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The name indicates it can be just
about anything. And that’s
the idea. IT’Z, a restau-
rant, adult getaway

and family-entertainment cen-
ter, will debut this summer in
Albuquerque, N.M.

IT’Z is the brainchild of and backed
by a private investor who wishes to remain
anonymous but hails from the entertain-
ment and movie-theater business. Heading
parent company IT’Z L.P. is Mark Moore, a
former financial-services executive who has
also owned car dealerships and an execu-
tive airline.

The company is expecting each unit to
do $10 million to $12 million annual vol-

umes, says Marketing Director
Todd Tomlin, whose résumé

includes marketing and opera-
tions at Cinemark and Disney.
Food and beverage should com-

prise half the sales, and themed
dining rooms and party rooms will

make up half the space in the 55,000-
square-foot box. Carnival rides, bumper
cars, bowling and arcade games will fill 
the rest.

Along the entertainment-restaurant
spectrum, Tomlin sees IT’Z as closer to
Dave & Buster’s than Chuck E. Cheese’s,
claiming the concept will attract families,
couples, seniors and even business meals
and functions.

Cost of entry is the price of
the buffet; IT’Z plans to keep
lunch under $8 and dinner
below $10. The Las Vegas-
style buffet will feature display-
cooking stations offering items
like stone-fired pizza and pasta
sauteed to order.

“We’re trying to provide the
same food as an Italian sit-down
restaurant,” Tomlin says. To over-
see the menu, IT’Z hired Tony
Barraco of three-unit, Dallas-
based Prego Pasta House.

The first location is slated to
debut in June or July, near a
high-volume movie theater. The
company plans a second, in 
Colorado Springs, Colo., to open
toward the end of 2006 or early
in 2007. Expansion plans get
more aggressive after that: two or
three a year, gaining to one a
month in about five years. IT’Z is
looking at pad sites in malls, des-
tination cities and lifestyle cen-
ters in Texas, Arkansas, Alabama
and Georgia.

F I R S T L O O K

IT’Z Everywhere You Want To Be

It seems like a given, but for the first time,
beach-themed Surf City Squeeze is open-
ing in Hawaii.

Shaun Khan, an entrepreneur in Orlan-
do, Fla., is packing up his wife and chil-
dren and moving to Hawaii to open 10
units of the smoothie chain over the next
five years. He’ll open the first early this
year in a kiosk in Waikiki and the second
soon after in an inline location on the
island. He plans to operate on all eight of
the Hawaiian Islands.

Surf City offers low-fat and
nutrient-laced smoothies as well
as more indulgent ones, plus
juices and snacks. It currently
has about 120 locations in
malls, health clubs and kiosks.
Executives expect to have 400
units operating within the next
five years.

Scottsdale, Ariz.-based Kahala Corp.,
Surf City’s parent company, also franchis-
es Great Steak & Potato Co., TacoTime,
Samurai Sam’s Teriyaki Grill, Ranch 1
Grilled Chicken, Frullati Cafe & Bakery,
Rollerz and Wafflo. The concepts total
more than 1,000 units and garner $450
million in sales.

This will be the first foray into Hawaii
for Kahala, which was named after a
Hawaiian beach.

G R O W T H S T R A T E G Y

Surf City Hangs Ten in Hawaii

CL

IT’Z, an entertainment
restaurant, will 
open its first unit 
this summer in 
Albuquerque, N.M.
near a high-volume
movie theater.

B R I E F I N G B O O K
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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.

©2006 Bush Brothers & Company  

CASH BACK ON EVERY CASE 
Get $3 cash back on every case
of Bush’s Best Baked Beans you buy
through 2/28/06. No case limit.
Contact your sales representative.
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S T O R Y B O A R D

20 Bait and Switch
After using a brand-oriented campaign for several years,
Taco Del Mar has shifted its advertising
strategy to a new food-focused
campaign to market the new
shrimp option available for the
fresh-Mexican chain’s tacos,
burritos and enchiladas. The TV
spots play up a misunderstand-
ing when a short customer
orders shrimp and thinks the
cashier is calling him a shrimp.
Same-store sales increased 7 percent 
to 11 percent while the ads aired. 
By Margaret Littman

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

24 Class Act
Damon’s Grill opened its first location on a university campus in
October at George Mason University in Fairfax, Va. The unit incor-
porates Damon’s traditional decor including multiple TVs, sports
photos and arched windows. But the smaller location differs with
elements such as banquettes instead of booths and only two big-
screen TVs instead of four. The company says the unit, which
comprises a full-service restaurant and limited-menu concept with
counter service, is posting sales ahead of projections. 
By Lisa Bertagnoli

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

31 Branching Out
Vice President of Food and Beverage Chris Gatto has diversified
Uno Chicago Grill’s menu with more adventurous, artisanal fare.
He has created more-healthful items like a veggie-goat cheese
wrap, a line of flatbread pizzas, and more signature entrees such as
barbecue pork sticks, while remaining true to the chain’s popular
deep-dish pizzas. Uno hopes the new strategy will build business
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How to Grow 
to 100 Units
● Our new online series, created to help

young chains reach the next level.

● Expanded coverage of Chain Leader’s
“How to Grow to 100 Units” round-
table, including video highlights of 
the event.

● An expanded editorial archive 
of stories on growing concepts.

● Ask the Experts: Send Chain Leader
a question, and we’ll get the answer 
from industry experts.

Plus
● Coverage and pictures from 

Chain Leader LIVE.

● The debut of a blog by Senior Editor 
David Farkas.

● Daily news.

● Archived stories from the pages of 
Chain Leader.

www.chainleader.com

B R I E F I N G B O O K
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Hangs Ten in Hawaii
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10 One Day at a Time

I N D E X

13 People and Companies 
in This Issue

O N T H E M O N E Y

14 So Little Time

U P S T A R T S

19 Stonewood Grill & 
Tavern’s Moneymaker

V E N D O R E X C H A N G E

46 Products and Services
Information

C O V E R S T O R Y

36 Making Tracks
Gary Bryant is positioning 38-unit Bear Rock Cafe to become a national
chain. To prepare the quick-casual bakery-cafe concept for expansion,
CEO, COO and CFO Bryant has spent the last 18 months hiring sup-
port staff, fine-tuning back-of-the-house operations, overseeing a new
interior and exterior design, and rolling out the chain’s first series of 
limited-time offers. The company posted an estimated $29 million in
systemwide sales in 2005 and has multiunit franchise agreements signed
for 177 new stores in 22 states.
By Lisa Bertagnoli

lunches, attract family dinner guests and woo evening-with-friends
crowds. Since launching the new menu in October, sales and check 
averages are up and traffic is building. 
By Monica Rogers

S P E C I A L R E P O R T

40 Peer Review
Chain Leader gathered nine chain operators from up-and-coming chains
and established concepts to share the trials and tribulations of growth at
a roundtable discussion called “How to Grow to 100 Units.” They talked
about the fundamental issues they have addressed with expansion
including brand development, recruiting and financing as well as the
missteps and lessons they learned along the way.
By Maya Norris
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Ranch, CO 80129-2345. Phone: (303) 470-4445. Periodicals Postage paid at Littleton, CO 80126 and at additional mailing offices. POSTMASTER:
Send address changes to Chain Leader, P.O. Box 7500, Highlands Ranch, CO 80163-7500. Chain Leader Copyright 2006 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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INTRODUCING THE NEW 
PLATINUM SERIES CONVECTION OVENS 

FROM ALTO-SHAAM.

Thanks to the name on the outside, you’ll have

more confidence in what goes on inside our 

new Platinum Series convection ovens. Gas 

models feature our patented transverse-flow

burner system for superior heat distribution. 

Solid welded construction means unsurpassed 

durability. Plus doors open to 120° or more for

easier access and cleaning. Find out why Platinum

makes a valuable addition to any kitchen. 

Visit alto-shaam.com or call 1-800-558-8744.
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Jason Jennings, author
of Less Is More and the
keynote speaker at Chain
Leader LIVE in Dallas in
November, said, “Great
companies are headed by
leaders who see them-
selves at stewards.”

A Service Industry
“Stewardship is about 
service over self-interest,”
Jennings said, defining the
term from a business
leader’s point of view. “It’s

about abandoning power and dominion over
others. It’s working to preserve natural and
human resources. It’s authentic, it’s nurtur-
ing, it’s mentoring, and it’s selflessness.”

Jennings went on to detail ways that the
companies in his latest book, Think Big Act
Small, do that. The book examines nine
companies with sales and profit growth of
10 percent or better for at least 10 years.

Inside these companies, he said, knowl-
edge is not hoarded or used as currency; all
information is available to everyone. The 
top executives are accessible; in fact, all had
their home telephone numbers listed in the
phone book. They have avoided superficial
distinctions like designer suits to better
relate to their co-workers. Jennings said
none of the CEOs in the companies he
examined wore a tie.

The leaders have a work ethic, spending
half their time doing grunt work in the
kitchen, on the line or in the field. They
stand for something and have a set of 
values—and employees see them walking
the talk. They prioritize and actively partici-
pate in coaching and mentoring.

Importantly, the leaders Jennings inter-
viewed feel called to serve, as in: “This 
company has provided me with great oppor-
tunities. I’m obligated to make sure every-
body else here gets the same opportunities.”

Responsible Parties
Jennings feels there’s more to running a com-
pany than making the big bucks. “We have
celebrated as leadership that which is essen-
tially greed,” he said. “Do you want your
kids to grow up like Dennis Kozlowski?
Bernie Ebbers?”

Many see their jobs as earning money for
investors. It’s why they were hired. There’s a
whole school of thought that says companies
have no responsibility other than that, and
this soft stuff just gets in the way of growing
the bottom line. We’re a capitalist society,
darn it, and proud of it.

There is evidence that companies with 
a higher purpose have not only a better 
reputation but more loyal workers and cus-
tomers. Like the nine companies Jennings
wrote about. And some of the top MBA pro-
grams are incorporating stewardship and
philanthropy: At Stanford University, grad-
school students discuss sustainability and
poverty in their marketing and management
courses as well as the corporate-governance
class. Students entering Boston College’s
MBA program are required to do a 20-hour
community-service project.

But do we as businesspeople need to live
up to some higher calling, act like Ebenezer
Scrooge on Christmas morning? I don’t
think so. We can start by focusing on the
needs of the people who work for us; make
their lives a little better. Then move to the
communities in which we operate. Maybe
that’s a higher calling after all.

Higher Calling

You hear the word “stewardship,” and you think of church, saving the
planet or at least some form of corporate philanthropy. Webster’s
defines a steward as “a person morally responsible for the careful use
of money, time, talents or other resources, especially with respect to

the principles or needs of a community or group.” Heavy stuff.

8 Chain Leader  ♦  January 2006

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

Will stewardship
to your company
bring better
returns?

CL
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Cambro Manufacturing Company, 5801 Skylab Rd., Huntington Beach, CA 92647
1-714-848-1555  www.cambro.com  ©2005 Cambro Manufacturing Company

Made in the USA

KD Utility CartCambox® Bus Box Camrack Glass RackAdjustable Dish Caddy

Store and Transport Food Safely

Camracks® with 
Camdolly® and Camrack Cover

Bugs. Dirt. Germs. Cleaning chemicals.
They may not be on the menu, but if
you’re transporting drinkware to or from
events in ordinary open-wall dishracks,
you just might be serving them to your
patrons. Not with Cambro Camracks on duty. The Camrack’s
unique closed-wall design combined with a Camdolly and cover
allows you to wash, store and transport your glasses all in one
rack. Drinkware stays as clean as fresh-washed. No more shrink
wrapping to protect glasses. No more rewashing. You save time
and money with Camracks. The defense rests—and now, so can
you. To configure your Camrack system for optimum cleaning,
sanitary storage and safe transporting, contact your distributor or
call (800) 833-3003.

The Case for Camracks®

is Simple. It’s Closed.
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One Day at a Time

T hink big, act small. Jason Jennings emphasized this point in his
keynote speech at the second annual Chain Leader LIVE in Dallas in
November. The best-selling author of Less Is More and this year’s Think
Big, Act Small specifically talked about nine companies of various types

that showed double-digit revenue and profit growth for 10 consecutive years.

10 Chain Leader  ♦  January 2006

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

Companies
can succeed 
long-term by
executing the
right things 
every day.

Lessons for Leaders
Jennings and his research
team culled out the nine
from a list of 70,000 com-
panies worldwide. He
pointed out that the top
companies have much in
common: Their thinking
is based on big ideas, gen-
uinely solving customers’
problems and creating
value. They invent new
businesses, provide cus-
tomers with win-win solu-
tions, carefully select their

competition and develop future leaders. 
Studying the companies that do a better

job of consistently growing revenues than
other companies do, Jennings found that
“each has taken on the modest personality of
its leadership.” He suggested following these
leaders’ examples: Be a steward, make infor-
mation available to everyone, be accessible,
praise others, love what you do, lead by
example, stand for something good and
noble, and erase superficial distinctions.

Oklahoma City-based Sonic Corp. is one
of the nine companies in the elite group that
Jennings discussed in Think Big, Act Small
and at the conference.

But the fast-food chain wasn’t always a
company to emulate. 

Before Sonic’s Boom
Cliff Hudson was a young lawyer when he
joined Sonic in the late 1980s. He became
CFO at age 30 when the company went
public in 1991, COO in 1993, and CEO 
in 1995. 

When Hudson was COO, franchisee 
revenues were growing, but the home office
was in disarray. The company had developed
into a group of independent silos, nobody
was working with anyone else, and the
board members were constantly bickering.
Hudson tried to change the culture but
found that nobody was interested in work-
ing together.

Finally, in the late 1990s, Hudson had
enough. As CEO of the company, he
declared that everyone was going to work
together or there wouldn’t be a place for
them at the company. When he didn’t back
down, every member of the senior manage-
ment team left except Pattye Moore, who
became president for several years.

Hudson and Moore crafted four core
values: Serve special items that surprise and
delight customers; promote respect for
everyone touched by the brand; emphasize
the importance of relationships as a way of
life; and reflect the entrepreneurial spirit of
the individual.

Clarity of Purpose
Notice these priorities say nothing about
company growth. Hudson has said that
Sonic is not capital constrained and could
grow faster, but its long-term vision for
expansion is irrelevant if the company loses
focus on doing things right every day.

Too many restaurant operators get ahead
of their ability to grow and execute sensibly
and consistently. Sonic’s example is one
that many could learn from. The keys are to
stick to gradual expansion and never lose
focus on constantly doing even the small
things right. CL
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1890 Swarthmore Avenue • Lakewood, NJ 08701

SANIGUARD is powered by AgION™ Technologies through an exclusive agreement with 

Complies
with all

California
and Federal

energy
mandates.

Does Your Pre-Rinse Retard
the Growth of Bacteria?

COMPONENT HARDWARD
GROUP, INC.

Does Your Pre-Rinse Retard
the Growth of Bacteria?

Our’s Does.Our’s Does.
That’s because our Pre-rinse and other plumbing products have 
the protection of SANIGUARD™. This innovative and revolutionary,
inorganic antimicrobial technology guards you, your
employees, and your customers against harmful bacteria,
mold, mildew, and will help prevent the possibility of food-
borne illness. It’s like working in a germ-retardant bubble.

SANIGUARD is not a spray or a cleaner. It becomes a permanent
part of the product during the manufacturing process. And
through independent testing, we have proven that 
SANIGUARD is effective, won't wash or wear away, and
lasts for the life of the product.

You can only get SANIGUARD on professional products like
CHG’s Encore™ Plumbing, and other premium products.

These are the same types of items you touch every day, so
be sure to specify SANIGUARD protection the next

time you order.

What did you
touch today?
Make it SANIGUARD and. . .
Make it Safe!

For more information,
call us at: 1-877-SANIGUARD

or visit our Web site at
www.saniguard-online.com
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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 44
Opportunities abound in 

Chain Leader’s new 
Franchise Developer section. 

Turn to page 44 for the best in 
franchise opportunities.

Coming in January:
Franchise Developer Online 

Interested in Advertising? 
Call Jim McMurray at (630) 288-8467.
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G Gatto, Chris...31
GE CCommercial FFinance...19
George MMason UUniversity...24
Gibson, Allen...31
Golden CCorral...36

Great SSteak && PPotato CCo....2
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H Hamm, Alan...24
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Horton, LLantz && LLow...20
Horton, Tom...20
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Kozlowski, Dennis...8
Kupetz, David S....14

L LaMastra, Steve...40
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M Marvin, Bill...31
Maynard, James...36
Moe’s SSouthwest GGrill...40
Moore, Mark...2
Moore, Pattye...10

N Nisbet, Tom...36
North CCarolina SState
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O Outback SSteakhouse...19

P Pillar HHouse...31
Pizza PPatrón...40
Pizzeria UUno...31
Planet SSmoothie...40
Prego PPasta HHouse...2

R Ranch 11 GGrilled
Chicken...2

Raving BBrands...40
Rollerz...2
Roskin, Nancy...40

S Saladworks...40
Samurai SSam’s TTeriyaki

Grill...2
Scardapane, John...40
Schippers, Kevin...40
Sodexho...24
Sonic CCorp....10
Stanford UUniversity...8
Stonewood GGrill

& TTavern...19
Stonewood HHoldings...19
Sullivan, Doug...19
Sulmeyer KKupetz...14
Surf CCity SSqueeze...2
Swad, Antonio...40

T Taco BBell...20
Taco DDel MMar...20

Taco JJohn’s...20
TacoTime...2
Technomic IInc....36
3 TTomatoes &&

a MMozzarella...40
Tomlin, Todd...2
Tristano, Darren...36

U Uno CChicago GGrill...31

V Valvano, Jimmy...36
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Walsch, Daniel...24
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The changes in bankrupt-
cy laws, effective last
fall, are having their
greatest impact on per-

sonal bankruptcies, but multi-
unit businesses must also
heed them, advises attorney
David S. Kupetz of Sulmeyer
Kupetz in Los Angeles. Of
special concern: dealing with
leases. The insolvency special-
ist explains the new duties of
debtors and their attorneys.

What’s been the impact of
changes in bankruptcy code
on multiunit businesses? 
There is now less time to make decisions
with respect to what to do with real-estate
leases. Companies always have had to
decide whether to keep a lease, assign it or
reject it. Now those decisions have to be
made more quickly under the new code.

Just how quickly? 
Under the old law, the company that had
filed chapter 11 had 60 days to decide
what they were going to do. After 60 days,
they could ask the court for an extension or
multiple extensions, which could last sev-
eral years. Now 60 days has been extended
to 120 days. And that period can only be
extended for 90 days, unless the landlord
agrees to an extension.

What was the advantage 
of so many extensions? 
Say the company hadn’t lined up financing
or was still working on its business plan.
With multiple extensions they had more
flexibility as to whether to commit them-
selves to the lease. Once a company
assumes a lease, by the way, it becomes
more expensive because it elevates the
unsecured claim to a so-called administra-
tive claim, which typically gets paid in full. 

Let’s say the company
rejects the lease. 
Then the lease-termination
damage claim is subject to a
cap of the greater part of one
year’s rent, or 15 percent of
the remaining rent under the
lease (not to exceed three
years’ rent). 

Also, if a company makes
a decision to assume a lease,
then later says we should not
have assumed a 25-year
lease, they can now reject it,
and the landlord will not
have an unlimited claim for
whatever the length of lease.

Rather, the landlord’s administrative claim
will be capped at two years and the balance
will be treated as a general unsecured claim
subject to the one-year, 15 percent cap I
just mentioned. 

Any tips on avoiding a bankruptcy 
filing in the first place? 
Credibility is important in discussing the
company’s business plan with creditors and
explaining its projections. Trying to do a
workout that keeps the business out of
bankruptcy requires consensus and trust.
Creditors usually want to feel a proposal is
being made to keep the company out of
bankruptcy. The company may not have
the best managers in world, but creditors
want to know they are trying in good faith
to fix the situation.

Are there avoidable issues 
when dealing with creditors? 
A typical situation is when there’s simply
no communication because the company
managers believe there’s nothing positive to
communicate. The result is often the other
parties are assuming the worst. There is
even the potential assumption of fraudu-
lent behavior. 
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Bankrupt
companies must
now quickly
decide what to 
do with leases.

BY DAVID FARKAS

O N T H E M O N E Y

So Little Time

CL
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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 ©2005

Convection 
Express™

Think inside the box™.
www.amanacommercial.com   1-800-233-2366

SM
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Are you wasting as   
  much lettuce as 
   you are using?

• Award winning taste

• Superior shelf life

• 100% usable

• Food safe

• Washed and ready to use

• Consistently the finest quality

• Available year round

• Kosher certified

f you waste about as much lettuce as you sell, it s

time to take a fresh look at Mills Family Farms 

Wholeaves®. With virtually nothing to throw away, Mills 

Family Farms Wholeaves® will revolutionize your product line—and 

your bottom line. 

Because this hand-picked product comes to you 00% ready-to-use, there s absolutely 

no fuss, no muss and no waste. Nothing makes better sense.

Our patented production process begins right in the field, where only the finest quality leaf 

lettuce is chosen to become Mills Family Farms Wholeaves®. They are treated with great 

care every step of the way, preserving the natural vitality of each leaf. You can be sure that 

each Mills Family Farms Wholeaves® will arrive in your cooler as fresh, crunchy and flawless 

as nature intended. 

I     Wholeaves®

Advantages

www.MillsFamilyFarms.com

info@MillsFamilyFarms.com

P.O. Box 3070, Salinas, CA 939 2

83 .757.306

Questions or comments?

Call Dave Mills directly at 83 .320.0070

Call or 
email us 
for our 

free CD!
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N
ot Doug Sullivan again” may have been
going through the minds of general
managers at Outback’s annual GM con-
vention in the early ’90s. 

At least that’s how Sullivan, whose Day-
tona, Fla., Outback regularly won sales and
profitability awards, remembers it. “Everyone
got tired of me going up there,” says Sullivan,
now president and CEO of Ormond Beach-
based Stonewood Holdings, which operates
17 Stonewood Grill & Taverns.

It was one of his customers at Outback, a
wealthy entrepreneur, who backed the first
three Stonewoods because he was impressed
with Sullivan’s ability to run a profitable,
high-volume eatery.

Stonewood’s menu varies from creative
cuisine such as Herb Encrusted Grouper,
$14, to comfort food like Chicken Pot Pie,
$12.50. New dishes are featured in the
chain’s glossy food magazine called Casual
Flavors. It’s published quarterly and sent
free to 30,000 customers.

Sales Building
The private company doesn’t disclose sales
and profits, but Sullivan claims several
restaurants experienced double-digit gains
this fall and all are doing well. Average unit
volumes are about $3 million, he says.

Florida is Sullivan’s stomping grounds
despite ever-increasing development
costs—as much as $30 a square foot in the
South Florida market. “We are significantly
lower than that,” he declares. Fully capital-
ized, the 5,700-square-foot restaurants cost
$1.5 million, including $200,000 in pre-
opening expenses. Fifteen of the 17 eateries
are in the Sunshine State, and he’ll continue
to open restaurants there including three this

year. Two restaurants are in Raleigh, N.C.
Sullivan is shooting for a $100 million

company by the end of ’08 when, he adds,
cash flow and EBITDA will be strong and
there will be little debt. That is likely to
make the chain a desirable acquisition. “I
just want to be in a position to make the
best decision for key employees, guests and
shareholders,” he coyly insists. 

After spending 2003 trimming costs from
build-outs, Sullivan enlisted Dallas-based
investment adviser Craig Weichmann to
seek investors for a preferred stock offering.
Recalls Weichmann: “We had charts show-
ing there’d been a noticeable decline in
actual costs of units developed in 2004, and
interestingly the productivity of ’04 units
compared to ’03 units was moving up.” The
January ’05 deal raised $5 million.

Well Blended
Scottsdale, Ariz.-based GE Commercial
Finance has committed to fund 75 percent
of furniture, fixture and equipment costs for
future units, Sullivan says. “We’re now able
to blend equity capital with internally gen-
erated capital and can sustain our growth,”
he explains.

Not everything has worked out. When
two units opened in Raleigh in 2001, sales
nose-dived 25 percent after 9/11 and the
dot-com crash and have not yet returned to
expected levels. This year, Hurricane Wilma
forced the closing of two units in South
Florida for several days.

Florida’s economy remains healthy, but
Sullivan isn’t relaxing. “We’re focused on
improving quality to build customer counts
and frequency,” he says. “We’re not looking
at cutting.”

Doug Sullivan’s skill at making a buck pays off 
at Stonewood Grill & Tavern.  BY DAVID FARKAS

C O N C E P T

Stonewood Grill
& Tavern

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

Ormond Beach,
Fla.

U N I T S

17

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

$50 million*

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

$3.1 million

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

3 in 2006
*Chain Leader estimate

SNAPSHOT

Moneymaker

CL

Stonewood Grill & Tavern
prides itself on its varied
menu, offering both 
creative cooking and 
down-home favorites.

With 17 restaurants and 
$3 million volumes,
Stonewood has no trouble
attracting developers, says
CEO Doug Sullivan.

U P S T A R T S
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misunderstanding, a sly insult
and diners filmed eating in the
restaurant looking confused.
That’s the offbeat way Taco
Del Mar chose to approach
its first product-oriented
advertising in years.

Between 2002 and 2004, Taco Del Mar’s
advertising, created by Seattle-based ad
agency Horton, Lantz & Low, was brand-
oriented. While it included food shots, the
tagline, “Discover Your Inner Baja,” under-
scored the Seattle-based chain’s nontradi-
tional Mexican roots and hip attitude.

A series of ads featured customers
unleashing their inner Baja all over town,
such as a mom who tossed her groceries
aside and jumped on the Slip N’ Slide 
with her kids while wearing her business
suit. Tom Horton, president and CEO of 
Horton, Lantz, says the ads suggested that
“inner Baja was the place where everything
is just right,” and that Taco Del Mar was
the place that fed the inner Baja. They
emphasized the concept’s beach culture,
which is the culture that originally devel-

oped the fish taco. The strategy worked.
Taco Del Mar’s systemwide sales increased
from $15 million in 2001 to $25 million in
2003 to an estimated $53 million this year.

Sea Saw
With that campaign laying the foundation
for the Taco Del Mar brand, the company
has moved on to the next step in its adver-
tising strategy. It has developed a campaign
focused more on its food. “We had the sig-
nature product, our fish taco, so we said,
‘Where we do we go from here?’” says Neal
Hollingsworth, vice president of franchise
sales and marketing. “We wanted to put
more ‘Del Mar’ in Taco Del Mar.” 

In Spanish, “del mar” means “of the sea,”
and the chain wanted to strengthen its
seafood offerings.

The answer was offering shrimp as an
option for its tacos, burritos and enchi-
ladas. Taco Del Mar hadn’t offered shrimp
before and tested the products for six
months, with some caution because the
items are above the chain’s average $6.80
check. The chain competes more directly
with fresh-Mexican concepts like Chipotle
and Baja Fresh than Taco Bell and Taco
John’s, so its average check can be higher
than the average QSR.

“If other places added shrimp, they’d
have glorious beauty shots of plump
shrimp. Other places would animate the
shrimp and make him talk,” Horton
explains. “Instead, we built the whole cam-
paign around some kind of odd, modern
misunderstanding.”

In the TV spot, the cashier takes an

“Shrimp” Length: 30 seconds 

S T O R Y B O A R D

1. Waitress: All right. 
And what can I get 

for you...

2. ...sir? 3. Short customer: I’d like a
couple of tacos, please.

4. Waitress: What kind?
Chicken? Beef? Shrimp?
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Bait and
SWITCH
Having gained

fans with 
its “attitude”

campaign,
Taco Del Mar

shifts its 
advertising
focus to the

menu.

BY MARGARET
LITTMAN

A
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order from a short customer. When she
asks if he wants chicken, beef or shrimp,
he thinks she’s calling him a shrimp. The
commercial takes another twist when the
man does order shrimp, and he goes from
being the butt of a joke to being the hero.
Enthusiastic employees carry him through-
out the store, celebrating how much they
love shrimp and their shrimp-loving cus-
tomers. Other customers look on with
bewilderment, rather than with the faux
cheer most diners sport in TV ads.

“If you yuk it up too much, it is not as
believable. We wanted it to seem like this
really happened,” Horton explains of the
diners’ expressions.

The Small Guy
The spot was created in both 15- and 30-
second versions, which gives the chain
greater flexibility with its small $1 million
ad budget. Franchisees pay just 1 percent
of sales into the chain’s ad fund. 

What is different about the “Shrimp”
spot is that it is the first time that actors
have had speaking parts in the chain’s TV
commercials; in the past, the ads used store
employees. Employees of both Taco Del
Mar and Horton, Lantz filled most of the
nonspeaking roles.

“They are not overly produced to look
like big national spots because we think
they get a little more hometown recogni-
tion,” Hollingsworth says. “We look more
local. Consumers like it.”

Hollingsworth acknowledges the chain
took a risk in switching from a branding to
product focus in its TV ads. “The liability

was, if people do not like the [shrimp]
product, we’ve lost a lot during our high
summer sales season,” he says of the initial
August launch of the shrimp campaign.
“We do not like to have all of our eggs in
one basket. We knew we better darn well
have a great product.”

In Self-Defense
Taco Del Mar complemented the TV spots
with radio ads, table tents, window clings
and employees wearing “I love shrimp”
T-shirts as they do on TV. Same-store sales
increased 7 percent to 11 percent while the
ads aired. They ran for an initial six weeks
starting Aug. 15 and will air as franchisees
deem necessary in their markets. And the
chain says shrimp sales continue to be
brisk, despite some backlash to the ads.

“There were blogs that said, ‘Taco Del
Mar hates short people,’” Hollingsworth
says. But Horton agrees that Taco Del 
Mar’s target audience, 25- to 49-year-olds,
knows how to put the concept’s messages
in perspective. “Good creative that res-
onates will offend somebody a little bit,” 
he says.

Since the success of shrimp, the compa-
ny plans to use TV to introduce two—as of
now unannounced—new products to the
menu in 2006. 

The menu additions will come with unit
growth. In 2006 Taco Del Mar plans to
open 200 restaurants through its master-
developer franchise plan. It will likely run
ads where the chain has at least eight to 10
units, including Portland, Ore., Santa Fe,
N.M., and Phoenix. 

C O N C E P T

Taco Del Mar

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

Seattle

U N I T S

175 franchised, 
1 company-owned

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

$41.4 million

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

$53 million
(company estimate)

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

$6.80

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

$420,000
(company estimate)

A D B U D G E T

$1 million

A D A G E N C Y

Horton, Lantz &
Low, Seattle 

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

200 in 2006

SNAPSHOT

5. Short customer: Shrimp? 
Waitress: Shrimp!

6. Voice-over: Surf on in
for our delicious new 

Baja shrimp with
spicy chipotle sauce.

7. Wait staff: Woo! Hoo!
Voice-over: It’s a little wild,

a lot of taste.

8. Rippin’ Shrimp Tacos
and Mondo Shrimp 

Burritos. Only at Taco Del
Mar. Where everyone loves

their shrimp.

CL
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America’s #1 
baked beans get 
the approval that 

matters most.
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Your 
customers.

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

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.

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

CASH BACK ON EVERY CASE
Get $3 cash back for every case
of Bush’s Best Baked Beans you buy
through 2/28/06. No case limit.
Contact your sales representative.

A family of favorites.
Serve these customer-pleasing Bush’s Best
products: Chili Beans, Garbanzo Beans,
Kidney Beans, Pinto Beans, Pork & Beans,
Blackeye Peas, Great Northern Beans,
Green Beans, Hominy, Lima Beans,
Southern Peas, Spinach and other Greens.
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t certainly looks like a Damon’s Grill, with a
dozen televisions, sports photos adorning

the walls and servers escorting platters of 
barbecued ribs to diners. Bar-height tables
abound, alternating with dining-height tables
and a row of banquettes accentuated with halo-
gen lighting. 

But there’s something different about this
particular Damon’s. Most of the patrons are
clad in jeans and sweatshirts. They carry back-
packs and look a little tired, not to mention a

little young. 
That’s because this Damon’s is located at George

Mason University in Fairfax, Va. The restaurant, which
opened in late October, is the first full-service Damon’s
located on a university campus; indeed, Damon’s execu-
tives say it’s the first branded casual-dining concept on a
college campus. 

“We had been exploring nontraditional avenues that

Damon’s full-service restaurant on 
George Mason University’s campus 

looks almost like the real thing.  

Class
ACTBY LISA

BERTAGNOLI I
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we think make sense,” says Ed Williams,
executive vice president of development at
Columbus, Ohio-based Damon’s, which in
October announced it was being sold to
Alliance Development Group, a Charlotte,
N.C.-based real-estate development firm;
the sale was expected to close this month.
“A campus is a good alternative.” 

Damon’s negotiated the George Mason
deal with Sodexho, the management com-
pany that handles foodservice operations at
the school. The restaurant offers a good
dining option for students, teachers and
employees, not to mention the 3 million
guests the campus sees each year, says
Daniel Walsch, executive director of uni-
versity relations at George Mason. “We feel
this gives them a viable venue to make vis-
its more complete and enjoyable,” he says. 

That Damon’s is known for a brisk bar
business—alcohol accounts for 18 percent
to 20 percent of sales at traditional out-
lets—doesn’t bother Walsch, who says that
most students are in their mid-20s, and
many are pursuing graduate degrees. That
said, the university considered imposing a
drink limit at the restaurant. “We want to
do this in a responsible way,” Walsch says.

Starting from Scratch
The campus Damon’s, which comprises a
full-service restaurant plus a limited-menu
Express location with counter service, is
located in a ground-floor space that for-
merly housed a food court. The designer,
Alan Hamm of Alan Hamm Architects in
Kensington, Md., encountered myriad
problems during the demolition and con-

C O N C E P T

Damon’s Grill

L O C A T I O N

George Mason 
University, 
Fairfax, Va.

O P E N I N G D AY

Oct. 22, 2005

D E S I G N E R

Alan Hamm, Alan
Hamm Architects,
Kensington, Md.

A R E A

6,000 square feet

S E A T S

150 in full-service
restaurant, 32 in
Express

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

$15 for full service,
$5 Express

U N I T V O L U M E

$2.2 million* 

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

Several more 
campus locations
in the works; 1 in
early 2006 
*Chain Leader estimate

SNAPSHOT

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

The designers worked around
massive brick columns, part 
of the food court that once
occupied the space.

The entryway is smaller than
in freestanding Damon’s; 
a long hallway functions as
a waiting area. 
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struction phase: thick concrete, awkwardly
placed electrical panels, walk-in coolers in
bad locations and brick columns in the
middle of what would be the dining room. 

So, what was meant to be a renovation
turned out to be a total gut job. “That gave
us the freedom to rearrange things proper-
ly,” Hamm says, adding that the time frame
for the project was about three months
from blueprint to finished product. “We
were drawing all the way through.” 

Almost Damon’s
The finished space looks like a traditional
Damon’s in many ways. Wood wainscoting
and brick finishes, wide-screen televisions
viewable from any seat, arched windows, a
combination of tiled flooring and carpet,
and sports photos on the wall are all vin-
tage Damon’s touches. 

However, the restaurant is not exactly
like a freestanding Damon’s. There are no

booths, only banquettes. At 6,000 square
feet, it is smaller than the average Damon’s,
which measures 6,700 square feet. The
smaller space allows only two big-screen
TVs, where traditional stores have four.

Most crucially, the layout didn’t allow
Hamm to build Damon’s signature tiered,
theater-like interior. To compensate, he
sectioned the restaurant into four separate
yet connected spaces: the bar; an extension
of the bar with bar-height tables; an open
area with dining-height tables and a view
of the outdoors; and a more enclosed din-
ing area with a row of banquettes and a
view of an indoor patio. Various levels of
lighting—brighter in the bar area and soft-
er halogen spots above the banquettes—
create the illusion of a tiered space. 

Room for Improvement
Four weeks after opening day, Damon’s and
George Mason said they were pleased with
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(Clockwise from top l.)
Separate yet connected
dining areas help create
Damon’s traditional
theater-like interior. 

Halogen lighting creates an
intimate feeling along a row
of banquettes. 

An interior hallway serves 
as a “patio.”

Brick, wood and details such
as wainscoting emulate the
look of a freestanding
Damon’s Grill. 

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

3 4

5

Lighting and seating create the feeling of 
Damon’s signature theater-like interior. 

6
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the restaurant’s performance. While both
parties refuse to release exact figures or a
construction cost for the project, they say
both the full-service and express concepts
were posting sales ahead of projection. 
The restaurant isn’t quite the hottest lunch
spot on campus, but Walsch characterizes
it as “picking up steam.”

Still, Damon’s needs to address a few
design and operational matters. The
restaurant has little or no exterior
branding; a neon sign in the public
area and an awning outside will help
solve that problem, Williams says.
The company will replace the
Express menu boards with ones
that are more attractive and easier 
to read. 

On the operations side, the
restaurant has yet to deal with
the labor realities of a college
campus, when most of the pop-
ulation leaves for three months
of summer vacation, plus holi-
day breaks. “If you can’t retain
the management you’ve used,

then there’s the whole retraining process,”
Williams says. 

But the company expected as much.
“Going into nontraditional locations,”
Williams explains, “those are the things
you need to work with.” 
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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

A P P E T I Z E R S

Damon’s Famous
Onion Loaf, with 

dipping sauce,
half loaf, $3.29, 
full loaf, $5.99

E N T R E E S

Damon’s Premium
Ribs, half rack,

$11.99, full rack,
$16.99

Herb-Roasted Half
Chicken, finished

with chipotle
grilling sauce,

served with rice and
vegetable, $10.29

S A L A D S

Fire-Roasted
Salmon Caesar
Salad: grilled

Atlantic salmon on
tossed romaine with
Parmesan, tomatoes
and croutons, $9.99

D E S S E R T

Sweet Potato Crisp:
whipped sweet 
potatoes topped
with pecan and 
walnut praline
streusel, served

warm with vanilla
ice cream, $3.99

MENU SAMPLER

9

7 8

(Clockwise from top l.) Tile
surrounds the bar, while
carpeting covers floors in 
the dining areas.

Windows give guests a view
of the common area and
give passers-by a view to 
the inside. 

Photos of George Mason
University athletics carry
Damon’s sports theme to
the location.
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Our Products Are Solid. Our Solutions Are Clear.
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Presentation,

Presentation,

Presentation.

Everyone knows the three most important features of a successful food

display, and each can be achieved with Hatco’s new Glo-Ray® Heated

Stone Shelves. They’re elegant and unobtrusive, allowing you to enrich

your food presentation without the restraints of typical warming units.

In fact, you don’t even need pans. The surface is Swanstone®, an NSF-

approved foodsafe material. And the thermostatically-controlled base

will help hold your food hot and delicious while extending holding times.

With four standard color options to match or compliment your

countertops, Hatco Stone Shelves are perfect for buffet lines or

hors d’ouevre displays. And you can choose either a portable or built-in

model to meet your specific needs.

Hatco’s new Heated Stone Shelves — they let you bring a whole new level

of creativity to your presentation, and add an exciting new appeal to

your food.

(800) 558-0607
www.hatcocorp.com
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Ham & Cream
Cheese Roll Up
Sweet Apple-Wood Smoked
Ham, veggie cream cheese,
chopped lettuce and shredded
carrots rolled in a flour tortilla.

Sweet Apple-Wood 
SmokedHam

from the Innovation Specialists

Who
would have

thought?

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

By adding Patrick Cudahy products to your menu, you can build your check average and your 
customer base. It’s time to innovate!

“Home of Sweet Apple-Wood
Smoke Flavor®

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

©2006 Patrick Cudahy, Inc. A Foods Company
TM
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T O Q U E O F T H E T O W N

hat do chicken pot
pie, a veggie-goat
cheese wrap and porto-
bello penne have in
common? At first glance,
not a lot. But the far-
reaching list is part of Uno

Chicago Grill’s new strategy to build busi-
ness lunches, attract family dinner guests
and woo evening-with-friends crowds. 

“The plan is to embolden grill-fare fla-
vors with hip, new tastes, build on Uno
Chicago Grill’s history of artisanal fare
with nutritious new choices, create signa-
ture dishes in every menu category. And
don’t mess with the deep-dish pizza,” says
Vice President of Food and Beverage
Chris Gatto, summarizing the vision he
and CEO Frank Guidara shaped a year
ago for the 212-unit, Boston-based chain. 

Six weeks since the October launch,
sales are up, check averages are running 
3 percent higher than last year, traffic is
building and all’s optimism. 

But chicken pot pie? “Sure!” says Bill
Marvin, a Gig Harbor, Wash.-based
restaurant consultant. “Uno Chicago Grill
has had the advantage of being a sit-down
restaurant from the start. As long as they
don’t mess with their strong sellers at the
menu core, they have a lot of latitude.”

Early indications from Uno’s guests
support this. Deep-dish pizza still repre-
sents 25 percent of sales, while new
indulgences like the Chicken Pot Pie,
$8.99, and a dessert called Chocolate
Wow, $4.99, molten chocolate brownie,
chocolate crunch, chocolate sauce and
vanilla ice cream, both figure in the top
three in their respective categories.

Hip and Healthful
But more-healthful new Gatto creations
such as the Chicken Portobello Penne,
$10.49, and the Roasted Vegetables &
Goat Cheese Wrap, $6.99, now top pasta
and sandwich category sales. 

Chris Gatto 
diversifies Uno 
Chicago Grill’s
menu with 
more adventurous,
artisanal fare. 

BY MONICA ROGERS
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The pasta dish features multigrain penne
topped with sauteed diced chicken breast,
spinach, and plum and sun-dried tomatoes
combined with burgundy-portobello sauce
and sprinkled with Parmesan and chopped
basil. The wrap stuffs a whole-wheat tor-
tilla with sun-dried-tomato spread, roasted
zucchini, summer squash, red onion, red
and green peppers, caramelized onion, 
lettuce, tomato and goat cheese.

“We’re really pleased about the reception
for these two dishes in particular,” says
Gatto, “because they’re both strong exam-
ples of a new direction we’d anticipated
that our guests wanted us to go: flavorful,
artisanal, hip and healthy. ...Our guests
want more adventurous tastes.” 

Still, when Gatto first developed the
Roasted Vegetables & Goat Cheese Wrap,
he figured goat cheese was too risky. “I
brought it to Frank [Guidara] to taste with
melted mozzarella instead,” Gatto recalls.
“Frank liked the sandwich, and I said, ‘Too
bad we can’t do it with goat cheese.’ Frank’s
response was, ‘Why not? Our guests are
ready for that!’”

Follow the Leader
The opportunity to strengthen Uno’s stance
as a casual-theme competitor has been a

welcome task for Gatto, a former hotel,
country-club and independent restaurant
chef. He first followed mentor Allen Gib-
son to Uno as a development chef in the
late ’90s. Gibson, a European master chef,
had mentored and moved Gatto into the
role of head chef at the Pillar House in
Newton, Mass., in 1986, a space he filled
for three years. 

When Gibson left the position of vice
president of food and beverage at Uno,
Gatto was pleased to fill it in 2002. 

Already well up the diversification road
that transformed Pizzeria Uno into Uno
Chicago Grill, Gatto says Guidara’s arrival
in February 2005 took things to the next
level. After they analyzed the menu, Gatto
deleted 15 items, retooled 22 and developed
30 new dishes. “It’s been a huge effort
involving several departments—purchasing,
operations, R&D—and our operators in the
field to bring this off,” he says.

Rapid-Fire Retooling
Retooling meant topping burgers with
“ultimate burger sauce,” a mayo-tomato-
spice blend. Gatto switched to a soft-egg
challah roll and a three-seeded demi-
baguette with sesame, poppy and amaranth
seeds for some sandwiches. “We bake these

F A B F I R S T S

Shrimp & Crab Fondue: 
shrimp, crab, cream,

Parmesan and tomatoes,
served with toasted

baguette slices, $8.49

S M O K E ,  S I Z Z L E A N D S P L A S H

BBQ Pork Sticks: pork
shanks, slow-cooked in
smoky barbecue sauce,

served with hickory-smoke
sauce, citrus barbecue

sauce, fries and 
coleslaw, $11.99

P A S T A

Chicken Spinoccoli:
pounded chicken breast

filled with mozzarella, feta,
spinach, broccoli, tomatoes

and basil, rolled, topped
with mozzarella, baked and

served over penne with
creamy basil pesto, 

$11.29

G R E A T G R E E N S

Spinach, Chicken & 
Gorgonzola Salad, with

vinaigrette, glazed walnuts,

red onions, apples and
dried cranberries, 

$8.59

P I Z Z A

Four Cheese Flatbread,
with mozzarella, Muenster,

goat cheese, Parmesan,
basil pesto, plum tomatoes

and fresh basil, 
$7.59

Numero Uno Deep Dish
Pizza, with sausage,

pepperoni, onion, peppers
mushrooms, chunky 

tomato sauce, mozzarella
and grated Romano, 

$15.29, regular
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Uno Chicago Grill hopes its new menu will attract 
business lunches, families and friends on the town.

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

MENU SAMPLER

C O N C E P T

Uno Chicago Grill

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

Boston

U N I T S

212

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

$450 million

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

5 percent to
7 percent growth
(company estimate)

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

$2.2 million

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

$12.75

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

20 to 25 in 2006

SNAPSHOT

Crunchy, chewy, organic crust
forms the base for Uno’s new
line of flatbread pizzas. The
best seller is BBQ Chicken.
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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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Three years of oak barrel aging
isn’t just a line in our advertising copy.

©2006. The TABASCO® marks, bottle and label designs are registered trademarks and servicemarks exclusively of McIlhenny Company, Avery Island, LA 70513. TABASCOfoodservice.com

Avery Island, Louisiana 
Pepper Mash Warehouse #22

off at units during the
day,” says Gatto. 

Looking at pizza, Gatto
initially explored making
the signature deep dish
more healthful by using
different flours, “but we

concluded it was best not to meddle with
the original.” Instead, he added the Farm-
ers Market pizza, $14.59 regular, a deep-
dish vegetarian version with caramelized
onions, spinach, sun-dried and plum toma-
toes, eggplant, pesto, feta, mozzarella and
grated Romano. It’s now one of the top
three sellers in the deep-dish category.

Gatto also developed a line of seven 
flatbread pizzas, which feature a chewy,
crunchy crust made with organic flour.
“The idea was to really keep it artisanal and
gourmet,” he says. 

The BBQ Chicken version, $8.99, with
chicken breast, mozzarella, red onion,

parsley and citrus-barbecue sauce, is the
best-selling flatbread pizza. No. 2 is the
Chef’s Choice, $8.49, which lets guests
build their own from 15 ingredients. 

Uno has also focused on creating signa-
ture entrees. BBQ Pork Sticks, available as
an appetizer, $3.99, and entree, $11.99, is
the most intriguing top seller, moving at a
rate of 4,000 orders per week at Uno’s
company units. “People already loved our
ribs, but this was the chance to build on
that,” Gatto says. 

Pork Sticks—pork shanks marinated,
slow-cooked and served with traditional
barbecue sauce and the citrus-barbecue
sauce Gatto developed for the BBQ Chick-
en pizza—are tidy to eat, thanks to the 
partially frenched bone. 

To keep from overwhelming operations
with so many new items, the chain stag-
gered introductions. Some of the items
rolled with the June 10 summer menu,

Chicken Portobello Penne, 
Uno Chicago Grill’s new No. 1
pasta, tops multigrain noodles
with olive-oil-sauteed diced
chicken breast, spinach, plum
and sun-dried tomatoes, and
burgundy-portobello sauce.
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more came with the August summer menu,
and the balance went on the formal new
menu introduction in the fall. 

Bar Snacks & Power Lunches
Gatto says the new menu has been a good
fit for Uno’s new prototype launched last
year. Beyond new decor, units are fitted
with interactive kiosks featuring Uno fun
facts as well as information from the com-
pany’s new full-time nutritionist. “We’re
getting a lot of positive comments through
the kiosks,” he says. “They list the top eight
food allergies, for example, and let guests
with those allergies know how they can
build meals from Uno’s menus that work
around them.” 

And marketing to the happy-hour crowd
and business diners, Uno’s launched a
broader beverage program with more signa-
ture drinks, new boutique wines and more
wines by the glass (up to 12, from eight).

The new “Snack at the Bar” focus consists
of 12 snacks (some full and some partial
portions of regular menu items) at dis-
counted prices ($1.99 to $2.99). The “High
Priority Lunch” features daily deep-dish or
flatbread pizza meal deals bundled with
soup or salad. 

Next up, Gatto is developing seafood
and steak items for the spring menu. Using
some of the ingredients used in this year’s
launches, Gatto talks about topping steak
with a portobello sauce similar to the one
used for the penne pasta and sees potential
for the sun-dried tomato spread from the
wrap sandwich. Limited-time offers will act
as a “launching pad” for some items such as
the pasta dishes Uno is testing now and
will give the company flexibility to offer
some seasonal items.

“The plan is to go farther out on the
limb in more categories,” Gatto says. “Our
guests are ready for that.”

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

CL

Uno’s 
signature
deep-dish
pizzas still
make up 
25 percent 
of sales.
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Making Tracks
Gary Bryant is on the brink of turning 
Bear Rock Cafe into a national chain.

BY LISA BERTAGNOLI

CEO, CFO and COO Gary Bryant is
positioning Bear Rock Cafe for

national growth by hiring support
staff, fine-tuning back-of-the-

house operations, overseeing a
new interior and exterior design,

and rolling out the chain’s first
series of limited-time offers.
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ear Rock Cafe might be
one of the industry’s more
unusual emerging concepts.

It’s a regional chain—half
of its restaurants are in

the Southeast—but its
menu is neither regional nor

ethnic. A new interior design is
warm enough to be suburban, yet chic
enough to match an urban landscape. The
overall concept appeals to men, women and
families equally. 

All that is no accident. Gary Bryant,
CEO, COO and CFO of Cary, N.C.-based
Bear Rock Holdings LLC, had a chain in
mind when he opened the first store, then
called Bear Rock Cafe and Deli, in 1997. “I
planned on creating a brand,” he says. That
plan was so specific that Bryant hired an
advertising agency to shape the concept
months before he opened the first location. 

Thirty-eight stores later, Bear Rock Cafe,
a quick-casual bakery-cafe concept, is
poised for national growth. Since 2001, 
systemwide sales have increased from $7.8
million to an estimated $29 million in
2005, and unit counts have grown steadily.

To prepare for expansion, Bryant has
spent the last 18 months hiring support
staff, fine-tuning back-of-the-house opera-
tions, overseeing a new interior and exterior
design, and rolling out the chain’s first
series of limited-time offers.

The chain has multiunit franchise agree-
ments signed for 177 new stores in 22
states including New Jersey, the greater
Washington, D.C., area, and Arizona.

Expansion plans call for 55 restaurants to
be open by the end of 2006 and 80 loca-
tions by the end of 2007; company stores
will comprise 10 percent to 20 percent of
the total. “They’re a profit center,” Bryant
says of company-owned restaurants. 

Bryant’s fans see no reason why he can’t
build Bear Rock Cafe into a national chain.
“I love his product. It’s one of the reasons
we backed him,” says James Maynard,
chairman of Raleigh, N.C.-based Investors
Management Corp. and Golden Corral, a
grill and buffet chain, which has an equity
stake in Bear Rock Cafe. 

Bryant’s “enthusiasm and commitment
shines through,” Maynard adds. “I think he
has a great future.”

Other industry observers, however, 
wonder if some of the changes Bryant has
implemented in the name of growth might
backfire. For example, Bear Rock’s “moun-
tain cafe” look, now in six stores, does away
with the warm, rustic feeling that appealed
to consumers, says Darren Tristano, manag-
ing director for Technomic Information 
Services in Chicago. 

“It’s surprising,” Tristano says of the
change to a sleeker interior. The rustic look
“had a lot of appeal for their success.”

A Rocky Road 
Despite Bryant’s meticulous planning, Bear
Rock’s road to growth hasn’t been totally
smooth. Bryant, a former banker who holds
a degree in business management from
North Carolina State University, learned the
restaurant business after taking over an ail-
ing Hickory Hams restaurant from a rela-
tive. The store did well only during holiday
demand for spiral-cut hams and lost cus-
tomers as grocery stores began offering spe-
cialty hams. “It was doing $300 in sales a
day,” Bryant says of the store.

Because he was a licensee and not a fran-
chisee, Bryant was able to tinker with the
menu and concept. He added a small menu
of sandwiches such as “ham and cheese on
store-bought rye,” he says. The move boost-
ed sales and caught Maynard’s attention.
Maynard met Bryant when he stopped to
buy a sandwich: “I made it a point to visit

C O N C E P T

Bear Rock Cafe

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

Cary, N.C.

U N I T S

38

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

$29 million 
(company estimate)

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

$7.75

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

$1.3 million 
to $1.5 million

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

17 in 2006, 
25 in 2007

SNAPSHOT

C O V E R S T O R Y
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C O V E R S T O R Y

with [Bryant] and understand what he was
trying to do,” Maynard recalls. 

He was so impressed with Bryant’s
enthusiasm that when Maynard heard from
a mutual friend that Bryant was looking for
financing for Bear Rock, Maynard placed
the call to Bryant. The call resulted in a
debt-financing deal key to Bear Rock’s early
growth, plus a chance for Bryant to learn
from Golden Corral’s management team.
Bear Rock has since repaid the debt, and
Golden Corral maintains an equity stake,
Bryant says.

Animal Magnetism
After selling the Hickory Hams stores due
to “frustration” with the company, Bryant
began developing a quick-casual sandwich
concept. He hired David Crittenden of
Raleigh-based Crittenden Advertising to
help shape the concept; the two created
five concepts, all based on the same
upscale sandwich menu. The concept fea-
turing an animal captured the fancy of

focus groups. Bryant then refined the ani-
mal to a bear. “Teddy bear, grizzly bear—
there are ways to market it,” he says.

Bryant encountered his first stumbling
block when all the bear-related names he
and Crittenden devised had been trade-
marked. The name Bear Rock Cafe came to
Bryant one day in his car; it stuck because
it hadn’t been trademarked. 

The first Bear Rock Cafe opened in June
1997 in Raleigh-Durham, and the second
in November of that year. Bryant gradually
added units, building up to seven in 2001,
15 in 2002 and 27 in 2003, the year he
also closed his first unit. 

The unit, in Cornelius, N.C., was owned
by an absentee franchisee. “It did not do
well since Day One,” Bryant recalls. While
“disappointing,” the closing helped Bryant
model his current approach to franchising.
He eschews mom-and-pops in favor of
equity firms and large franchisees able to
open at least three locations in markets that
work for Bear Rock Cafe: major metropoli-

tan growth areas with good daytime
business and an average household
income of about $60,000. 

“Multiunits create brand aware-
ness; you don’t get that from one
unit,” Bryant says. 

Professional Help
To prepare for growth and the
resulting brand awareness, Bryant
has spent the last year and a half
fine-tuning operations, financed
with a July 2004 equity infusion.
Overall, he’s favored outsourcing
over corporate hires. 

In one of his biggest moves,
Bryant hired Design Forum of
Columbus, Ohio, to stage a major
brand evolution, a project that
encompasses elements ranging from
the chain’s Web site to the interior
design. “It was a big time and
money investment,” Bryant says of
the project, which also involved

A new back-of-the-house management program has cut 
Bear Rock Cafe’s food costs by 2 percent to 5 percent.

Bear Rock Cafe’s
Upward Trend

Ph
oto

 (l
.) 

by
 Ki

ng
mo

nd
 Yo

un
g

clx0601CovStory.qxd  12/13/2005  4:16 PM  Page 38



January 2006 ♦  Chain Leader 39

Bear Rock’s franchise advisory council. The
result, a sleek mountain-cafe prototype,
enjoys per-square-foot sales averages 38
percent higher than Bear Rock’s previous
rustic look. 

Another big move: Bryant contracted
with Creative Culinary Concepts, an Irvine,
Calif.-based menu-development company,
to roll out the chain’s first batch of limited-
time offers. Two offers introduced early in
2005, flatbread sandwiches and salads, 
lifted Bear Rock’s sales 10 percent to 12
percent; a line of upscale soups, introduced
in November, has resulted in an 11.6 per-
cent sales increase.

To garner customer feedback, Bryant has
hired Empathica, an Ontario, Canada-
based firm that conducts online and tele-
phone surveys. So far, surveys have yielded
happy news: Bear Rock’s menu rates a 95
satisfaction score with customers.

And he also hired an Atlanta-based con-
sulting firm to consolidate Bear Rock’s 13
warehouses into one; the move “gets rid of
pricing issues” and cuts freight costs as
well, Bryant says. 

Outsourcing frees the 18 corporate staff
members to focus on operations, Bryant
says. A staff of five operations specialists is
charged with getting Bear Rock Cafes up
and running around the country. Tom Nis-
bet, operations specialist, spent six months
implementing a back-of-the-house cost-
management system that has, among other
things, shaved food costs by 2 percent to 
5 percent per store.

Opportunity Knocks
With the brand and operations stream-
lined, Bear Rock is well poised for growth.
The bakery-cafe segment affords a good
opportunity, says Tristano of Technomic.
Bear Rock’s daypart sales split of 13 percent
morning, 50 percent lunch, 25 percent
dinner and 12 percent off-peak is also on
target, Tristano says. “The quality of food is
very high, and customer feedback has been
that it’s a good value,” he adds.

And Bryant, so far the chain’s chief
everything, as well as “chief motivator,” is
ready to cede at least one of his titles. To
date, that ploy hasn’t worked: He hired a

COO last year, but the arrangement lasted
only six months. “We were stepping on
each other’s toes,” he says. 

Bryant plans to hire a chief financial offi-
cer this year. Yet even as he sheds some of
his corporate roles, “I will be the steward of
the brand—motivating, coaching and
teaching,” he says. It’s a skill he learned
from Jimmy Valvano, the late North Caroli-
na State basketball coach, who hired Bryant
as a student manager. “He taught me how
to set goals and reach them,” Bryant says. 

It’s a quality others notice. “He has a
drive not to settle for anything less than the
best he can be,” Crittenden says. “We find
that refreshing.” CL

Bryant’s team persuaded 
him to price new flatbread 
sandwiches above $7; the 
sandwiches now account for 
12 percent to 18 percent of 
Bear Rock’s sales.

M O R N I N G F A V O R I T E S

Morning Star: three scrambled
eggs, American cheese and
choice of sausage, bacon or

honey ham on grilled flatbread,
$3.89

S P E C I A LT Y F L A T B R E A D

Mojave BBQ Chicken: grilled
chicken breast smothered in 

30-spice barbecue sauce topped
with pepper jack cheese and 

garnished with grilled peppers
and red onions, $7.29

S A N D W I C H E S

Reuben’s Peak: corned beef,
melted Swiss cheese, sauerkraut

and spicy mustard on seeded rye,
served with Pinot Noir

Shallot Vinaigrette, $5.99

Sasquash: grilled eggplant and
squash, provolone cheese, red
onions, mushrooms, lettuce,

tomatoes, sprouts and 
Vidalia-onion dressing on

sunflower-seed bread, $5.89

S A L A D

Blackened Chicken Salad: 
fresh salad greens, blackened

chicken breast, cheddar cheese,
red onions, cucumbers,

mushrooms, red peppers, 
tomatoes and croutons,

$5.99

S O U P S

Monday: Cheyenne Chicken and 
Rice, Sunburst Tomato, Fennel

Bisque, and Garden Broccoli and
Wisconsin Cheese, bowl, $3.29,

served in a sourdough bread
bowl, $4.69 

MENU SAMPLER

Bear Rock Cafe introduced 
a line of upscale soups in
November that increased
sales 11.6 percent.
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rom brand development to recruiting to
financing, growing chains must address a
myriad of fundamental issues. And expansion
is often fraught with missteps and lessons

learned along the way. Chain Leader gathered nine
chain operators from up-and-coming chains as
well as established concepts to share the trials and
tribulations of growth at a roundtable discussion
called “How to Grow to 100 Units” Nov. 16, 2005,
in Dallas. 

According to the operators, delivering a clear and consistent
brand message and experience to guests is vital to expansion.
They said corporate must be vigilant about making sure units are
complying with the chain’s systems daily. 

But some admitted that it can be difficult to enforce compli-
ance when working with franchisees, who may want to put their
own stamp on the concept.

“You know people move into their cubicle at their office, the
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Operators discuss the best ways to grow 
to 100 units. BY MAYA NORRISAt Chain Leader’s “How to

Grow to 100 Units” round-
table discussion, nine opera-
tors with chains at various
stages of growth talked
about the issues they have
confronted with expansion.
The roundtable participants
were (from l.) Steve LaMas-
tra of Raving Brands, Eric
Wolfe of Erbert & Gerbert’s,
Billy Downs of bd’s Mongo-
lian Barbeque, Antonio Swad
of Pizza Patrón, John Ander-
son of Fatburger, Chain
Leader Editor-in-Chief Mary
Chapman, John Scardapane
of Saladworks, Nancy Roskin
of 3 Tomatoes & a Mozzarel-
la, Bob Lin of Abuelo’s Mexi-
can Food Embassy and Nick
Vojnovic of Beef ‘O’ Brady’s.

PeerReview

F
Steve LaMastra, COO of 
Raving Brands, suggested
“creative” financing 
alternatives such as private
equity or senior debt facilities.

clx0601SpecialReport.qxd  12/14/2005  1:22 PM  Page 40



January 2006 ♦  Chain Leader 41

first thing you do is you put
up all your stuff—you person-
alize it. And there’s a place for
that. But when you’re trying
to speak with one common
brand voice and develop a
chain of restaurants, there’s no
need for personalization in
that sense,” said Antonio
Swad, founder and president
of Dallas-based Pizza Patrón.
“And if you grow through
franchise distribution, you
have to get that established up
front—that you’re not going
to have any of that. Otherwise you’re going
to fragment the brand, and you’re going to
weaken its brand voice, and it will be very
difficult to get to the next level.”

Human Investments
But before a chain starts expanding, it must
invest in its infrastructure, especially a
human-resources department. It not only

allows managers
to concentrate
on running the
restaurants with-
out having to
worry about
administrative
issues like benefits
and payments,
but a human-
resources staff
“picks the right
people to bring
into your con-
cept—people that

can grow and buy into what you’re trying
to express to your customers,” said Bob
Lin, president of Food Concepts Interna-
tional, the parent company of 29-unit
Abuelo’s Mexican Food Embassy.

Along with hiring the right employees,
training is essential to 36-unit Erbert &
Gerbert’s brand strategy. The employees
attend a five-week training program to
learn how to tell customers the stories
behind the sandwich concept’s unique ori-

gins and the quirky sandwich-
es such as Boney Billy and
Halleys Comet, named after
characters in a series of tales
that founder Kevin Schippers’
father told him and his sib-
lings when they were kids. 

“What we are trying to do is
focus in on our culture, the
stories and really separating
ourselves for very competitive
markets,” said Eric Wolfe,
CEO of the Eau Claire, Wis.-
based sandwich chain.

Training is also important
when franchising because franchisors have
a responsibility to help turn franchisees
into entrepreneurs, said Steve LaMastra,
COO of Raving Brands, a
multiconcept operator of
several fast-casual con-
cepts, including Moe’s
Southwest Grill and Plan-
et Smoothie. The compa-
ny has a training program
called Raving Brands
University that covers
general business manage-
ment such as human
resources and financial
management.

“In franchise operations people forget
you also have to make a great effort to
develop your franchisees as businesspeople
so that these men and woman can go out
there and develop their business,” LaMas-

tra said. “There’s
nothing that they
look to us for
more than leader-
ship in how to
develop their busi-
ness. That’s why
they’ve come to
us, and that’s why
they’re seeking
that stability and
the consistency in
the brand you
offer.”

S P E C I A L R E P O R T

Billy Downs (l.), president
and CEO of bd’s Mongolian 
Barbeque and Eric Wolfe 
(center), CEO of Erbert & 
Gerbert’s, said hiring and
training systems are vital to
the integrity of their brands.

(Below) While Antonio Swad
(l.), founder and president 
of Pizza Patrón, and John
Anderson, vice president of
operations for Fatburger,
agreed that a chain should
project one common brand
message, Anderson also said 
a chain should be sensitive to
regional preferences.
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S P E C I A L R E P O R T

Cashing In
Most of the operators at the round-
table recommended funding initial
growth with cash flow by focusing
on profitable unit economics and
not expanding too fast. 

“Keep your growth at a rate that
you don’t have to give any of the
equity away or bring in any
investors that are going to put such
strict covenants on you for expan-
sion that you’re going to start
expanding at the expense of the
investor and start taking bad loca-
tions on real estate and sending
franchisees into your system that 
shouldn’t be in there,” said John Scarda-
pane, CEO of Conshohocken, Pa.-based
Saladworks, a fast-casual, tossed-to-order-
salad concept with 76 units. 

However, according to LaMastra, once a
chain has enough units to realistically grow
nationally, it has to consider “creative”
financing alternatives. For example, with
more than 260 units and 500 more in
development, Moe’s plans to go national
and is looking into private equity and sen-
ior debt facilities to help the chain expand.

Handing Over the Reins
Expansion also means concept creators
may have to turn over their responsibilities
to more experienced restaurant executives.
But many at the roundtable cautioned that
founders should stay involved in the com-
pany to protect the concept’s original vision
and interests. For example, Billy Downs,
president and CEO of Ferndale, Mich.-
based bd’s Mongolian Barbeque, recently
hired COO Deb Fratrik to help grow the
create-your-own-stir-fry chain from 27

units to 100. 
“I’m asking for help and so I

brought her in to help guide us
through this past she’s been through
before. I felt that I was going through
uncharted waters,” he said. “At the
same time, I love the business and
want to stay involved. So it’s a bal-
ance between managing culture and
then giving up the reins.”

For expanded coverage and video
highlights of Chain Leader’s “How to
Grow to 100 Units” roundtable, visit
www.foodservice411.com/go/grow100.

“It took about 10 years for our team to build 
to a point where we were comfortable now to grow 
at a rate of 40 percent.” —John Scardapane, CEO of Saladworks

CL

(Clockwise from top l.) 
Saladworks uses a rating system
to evaluate its stores, setting a
benchmark of 85 percent. “So if
our average score on the entire
system falls below 85 percent,
we pull back expansion, and we
go back and fix our problems,”
said John Scardapane, CEO of
the 76-unit chain.

Nancy Roskin, CEO of 3
Tomatoes & a Mozzarella,
talked about the difficulty of
having a franchisee with no
restaurant experience. The
company has since decided to
sell only to franchisees with a
restaurant background or will-
ing to hire someone with experi-
ence to run the restaurants.

Abuelo’s Mexican Food Embassy
uses cash flow to fund expan-
sion: “Four of our units can
build one unit,” said Bob Lin,
president of Food Concepts
International, parent company
of the 29-unit chain.

Beef ‘O’ Brady’s plans to
expand over the next five years
by filling existing markets to
build brand awareness and
develop purchasing power,
according to Nick Vojnovic, 
president of the 180-unit chain
of family sports pubs.
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Expansion often is a next logical step after a first franchise
succeeds. One strategy is to build a track record and 
equity, then expand to a multibrand portfolio.

Reginald Heard, national account manager, business development,
CIT Small Business Lending, a Livingston, N.J.-based subsidiary of
CIT Group, offers these tips for franchisees looking to add a new
restaurant concept:

● Make sure the franchise has a track record. Aggressive new
brands may have more flexible requirements that allow you to
diversify into a new sector or move into a more complex opera-
tion. Established brands carry more weight. But lenders still may
take a serious look at a younger brand as long as it has 20 units

open, has been operating for
one year and has demonstrat-
ed earnings strength. 

● Go back to your original
lender. You already have an
established performance histo-
ry and repayment capability.
Leverage the bottom line to
negotiate for better terms.

● Recapitalize your first fran-
chise as soon as possible.
Lenders want to see substan-
tial equity going back into the
business, not just profit-taking.
They also will require an equity

injection for the new franchise. By recapitalizing, you should be
better able to meet their equity requirements.

● Obtain franchisor approval before applying for a loan. Most
large franchisors have established relationships with national
lenders. Getting the deal done is easier when dealing with 
institutions that understand the franchise business.

● Consider the Small Business Administration and banks that
do SBA-approved loans. Not only do you get longer terms, typi-
cally up to 10 years on leased locations and 25 years on owned
real estate (vs. conventional loans of five to seven years with 15-
to 20-year amortization), you also can finance “soft costs” such
as franchise fees.

Franchise
Developer

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

Finance Tips for Multibranding
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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

We are seeking proven multi-unit 
operators, throughout North America

• A proud 50 year tradition
• A world recognized brand
• A strong sales-to-investment ratio
• A great reason to get excited about 

the next 50 years!

For Franchise Inquires: (818) 662-9900 X 378
www.sizzler.com

Do You Want Improved Return
 On Your Franchise Advertising?

Chain Leader’s Sales ADvantage™ Delivers!

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

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

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

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

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

Sales ADvantage™™™™ Delivers On Five Key Points

For more information, contact:

James McMurray
630-288-8467

Email:
jmcmurray@reedbusiness.com
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V E N D O R E X C H A N G E

FOOD & BEVERAGE

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

Bush Brothers & Co. p. 3, 22-23. Signature
baked beans and other products. Call
(800) 251-0968 or visit the Web site at
www.bushbeans.com.

Dakota Growers p. 33. Manufacturer of
pasta brands for foodservice. Call (763)
253-0441 or visit www.dakotagrowers.com.

Lamb-Weston/ConAgra Foods Inside Back
Cover. A variety of frozen potato prod-
ucts. Call (800) 766-7783 or visit the 
Web site at www.lambweston.com.

McIlhenny Co./Tabasco Brand p. 34-35.
Tabasco brand hot-sauce varieties. Call
(888) HOT-DASH or visit the Web site at
www.TABASCOfoodservice.com.

Mills Inc. p. 16. Processes a variety of fresh
vegetables. Call (831) 757-3061 or visit
www.millsag.com.

Patrick Cudahy Inc. p. 30. Customized
bacon and other pork products. Call
(800) 486-6900 or visit the Web site at
www.patrickcudahy.com.

Rich Products Corp. Back Cover. Food prod-
ucts and custom solutions. Call (800)
828-2021, ext. 8095 or visit the Web site
at www.richs.com.

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

EQUIPMENT

Alto-Shaam Inc. p. 6-7. Manufacturer of
low-temperature ovens and display cases.

Call (800) 558-8744 or visit the Web site
at www.alto-shaam.com.

Amana Commercial Cooking p. 15. Ovens and
other appliances for use in foodservice.
Call (866) 426-2621 or visit the Web site
at www.amanacommercial.com.

Hatco Corp. p. 28-29. Manufacturer of a full
line of foodservice equipment. Call (800)
558-0607 or visit www.hatcocorp.com.

SUPPLIES/SERVICES

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

Everpure Inc. p. 43. Commercial water-
treatment systems and maintenance 
service. Call (800) 323-7873 or visit the
Web site at www.everpure.com.

Sales Building Systems p. 13. Promote your
brand to consumers in their paychecks.
Call (800) 435-7576 or visit the Web site
at www.salesbuildingsystems.com.

Saniguard/Component Hardware Group Inc.
p. 11. Inorganic, anti-microbial plumbing
and hardware. Call (877) SANIGUARD or
visit www.saniguard-online.com.

WD Partners p. 17-18. Restaurant develop-
ment and consulting. Call (888) 335-0014
or visit www.wdpartners.com.

FRANCHISING

Franchise Developer p. 12, 44-45. News and
opportunities for multiunit franchisees.
Call (630) 288-8467 or visit the Web site
at www.foodservice411.com.

Company descriptions are supplied by Chain
Leader’s advertisers.

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

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

S P E C I A L I T Y  M E A T S

Chain Leader is published monthly for executives of multiunit restaurant companies by Reed 
Business Information, a division of Reed Elsevier Inc. Reed Business Information, a division of Reed
Elsevier, Inc., is located at 360 Park Avenue South, New York, NY 10010. Tad Smith, CEO; Jeff
Greisch, President, Chicago Division. Chain Leader® is a registered trademark of Reed Elsevier 
Properties, Inc. used under license. 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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Offer your customers 
more No Trans Fat choices 

than anybody else.
After all, that’s what we do.

With Lamb Weston brand 

No Trans Fat potatoes, “No” can be a very

positive thing. With more Zero Grams Trans Fat

options to choose from, you can menu the best-

tasting, most wholesome potatoes without

sacrificing anything but the Trans Fats.

We offer health-conscious options for every

menu, from Canola Quick® Fries, Lamb’s Supreme®

Oven Roasted Russet & Redskin potatoes and

Stealth Fries® Oven Shoestrings

to our delicious Sweet Things®

Sweet Potato Fries, kid-pleasing

Starz® and select cuts of GENERATION 7

Fries® that cook up to 50% faster than

conventional fries.

Find out why it’s now easier to

say “yes” to No Trans Fat than ever before. 

Call 1-800-766-7783 today.

ALL THE NO TRANS FAT PRODUCTS
YOUR HEART DESIRES.

©2005 ConAgra Foods All brands are registered trademarks 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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©2006 Rich Products Corporation

Dairy taste in a topping 
that really holds up.

 Introducing Niagara Farms®.

A dairy blended 

topping that 

won’t run, melt or 

splatter? It’s right 

here in black and 

white. Introducing Niagara Farms® premium blended whipped topping, the latest innovation 

from Rich’s. Your customers get the wholesome, made-with-cream flavor they expect in a 

whipped topping. While you get the performance 

and appearance that make everything you dollop

irresistible. For a FREE case, call: 1-800-45-RICHS.

www.richs.com

Now dairy is a 
pleasure to work with.
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