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Count on Allens® to add outstanding quality, color, economy and coverage to the plate – along with the great

taste and texture that come from only the finest vegetables and beans. ❖❖ For proof, take a look at the many

qualities of Allens Royal Prince® Candied Yams. These superb yams come from America’s best Grade A 

Fancy sweet potatoes – blended with Allens rich recipe of brown sugar, spices and glaze ingredients.

For more bright ideas – plus Allens newest recipe collection – contact your Allens representative

or phone Allens toll free.

Siloam Springs, AR 72761❖1-800-357-ALLEN
www.allencanning.com

TAKE A LOOK AT
THE BRIGHT SIDE.

© 2004 Allen Canning Company

Allens Candied Yams are naturally rich in vitamin A (beta carotene) and a
good source of fiber. And you can depend on Allens for a year-round supply.
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www.sugarfoods.com

The Original Pink. 
Sweet'N Low... it's expected!
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B R I E F I N G B O O K

The Earl of Sandwich, a fast-casual
restaurant in Orlando, Fla., signed its
first franchise agreement in October
with an unlikely franchisee: a

wealthy investment bank. 
“They invest billions of dollars and their

analysts understand how [restaurants] are
put together,” says Gary Davis, the con-
cept’s CEO, referring to Sanders Morris
Harris, one of Texas’ largest private-equity
firms. “There are a lot people who look at
us as a great investment opportunity.” 

Davis believes the chain could grow to
300 mostly franchised units within the
next two or three years. 

Sanders Morris Harris will open the first
of five units in January in Sugar Land, a
fast-growing, middle-class suburb 20 miles
southwest of Houston. Davis says the
investment bankers hired an assistant
manager from the Orlando restaurant to

operate the new 3,200-square-foot sand-
wich shop. 

A smaller company store, about 1,300
square feet, is scheduled to open in Tampa
this year.

The original restaurant—and, so far, 
the only one—opened in March 2004 at
Disney’s Marketplace. Business has been
good. In its first 12 months, the 220-seat
operation rang up $5.3 million on a check
of just $8 including beverage. 

Order times are three minutes, and
Davis says the assembly-line system he
created can produce 320 sandwiches an
hour. Priced at $4.95 each, they include
turkey, roast beef and pork in 14 permuta-
tions, though customers can order them to
their liking. Sandwiches are toasted in a
conveyer oven that reaches 575 degrees. 

“We’re not trendy,” Davis says. “Our
concept is going back to a more traditional
time. We have gone with a traditional line
of sandwiches with traditional ingredi-
ents.” He cites a French-style sandwich
called Le Frenchy that’s made with ham,
Brie and Dijon mustard. 

Davis and Earl of Sandwich Chairman
Robert Earl, both British-born entrepre-
neurs, created the concept, taking inspira-
tion from the descendents of the 4th Earl
of Sandwich, John Montagu (1718-1792),
for whom the sandwich is named. Earl is
an investor in the descendents’ London
sandwich business, a commissary-based
delivery operation. 

Davis, in charge of daily operations,
estimates investment costs for the Sugar
Land unit are running $115 per square
foot, including furniture, fixture and
equipment, while the downtown Tampa
unit is running $150 with FF&E. 

Downtowns and suburbs are target mar-
kets, with smaller units (16 seats) destined
for downtowns. 

F I R S T L O O K

Earl of Sandwich Inks its First Franchise Deal

The NPD Group finds
few major changes
year-over-year in din-
ing trends. But a long-
term look shows great
differences. In its 20th
annual “Eating Pat-
terns in America”
report, NPD notes that
the number of meals
eaten in restaurants
has gone down, from
93 per person in
1985 to 80 today. But
the number of meals
people purchased

from a restaurant and
eaten in the car has
grown from 19 to 32
per person.

Interestingly, NPD
reported 20 years
ago that 25 percent
of Americans were on
a diet, the same figure
found in this year’s
research. However,
today 61 percent 
of survey respondents
say they would like 
to lose at least 20
pounds, while only 

54 percent said the
same in 1985.

At the same time,
Americans are more
accepting of other
people’s weight.
Twenty years ago, 55
percent said they com-
pletely agree with the
statement, “People
who are not over-
weight look a lot more
attractive.” According
to this year’s report,
24 percent said they
completely agree.

R E S E A R C H

It Was 20 Years Ago Today

CL

Earl of Sandwich expects 
to grow to 300 mostly
franchised units in the
next two or three years.
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FREE SAMPLES & RECIPES
Try Bush’s Best Baked Beans
and see why they’re #1. Contact
your sales representative or call
Bush direct.

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

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

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

©2005 Bush Brothers & Company

Your customers.

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.

*Nielsen Data, Total U.S. Baked Beans      

America’s #1 baked beans  
get the approval that      

matters most.
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S T O R Y B O A R D

20 Nobody’s Fool
Jimmy John’s Gourmet Sandwich Shops
launched a comprehensive
advertising strategy to build
awareness and expand beyond
its core market of college 
students and recent graduates.
A new series of TV ads has
founder and CEO Jimmy John
Liautaud struggling with activi-
ties like paddleball to show the
chain is focused on sandwiches, 
not other pursuits. 
By Margaret Littman

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

24 Split Personality
Eat’n Park has fine-tuned its “homestead” prototype by separating its
hip coffee bar from its family dining room. The warm, comfortable
dining room features a palette of gold and sage, warm wood tones and
lots of natural light. The coffee bar is moodier, with a dark wood floor,
a fireplace and exposed ductwork. The prototype in Streetsboro, Ohio,
is the system leader in latte sales and dinner salad-bar sales. 
By Lisa Bertagnoli

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

31 Taste and See
To increase trial and repeat traffic at Papa Murphy’s, Vice President of
Research and Development Doug Collins has stepped up sampling and
developed new pizzas and add-ons such as cinnamon rolls and pasta
dishes that are appropriate for the take-and-bake pizza concept. His
strategy includes tweaking doughs, introducing more sophisticated
toppings and training staff to educate customers about how to prepare
heat-and-eat products.
By Monica Rogers
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T H O U G H T L E A D E R

43 Personal Effects
Selected by Chain Leader’s Cover Society, Rare Hospitality Chairman
and CEO Phil Hickey has won this year’s Chain Leadership award.
Hickey has turned Rare and its three brands—Longhorn Steakhouse,
Bugaboo Creek Steak House and The Capital Grille—into a $1 billion
business by personalizing the dining experience and maintaining 
management stability. Chain Leader grilled him about where his lead-
ership abilities work best in growing the company. 
By David Farkas

L I Q U I D M E A S U R E

37 Star Power
Hard Rock Cafe has leveraged its music heritage with a three-tiered 
beverage program. It consists of a new rock ’n’ roll-themed beverage
menu, promotional events featuring rock stars with beverage tie-ins, 
and seasonal promotions. By combining signature beverages with music
icons and major beverage brands, Hard Rock is driving media attention
and beverage sales.
By Donna Hood Crecca

H U M A N A S S E T S

52 Better Coaches, Better Players
Fatz Cafe has improved guest satisfaction and sales with a dual-focused
training initiative. The company launched a comprehensive server train-
ing program that includes pre-hire testing and classroom training. At the

same time, it rolled
out a leadership
training initiative that
covers topics like
goal setting and time
management. The
simultaneous focus
is yielding results:
same-store sales are
up, and management
and hourly turnover
is down.
By Donna Hood 
Crecca
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Send address changes to Chain Leader, P.O. Box 7500, Highlands Ranch, CO 80163-7500. Chain Leader Copyright 2005 by Reed
Elsevier, Inc. Address subscription mail to Chain Leader, 8878 S. Barrons Blvd., Highlands Ranch, CO 80129-2345. All Rights Reserved. PRINTED IN THE
USA. Reed Business Information does not assume and hereby disclaims any liability to any person for any loss or damage caused by errors or omissions
in material contained herein, regardless of whether such errors result from negligence, accident or any cause whatsoever.
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Not in Our Backyard
This is nothing new, of
course. Many communi-
ties have forbidden chain
restaurants from opening
within their historical dis-
trict, downtown or whole
city. Such snobbery exists
because these towns think
they are unique and that
only their own residents
are capable of maintaining
charm and character. To
them, a chain is a generic
product borne out of

some cubicle in a cold office building, con-
trolled by a big, greedy corporation whose
only concern is making money by stamping
out duplicate copies of a garish box produc-
ing pedestrian food.

The obvious questions first: Is it fair to
ban one kind of business? Would a commu-
nity ban other sorts of chains such as banks,
fitness centers, dry cleaners, oil-change
stores, florists, supermarkets, specialty retail-
ers, hardware stores, cleaning services,
hotels, realtors, gas stations and hair salons?
Must residents avoid wearing Dockers pants,
New Balance shoes and Old Navy hoodies to
avoid sameness?

How do they define “chain restaurant”?
Three units? Twenty? Headquartered outside
of town? Is the pizza concept with five units
in the tri-county area a chain? Does it
employ more local residents than five units
of Papa John’s? Is the pizza better?

Are large restaurant chains incapable of
following local architecture, parking and 
signage regulations? Do tourists avoid them?
Are they afraid that local restaurants would
be unable to compete? Isn’t our country

proud of capitalism, letting customer
demand control business?

With that off my chest, let’s look at the
benefits that chains bring to a community.

Formula for Success
The anti-chain argument says that local 
businesses support other local business and
keep the money in the community. The local
franchisee or operator of a chain outlet also
lives in the community, makes purchases
there, pays property and business taxes, and
hires residents as employees who also pay
taxes and buy things.

Those big corporations behind the chains
have the resources to help within the com-
munity, from sponsoring Little League teams
to helping rebuild after a hurricane. In many
cases, chain operators demand that fran-
chisees and unit-level management support
their neighborhoods, getting involved with
the schools, for example. Chain Leader’s Dri-
ving Traffic research featured in our special
Oct. 15 issue revealed that 90.2 percent of
operators are involved in their communities.

Chains advertise to draw customers,
including those who might not have come to
the area otherwise. While they wait an hour
for a table at The Cheesecake Factory, guests
can mill about the shopping district.

They have sophisticated quality-assurance
systems, enabling a safe product and envi-
ronment for their customers. Their size gives
them the power to demand adherence to
safety standards from their suppliers as well.

So what can we do about it? The best way
we can fight the bias against chains is to
offer the food and service that consumers in
every community demand. Customers who
want consistent quality will come, even if
they have to leave town.

Why Must Big Mean Bad?

R
esidents of the ocean town of Ogunquit, Maine, will vote this month on
a plan that would bar “formula” restaurants from opening. Afraid of
homogenization and loss of the city’s unique character, the town would
be the second in the state to ban chains. It’s a pre-emptive measure, as

no chains have tried to open in Ogunquit recently, according to local officials.

6 Chain Leader  ♦  November 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 notion that
chains are 
inherently evil
continues.

CL
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*  Information Resources, Inc., Reviews Database Sugar Substitutes Category
   (Food/Drug/Mass Merchandisers excluding Wal-Mart) 52 weeks ending 8/28/05.

© McNeil Nutritionals, LLC, 2005. SPLENDA® is a trademark of McNeil Nutritionals, LLC.

Introducing A No Calorie Cooking And Baking Sweetener 
Your Customers Already Love Cooking And Baking With.

The #1 No Calorie Sweetener At Home* Is Now Available For Your Back-Of-House. 
Satisfying your customers’ demand for great-tasting reduced-calorie menu items just got a lot simpler. 

Introducing SPLENDA® No Calorie Sweetener Granular for foodservice. It’s made from sugar, so it tastes 

like sugar. It even measures and sweetens cup-for-cup like sugar. Now you can make reduced-calorie 

cheesecakes, pies, savory sauces, glazes and more, all while giving your customers a taste and a brand 

name they already know and love.

Order SPLENDA® Granular today by calling Diamond Crystal Sales at 800-654-5115.
www.splendafoodservice.com.
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Our Products Are Solid. Our Solutions Are Clear.
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Looking For
Great Toast?

We Provide It,
Every Time.

A piece of equipment that goes unnoticed is a wonderful thing. It means that it’s operating

without a problem and doing the job it’s engineered to do. More importantly it means that

you are free to focus on the truly important aspects of your operation — your customers.

Hatco equipment has been voted “Best in Class” by dealers and consultants because of its

performance, reliability, on-site warranty, and long life. But an equally significant aspect of

Hatco equipment is what it provides your customers. The consistent finish that our

Toast-Qwik® patented ColorGuard Sensing System provides ensures that your customers

always get top quality toast. And our Thermo-Finisher™, with its adjustable time and

temperature settings, guarantees that foods are ready-to-serve at the perfect temperature

and texture, and that topped products are always evenly melted. The “instant-on” ribbon style

heating elements provide radiant heat only when you need it, so that you save energy as well.

So when you’re looking for a Conveyor Toaster or Food Finisher, pay close attention to the

equipment that the industry regards so highly. Given Hatco’s quality and consistent

performance, you may never have to notice your equipment again.

(800) 558-0607
www.hatcocorp.com
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Diverse Perspectives

G
erald Fernandez, longtime president of the MultiCultural Foodser-
vice & Hospitality Alliance, wondered aloud why so many restau-
rant executives stand on the sidelines when they “could be taking a
straight-talk approach and broaden their outlook.” He admitted he

was “preaching to the choir,” as he asked the question at MFHA’s Straight Talk
Symposium in Atlanta last month.

10 Chain Leader  ♦  November 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

Executives eager
to embrace
inclusion can 
find help in
executing it.

Some 250 people did
come to the every-other-
year event. But Fernandez
felt more should have
attended. As a result, he
has decided to hold just
one major annual MFHA
conference each year and
no symposium to avoid
confusion.

Ready and Willing
The event’s participants
demonstrated willingness
to support and attempt

inclusion by their presence, so Fernandez
was indeed “preaching to the choir.” But the
symposium did give industry leaders the
opportunity to tap the best practices of 
others and get ideas for executing diversity
in their organizations.

“We must capture the talents that reflect
our diversity and have more of a nucleus of
concern for and support for our people,”
asserted Joan Ray, Elliot Associates executive
vice president. She urged executives to open
their minds to new ideas and to strategize
more. “Are we paying enough attention to
our people?” she asked. Ray also suggested
having an executive coach available when-
ever possible to help and encourage diverse
leaders into top positions.

Aptitude and personality tests that are
used to advance people, or not, were the
subject of debate. Lori Wolner, senior direc-
tor of corporate diversity for Sysco Corp.,
strongly believes in systematizing the cul-
ture. But she warns that these tests can be
very complicated and that some of them are

“culturally biased.” Clearly, certain groups 
do not feel comfortable taking tests, she
affirmed. “I always look for someone pas-
sionate,” Wolner said. “How do you test for 
a culture fit?”

Questions and Answers
Much of the symposium focused on trying
to answer the tough questions that people
are afraid to ask about diversity, not wanting
to be hurtful or politically incorrect. Fernan-
dez maintained that unless we discuss the
difficult issues, we won’t be able to truly
embrace diversity. The industry needs to
move beyond assumptions.

For example, Helen Zia, a keynote 
speaker at the symposium and an award-
winning journalist, discussed the many
wrong assumptions some make about the 
13 million Asian-Americans in the United
States. “There is too much hate mail and too
many feelings that the Asian-American wait-
ers, cooks and service staffs might be spies,”
she said. Zia, a second-generation Chinese-
American and proud of it, argued that Asian
perspectives in the work place are rarely
addressed, but they should be. “We make
the road by walking it,” she said. “Let us be
real and share together.”

Issuing a Challenge
It is time to move further ahead in diversity
and give minorities even more of a chance to
move up the ladder in the restaurant indus-
try. The first step is to open our minds and
question our assumptions. And if we are 
sincere in our efforts, those hard questions
will be easier to ask and easier for our
diverse co-workers to answer. CL
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watch  YOUR  profits  accumulate.

Holiday  wishes  from  dekuyper®®.
Making green and red drinks is the easiest way to draw in customers who want something differentMaking green and red drinks is the easiest way to draw in customers who want something different 
to get into the holiday spirit. If you don’t have DeKuypeto get into the holiday spirit. If you don’t have DeKuyperr®® PuckerPucker®® Sour Apple or Pucker WatermelonSour Apple or Pucker Watermelon 
at your bar, contact your local Future Brands LLC sales rep to ring in the profits this holiday season.  at your bar, contact your local Future Brands LLC sales rep to ring in the profi ts this holiday season.  

DeKuyper: The brand bartenders trust most.DeKuyper: The brand bartenders trust most.
DeKuyper®DeKuyper® Pucker Pucker®® Schnapps and Imitation Liqueurs, 15% Alc./Vol. ©2005 John DeKuyper & Son, Cincinnati, OH. Schnapps and Imitation Liqueurs, 15% Alc./Vol. ©2005 John DeKuyper & Son, Cincinnati, OH.
Represented by Future Brands LLC, a joint venture between Jim Beam Brands Co. and The Absolut Spirits Company, Incorporated.Represented by Future Brands LLC, a joint venture between Jim Beam Brands Co. and The Absolut Spirits Company, Incorporated.
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Opportunity Abounds For Master Franchisees

By Lorem Ipsum

Here is where the actual text for the

story will begin. Alpha beta pi

gamma delta, epsilon phi chi lorem

ipsum. Zeta nu eta iota mu kappa lamda,

xi, rho upsilon, theta alpha lorum.

Sigma tau alpha — beta, chi, epsilon xi

delta — omega zeta xi. Kappa pi rho, iota

nu omicron ipsum delta. beta pi gamma

delta, epsilon phi chi lorem ipsum. Zeta eta

iota mu kappa lamda, xi, rho upsilon, theta

alpha lorum, chi omicron omega alpha.

More story text to follow here. Epsilon

phi chi lorem ipsum. Zeta eta iota mu

kappa lamda, xi, rho upsilon, theta

alpha lorum.Iota mu kappa lamda, xi,

rho betaupsilon, theta alpha lorum, and

beta pi gamma delta.

Omega zeta xi. Kappa pi rho, iota nu

ipsum delta. beta pi gamma delta, epsilon

phi chi lorem ipsum. ice cream: eta eta chi

iota — zeta beta mu lamda rho. Alpha beta

pi gamma delta, epsilon phi lorem.

Franchise
Developer

Nam liber tempor diamo soluta

nobis eleifend option congue 

nihil imperdiet doming id quod.

Open the page to

PPORTUNITY

Page 59
Opportunities abound in 

Chain Leader’s new 
Franchise Developer section. 

Turn to page 59 for the best in 
franchise opportunities.

Coming in December:
Franchise Developer Online 

Interested in Advertising? 
Call Jim McMurray at (630) 288-8467.
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The old adage about the importance of
breakfast still rings true. Ninety percent
of Americans eat breakfast, and more

than half say breakfast is the most important
meal of the day, according to a 2001 Mintel/
Simmons NCS study. Although the appeal of
breakfast remains, the meal has changed to suit
today’s lifestyle.

Breakfast Rush Hour

Tougher commutes and longer working
hours leave consumers more time-crunched
than ever. Given this new reality, it’s not sur-
prising that consumers are looking for easy
breakfast solutions that can be eaten on the go.
According to a 2004 NPD National Eating
Trends study, on-the-go breakfast occasions
have doubled in the last five years. 

Enter the breakfast sandwich. This conven-
ient breakfast option is tasty, satisfying, avail-
able in minutes—and portable. The NPD
Group’s CREST service found that 41% of
breakfast sandwiches are eaten in the car, and
24% are taken to work. Breakfast sandwiches’
broad appeal makes them strong sellers,
accounting for one-quarter of breakfast restau-
rant orders, the NPD study reported. 

More Cheese, Please

Cheese is a big part of breakfast sandwiches’
allure. It makes them more of a complete meal,
adding flavor, richness and texture, not to men-
tion a healthy hit of calcium to start the day. 

According to the Foodservice Research
Institute, in the last five years, the number of
breakfast sandwiches with cheese at the top

burger QSRs increased almost 50%,
nearly double the increase for all
breakfast sandwiches. 

Adding cheese means higher per-
ceived menu quality, too. According
to a 2003 Market Facts/Favorite
Cheese study, almost 50% of con-
sumers are willing to pay extra for
cheese to be added to foods. In fact,
consumers think the cheesier the bet-
ter. When it comes to breakfast foods,
most consumers would like them to
include two or more types of cheese,
the study found.

Flavor Proliferation

QSRs are on top of the trend,
offering breakfast sandwiches with
cheese in a plethora of innovative
shapes, flavors and varieties to tempt
hungry commuters. And some estab-
lishments are revving up the flavor
meter by menuing breakfast sand-
wiches made with specific varieties of
cheese or cheese combinations. 

Upsizing and elongating its stan-
dard breakfast-sandwich offerings,
Burger King has introduced the 

Enormous Omelet Sandwich. This hearty new
breakfast option consists of a long, toasted bun
enclosing two eggs, three strips of bacon, a
sausage patty and two melted slices of American
cheese to top it all off. 

Carl’s Jr. recently took the burger into the
realm of breakfast by launching a Breakfast
Burger. This breakfast-sandwich variation tops a
hamburger with a fried egg, bacon, cheese and
tater tots for good measure. Cheese-loving cus-
tomers can also chose a Sourdough Breakfast
Sandwich, a menu stand-by since 1999 featur-
ing the complementary flavors of both Swiss
and American cheeses.

Sonic is capitalizing on the homey appeal of
Texas toast for its new breakfast sandwich line,
dubbed Toaster Sandwiches. Each Toaster
Sandwich includes bacon, sausage or ham with
egg and cheese, layered on two thick slices of
Texas toast. The sandwiches can be enhanced
with optional add-ons of spicy jalapeños, crispy
bacon or more cheese. 

And in a south-of-the-border twist on the
breakfast sandwich, Jack in the Box’s new
Meaty Breakfast Burrito goes beyond the
boundaries of most hand-held variations of
breakfast quesadillas, burritos and tacos. Its new
triple-meat burrito takes flavor one step further,
combining cheeses to liven up ham, sausage,
bacon and scrambled eggs with a zesty blend of
Cheddar and Pepper Jack.

Breakfast and Beyond

Another way to differentiate your menu is to
offer breakfast sandwiches all day long. Star
newspapers reported that Dunkin’ Donuts
recently conducted a study in Chicago and
found that 54% of respondents enjoy breakfast
foods for dinner. In response, it created a Steak,
Egg & Cheese bagel sandwich, which is avail-
able 24 hours a day, according to the company. 

For QSRs, the great news is the increasing
numbers of consumers enjoying the conven-
ience and taste of today’s breakfast-sandwich
innovations—and the cheese that makes them a
true treat. 

Breakfast Sandwich Boom

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

Breakfast sandwiches
account for one-quarter of
breakfast restaurant orders.

On-the-go consumers clamor for breakfast sandwiches with cheese 
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Sometimes when you’re running a bakery operation all you’re doing is running. You understand
that. Your managers understand that. And after 80 years in the bakery business, Dawn certainly
understands that. For decades, we’ve helped chains make the most of their bakery programs.

We provide every type of bakery product essential to your success, including customized products,
to keep quality consistently high from location to location and region to region. Those products
are backed by ideas and support designed specifically to suit your operations, created by the
best research and development and customer service teams in the business. And it’s
all powered by nationwide and international distribution strength that gets you
what you need on time and accurately. So tap into all the customer benefits
that Dawn’s single-source production and distribution can provide. Contact your
Dawn representative or call 1-800-248-1144, when you have a moment to spare.

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

Jackson, Michigan • dawnfoods.com
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David Mansbach,
managing director
and a corporate-
governance expert

with HVS Executive
Search, says the best
board members are savvy
about the restaurant
industry yet smart
enough to offer a global
perspective. But you’ll
have to dig to find them
in, say, gaming hotels and
retail. “There’s enough of
a transferable skill set
from these other seg-
ments,” he insists. We
asked Mansbach about
board member assets and
compensation issues.
What do you look 
for on a board of 
directors?
We are very big really
when it comes down to a
director’s performance. If
a board director is per-
forming, I don’t have a

problem paying that per-
son half a million dollars.
I would question a com-
pany if the majority of its
board directors pay is
coming in cash.
What will performance
be tied to? 
Most companies are
going away from stock
options. Long-term
incentives still remain.
But many companies 
are shifting from stock
options to restricted
stock because of having
to expense the options.
Restricted stock will
become more popular. 
What type of board
members will be more
effective?
These will be individuals
with knowledge of audit-
ing, nominating, gover-
nance and compensation.
What companies are
doing to realign and
manage corporate gover-
nance. It just wasn’t 
happening.
Which board members
are not particularly
effective?

Well, when we evaluate
boards, we look for inter-
locks [or conflicts of
interests]. For example,
having your largest fran-
chisee sit on the compen-
sation committee isn’t a
good thing. When that
committee does its due
diligence and ends up
deciding the CEO doesn’t
deserve a raise, perhaps
the CEO says we are not
going to expand your
franchise rights. Also,
having a board director
from your law firm sit in
on key decisions isn’t
good, either. You want a
true objective overview of
the industry.
What about the CEO 
on the compensation
committee?
A CEO not should be 
on the committee. Most
corporate governance
experts would advise
against that. That com-
mittee should be led by
outside parties. 
What does that 
guard against? 
A CEO could suggest that

the chief executive officer
should get a 20 percent
increase, setting a trend.
The CEO should be
involved in the [compen-
sation] process, but as a
consultant only. If you
look at the companies
with the best practices—
Outback, Darden,
Wendy’s, for example—
they make clear that there
is no assistance from any-
one except the compensa-
tion committee itself.
What other things 
do best-practice 
companies do? 
They’re hiring consul-
tants to do competency
analyses of board mem-
bers. They want to know,
does our nominating
committee have someone
who understands succes-
sion planning? 

Also, when it comes to
compensation decisions,
best-practice companies
are giving general man-
agers more skin in the
game, which aligns them
with more senior-level
executives.
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Choosing board members can be a tricky business.
BY DAVID FARKAS

O N T H E M O N E Y

The Right Stuff

CL
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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.
Want better numbers? Dial ours today. And give your customers the complete picture.

MISSING THE TOTAL 
ENTERTAINMENT PICTURE?

DIRECTV® SERVICE. COMPLETE ENTERTAINMENT THAT'S 100% DIGITAL. 

INTERESTED IN DIRECTV SERVICE FOR YOUR CHAIN?

Eligibility for local channels based on service address. Blackout restrictions and other conditions apply to sports programming. DIRECTV receivers must be continuously connected to the same land-based
phone line. Commercial locations require an appropriate license agreement. Signal theft is subject to civil and criminal penalties. Hardware and programming sold separately. Programming, pricing, terms and
conditions subject to change. Games broadcast by your local CBS affiliate cannot be viewed with MEGA MARCH MADNESS. DIRECTV services not provided outside the U.S. NFL, the NFL Shield Design, NFL SUNDAY
TICKET and its respective logo are registered trademarks of the National Football League and its affiliates. MEGA MARCH MADNESS and NCAA are registered trademarks. CBS is an Official NCAA Broadcast
Rightsholder. ©2005 DIRECTV, Inc. DIRECTV and the Cyclone Design logo are registered trademarks of DIRECTV, Inc. All other trademarks and service marks are property of their respective owners. CORP 2/05

Contact Adam Lombardo
1-310-964-5311 DIRECTV.COM/BUSINESS

Digital
Music

Local
Channels*

Consistent
National

Rate

Digital-
Quality
Picture

Pay Per
View 

Events

High-
Definition

Programming

ESPN
Networks

International
Programming

Seasonal
Sports

Packages

*

Receipt of High Definition and International programming requires special equipment, sold separately. Commercial programming packages sold individually.
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221B Baker St. Pub & Grill is poised
to share a bit of its British pub cul-
ture. After cultivating its concept in
Houston for the last five years, the

three-unit chain is venturing into outlying
states this year. 

“We truly believe that we are the neigh-
borhood pub,” says Edgar Carlson, co-
owner of Hospitality USA Management
Group, parent company of the chain. “We
have customers that gravitate toward us
because we serve a social purpose not only
as a place to serve food and good beer and
entertainment but because they feel wel-
come there. It’s their second house.”

The concept seems to be thriving. With
an average check of $14, the chain posted
$8.5 million in systemwide sales in 2004
and expects to ring up approximately $12
million in 2005.

Problem Solved
Hospitality USA created Baker St. in 2000
as a spinoff of its other pub concept, Sher-
lock’s Baker St. Pub & Grill, when it found
a 4,000-square-foot space with a kitchen in
a shopping mall near Rice University in
Houston. Although Sherlock’s was not a
full-service restaurant and required 9,500
square feet, the company deemed the real
estate and demographics too good to pass
up. So it opened a smaller, full-service pub
concept in the space instead. “We really
liked the opportunity to do food because
we were open much earlier [in the day],”
Carlson says. 

Named after Sherlock Holmes’ address,
221B Baker St. Pub & Grill offers authentic
British fare along with some American items
like burgers in a traditional pub setting.
Created by consulting chef Neil Doherty,
who was born in Ireland and studied culi-

nary arts in London, the menu features
made-from-scratch items like British
Sausage Roll, $4.50, British sausage encased
in puff pastry and served with spicy mus-
tard and Branston pickle sauce; and Shep-
ard’s Pie, $7.99, ground sirloin with veggies,
topped with cheddar cheese and finished
with a mashed potato crust, and served
with green beans and red potatoes. 

The restaurants also offer 20 to 24 draft
beers and ales, microcrafted beers, wines
and signature cocktails. Alcohol makes up
about 60 percent of sales.

However, unlike most traditional pubs,
Baker St. has live acoustic rock and folk
music five or six days a week.

And at 6,500 square feet with seating for
300, Baker St. is large compared to most
traditional pubs. To create a cozy, conversa-
tional environment, the bar splits the space
into two dining rooms and the booths have
glass partitions. 

Hire Aspirations
As Baker St. gears up for growth, Hospitali-
ty USA has gone on a hiring spree. Carlson
and co-owner Larry Martin hired Vice Pres-
ident of Operations Bob Allison in 2002,
who developed an opening crew, training
team and network of area directors. They
recently hired Director of Construction Leo
Parker and Dallas-based The Retail Con-
nection, which specializes in finding real
estate for restaurants. 

Hospitality USA plans to open three
units in Oklahoma, Colorado and Texas 
by year-end and two more in Texas and
Louisiana in 2006. The company expects to
open an additional 25 to 27 units in Okla-
homa, Colorado, Texas, Louisiana, Florida,
the Carolinas, Georgia and Arizona in
about five years. 
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221B Baker St. Pub & Grill showcases live music and British
fare as it prepares to expand outside Texas. BY MAYA NORRIS

U P S T A R T S

C O N C E P T

221B Baker St. 
Pub & Grill

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

Hospitality USA
Management Group,
Houston

U N I T S

3

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

$8.5 million

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

$12 million 
(company estimate)

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

$3.5 million

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

$14

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

4 to 6 a year

SNAPSHOT

CL

Aiming for endcap locations in
suburban lifestyle centers,
221B Baker St. Pub & Grill
serves pub fare like fish and
chips in a traditional English
pub setting with lots of dark
wood, old prints of British 
royalty and sportsmen, and
wingback chairs.

Cultural Shift
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Time. It’s the one ingredient you always wish you had more of … and now you do.

The Amana® Convection Express™ puts time on your side. It allows you to bake,
brown, crisp and toast in half the time — using one-quarter of the space – 

and no special ventilation.That means you get faster turns,
more flexibility and higher profitability. While your customers 
enjoy that same perfectly prepared flavor they’ve come to expect.

Call Amana. And bring superior high speed food preparation 
techniques to your kitchen as you …

All The Flavor. In Half The Time.

Amana ©2004

Convection 
Express™

Think inside the box™.
www.amanacommercial.com   1-888-262-6271

SM
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f you haven’t heard of Jimmy John
Liautaud, don’t worry, you will. At
least if Liautaud has his way.

The robust entrepreneur is CEO
of the eponymous sub chain he
founded in 1983 when he was just
19. Since then Jimmy John’s

Gourmet Sandwich Shops has
expanded steadily to 354 loca-

tions. And now the company has ramped
up expansion to the current pace of 100
restaurants annually and has sold 700 fran-
chises—all under Liautaud’s very watchful
eye. For example, he requires franchisees to
stick to his sandwiches-only formula and,
in his words, “arrogantly” prohibits
couponing and other discounting.

Like his better-known competitors
including Quiznos Sub and Potbelly Sand-
wich Works, Liautaud is looking to build
brand awareness and loyalty among diners
ages 18 to 34, and he wants to do it on as
small a budget as possible. After two
decades of spot TV, radio and other scatter-
shot marketing efforts, Jimmy John’s has
developed an integrated campaign to
expand beyond its original core markets of
college students and recent graduates.

The Face of Jimmy John
Jeremy Irwin, CEO of Denver-based Xylem
Interactive, developed the Champaign, Ill.-
based chain’s advertising strategy.

When Xylem took on the account last
year, Irwin wasn’t familiar with the Jimmy
John’s brand or sandwiches, so his ques-
tions turned out to be a genuine education.
“I asked them what the brand was about,
and they all said, ‘Jimmy is the brand,’”
Irwin remembers. “I decided we had to
show the world Jimmy.”

The new ad campaign, the most compre-
hensive in the company’s history, does just
that. Liautaud’s face pops up on the home
page of the company Web site and says,
“Just roll over me. I’ll take you where you
want to go.” Then, clad in a chef’s jacket,
his image jumps up and down on each of
the Web site’s pages.

Liautaud also stars in the TV spots,
which began airing in August in Chicago;
Denver; Columbus, Ohio; and other cities
with a significant concentration of Jimmy
John’s restaurants. The new commercials
sport the same red background as the Web
site, with reversed-out type identifying
Liautaud as “Jimmy.” 

The founder 
of a popular

sandwich-only
chain flaunts

his weaknesses
to show his

strengths.

BY MARGARET
LITTMAN

“Yo-Yo” Length: 30 seconds 

S T O R Y B O A R D

1. [Music] 2. [Music] 3. [Music] 
Jimmy John: Ow!

4. [Music]

20 Chain Leader  ♦  November 2005

I
Nobody’s 

clx0511Storyboard.qxd  10/12/2005  3:17 PM  Page 20



The wordless 30-second ads, save for a
voice-over tagline at the end, show Liau-
taud struggling with numchucks, a paddle-
ball or a yo-yo. Future ads will feature him
attempting to play tennis and golf, without
success. By watching Liautaud get tangled
in yo-yo string and making other blunders,
viewers understand that both Liautaud and
the chain are focused on sandwiches, not
other pursuits, according to Irwin.

“At first, Jimmy was really worried,”
Irwin says. “He did not understand the idea
of making fun of himself.”

But once Liautaud caught on, he was a
good sport. Irwin says the spots capture his
personality, the chain’s irreverent attitude
and its narrow menu of 16 sandwiches.

“We take a different approach that a new
customer does not want to be pitched. We
let that soft sell draw them in. We think
that is stronger because we are not telling
anyone what they like,” he says. “No one
likes to be told what they like.”

Scott Snyder, a partner at Xylem, feels
the speed of service Jimmy John’s stores
provide is conveyed through the rapid pac-
ing of the ads. “It is quality and attitude
that drives you into the store,” he says.

In addition to the TV commercials and
the Web animation, print ads do their part,
with taglines such as, “so fresh, you’ll want
to slap somebody.”

More Than Fresh 
The new creative direction has allowed
Jimmy John’s to move away from promot-
ing its fresh ingredients and gourmet
bread. Those elements are still crucial to
the chain’s positioning, but its competitors
use those concepts in their ads. 

“Everyone else claims fresh gourmet, so
we have got to try to get people’s attention
and let people know who we are another
way,” Liautaud says.

Privately held Jimmy John’s will not
reveal its investment in the new ad cam-
paign, but the company spent $2.4 million
on media buys—mostly on radio—in the
12 months ending June 2005, according to
New York-based TNS Media Intelligence.
That figure is certain to rise in the next year
with more TV buys during all dayparts,
and with Liautaud’s lofty goals.

“I want to be Dave Thomas when I grow
up,” he says. Well, it worked when he
dreamt big 22 years ago.

C O N C E P T

Jimmy John’s
Gourmet Sandwich
Shops

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

Champaign, Ill.

U N I T S

338 franchised, 
16 company

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

$210 million*

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

$5.25*

A D B U D G E T

$3.2 million*

A D A G E N C Y

Xylem Interactive,
Denver

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

100 new units
annually
*Chain Leader estimate

SNAPSHOT

5. Jimmy John: 
Whoa!

6. [Music] 7. Voice-Over:
Well, you can’t be great

at everything.

8. Voice-Over: Jimmy
John’s. World’s Greatest
Gourmet Sandwiches.

November 2005 ♦  Chain Leader 21

CL

FOOL

clx0511Storyboard.qxd  10/12/2005  3:17 PM  Page 21



W164 N9221 Water Street  • P.O. Box 450
Menomonee Fal ls ,  WI 53052-0450 • U.S.A.

Phone:  262.251.3800 • 1.800.558.8744 U.S.A. and Canada
Fax:  1.800.329.8744 U.S.A. • In ternat ional  Fax:  262.251.1907 

w w w . a l t o - s h a a m . c o m

clx05_nov.indd 22clx05_nov.indd   22 10/13/2005 11:49:18 AM10/13/2005   11:49:18 AM

Alto-Shaam has further developed the technology of the

Combitherm combination oven/steamer to provide complete

smoking capability.  Available in three electric boiler-free

models, this patented technology gives operators the unique

ability to smoke any product, hot or cold, and follow it with a

non-smoked item without any residual smoke flavor.

Exceptional production efficiency, high product quality, and

no boiler maintenance are all very good reasons to put a

Combitherm in the kitchen.  Adding a bonus of rich, smoke

flavor offers menu diversification and even greater cost

savings over smoked product prices from a purveyor.  

The Combitherm Smoker — the right combination for every kitchen.
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ustomers visiting the Eat’n Park in
Streetsboro, Ohio, know just

where they’re going. The women
dressed in afternoon-shopping

clothes, stopping in for a snack or
late lunch, turn left from the lobby

and head to the spacious dining
room. The youngish man with jet-

black hair, punky T-shirt and a tired
look on his face turns right, plopping

onto an Ultrasuede couch in the trendy
coffee bar. 

It seems like a minor change, but Eat’n

Park says moving the coffee bar to the
opposite side of the restaurant has made all
the difference in the world. “If the coffee
bar is on the restaurant side of the lobby, it
gets confusing,” says Basil Cox, president
of Pittsburgh-based Eat’n Park, which
operates 78 family-dining restaurants. 

“But if it’s on the other side of the lobby,”
Cox continues, “people can see it’s a dis-
tinct feature.”

The coffee bar and the restaurant are as
distinct as espresso and cappuccino. The
restaurant features a warm, comfortable

BY LISA
BERTAGNOLI

SPLIT
Personality
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dining room with a palette of gold and
sage, warm wood tones and a dark pat-
terned carpet, all basking in plenty of natu-
ral light. The coffee bar is moodier, with a
dark wood floor, sage-green walls, a fire-
place, comfortable chairs and exposed
ductwork overhead. 

An expansive tiled entryway separates
the two sections of the restaurant, as does 
a salad bar festooned with banners, a hot
food bar and, closer to the coffee bar, a dis-
play case filled with sweets. 

Room for Improvement
The new look is a fine-tuning of Eat’n
Park’s “homestead” prototype introduced
five years ago, according to Andy Dunmire,
vice president of design and construction
for the chain. “It’s an evolutionary process,”
he says. 

For instance, while Eat’n Park has
always used red and gold, the new versions
are saturated and “more sophisticated,”
says Michelle Isroff, senior environmental
designer at WD Partners, the Columbus,
Ohio-based design firm that has worked
with Eat’n Park since 1996. 

The newly relocated coffee bar sports
higher-end accents such as hardwood, that
Ultrasuede sofa and a dramatic blown-glass
light fixture reminiscent of a Russian onion
dome. The custom piece creates interest
around the espresso bar, says Mike Corbett,
studio director at WD Partners. 

The prototype also features strong
design elements, such as banners and a
trellis suspended over the salad bar, as well
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C O N C E P T

Eat’n Park

L O C A T I O N

Streetsboro, Ohio

O P E N I N G D A T E

Jan. 19, 2005

D E S I G N F I R M

WD Partners,
Columbus, Ohio

A R E A

6,500 square feet

S E A T S

173 indoor, 
20 on patio

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

$6.50

U N I T V O L U M E

$1.7 million

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

1 in 2005; 2 in 2006

SNAPSHOT

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

Eat’n Park’s new design
puts a hip coffee bar 
and comfortable 
family-dining eatery 
under one roof.

Dark-brown tile leads 
customers to Eat’n Park’s
coffee bar; goldenrod tile
leads to the self-serve 
counters and dining area.

The exterior sage-green “fin”
was meant to hold signage;
local zoning ordinances forbid
it, however.

1
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as a patio that is an extension of the coffee
bar. While fully updated, the design still
recalls Eat’n Park’s carhop history. The dining
area’s windows are slanted; in the carhop era,
the slant of glass kept cars’ headlights from
creating a glare. Today, the slanted windows
make the interior glow at night, Corbett says.

Interior porthole-style windows also hark
back to the 1950s. The portholes, which are
surrounded by a rhombus of silver material,
provide customers with views from the main
dining room into the smoking area and a
party room as well. 

The Wal-Mart Factor
Cox is happy with the prototype as is; minor
adjustments will include reinstating the
chain’s signature soup kettles to the salad bar.
Moving the kettles to the back of the house
“was not a strategic thing to do,” he says. 

If he could, Cox might also shift the loca-
tion of the restaurant, which is in front of a
large, but not terribly busy, Wal-Mart. 

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

Coordinating colors and textures create synergy 
between Eat’n Park’s dining room and coffee bar.

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.) With
hardwood floors and living
room furniture, the cafe sports
a residential look. 

Windows and natural light 
create warmth in Eat’n Park’s
dining area. 

Eat’n Park’s entryway clearly
divides the coffee bar from 
the restaurant. 

Goldenrod—on the walls in
the dining area and on the
tabletops in the cafe—ties 
the two areas together. 
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I T ’ S  M A S T E R E D  T H E  P R I N C I P L E S  

O F  T H E R M O D Y N A M I C S ,

T I M E  M A N A G E M E N T   

A N D  C H I C K E N  M A R S A L A .

T I M E L E S S .

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

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

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

training and use.To learn more, contact your Hobart/Traulsen sales representative or visit www.traulsen.com.
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A P P E T I Z E R

Breaded Zucchini: hand-breaded,
served with ranch dressing or 

Old World marinara sauce, $3.99

S A L A D

Buffalo Chicken Salad: fresh
greens, cucumbers, tomatoes,

hard-boiled egg, fries and chicken
breast in Buffalo sauce, topped

with cheddar cheese, $7.79

S E A F O O D

Baked Scrod (pictured): two
North Atlantic cod fillets, oven-

roasted with bread-crumb 
topping, with two sides and rolls,

$8.29

B L A C K A N G U S B U R G E R

American Grill Burger:
char-grilled and topped with
grilled onions, green peppers,

mushrooms and melted American
cheese with a hint of yellow 

mustard, served on Texas toast
with one side dish, $6.79

E S P R E S S O B A R

Caffe Mocha: espresso, chocolate
syrup and steamed milk, 

$1.99 small, $2.69 medium, 
$3.39 grande

Vanilla Latte: espresso, vanilla
syrup and steamed milk, 

$1.99 small, $2.69 medium, 
$3.39 grande

Mocha Java Milkshake: 
double shot of espresso, three

scoops of vanilla ice cream and
chocolate syrup topped with

whipped cream and a chocolate-
covered espresso bean, $3.19
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The prototype is succeeding in some areas: It’s the
system leader in latte sales (2 percent of total) and din-
ner salad-bar sales (18 percent of customers order the
salad bar, compared to 12 percent at other locations).
Yet it’s lagging in overall sales. The average Eat’n Park
outlet averages $2.4 million a year, but the Streetsboro
unit is on track to gross $1.7 million. Cox believes the
Wal-Mart is partly responsible. 

“It seemed like a terrific site,” Cox says. “But in
hindsight, the Wal-Mart is doing a lot less business
than you’d expect a Wal-Mart to do.” 

Other factors contribute to the lagging perform-
ance: A study of the neighborhood revealed a less
dense population, and a more upscale one, than in
other Eat’n Park locations. Plus, “there’s a heck of a lot
of competition,” Cox says.

Still, he’s confident that the design update is the
right move. “Family restaurants are being attacked
from above and below,” Cox says. “To succeed going
forward, we need to continue to evolve.” CL

MENU SAMPLER

Exterior overhangs add a little Frank Lloyd Wright
style to Eat’n Park’s prototype.

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

(Clockwise from top) 
While Eat’n Park’s dining
room features a warm, 
comfortable look, the 
coffee bar conveys a
moodier tone with sage-
green walls, an Ultrasuede
couch, a fireplace and
exposed ductwork.

Banners over the salad 
bar can be changed to
advertise monthly pies and
other specials.

A hot-food station lacks
soup tureens; the tureens
will make a comeback at
future locations.

6

8 7
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© 2005. The TABASCO© 2005. The TABASCO® marks, bottle and label designs are registered trademarks and servicemarks 
exclusively of McIlhenny Company, Avery Island, LA 70513.  www.TABASCOfoodservice.comexclusively of McIlhenny Company, Avery Island, LA 70513.  www.TABASCOfoodservice.com
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exclusively of McIlhenny Company, Avery Island, LA 70513.  www.TABASCOfoodservice.com

Original &
Extra Spicy

New Bottle,

Bolder Flavor,

All-Natural

Ingredients.

Fernand Petiot, a bartender in Harryʼs Bar in Paris, 
invented the Bloody Mary in 1921. His spicy drink 
became the rage of fun-loving people of that era 

and is still a fun-loving favorite today. 

If you want to serve the best Bloody Mary
use TABASCO® brand Bloody Mary Mix. 

It wouldnʼt be authentic without it!

For Free TABASCO® Bloody Mary 
Recipes, call 1-888-HOT-DASH.

Ask your local distributor today
for these great products.
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Dairy by Land O’Lakes
Greek Island club featuring Mediterranean
vegetables and kalamata cheese spread. 

Santorini slaw with butter-toasted almonds.

Recipes at www.thedairyspecialist.com
©2005 Land O’Lakes, Inc.

EXCELLENCE  IN  EXECUT ION
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t happens daily: A Papa Murphy’s employee
rolls a cheery little cart to a strategic spot outside
Wal-Mart. He flips on the lights, and throngs line
up for free samples of hot pizza. 

“It’s the quickest way to correct any miscon-
ceptions people may have about take-and-bake
pizza’s quality,” says Doug Collins, vice president
of research and development. 

Half those samplers will stop by Papa Mur-
phy’s counter inside to buy a pizza, the compa-

ny says. Even better, 80 percent will buy again. 
“My job right now? It’s both about developing products

that will satisfy and impress those first-time guests and
about giving repeat customers lots of good reasons to
come back,” Collins says.

Growing in leaps and bounds—100 new units in 2005;
150 planned for 2006—850-unit Papa Murphy’s has
stepped up sampling strategies, meal-bundle tests and
new pizzas to snag trials in new markets. It is also work-
ing hard to build repeat traffic and average checks by
adding more salads, pastas and desserts.

“Instead of just sending guests home with a pizza, we’re
hoping to send them home with a full meal,” Collins says.

It makes sense to William Bender, restaurant consultant
and principal of San Jose, Calif.-based W.H. Bender and
Associates. “Sampling’s a great way to get guests to the
store for that first trial, and the moves they’re making to
give guests lots of options when they get there are right on
point,” he says. “It’s critical that Papa Murphy’s become a
‘one stop shop’ able to sell everything needed for a full
meal, not just pizza. It gets rid of the veto vote, and mom
doesn’t want to have to drive all over to build a meal.” 

New Pies Please
Add-ons are important, but pizza is still the priority. Papa
Murphy’s Sicilian Pan Pizza, which launched in October,

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

Taste and See

I

Vice President of R&D Doug Collins 
introduced Sicilian Pan Pizza in October. 

(Above) The Awesome Foursome, divides
a 16-inch pizza into four options. 

Papa Murphy’s Take ‘N’ Bake
Pizza builds sales with new
pies, add-ons and free samples.
BY MONICA ROGERS
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tested higher for taste and purchase intent
(90 percent) during limited-store testing
than any product. Olive-oil-brushed dough
topped with Sicilian-style pizza sauce,
whole-milk mozzarella, pepperoni, Italian
sausage, fire-roasted onions, Parmesan and
dollops of herbed tomato sauce, Sicilian
Pan Pizza took a year to develop and will
be a new pizza category “if it earns its way
on to the core menu,” Collins says.

Dough for the rectangular pan pizzas is
marinated in olive oil before being sheeted
25 percent thicker than original round 
pizzas. They’re baked in aluminum pans,
black-coated so they absorb, rather than
reflect, heat. “The objective is a rich, almost
fried crust,” Collins says. Sicilian Pan Piz-
zas come in two sizes: original, a half-sheet
pan for $8.99, and family, a full sheet pan
for $13.99.

Mediterranean Pizza, sans tomato sauce
but brushed with olive oil and topped with
garlic, mozzarella and feta cheeses, fresh
spinach, herb-tossed chicken breast and
sun-dried tomatoes, is also expected to set
records. Collins reports limited-store test
scores of 7 percent to 9 percent of sales
without advertising support.

Collins and his two development assis-
tants face unique challenges. “It’s tougher
in some ways to do R&D for a take-and-

bake concept. You’ve got to send the food
home in packaging that’s going to double
as the cooking vessel,” he says. “It’s got to
get the food home in one piece, be afford-
able and be easy for the guest to work with
through the cooking process.”

Papa Murphy’s deLITE pizzas are an
interesting example. With a St. Louis-style
cracker crust, deLITEs start with a different
dough recipe and proofing method.
DeLITEs come five ways (cheese, pepper-
oni, meat, veggie or the now-in-test
Mediterranean) but are only available in
the 14-inch size. Going any bigger would
result in a soggy middle. Collins explains
that Papa Murphy’s ovenable paperboard
tray acts as a slight insulator. 

Adding On Extras
To encourage guests to take home more
than pizza, Papa Murphy’s new stores
include grab-and-go cases stocked with sal-
ads, pasta dishes and chocolate-chip-cook-
ie dough. Cheesy Bread, Papa Murphy’s
pizza-shaped breadsticks, and Cinnamon
Rolls also tempt customers.

The launch last April of Chicken Caesar
Salad in tandem with the refrigerated grab-
and-go cases has boosted salad sales by 25
percent. Cheesy Bread, $2.79, fresh dough
topped with herbs, garlic olive oil and four

Papa Murphy’s gives free samples from in-store ovens to tempt 
customers and from mobile carts to gain new ones.

P A P A’ S P I Z Z A S

Cowboy Pizza, 
topped with herbed 

tomato sauce, pepperoni,
Italian sausage, 

mushrooms, black olives,
and smoked provolone,

whole-milk mozzarella,
aged cheddar and herbed

Parmesan cheeses, 
$9.99 medium

G O U R M E T P I Z Z A S

Chicken Garlic Pizza,
topped with creamy garlic

sauce, grilled chicken,
roma tomatoes, green
onions, and smoked 

provolone, whole-milk
mozzarella, aged cheddar

and herbed Parmesan
cheeses, $10.99 medium

S T U F F E D P I Z Z A S

Chicago-Style Stuffed
Pizza: two layers of fresh

dough stuffed with whole-
milk mozzarella, aged
cheddar and smoked 

provolone cheeses, with
herbed tomato sauce, 

salami, pepperoni, Italian
sausage, ground beef,
mixed onions, roma 

tomatoes and green onions,
$11.99 large

P A P A’ S S P E C I A LT I E S

Club Salad: romaine 
lettuce, Canadian bacon,

crisp bacon, roma 
tomatoes, mozzarella,

cheddar and black olives,
$4.99 family size

Cheesy Bread (pictured):
bread sticks with dipping

sauce, $2.79

C O N C E P T

Papa Murphy’s 
Take ‘N’ Bake Pizza

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

Vancouver, Wash.

U N I T S

850

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

$384 million

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

$407 million
(company estimate) 

A V E R A G E
T R A N S A C T I O N

$11 to 18* 

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

75 by year-end; 
150 in 2006
*Chain Leader estimate

SNAPSHOT

MENU SAMPLER

T O Q U E O F T H E T O W N
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“That Works For Me.”

Learn more at www.cargillfoodservice.com or call 800-373-6515.
©2005 Cargill Meat Solutions Corporation. All Rights Reserved.

And More. Dry, tasteless burgers don’t work for

anyone, especially you. You wanted a consistently

great tasting, tender and juicy burger that could hold

up in the heat. We heard you. Then we went to work

and created a winning solution, the TNT Burger.™

Our culinary experts developed a proprietary recipe

that results in a deliciously succulent burger that stays

moist and tender—even after 3 hours on a steam

table—guaranteed.* Innovative solutions with reward-

ing results, this is how Cargill works with customers.

Committed To Solving Your Everyday Challenges.

* Contact your Cargill Meat Solutions Representative for details of guarantee.
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cheeses, and served with dipping sauce, is
Papa Murphy’s highest selling add-on. 

Chocolate-chip-cookie-dough sales (1
pound bucket for $2.50) are close behind.
“We had to reformulate the recipe so that it
would have good mouthfeel in its raw state
because so many people were eating the
dough right out of the tubs before baking
it,” Collins laughs. 

Collins also expects the November
launch of Cinnamon Rolls, $3.99 for eight,
to do well based on tests begun in Septem-
ber 2004. “Our hope is to send guests
home with pizza for tonight and cinnamon
rolls for breakfast tomorrow,” he says. 

The first systemwide test of bundled
meal deals is also intended to increase

checks. “We’ve tried bundling meals in var-
ious ways at various franchises, but this is
the first time we’re gearing up for a sys-
temwide test,” says Collins. 

He is also optimistic about pasta, “a cate-
gory we’ve never jumped on with both
feet,” says Collins. “It’s been a nice add-on
sale, but we see it as having potential for
something much more.” He envisions a
tossed-to-order format, where customers
could select from a variety of fresh noodles,
toppings and sauces.

Mature Development
Now 25 years old, Papa Murphy’s is 
moving to a more formalized, 24-month
marketing calendar and testing ways to

Papa Murphy’s menu is working to build its pasta category   
The new Mediterranean deLITE
pizza tops cracker crusts with
fresh chopped garlic, olive oil,
mozzarella and feta cheeses,
fresh spinach leaves, herb-tossed
chicken and sun-dried tomatoes. 

Grab-and-go cases stocked with
ready-made salads have upped
salad sales by 25 percent.
Tossed-to-order salads may be 
in the offing.

Chipotle
Breast 
Fillet

Chipotle
Boneless

Wings

Chipotle
Breast
Fillet

Tempura
Breast

Chunks

S tay on top of  theS tay on top of  the
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glean customer feedback. “The plan is to
use quantitative methods like online sur-
veys to ensure ideas are on strategy and
that purchase intent is strong,” Collins says.

It’s a pleasant juncture for analytically
minded Collins. His fascination with num-
bers and the way people think led to a
quantitative-psychology degree from
UCLA. He first applied the degree teaching
math to high school students, but moved
into restaurants, where he felt he could
impact more people, managing Baker’s
Square restaurants then Papa Murphy’s.
Collins has been with the company since
1989, first as a franchisee and then corpo-
rately in operations, business services, 
marketing and finally R&D.

He says new product ideas come from
the field, franchisees, vendor partners and
employees. Cheesy Bread, for example, 
was born out of employee eating habits.
“We used to sell the bread simply brushed
with olive oil and herbs,” Collins says. “But
the employees liked putting cheese on
top.” Adding four-cheese topping in 2003
raised sales of the product by 25 percent to
30 percent. 

Looking ahead, Collins hints that “health
issues continue to be a big area of focus for
our guests,” which may lead to a multigrain
crust. But whatever gets developed next,
pizza, side dish or dessert, “Our process
will always start with a lot of research in
the field,” Collins concludes. 

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

CL

with possible toss-and-take items and packed-to-go entrees.
Creative use for pizza dough?
Cinnamon rolls for breakfast.
Papa Murphy’s makes them
with butter, cinnamon and
sugar.  

Sicilian Pan Pizzas are Papa
Murphy’s current national 
promotion. Dough is marinated
in olive oil and baked in black-
coated enamel pans for a rich,
crispy crust. 

© 2005 Brakebush Brothers, Inc.

TM

worldworld
Want to expand your menu with proven   
international flavors? Global Creations

from Brakebush can help — with pre-seasoned, fully cooked chicken products
that open up a whole new world of proven popularity. Best of all, you don’t 
need a lot of preparation or training.

Try our chipotle breast fillets — they’re marinated
with natural spices and ground chipotle peppers. Our 
marinated breast chunks are dipped in tempura batter. 

And that’s just for starters. 
For more, call 1-800-933-2121 or visit us at 
www.brakebush.com/innovate. You’ll see how 
to raise expectations and profitability with
Global Creations.

in the back of the HOUSE.in the back of the HOUSE.
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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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idday diners at
Hard Rock Cafe Los

Angeles enjoyed a
concert by country

music star Brad Paisley
in early October.
The event included

opportunities to win autographed sampler
CDs of Paisley’s latest release, “Time Well
Wasted,” and an autographed guitar. Local
radio stations heralded the event, as did 
in-restaurant materials such as posters,
coasters and tabletop pieces. 

Hard Rock Cafe developed the Time
Well Wasted South Beach Cooler, featuring
premium rum, lemon-flavored rum and
amaretto combined with sweet-and-sour
mix, cranberry-juice cocktail and lime
juice, priced at $7. The cocktail was pro-
moted in the 46 domestic Hard Rock Cafe
locations through the end of October.

This type of event is one element of a
three-tiered beverage program at Hard
Rock Cafe that involves a new rock ’n’ roll-
themed menu, events featuring rock stars

with beverage tie-ins, and seasonal drink
promotions. By combining signature bever-
ages with music icons, Hard Rock is driv-
ing media attention and beverage sales. 

“We’re all about delivering experiences
that rock through our food, beverages and
memorabilia,” says Cindy Busi, who, as
worldwide beverage manager for Orlando,
Fla.-based Hard Rock International, overseas
beverages at 120 Hard Rock Cafes and 13
Hard Rock Hotel and Casino locations in 
40 countries. 

Musical Menu 
The experience began with a new drink
menu that launched in all U.S. and Euro-
pean Hard Rock Cafes in late April. Coin-
ciding with a new food menu launch, the
drink menu includes eight new cocktails
and highlights Hard Rock’s heritage. 

The Heavy Metal portion of the menu
includes drinks such as Purple Haze:
vodka, rum, gin and sweet-and-sour mix
topped with lemon-lime soda and rasp-
berry liqueur. Hip Hop cocktails include

L I Q U I D M E A S U R E

C O N C E P T

Hard Rock Cafe

C O M P A N Y

Hard Rock 
International,
Orlando, Fla.

U N I T S

46 domestic,
104 international

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

$410 million 
(cafes only)*

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

$425 million
(cafes)*

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

$24*

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

N/A
*Chain Leader estimate

SNAPSHOT

Star 
POWER

M
Served in a souvenir glass, 
the Appletini on the Classic Rock
menu blends vodka, sour-apple
liqueur, and sweet and sour.

Hard Rock Cafe leverages its heritage with a beverage
program that includes partnering with musicians. 

BY DONNA HOOD CRECCA
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L I Q U I D M E A S U R E

Piña Colada and other tropical
libations. Most cocktail prices
average $7. 

The Classic Rock section fea-
tures cocktails such as the Cos-
mopolitan, $9.99, made with
citrus-flavored vodka, orange
liqueur, lime juice and cran-
berry juice, served in a souvenir
martini glass. 

Name Dropping
Seasonal promotions, while
always part of Hard Rock’s bev-
erage program, also include a
stronger music element. This
summer, the Shake It Up pro-
gram promoted five top-shelf
tropical cocktails shaken table-

side in guitar-shaped souvenir shakers.
The drink program also leverages the beverage proj-

ects and culinary inclinations of famous rockers. “There
is a lot of history with beverages and rock stars, and sev-
eral of them are involved in the industry,” says Busi. 

The names of famous musicians appear throughout
the drink menu, and their products are ingredients. The
Red Rocker and Waborita cocktails feature the hand-
made tequila produced specifically for Sammy Hagar’s
nightclub in Cabo San Lucas. The Mighty Mango Mary
version of a Bloody Mary includes a hot sauce marketed
by Aerosmith guitarist Joe Perry. 

“It makes sense for Hard Rock to utilize a music
theme in their beverage program and promotions,” 
explains Dave Commer, president of Carollton, Texas-
based Commer Beverage Consulting. “This technique
can help to create some interest around the beverage
offerings and increase guest trial, but it is critical that the
drinks deliver on quality and flavor. Cabo Wabo tequila
works well because it is owned by Sammy Hagar and it
is superb tequila.”

Server training for the new menu and promotions
involves CD-ROM programs and an intranet-based cur-
riculum on drink preparation and presentation. Incen-
tives such as a chance to win a trip to Sammy Hagar’s
annual birthday bash in Cabo San Lucas, which coincid-
ed with Hard Rock’s Cinco de Cabo promotion in May
that featured the tequila, keep wait staff focused on pro-
moting the featured cocktails. 

Hard Rock is leveraging its partnerships with rock
stars and beverage brands in a variety of ways. Restau-
rants in seven cities are hosting a tour of former Grateful
Dead front man Jerry Garcia’s paintings for one week
each from August through November, drawing media

The Hurricane layers orange,
mango and pineapple juices,
rum, amaretto and grenadine.
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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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L I Q U I D M E A S U R E

attention and driving traffic into the restau-
rants, says Busi. Wine-tasting events raised
awareness of the four varietals of J. Garcia
wines on the new beverage menu. Available
by the glass and bottle, the wines are priced
at an average of $7 and $25, respectively. 

The Buzz Factor
“We’re finding anything rock-star inspired
is hot; the iconic angle is a big pull. People
are willing to try a drink with a famous
rocker’s name tied to it,” Busi says. 

To pull the program together, Hard Rock
Cafe International engaged Patrick Henry
Creative Promotions, a food and beverage
trade promotion agency based in Stafford,
Texas. “Hard Rock is really thinking out-
side the box. They didn’t just want your
traditional program where you put together
a promotion and sell a few cocktails. This is
a concerted effort to work with national
brands and hot celebrities to get marketing
buzz going and drink sales going at the
same time,” says Mephele Zimmerman,
director of the firm’s casual-dining division. 

The effort appears to be paying off.
While Busi won’t give specifics, she says
beverage sales are trending positively and
all programs will continue. After a few
years of declines, cafe sales rose 9 percent
in 2004, with overall food and beverage
sales up 3.4 percent. Comp-store sales were
essentially flat at 0.4 percent.

Busi anticipates the new food and bever-
age menu and coinciding events and pro-
motions will spark further sales growth.
“The new drink menu and recent promo-
tion programs are very successful; if any-
thing, we plan to pick up the pace,” she
says. “Beverages have always been a focus
for us, and we plan to continue mining the
rock-star-partnership aspect because it sets
Hard Rock apart.”

PRECISION POURS,INC. 1-800-549-4491 > www.precisionpours.com

Eliminate overpour and spillage and
serve an additional two to four drinks
per bottle. Precision Pours™, best for
your customers, best for your cash register,
the responsible way to serve cocktails.

The only pour spout featuring
patented 3-ball technology.
Available in a wide variety of
shot sizes and configurations.
Made in USA.

Build it
and they will come.

Make it yummy
and they will come back!

Precision Pours™ 3-ball liquor pours:
never overpoured, never underpoured __ just the same

great taste, drink after drink, no matter who’s tending bar.

CL

By combining signature beverages 
with music icons, Hard Rock Cafe is 

driving media attention and beverage sales.

Hard Rock Cafe created a cocktail to coincide with 
a Brad Paisley concert.
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No matter how you slice it, there are a lot of good reasons 

to choose a Holman QCS (quartz-convection system).  

Start with reliability. We design and construct every

Holman conveyor toaster to stand up to the most rigorous

foodservice demands. You can count on your toaster to

work properly, 24/7. Fact: Holman toasters have been setting

the standard for reliability, quality and technological innovation

for more than a quarter of a century.

Our commitment to innovation continues with

our industry-first programmable electronic controls.

Whether you use the pre-programmed settings from

the factory or your own customized settings, electronic

controls take the guesswork out of temperature and speed control.

You’ll appreciate the difference our exclusive forced convection

system makes. Only Holman toasters have it. The system

keeps your toaster cooler to the touch and extends the 

life of critical components. Our quartz heaters ensure

consistent toasting and require minimal heat-up time. 

If your toaster should ever require service, we offer

technical support 24 hours per day, 7 days a week.

Foodservice operators worldwide choose Holman. 

If you know which side your bread is buttered on,

you will too. To learn more about our extensive line

of toasters, call or visit www.star-mfg.com.

The Holman QCS Series Will Change Your Mind.

Think All Toasters
Are Alike?

STAR MANUFACTURING INTERNATIONAL, INC. • 800-264-7827 • E-mail: info@star-mfg.com • www.star-mfg.com • ©2005

Available with
programmable

electronic controls!
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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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hilip J. Hickey Jr., winner of
this year’s Chain Leader-
ship award, has been

managing restaurants since
the early 1970s, when he 

ran a cafeteria at Michigan State
University. Since then, the Detroit
native has climbed the foodservice

ladder, co-founding Cooker Bar & Grille
and running the Rio Bravo division for
Applebee’s along the way.

Today, he is chairman and CEO of Rare
Hospitality, an Atlanta-based multiconcept
company that operates 293 restaurants.
Analysts expect revenues from Rare’s three
brands—Longhorn Steakhouse, Bugaboo
Creek Steak House and The Capital
Grille—to reach $1 billion in 2006. 

We caught up with 51-year-old Hickey
in Jacksonville, Fla., where he was attend-
ing an annual gathering of restaurant com-
pany executives, and grilled him in a
Longhorn Steakhouse restaurant about
where his leadership abilities worked best
in growing the business. 

Have consumer fears about rising gas
prices and the economy affected your 
business?
Perhaps there is less disposable income
going around right now because of gas
prices and going into winter because of
higher natural gas prices. Both affect the
discretionary income bucket.

If the consumer is eating out slightly less
frequently, the challenge is who’s going to
get the occasions when they do go out to
eat. Our charge is, we want to be one of
those winners. And in this situation, the
guest has to feel that you want their busi-
ness, both from what you offer and the atti-
tude with which you offer it.

Is pricing part of the “offer” strategy? 
We consider pricing as part of an overall
value strategy. We believe the guests assess
value on their own. The advantage in the
steakhouse segment is that people under-
stand the value of steak. They know what it
costs at the grocery store. They know what
they pay for it in the restaurant. We try to
add value to that equation by making sure
we serve an extraordinary product. We also
believe from a service side, the value equa-
tion can be enhanced greatly by personaliz-
ing the experience as much as possible. 

Phil Hickey is all about
high touch when it comes
to running restaurants.
BY DAVID FARKAS
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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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Integrated solutions deliver sales weeks.

Until now, multi-unit development has been a fragmented process. 
Brand strategists, designers, architects, engineers, and operations 
teams typically work walled off from one another, and often fail to 
produce a brand- and ROI-right prototype that can be rolled out. 
Time and money are wasted. 

WD Partners’ integrated approach offers multi-unit brands improved 
communication and collaboration, efficiencies, consistency, and quicker 

time to market. Call us to learn about how we can put our strategies 
to work for your brand.

WD Partners: inspired ideas, profitable solutions.

  888.335.0014
atlanta    boston     chicago     columbus     dallas     los angeles     miami
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Has that been accomplished at Longhorn?
The lessons that we’ve learned came from
Capital Grille, the high end of dining. We’d
gotten pretty close to an extraordinary level
of service in Capital Grille. And then we
broke the dining experience into compo-
nents and realized there was a lot of oppor-
tunity for improvement.

Remember that Dave George, our presi-
dent at Longhorn, came from Capital
Grille. Dave and Wilson Craft have taken
the Longhorn service experience and bro-
ken it down into its components, asking,
how can we make the experience even
more compelling? We will also continue to
upgrade our facilities; we’re spending a lot
of money on capital improvements.

Panera Bread recently won a customer 
service award from Fast Com-
pany for its free Wi-Fi. What
are your brands offering that
guests feel is a real value? 
What we try to do is person-
alize the experience. If you
were to come in more than
once, we try to learn your
name and your preferences. If
we can anticipate that and
recognize you and know that
you’ve got 25 to 30 minutes
for lunch, we can bring your
iced tea and your burger out

quickly. We might also know that when
you come in for dinner, you like a slower
pace, that you will want high touch, like
having the manager stop by.

You’ve often referred to the table as 
the “9-square-foot battlefield” on which 
customers are won or lost. What exactly 
do you mean by that? 
Focusing on the basics of the dining expe-
rience. Is there a friendly person on the
front door who’s good with names and
resilient to pressure and able to handle a
large crowd. Then having that same person
say, “Please come see us again.” And if there
is any hint of dissatisfaction, the person
jumps all over it and fixes it right away. 

There’s also the servers’ ability to read a
table. This isn’t new stuff. A lot of what
we’ve been doing at Capital Grille over the
last three years has been improving the
details of a great dining experience. 

Capital Grille certainly gets its share of
praise, but you’ve managed to grow all
three concepts effectively. What kind of
leadership does it take? 
I was talking to a CEO of a private com-
pany. He was articulating an accelerated

C O M P A N Y

Rare Hospitality

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

Atlanta

2 0 0 6
S Y S T E M W I D E S A L E S

$1.1 billion* 

U N I T S

237 Longhorn
Steakhouses,
31 Bugaboo Creek
Steak Houses, 
23 Capital Grilles

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

$2.8 million, 
Longhorn;
$3.5 million, 
Bugaboo Creek;
$7.7 million, 
Capital Grille

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

$17, Longhorn;
$16.50, Bugaboo
Creek; $70, 
Capital Grille

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

34 in 2006*
*SG Cowen & Company 
estimates

SNAPSHOT

T H O U G H T L E A D E R

To better execute the 
Bugaboo Creek concept,
Phil Hickey moved the
chain’s headquarters to
Atlanta, where Rare 
Hospitality is based, and
promoted Rare veteran
Kristi Nyhof to president.
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growth plan for next year. And I questioned
that. I showed him ours from last year. We
said we’d open as many restaurants as we
can effectively. That means the restaurant
opens well, in a good location and with a
great management team and establishes
itself for a successful 20-year run. 

We do not become overly enamored of
target growth numbers. We let it bubble up
and say, “How many can we do well?” My
first year [1997], we opened up 17 Long-
horns. In 1998, we opened nine.

The reason being...
The question was, how many can we open
that will have a 20-year success pattern?
The answer was a lot less than 17. So we
got down to a number we could manage. 

How do you forecast out 20 years? 
We do the best job picking out a growth
site that has economic viability, both from a
macro and micro standpoint. We try to

build a quality building that will stand the
test of time. And then we hire a great crew
and establish habits and expectations.

That’s worked for Capital Grille and 
Longhorn, but Bugaboo Creek has been 
a challenge, hasn’t it? 
It has been more challenging than the other
two, that’s for sure. Let’s look at Capital
Grille first. It has done very well for a cou-
ple of reasons. One of them is the presi-
dent, John Martin, who has been with the
concept since the first one opened in 1990.
His No. 2 has been in place for about eight
years. There are a number of very long-
term general managers and regional man-
agers. We’ve done extraordinarily well in
promoting stability and competency. 

Longhorn has had good stability. Dave
George has been around almost 10 years. 

For the first seven-and-a-half years that
we owned the Bugaboo brand, we kept the
headquarters up in New England. We came
to believe that was not the best course and
brought the headquarters staff to Atlanta to
enjoy the synergies. 

Why did you change Bugaboo Creek’s
leadership a year ago? 
We changed leaders with the goal of con-
sistency of execution. We did not have a
concept problem. It was more of an execu-
tion problem. We feel good about Buga-
boo’s long-term prospects.

Execution is your bailiwick. What kind of
marketing leadership can an operations-
oriented CEO be expected to provide? 
CEOs have to know their strengths and
shortcomings. And in that case, Gene Lee,
our president, is very strong in marketing.

Chain Leader will be
honoring the industry’s
legends, leaders and
future leaders with its
second annual Chain
Leader Execution
Awards, which will be
presented at Chain
Leader LIVE Nov. 16-18
in Dallas. Following are
the award winners.

Protégé: Chain
Leader readers nomi-
nated several young
up-and-comers, and the
editorial staff chose
Billy Downs, owner and
founder of bd’s Mongo-
lian Barbeque.

Chain Leader-
ship: The executives
who have appeared on
Chain Leader’s covers
voted for the person
who currently has great
influence on his compa-
ny and the industry.
They selected Phil Hick-
ey, chairman and CEO
of Rare Hospitality.

Legend: The cover
subjects named Joe
Lee, who will retire as
chairman of Darden
Restaurants at the end
of the year, as the
industry leader who
has inspired them the
most in their careers.

WINNING WAYS

“Any successful company has to have a balance
between good operations and marketing.” —Phil Hickey

Phil Hickey attributes the 
success of The Capital Grille to
the stability of its leadership:
President John Martin has
been with the chain since it
first opened in 1990.

Rare Hospitality’s
high-end concept,
The Capital Grille,
is known for its
fresh seafood and
dry aged steaks.
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10
Dimensions
Of Execut ive
Leadership™ 6 Relationship and

Network Builder

“The ability to 
build and sustain
value-based
relationships
is the hallmark 
of great leaders 
and successful 
management teams.”

—Chris Lowe, President
Foodservice & Hospitality
Coca-Cola North America

d i m e n s i o n

Those skilled in the art of management know that one of the essential
principles of growing a business is building and sustaining relationships.
Putting this philosophy into practice has helped make Chris Lowe and his
team influential industry leaders. 

As a relationship and network builder, Chris understands how making a
strong connection with people, both inside and outside of his organization,
is key to developing the “social capital” that energizes his business. It’s 
one of the main reasons he supports The Elliot Leadership Institute and
endorses its 10 Dimensions of Executive Leadership™, the most critical
measures of industry success. Using these insights, the Institute has been
extremely effective in providing management teams across the country
with the “tools” they need to grow both personally and professionally.
Based on validated research and proven principles, this innovative suite 
of cost-effective 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.

Dedicated to the Development and

Advancement of Executives in the 

Foodservice and Hospitality Industries
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And we have a number of very bright mar-
keting people in the company. 

An organization moves to hire to its
strength. I believe any successful company
has to have a balance between good opera-
tions and marketing. One without the
other doesn’t work.

You changed advertising agencies last year
and cited problems, at least initially, with
the new agency. What happened? 
In the first quarter of this year, we were try-
ing to establish a rhythm with the new
agency. Anytime you begin a new relation-
ship, there’s a lot of mutual discovery,
assessment and research. We started a little
out of rhythm, but we feel great about
where they have evolved to.

Isn’t rhythm a lot to expect in a 
multibrand environment? 
It is. Their learning curve was significant.
Now we really like the Longhorn ads.

Can you talk about the new slogan, 
the “New West in town”?
The intent was to signal to the consumer
that we are continuing to evolve. We were
the pioneer of the Texas-style steakhouse.
When it came to peanut-shell carpet and
country music and longneck beer, we were
the first out there.

What does “New West” mean? 
It means we’re a little more contemporary
as opposed to [servers in] T-shirts and 100
percent country music. We have evolved
the interior package away from barnyard
country to more ranch house. Menu offer-
ings used to be just a piece of protein on
the plate with a little bit of starch. Now
we’ve added a little more class and style
and flavor. We see that as a permission to
keep expanding the menu in a couple dif-
ferent categories. 

Rare is also evolving financially. What are
the implications of being a cash flow-
positive company by the end of next year?
Will shareholders receive dividends? 
Our cash flow will be more than enough to
build new restaurants. That means we
won’t need to take on any more debt or

equity to grow effective-
ly. Dividends? No, not
anytime soon. We are
still early in our growth
to provide a dividend.
Because we are cash-
flow positive a little bit
doesn’t mean we are
flush with cash.

Rare Hospitality’s revenues are expected 
to reach $1 billion in 2006.

Longhorn plans to enter 
the Chicago market with 
a new prototype. CL
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It’s NOT about blenders,

IT’S ABOUT YOU.

It’s about the smoothies and frozen coffee 

drinks made with our blenders. It’s about 

the large crowd on Saturday night being 

served frozen bliss from our blenders. 

It’s about the perfect soups and sauces 

being created in our blenders. 

It’s about your business. It’s about your 

new menu made possible only with our 

blender. It’s about your new theme nights 

inspired by the frozen drinks made in our 

blender. It’s about your profits going up 

constantly by serving perfect drinks made 

with our blenders. Advantage: Vita-Mix
®.

We have always designed and manufactured 

outstanding blending equipment. Blenders 

powerful enough for those tough to handle 

ingredients yet versatile enough to handle 

the most sensitive of recipes in the same 

machine. That still hasn’t changed.

We are more committed now than ever to 

building the greatest blending equipment in 

the world. And, as we have seen recently, 

our competition is TRYING to catch up. 

In test after test, we make the best 

smoothies, shakes, frozen coffees, 

ice cream treats, sauces and more

for your customers. 

Bottom line: Advantage: Vita-Mix.

800-4DRINK4

See us at IH/M&RS Booth #1002
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hree years ago, 70 percent of
guest e-mails to Fatz Cafe
contained complaints or con-
cerns. Today, 70 percent are
praise, says Steve Bruce,
COO of parent company Cafe
Enterprises. What’s more, all

employees are empowered to handle the
complaints that do come in. 

“We’re not afraid to open those e-mails
or deal with a guest in the dining room
that has an issue,” says Sara Nickel, train-
ing coordinator for the Taylors, S.C.-based
operator of 25 casual-dining restaurants.
“Everyone, especially servers, knows how
to make it right for the guest.”

Last fall, Cafe Enterprises launched a
comprehensive server training program
involving pre-hire testing and, for the first
time, classroom training. On the heels of
that launch, the company rolled out a lead-

ership training initiative, the National
Restaurant Association Educational Foun-
dation’s Leadership & Management Pro-
gram featuring Harvard’s ManageMentor
PLUS program. 

“We realized that we were talking a lot
about associate satisfaction driving guest
satisfaction but weren’t actually driving
results with our existing programs,” Bruce
says. “And we didn’t feel that we could wait
to get one aspect done before we started
the other; the server training and leader-
ship program had to go hand in hand.”

This simultaneous focus is beginning to
yield results. Same-store sales are up 2.5
percent this year, continuing three years of
comp-store gains. As of September, hourly
turnover stood at 118 percent, down from
135 percent in 2002; management turn-
over was 25 percent, a decline from 30
percent in 2002. 
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Vice President of
Human Resources
Steve Corson 
and Training 
Coordinator Sara
Nickel helped
improve Fatz
Cafe’s sales 
and retention.

Better Coaches,
Better Players
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Fatz Cafe drives guest satisfaction and sales with 
a dual-focused training initiative. BY DONNA HOOD CRECCA

C O N C E P T

Fatz Cafe

C O M P A N Y

Cafe Enterprises,
Taylors, S.C.

U N I T S

25

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

$54.9 million

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

$60 million 
(company estimate)

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

$11.50

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

$2.5 million

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

3 by year-end; 
4 in 2006; 4 to 6
annually

SNAPSHOT

T
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The number of managers culled from
hourly ranks is also on the rise: 59 percent
of new managers are internal promotions,
compared to 40 percent last year, and 70
percent of managers for the next four store
openings are former hourlies. Building that
bench will help the company as it grows
from three locations a year to as many as
six, with a goal of reaching 38 units and
$100 million in sales by 2008.

Getting it Right
Cafe Enterprises embarked on this training
drive in 2003, when it identified improving
order accuracy as a way of “improving
guest satisfaction by preventing dissatisfac-
tion,” Bruce says. “Delving deeper, we real-
ized communication and server menu
knowledge were the main issues.” 

The company moved Nickel from an
operating-partner spot to the newly created
training-coordinator position. Working
with Vice President of Human Resources
Steve Corson, Nickel rewrote all materials,
introducing the pre-hire test, classroom
training and new content.

Fatz Cafe gives promising server candi-
dates a copy of the menu and study guide
and asks them to return for a test; a score
of 90 percent or higher makes them eligible
for hire. Once on board, they train for five
days including an hour each day of class-
room topics like service and menu knowl-
edge prior to on-the-job training shifts.
Trainees are quizzed daily, and the training
week concludes with an oral exam. 

The company also introduced several
new elements. Servers are now trained to
write down orders using a system that cor-

relates to the POS system. “A lot of servers
want to wow the guest by memorizing the
order, but when something doesn’t come to
the table correctly, the guest perception is
that the server made a mistake,” Nickel
says. “If the food comes out right, that’s a
big wow and allows the server to focus on
wowing them in other ways.” 

Another new element is guest recovery.
Servers are trained to listen, apologize,
solve and thank. “The training takes away
the fear of making a mistake, and enables
them to make the guest a guest for life by
correcting the situation,” Corson says.

The new training program has also
improved quality of hire. “The pre-test on
the menu eliminates anyone who talks a
good game in the interview but doesn’t
really want to put in the effort,” says Bruce
Dressler, general manager of the Fatz Cafe
in Irmo, S.C. 

Turnover at Dressler’s restaurant is down
50 percent since implementing the new
training last fall. He attributes the improve-
ment as much to better hires resulting from
the pre-hire test as to the training. 

The creation of a certified trainer posi-
tion has put the career track at Fatz Cafe
front and center for many hourlies. “They
can go from hourly to certified trainer then
be a management candidate,” Corson says. 

Promoting from within improves reten-
tion, according to data from People Report.
The Dallas-based human-resources track-
ing firm reports that companies with the
highest level of internal promotions enjoy
turnover rates of about 45 points lower for
hourly employees and 15 points lower for
management staff. 

H U M A N A S S E T S

Fatz Cafe’s comprehensive server training program
includes pre-hire testing and classroom training.

With its new training focus,
Cafe Enterprises hopes to
reduce hourly turnover to 
80 percent and management
turn to 10 percent.
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Captivate 
chicken.

Delight customers with America’s #1 baked beans.

Tickle 
their ribs.

Jazz up 
pork.

*Nielsen Data, Total U.S. Baked Beans    

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

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.

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

©2005 Bush Brothers & Company  
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Parallel Priorities
To help unit managers administer the train-
ing and serve as coaches, Cafe Enterprises
kicked off leadership-development training
in April. Fifty area partners, operating part-
ners and general managers underwent 40
hours of training, consisting of reading
assignments, online modules and group
sessions focusing on topics like goal setting,
time management and managing difficult
interactions.

“If we improve people skills, retention
improves and the guest satisfaction
improves,” says Nickel. 

Tackling hourly employee training and
management development simultaneously is
ambitious, according to Harry Bond, presi-
dent of Bradley, Ill.-based Monical Pizza
Corp. For the past several years, 58-unit
Monical has recorded zero management
turnover, hourly turnover in the low 70 
percent range and same-store-sales gains. 

“Having worked with Cafe Enterprises
on implementing the Harvard program, I
can say that they understand that the time
and monetary investment will lead to reten-
tion improvements, first and foremost, fol-
lowed by better performance on all fronts,”
Bond says.

“Both programs absolutely go hand in
hand,” says Ralph McMurray, operating
partner at the Hendersonville, N.C., Fatz
Cafe. “We were studying how to take care
of our employees, and the servers are
studying how to take care of the guest. I’m
doing a lot more coaching and mentoring
than I had been, and the servers are looking
for that guidance. Everyone is moving in
the same direction.”

Cafe Enterprises will train another group
of unit managers in early 2006. In addition,
strength assessment interviews are under
way, which will lead to more tailored man-
agement training, says Nickel. 

“This training is now in demand on all
levels,” she declares. “We’re beginning to
see the results, so it’s worthwhile to keep 
it going.”

Fatz Cafe has promoted 59 percent of its new managers
from the hourly ranks this year.
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C O M I N G  I N  J A N U A R Y

Ask us

We’ll find an
answer.

Visit www.foodservice411.com/clmag/

Chain Leader 
has created a special “site 
within a site” devoted to helping 
entrepreneurs and young chains 
get to 100 units. We’ll connect you
with other young chains and more 
experienced operators to help you
accomplish your goal.

Ask the Experts
Ask custom questions. Get custom
answers. Responses will remain on
the site for new users to read and
learn from.

Roundtable Recap
Find solutions to potential problem
areas such as financing, brand
development, real estate and
recruiting the right managers.
This roundtable of those striving to
achieve 100 units and those who
have successfully achieved that goal
will cover it all. Video clips let you
hear directly from your peers.

Expanded Editorial
Archive
Find a collection of Chain Leader
stories relevant to growing to 100
units—including many that have
never before been available online.

Blog
Read about the day-to-day trials
and tribulations of an up-and- 
coming chain-restaurant developer.

Get Automatic
Updates
When new material goes online,
you can be among the first to 
know, when you sign up for 
automatic updates by e-mail or 
RSS feed.

Check it out online at 
foodservice411.com.
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V E N D O R E X C H A N G E

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

FOOD & BEVERAGE
Allen Canning Co. Inside Front Cover. Canned
vegetables and fruits. Call (800) 234-2553 or
visit www.allencanning.com.

Brakebush Brothers Inc. p. 34-35. Chicken
products from appetizers to entrees. Call (800)
933-2121 or visit www.brakebush.com.

Bush Brothers & Co. p. 3, 55. Baked beans and
other products. Call (800) 251-0968 or visit
www.bushbeans.com.

Cargill Meat Solutions p. 33. Portion-control
steaks and custom solutions. Call (800) 373-
6515 or visit www.cargillfoodservice.com.

Dairy Management Inc. p. 13. Markets the use of
domestic dairy products. Call (800) 454-COWS
or visit www.ilovecheese.com.

Dakota Growers p. 36. Manufacturer of pasta
brands for foodservice. Call (763) 253-0441
or visit www.dakotagrowers.com.

Dawn Food Products Inc. p. 15. Bakery mixes and
bases. Call (800) 248-1144 or visit the Web site
at www.dawnfoods.com.

Jim Beam Brands Co. p. 11. DeKuyper Pucker
schnapps. Call (847) 948-8888 or your Future
Brands rep.

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

Land O’Lakes Inc. p. 30. A full line of dairy 
products. Call (800) 328-1322 or visit
www.thedairyspecialist.com.

McIlhenny Co./Tabasco Brand p. 29. Tabasco
brand hot-sauce varieties. Call (888) HOT-DASH
or visit www.TABASCOfoodservice.com.

Rich Products Corp. Back Cover. Food products
and custom solutions. Call (800) 828-2021,
ext. 8095 or visit www.richs.com.

Splenda Foodservice/Diamond Crystal p. 7. No-
calorie sweetener in bulk. Call (800) 654-5115
or visit www.splendafoodservice.com.

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

EQUIPMENT
Alto-Shaam Inc. p. 22-23. Low-temperature
ovens and display cases. Call (800) 558-8744
or visit www.alto-shaam.com.

Amana Commercial Cooking p. 19. Ovens and
other appliances. Call (866) 426-2621 or visit
www.amanacommercial.com.

CookTek p. 53. Induction technology for cus-
tom applications. Call (888) COOKTEK or visit
www.cooktek.com.

Edward Don & Co. p. 42. Foodservice equipment
and supplies. Call (800) 947-6640 or visit
www.don.com.

Enodis p. 38, 39. Comprised of 14 of the lead-
ing brands in foodservice equipment. Call
(727) 375-7010 or visit www.enodis.com.

Hatco Corp. p. 8-9. A variety of foodservice
equipment. Call (800) 558-0607 or visit
www.hatcocorp.com.

Hobart Corp. p. 27. A full line of foodservice
equipment. Visit www.hobartcorp.com.

Merrychef p. 39. Manufacturer of accelerated-
cooking systems. Call (727) 375-7010 or visit
www.merrychef.com.

Star Manufacturing Intl. Inc. p. 41. Ovens, grid-
dles and more. Call (800) 264-7827 or visit
www.star-mfg.com.

SUPPLIES/SERVICES
DIRECTV/Hughes Communications Inc. p. 17. Tele-
vision and audio programming. Call (310)
964-5311 or visit www.directv.com/business.
Edgecraft p. 56. Professional knives and sharp-
eners. Call (800) 342-3255 or visit the Web site
at www.chefschoice.com.

FoodHandler Inc. p. 44. Food-safety and worker-
safety products and services. Call (800) 338-
4433 or visit www.foodhandler.com.

Franklin Machine Products Co. p. 14. Replacement
machine parts and accessories. Call (800) 257-
7737 or visit www.fmponline.com.

Precision Pours Inc. p. 40. Measured liquid
pours. Call (800) 549-4491 or visit the Web
site at www.precisionpours.com.

Vita-Mix Corp. p. 51. Commercial blending
equipment. Call (800) 437-4654 or visit
www.vitamix.com/foodservice.

WD Partners p. 45-46. Restaurant development
and consulting. Call (888) 335-0014 or visit
www.wdpartners.com.

FINANCING/FRANCHISING
Franchise Developer p. 12, 59-61. News and
opportunities for multiunit franchisees. Call
(630) 288-8467 or visit www.foodservice411.com.

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

EDUCATION/EVENTS
Elliot Leadership Institute p. 49. Leadership
development for executives. Call (914) 524-
9100 or visit www.elliotleadershipinstitute.org.

How to Grow to 100 Units p. 57. Chain Leader
presents tools and best practices for growing
concepts. Visit www.foodservice411.com.

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

P O S  S Y S T E M S

K I D S M A R K E T I N G

F R A N C H I S E
C O N S U LTA N T S

N E E D  H E L P  F R A N C H I S I N G ?

Call the iFranchise Group, Inc.
(708) 957-2300
www.ifranchise.net

Start-Up & Established Franchisors
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Opportunity Abounds For Master Franchisees

Franchising transformed the industry from a collection
of standalone operations into a global network of
multiunit brands. Last year, the 100 largest U.S. inde-

pendent restaurants had aggregate sales of $1.28 billion.
McDonald’s, with systemwide sales of more than $50 billion
and 30,000 units, totally eclipses them, as does each of the
top 33 chains. 

In addition to tapping current franchisees to help build
their companies, chains look to franchisees of noncompeting
operations to grow their business. Selling a master franchise
to a larger, more sophisticated group saves the chain time
and may promote faster restaurant development. Franchisees

also benefit from the master developer’s experience with real
estate, new construction and training. 

Welcome to Franchise Developer, a new section of Chain
Leader specifically devoted to meeting the unique needs of
multiunit and multibrand restaurant franchisees. Each month
we’ll help you manage growth with articles on evaluating
new business opportunities, financing, legal issues, technolo-
gy, real estate, people practices, employee training and
more. Also beginning in December is an online version of
Franchise Developer—a convenient resource for chain 
restaurant opportunities that are just a click away on
www.foodservice411.com.

Franchise
Developer

Boston Pizza Expanding in U.S.
Richmond, BC-based Boston Pizza is seeking franchisees to continue its
expansion. There are now 32 units in the U.S. and 30 units planned for 2006. 

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

© 2004 Captain D’s, LLC.

Diversify your restaurant portfolio with Captain D’s 
and enter the underserved seafood market
segment with an extraordinary brand.

 • Strong 35-year performance history including 
  record sales years in 2002 and 2003.

 • A growing market segment with highly 
  favorable competitive conditions.

 • A new restaurant prototype designed for low 
  capital investment and maximized returns.

Single and multi-unit markets are currently available 
in a variety of territories.

For more information, visit us online 
or call the Franchise Development team.

1-800-550-4877
captainds.com 

1-800-550-4877
captainds.com
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S P E C I A L  A D V E R T I S I N G S E C T I O N F r a n c h i s e  D e v e l o p e r
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S P E C I A L  A D V E R T I S I N G S E C T I O N F r a n c h i s e  D e v e l o p e r

Opportunity Abounds For Master Franchisees
By Lorem Ipsum

Here is where the actual text for the
story will begin. Alpha beta pi
gamma delta, epsilon phi chi lorem

ipsum. Zeta nu eta iota mu kappa lamda,
xi, rho upsilon, theta alpha lorum.

Sigma tau alpha — beta, chi, epsilon xi
delta — omega zeta xi. Kappa pi rho, iota
nu omicron ipsum delta. beta pi gamma
delta, epsilon phi chi lorem ipsum. Zeta eta
iota mu kappa lamda, xi, rho upsilon, theta
alpha lorum, chi omicron omega alpha.

More story text to follow here. Epsilon
phi chi lorem ipsum. Zeta eta iota mu
kappa lamda, xi, rho upsilon, theta
alpha lorum.Iota mu kappa lamda, xi,
rho betaupsilon, theta alpha lorum, and
beta pi gamma delta.

Omega zeta xi. Kappa pi rho, iota nu
ipsum delta. beta pi gamma delta, epsilon
phi chi lorem ipsum. ice cream: eta eta chi
iota — zeta beta mu lamda rho. Alpha beta
pi gamma delta, epsilon phi lorem.

Franchise
Developer Nam liber tempor diamo soluta

nobis eleifend option congue 
nihil imperdiet doming id quod.

Muscle.

Reach Foodservice 
Franchisees With

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

• Showcase your franchise 
opportunities in print 
and online. 

• Access hot, fresh leads 
from Chain Leader’s 
Sales ADvantage™ program.

• Download leads directly 
into your contact 
management software.

For more information, 
contact James McMurray: (630) 288-8467
jmcmurray@reedbusiness.com

Franchise Developer
gets your new 
business opportunity
to key decision-makers
among the top 
developers of 
multiunit foodservice
operations and 
multiconcept 
operators. Dedicated 
franchisee-focused
information ensures
top readership. 
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On July 22, 1998, when a 45-
year-old Doug Brooks was train-
ing for the New York marathon
near his suburban home in

Plano, Texas, everything suddenly changed.
Two vehicles collided on the street where
he was jogging, and one of them pushed
him through a brick wall. “I somehow
jumped up at the last minute,” he recalls.
“That saved me.” 

A helicopter rushed him to Parkland
Hospital in Dallas. “I was very fortunate to
have some great trauma doctors, and after
four surgeries, they managed to save my
right leg.” But his left leg had to be ampu-
tated above the knee.

Back in the Saddle
With the support and encouragement of
his family, the employees of Brinker Inter-
national and his mentor, Norman Brinker,
Brooks was able to go back to work in just
two months. And in just six months,
Brooks, who rose through the ranks of
Chili’s from 1978 as a manager in Dallas
and eventually to Chili’s president in 1994,
was promoted to president and COO of
Brinker International.

Thanks to the latest in prosthetic tech-
nology, Brooks, who is now president, CEO

and chairman, is able to lead a normal life.
Indeed, his life is more active than most.
Although he is no longer a runner, he still
enjoys snow skiing, white-water rafting,
snorkeling, scuba diving and bicycling. But
his favorite hobby is playing golf with his
two sons, family and friends.

“I was never a great golfer, even with
two legs,” he laughs. “Losing a leg does
cause some balance challenges, especially
hitting out of the sands or on a hill.” 

Brooks’ prosthesis has a computer chip
in it that has different settings so that he
can personalize the artificial leg swing to
his height, weight and speed of gait. He
notes that the artificial leg can usually get
him “a couple of extra shots when negotiat-
ing a wager on the first tee.”

Spreading the Word
For the last six years, Brooks and his wife,
Holly, have both been involved with the
Limbs for Life Foundation and are active
board members. Limbs for Life is a national
nonprofit organization that is dedicated to
providing comfortable and fully functional
prosthetic care for individuals who can’t
afford it. “Some 3,000 Americans lose a
limb a week,” Brooks says. “There is a
tremendous demand for prosthetic care
and limbs.”

The Brooks participate in many Limbs
for Life fund-raising events such as golf
tournaments. The biggest fund-raiser is an
annual dinner and auction each year in
Dallas. The fifth annual event is set for Feb.
25, 2006. The 2005 event raised almost
$250,000, which provided 125 limbs
for amputees. “It can change their life
overnight,” Brooks declares. 

“We’re not asking for much, just an arm
and a leg,” he says. 

Beyond fund raising, Brooks supports
the cause on a more personal level as well.
“I spend a lot of time talking to amputees,”
he says, “to let them know that their life
can be very normal.”
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Brinker’s Doug
Brooks helps
other amputees
triumph as 
he has.

BY CHARLES BERNSTEIN

O F F T H E C L O C K

Accident to Advocate

CL

Despite losing a leg in a car
accident, Brinker International
President, CEO and Chairman
Doug Brooks is active in various
sports including golf, snow 
skiing and bicycling.
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Others have tried to match 
the great taste and profitable
features of Lamb Weston 

brand Stealth Fries®. But only
original Stealth Fries are made with 

a proprietary coating process that delivers the benefits 
that make them the top-performing coated french fry 
in the industry. 

Ideal for take-out and drive-thru applications,
the exclusive Stealth Fries coating keeps them hot, 
crisp and delicious much longer than ordinary fries. 
And only Lamb Weston brand Stealth Fries are available 
in a wide variety of cuts and styles to satisfy the needs 
of any menu, anywhere.

So insist on the brand that builds your business. 
Insist on Lamb Weston. Ask your distributor or call us today:
1-800-766-7783.

Our exclusive process thinly coats
each fry with a virtually transparent
batter that insulates the fry and
delivers a “fresh-from-the-fryer” 
taste and appearance that lasts.

Number One.
And Holding.

©2002 ConAgra Foods Lamb Weston is a registered trademark of ConAgra Brands, Inc.

®

ConAgra Foodservice™ Specialty Potato Products • 599 S. Rivershore Lane • Eagle, ID 83616 • 208/938-1047 • www.lambweston.com
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When other 
toppings fall down 
on the job, 
Bonnie’s desserts 
stand out.

With Rich’s� On Top� non-dairy dessert topping

in the convenient decorator bag,

you can prepare irresistible

desserts in seconds and display

them for hours. Unlike aerosols,

On Top� holds up so well you can

decorate hours in advance. Even after

4 hours, it won’t run, melt or break down.

And it’s so easy to be creative with 

On Top�.  You can edge, make borders,

create designs, even blend in colors

and flavors. The possibilities are

endless. And the added sales

you’ll enjoy will help make

your dessert business a 

stand out success.

www.richs.com

Take stability and sales
right to the top.

©2004 Rich Products Corporation

1-800-45-RICHS
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