
previous band. “The three of us were the
core of the band, and the singer also plays
bass so well that we can have a good jam
session,” Meisel says. 

Meisel, 36, admits that he can’t commit
himself wholeheartedly to both music and
the restaurant business. “Right now I have
to give my all to Tossed,” he affirms. How-
ever, if the company’s growth plans proceed
as expected, he hopes to form a casual
band again and “have some fun, preferably
with my former mates.”

Tossed’s Marc
Meisel turns to
music to unleash
his creativity at
work and play.

BY CHARLES BERNSTEIN
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Staying in Tune

CL

Strings attached: Marc
Meisel still plays music in
his free time, but he is
devoted to franchising
Tossed, a quick-serve
salad restaurant.
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When taste matters most, upgrade to the fries with the
most taste. LW Private Reserve® french fries are made from
the most select potatoes. Each one is carefully cut with the
skin-on, for a kitchen-cut appearance and enhanced appetite

appeal. Then, in a series of special steps, we maximize the
taste and quality of every Private Reserve product.

The result is a premium fry so delicious, so full of natural
potato flavor, it makes any meal a “first class affair”, from
hamburgers to haute cuisine. So upgrade to first class. 

Insist on the brand that builds your business. Insist on
Lamb Weston. Ask your distributor or call us today:
1-800-766-7783. Or visit our website at:
www.lambweston.com.

©2005 ConAgra Foods Lamb Weston is a registered trademark of ConAgra Brands, Inc.

LW Private Reserve®

The only brand made with our
exclusive, patented process that

captures the full, rich potato flavor
in each and every bite.

ConAgra Foodservice™ Specialty Potato Products • 599 S. Rivershore Lane • Eagle, ID 83616 • 208/938-1047 • www.lambweston.com

Exclusively from Lamb Weston.

Upgrade to 
first class.

Upgrade to 
first class.
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Operation blazing sandwich — In quick service, quick  is 

crucial . So when I  wanted to menu some trendy hot toasted subs, I  had to 

find a way to slash their usual 5-minute prep. Enodis was there for me. They 

analyzed my ingredients. My work flow. Even my staff ’s skills. They listened, 

then equipped me with a total storage-to-service solution that’s really paying

off. My Delfield undercounter refrigerator, Lincoln DTF oven, and Merco 

Savory merchandisers have helped me reduce wasted footsteps, toast subs 

in only 60 seconds, and even increase sales with fresh, enticing displays —

making my business as hot as my sandwiches!

For details on other operational solutions incorporating the Enodis Kitchen EXCEL-eration System,™ or 

for installation and start-up assistance from our STAR-authorized service network, visit www.enodis.com.

©2005. Enodis plc except where explicitly stated otherwise. All rights reserved.

An Enodis Solution Story
TM
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