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“As a multi-concept owner with over 200 restaurants, 
I am very happy with the performance of Denny's 

since I became a franchisee. Denny's is the perfect 
complement to my restaurant portfolio." 

Anil Yadav
Largest Jack-in-the-Box franchisee in the U.S. and
largest Denny's franchisee in California 

INTRODUCING OUR

$1 MILLION
INCENTIVE PROGRAM

TODAY’S FRANCHISE.AMERICA’S DINER.

©2014 DFO, LLC 203 East Main Street, Spartanburg, SC 29319.  This is not an offer to sell a franchise.  The savings estimate of up to $1,003,130 is based upon the potential savings of developing, opening and operating six Denny’s restaurants 
without the incentive program. The estimated savings include reduced royalty fees calculated using a $1,409,000 average unit volume. The average unit volume of franchised Denny’s restaurants nationwide in 2013 as published in Item 19 of 
DennyDenny’s 2014 Franchise Disclosure Document is $1,409,000.  Of the nationwide franchised outlets whose data was used in arriving at the 2013 franchise restaurant sales figure, 608 franchise units or 45% of the franchised restaurants actually 
attained or surpassed the indicated sales results.  Individual restaurant sales performance will vary.  There is no assurance that you will do as well or achieve the estimated potential savings.  You must accept this risk.See Denny’s Franchise 
Disclosure Document for complete program details, including restrictions such as applicable geography and development time frames. Limited time only.

Denny's is celebrating 60 years of connecting with diners of all ages! We've 
been growing since 1953, and today, more than 90% of Denny's restaurants 
are owned and operated by franchisees. Our commitment to long-term 
market share growth is supported by the industry's leading program offering 
up to $1 million of incentives for New & Emerging markets. 

We are America's Diner. Come see why we're Today's Franchise. 

LEARN MORE

DENNYSFRANCHISING.COM
800 304 0222
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D ear Fellow Franchisees,
For those who attended this year’s Multi-

Unit Franchising Conference, what an amaz-
ing event we had! The theme this year was 

“Planning for Growth” and we delivered in spades! With 
record attendance in every category, the feedback from 
participants has been nothing short of overwhelming. We 
were inspired by the great leadership trainer John Max-
well, motivated on how to see a dream into action from 
JB Bernstein, educated by fabulous panels, and had the 
opportunity to collaborate through ample networking and 

exhibit time.
Many attendees told me the 

price of admission was already 
earned after hearing John Max-
well’s five stages of leadership 
session. John outlined for us how 
this technique can create a sus-
tainable organization through 
leadership development. As he 
often stated, “Culture eats vision 
for lunch.” 

But that was only the beginning for us. We followed 
that up with panels on talent management, and an impor-
tant session on outsourcing held at the franchisee lun-
cheon. That was followed by breakout sessions based on 
a “track system” where the moderators and panelists were 
the best-of-the-best in franchising. We ended the day in 
the Expo Hall where space for the event had sold out far 
in advance. Attendees reported that the mix of exhibi-
tors was better than ever, and there were several excellent 
emerging brands that many had never seen before.

 On day two we heard the remarkable story of JB Ber-
nstein. His tale served as an inspiration to all on how to 
dream big and never give up, even when others discour-
age you. His Million Dollar Arm project is now a Disney 
movie that was released in May. JB is in his third year of 
the program, which attracts 500,000 potential baseball 
pitchers for a competition throughout India. 

We continued day two with the announcement of the 
MVP Awards given to outstanding franchisees. There 
was a great panel on the need for franchisees to be active 
in public affairs to help prevent inadvertent issues in our 
economic growth through the unintended consequences 
of well-intentioned government policy. Back by popu-
lar demand, we featured another healthcare panel to help 
further dissect the incredibly complex healthcare law into 
actionable items.

 We ended on Friday morning with a session on capi-
tal growth. Some of the most successful franchisees in the 
business shared how they manage their financial structures. 

I have highlighted just a few items in a week filled with 
content, networking, and just a lot of fun. Best of all, this 
year the conference announced Franchise Update’s new 
Franchise Learning Academy (FLA) where all of the con-
tent is available through a cloud-based service at a very 
affordable price.

 This is the conference where deals get done. I have 
already heard of several serious discussions taking place 
and have no doubt it will result in significant activity in 
the year ahead. Thanks to the great staff at Franchise 
Update Media for their tireless work, and to all the at-
tendees, franchisees, franchisors, suppliers, and our ter-
rific sponsors for making this conference a success. Have 
a great summer, and I look forward to seeing you all 
next year at Caesars.

n

On a sad note, the entire Multi-Unit Franchisee com-
munity was deeply hurt to hear about the untimely pass-
ing of Therese and Gary’s son, Tim Gardner. All those 
connected with the MUFC have seen Tim for many years 
as the video and photographic talent behind the event’s 
wonderful multimedia pieces. Many of us saw Tim grow 
up over the years at the conference and blossom into a 
great young man with a promising career in front of him. 
He and his fiancée Christa had set a wedding date in the 
coming months and we were all so happy for them. Words 
cannot express our sentiments for the Gardners at this 
time, but I can assure the franchisee community that the 
Conference Advisory Board have conveyed our condo-
lences to Therese and Gary. Board member Tony Lufti 
attended the funeral service, and a donation to charity 
in Tim’s name has been made by the board by our new 
Chairman Rob Branca. Our prayers are that Tim’s soul 
rest in eternal peace and for the strength of the family to 
bear this tragedy. Therese and Gary, the entire Multi-Unit 
Franchisee community mourns with you.

Regards,

Aziz Hashim
Chair, MUFC 2014

Where Deals Get Done

Chairman’sNote
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3CONFERENCES Multi-Unit   
 Franchising Conference Rocks!
Franchise Update Media’s annual Multi-Unit Franchising 
Conference recently took Las Vegas by storm setting new 
records again this year for both attendees and suppliers. 
Nearly 1,400 people attended this year. More than 550 
were franchisees representing more than 400 franchisee 
organizations, more than 10,000 operating units, more 
than $10 billion in annual system-wide revenue, and jobs 
for more than 200,000 people. Mark your calendars for 
next year’s conference in April 2015 at Caesars Palace. 
For a look back on the 2014 conference, visit www.
multiunitfranchisingconference.com/

3ONLINE Multi-Unit Community Grows
Check out our community-based website for multi-unit 
operators. It’s your exclusive look into the world of multi-
unit franchising, your one-stop shop to find:
• New brand opportunities • Exclusive interviews
• Networking opportunities • Operator profiles
• Online edition and archives • Financing resources
www.franchising.com/multiunitfranchisees

3NEW ONLINE VIDEOS
 EmpireBuilders.tv Expands
Great entrepreneurs build great organizations. They 
possess a knack for making smart business decisions, 
building great teams, and creating successful companies. 
But as we’ve learned from years of interviewing successful 
multi-unit franchisees, they’ve also struggled, doubted, and 
made more than a few mistakes—yet they’ve soldiered on, 
persevered, and ultimately come out on top. To provide a 
deeper sense of their journeys, insights, and personalities, 
we’re selecting franchisees from our most inspiring print 
interviews and creating a new series of online videos of 
these franchisee leaders—who we call Empire Builders.
www.franchising.com/empirebuilders

3FRANCHISE OPPORTUNITIES
 Looking for your next franchise 
opportunity? Have we got the tools for you! Find 
articles on companies, concepts, industries, trends, 
and profiles—and search our features. Find franchisors 
looking for multi-unit franchisees, area reps, and area 
developers. Search by top opportunities, alphabetically, 
investment level, industry, state, and more at www.
franchising.com

3RANKINGS Check out our annual 
rankings of top franchisees and their multi-unit brands 
and find out “Who’s on first.” Find the Multi-Unit 50 at 
www.franchising.com/multiunitfranchisees/mu50.
html and the Mega 99 rankings at www.franchising.
com/multiunitfranchisees/mega99.html

3	PRESS OFFICE
 “Don’t just survive, thrive!”
Franchise Update Media’s 2014 Annual Franchise 
Development Report and the best-selling book Grow to 
Greatness by Steve Olson offer invaluable tips for franchise 
sales success and unit growth in today’s economy. For 
ordering information visit www.franchising.com/
franchisors/afdr.html and www.franchising.com/
franchisors/growtogreatness.html

3QUICKLINK For a one-click link to 
articles in this magazine and to past issues of Multi-Unit 
Franchisee magazine, visit www.franchising.com/
multiunitfranchisees

 WORDS OF WISDOM

“Great locations will offset every-

thing else. No matter how great your 

marketing is, you can’t market your 

way out of a bad location.”

—Larry Lee, CEO of Southwest Deli Group,  

which operates 19 McAlister’s Deli  

and 3 Wings ’N More Express
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ARTICLE SPONSORED BY SEARS HOMETOWN & OUTLET STORES

Ahmed El-Hawary, a multi-unit franchisee with Fire-
house Subs and Golden Corral restaurants, was looking 
to diversify outside of food. “I met Sears 2 years ago at 
their booth at the Multi-Unit Franchising Conference. 
I was looking for nonfood concepts and they intrigued 
me the most,” he says.

“I was looking to even out my risk, reduce my expo-
sure,” he says. “When the minimum wage increases, it 
hits the foodservice business much more because of the 
large number of employees. Also, food is very price-
sensitive to the consumer, so when commodities increase 
it’s very difficult to combat without raising prices.”

So when Sears offered him the opportunity to acquire 
eight Sears Outlet Stores, he jumped at the chance. “It 
was an opportunistic choice. We were the third fran-
chisee to come in and do the Sears Outlet.”

The Sears Outlet format is not new to Sears, which 
has operated the concept for 
the past 50 years. Sears Outlet 
stores joined the stable of re-
tail venues operated by Sears 
Hometown & Outlet Stores, 
Inc. (NASDAQ:SHOS) as part 
of the October 2012 separation 
from Sears Holdings Corp. The 
other two are Sears Home Ap-
pliance Showrooms and Sears 
Appliance & Hardware Stores.

Sears Outlet Stores, which 
began franchising in January 
2013, are the company’s “scratch 
and dent” vehicle, offering a wide array of items: appli-
ances, tools, power lawn and garden, apparel and other 
items customers would see in a Sears or Kmart store. 
They range in size from 18,000 to 50,000 s.f.

“Most of what we do is sell appliances, typically 
priced at 20 to 70 percent off retail. Sears owns the 
inventory and pays the franchisee a commission on 
sales. It’s a great business model—an old company with 
a new business model,” he says. 

“It’s been exciting and the fastest-growing segment 
in our company. To build Golden Corral restaurants 
takes more time because of the large footprint, so those 
don’t come on as fast as the Sears Outlets. We’ll also 
continue to grow our Firehouse brand.”

El-Hawary operates his company, Zeal Group, from 
Orlando. He bought his first three Sears Outlet stores 
in November 2013, added another in December, and 
has continued to acquire one or two a month. Today he 
has 14 Sears Outlet Stores and continues to expand his 
restaurant holdings, opening a second Golden Corral 
in December, with another in development.

Perfect fit!
Sears Outlet stores met El-Hawary’s most important 
search criteria: 1) brand name recognition, 2) systems 
and processes in place so he wouldn’t have to figure 
it out himself, and 3) buying power. “They had all 
three,” he says.

Sears also provided financing—up to 80% of the 
purchase price—which El-Hawary says was another 
big attraction.

“If someone wants to get into household durable 
goods, large products, it would be extremely capital-
intensive to have one unit, much less multiple units,” 
he says. Not owning the inventory was huge for El-
Hawary. “It probably would be impossible for me, or 
I would have my growth stunted to adding one unit 
every 3 years.”

Quick learning curve
El-Hawary says that the Sears Out-
let concept was easier to get into 
than competing brands he inves-
tigated. “Other nonfood business-
es were extremely technical and 
needed someone specialized to 
operate. Auto mechanics, hair or 
nail salons, masseuses, laser hair 
removal, and healthcare all had 
high technical needs or required 
certifications,” he says. “With Sears 
Outlets, everything can be learned 
in the stores,” he says.

“There’s a learning curve with everything, and it’s 
larger coming from the food business. It’s not a dif-
ficult business by any means, but it is different from 
what I know,” he says. “Sears gave me the opportunity 
to acquire corporate stores so I could learn the busi-
ness faster. Every day we understand the business more 
and more.”

One new challenge: sales across his stores range 
from as little as $3 million to as much as $8 million. 
El-Hawary says he’s not used to having that much de-
viation with his other brands. “At Sears check averages 
are substantially higher. I need to learn what a $50,000 
day means. I’m confident that we’ll figure it out.”

The stores were profitable when he acquired them—
another plus. Operating multiple stores offers additional 
benefits, allowing El-Hawary to benchmark performance 
across his 14 stores. Since the stores were already op-
erating, he was able to compare his performance as an 
operator with the results Sears had attained. “Once my 
learning curve is absorbed, I hope we’ll be able to see 
the localized franchisee difference in the numbers.”

Right Time, Right Place, Right Brand



Scott Nichols
Director Franchise 
Business Development
847.286.3074 
scott.nichols13@shos.com

For more information on the franchise opportunity
and available territories,visit

www.searsempirebuilders.com
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T
he best franchisees are some of the hardest-working 
and kindest people around. They provide customers 
with consistent products and services, give back to 
their communities, and provide jobs for thousands 

of employees. Each year we recognize outstanding multi-unit 
franchisees with our MVP (Most Valuable Performer) Awards. 
We thank Comcast Business Services for sponsoring the 
awards. Here’s a preview of this year’s winners.

NOBLE CAUSE AWARD
Sam Anabi was a police officer before becoming a franchisee. 
He now has 200 gas stations and 23 restaurants (Del Taco 
and Subway). His people-centered approach shows in how 
he cares for his employees, customers, and the needy in the 
communities where he operates.

AMERICAN DREAM AWARD
Nachhattar Chandi has come a long way from walking 3 
miles to school on India’s dirt roads. He came to the U.S. 
in 1991 and got his first job managing a small gas station 
in California. Today his company operates 17 Arco am/pm 
locations, 6 Express Tunnel Car Washes, 3 Del Tacos, and a 
Subway—and mentors young people to help them achieve 
their own dreams.

INFLUENCER AWARD FOR FORMER PRO-ATHLETE
Don Davey, a former NFL defensive tackle and a winner on 
the field, is now leading a squad of 20 Firehouse Subs locations 
in Florida—and has signed a 10-year agreement to develop 
42 more in Wisconsin. Not enough? This six-time Ironman 
finisher was named the IFA’s 2103 Franchisee of the Year.

INFLUENCER AWARD FOR HUSBAND & WIFE TEAM
Bobby and Lori Forrest met in college, married, and pur-
sued their own careers. In 2004 they teamed up to buy two 
corporate Sport Clips salons and build a third. He works in 
sales, marketing, and HR, while she handles operations. To-
day they have 8 high-performing salons in Texas.

SPIRIT OF FRANCHISING AWARD
Paul Hitzelberger was a driving force behind Del Taco’s 
growth for 27 years. As CMO, he introduced iconic Del Taco 
products such as the Grilled Chicken Soft Taco. In 2001, he 
bought 8 Del Tacos in Utah. Today, with 26 units, he contin-
ues to provide mentoring and leadership to his employees, 
and partners with many community organizations.

INNOVATION AWARD
Craig Joy takes a people-driven approach to his business, and 

his employees’ low turnover rate is a testament. He began 
franchising with Taco Bell, and in 1990 teamed up with Check-
ers and was their 2013 Franchisee of the Year, not only for his 
performance, but also for his talent for innovation and creat-
ing efficient ways to operate his six Tampa-area restaurants.

COMMUNITY INVOLVEMENT LEADERSHIP AWARD
Bruce Keehn and Andrew Lynn are partners and longtime 
friends who have carved out a successful life in franchising. 
Keehn came from a New Jersey restaurant family and worked 
his way through college. Lynn comes from “old money” and 
is a real estate developer. These diehard Checkers franchisees 
have shown a passionate commitment to their communities.

VETERAN AWARD
Jim Lager is a U.S. Army veteran who likes to be hands-on in 
everything he does. His first experience in franchising came 
with Snap-On Tools. Success led him to Pirtek, a mobile hy-
draulic hose and fitting service brand. His franchisors love his 
work ethic and dedication to the system. Today he operates 
3 units of each brand and has big goals for the next decade.

SINGLE-BRAND GROWTH LEADERSHIP AWARD
Larry Lee had a career in real estate before franchising came 
calling. He has development rights for McAlister’s Deli in Texas, 
New Mexico, Idaho, and Utah. He has 19 McAlister’s open 
and has been the brand’s Franchisee of the Year for the past 3 
years. He’s also a franchisee for Wings ’N More Express and 
a partner/franchisor for Zio’s Italian Grill and Don Pablo’s.

MULTI-BRAND GROWTH LEADERSHIP AWARD
Tony Lutfi is a poster boy for franchising success. He started 
in the 1990s with Arby’s and Long John Silver’s in Northern 
California and now owns 130-plus restaurants in California, 
Nevada, Arizona, Texas, and Missouri. And he’s growing again, 
diversifying his portfolio to include 29 Sears Appliance Show-
rooms and Sears Hardware and Appliance stores.

NOBLE CAUSE AWARD
Chris Moore is a Watermill Express franchisee with 92 
units in the Houston area. He knows his customers, what 
they want, and why they want it, allowing him not only to 
become a successful franchisee, but also to contribute to his 
communities in many ways.

2014 Multi-Unit 50 Rankings
Looking for a new brand? Don’t miss this year’s “Multi-Unit 
50” lists, ranking brands by greatest number and percentage 
of multi-unit franchisees in their system. 

Honoring outstanding multi-unit performers

BY KERRY PIPES & EDDY GOLDBERG

MVP2014 AWARDS



“ What attracted me most to Massage 
Heights was the multiple revenue 
streams and the membership-based 
business model.”

    David Demer 
Great Clips Multi-unit Franchisee and Massage Heights Franchise Owner

Learn why David and many others chose  
Massage Heights over any other brand.

A family-owned business with more than 
100 Retreats

Multiple revenue streams — 
membership, elevations and products

97% customer retention rate

More extensive training than  
any massage franchise

This advertisement is not an offer to sell franchises. Such an offer can only be made through a Franchise Disclosure Document (FDD) that has been registered with and approved by the appropriate agency in 
your state, if your state requires such registration. The information above is a historical financial performance of the average Gross Revenue for the 2012 calendar year of thirty-seven (37) franchised Massage 
Heights Businesses operating for twenty-four (24) months or longer during that period. Of these 37 franchisees, 17 (46%) attained or surpassed the average. New franchisee’s results may differ from this 
average. See Item 19 of the current Massage Heights FDD for further information.  © 2004-2014 Massage Heights Corporate, LLC. All Rights Reserved. Each Massage Heights Retreat is independently owned 
and operated by franchisees of Massage Heights Corporate, LLC.

FRANCHISE OPPORTUNITY

Learn more at massageheightsfranchise.com or call 888-909-0974.

AS SEEN ON
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BY DEBBIE SELINSKY

NAME: Sam Anabi

TITLE: President/CEO, Anabi Oil, Upland, 

Calif.

NO. OF UNITS: 10 Del Tacos, 13 Subways, 

200+ Shell stations

AGE: 44

FAMILY: Wife Rene, 4 children

YEARS IN FRANCHISING: 23

YEARS IN CURRENT POSITION: 15

Giving Back, Big-Time
Former police officer still assists those in need

S
am Anabi’s time as a police officer in La 
Verne, Calif., laid the foundation for his 
business focus of helping those in need. He 
bought his first gas station in 1991, while still 

in training at the L.A. Sheriff’s Academy. Injured in 
the line of duty, in 2001 Anabi left the force to focus 
on his gasoline retailing business. Today he operates 
more than 200 Shell stations in California, along 
with 10 Del Tacos and 13 Subways.

Anabi says his experience as a police officer has 
greatly influenced how he operates his business. “Be-
ing a police officer for so many years allowed me 
to become very keen and intuitive toward different 
circumstances of people,” he says. “I believe that 
it is our responsibility to reach out and help those 
around us in need.”

His enterprise now serves as a financial empower-
ment resource for those in need in Southern Califor-
nia and beyond. To date, he has donated more than 
$120,000 and has helped raise funds for families 
left with no income after a crime-related death of a 
family member. And for the past 7 years, the Anabi 
Oil Golf Classic has raised hundreds of thousands of 
dollars for charities that include St. Jude Children’s 
Research Hospital, the Ryan Seacrest Foundation, 
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Formative influences/events: My father always taught me to treat 
people as you would want to be treated.

Key accomplishments: Becoming a father, growing Anabi Oil, and help-
ing people in need through my golf charity event for the past 7 years have all 
been incredible accomplishments.

Work week: Every day.

What are you reading? Every Day a Friday by Joel Osteen.

Best advice you ever got: Never give up and always follow your 
dreams.

What’s your passion in business? Leading Anabi Oil and its employ-
ees to a higher level of success and integrity every day.

PERSONALand the Uganda “Bosco Ministries” Children’s Orphanage, 
among others.

Anabi’s people-first focus also plays out in his relationships 
with his employees. “I truly believe in treating all employees 
as owners and empowering them to succeed. We promote 
from within, which shows them that we want them to stay 
with our company for a long time.” 

FOR PASSIONATE, UNWAVERING SUPPORT  
FOR THOSE IN NEED

Why do you think you were recognized with this award? For 
always giving back. I passionately believe it is our responsibility to help those 
in need. I have been so blessed that it is with great joy and love that I help 
those in need. I currently assist orphans and children from all over the world, 
from Uganda and Nigeria to those in need throughout Southern California.
How have you raised the bar in your own company? Striving to 
always deliver the best customer service for our guests, along with making 
sure our work environment is one that empowers and is enjoyable for our 
employees. Also, it is important that our service level is consistent at each of 
our restaurants.
What innovations have you created and used to build your 
company? It’s not so much about innovation as it is hard work and having 
strong partners who have the same work ethic and tenacity.
What core values do you think helped you win this award? Be-
ing fair and honest and always treating others with respect—and, of course, 
hard work and dedication.
How important is community involvement to you and your 
company? Community involvement is crucial for Anabi Oil. Our company is 
involved with many charities, and we always hire from within the commu-
nity and promote from within our company. In fact, all of our managers were 
promoted from within. We’re also proud to host a golf tournament every year 
that has raised hundreds of thousands of dollars for local organizations.
What leadership qualities are important to you and to your 
team? Honesty, forward thinking, and having the ability to inspire and mo-
tivate those around you. I started as a cashier, so my employees know that I 
was not handed anything. I worked for it, and they know there is not any job 
I would ask them to do that I have not done myself.

2014 MVP
Noble Cause Award

Business philosophy: Work hard and dedicate yourself. You truly get out 
what you put in.
Management method or style: I truly believe in treating all employees 
as owners and empowering them to succeed.
Greatest challenge: Making sure my employees constantly know they are 
valued so they will be with Anabi Oil for an extended time.
How do others describe you? As a fast-paced, passionate person who 
is very driven.
How do you hire and fire, train and retain? I hire from each com-
munity where my stores are located. I have a full human resources depart-
ment that has ongoing training. I also have an internal training department 
that stays ahead of the game by being proactive in regard to promoting from 
within, taking pride in assisting our entry-level employees to move up toward 
managerial positions.

MANAGEMENT

Annual revenue: Would rather not disclose.
2014 goals: Continue to grow and make acquisitions with the goal of 
becoming one of the largest restaurant franchisees in the country, specifically 
through growth with the Del Taco brand.
Growth meter: How do you measure your growth? Through ad-
ditional stores and the number of employees we are able to hire.
Vision meter: Where do you want to be in 5 years? In 10 
years? In 5 years, I would like to add an additional 50 to 60 restaurants to 
our portfolio. In 10 years, I would like to see that number grow to 100 new 
restaurants, with a majority of those being Del Tacos.
What are you doing to take care of your employees? Taking care 
of our employees is a huge priority for us. Along with ongoing positive feed-
back, we offer quarterly bonuses, holiday parties, picnics, paid vacation, and 
our Fourth of July company celebration. We also offer ongoing professional 
training so our employees can be upwardly mobile.
What kind of exit strategy do you have in place? None right now. 
We are in growth mode and look forward to continuing our growth and expan-
sion. However, we do evaluate our existing portfolio with a dedicated business 
manager and my real estate team. We continuously strategize to see if any 
sites need to be divested.

BOT TOM L IN E

“I believe that it is our responsibility to reach out  
and help those around us in need.”
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American Dreamer
Sharing the wealth with employees and community

NAME: Nachhattar Chandi

TITLE: CEO/principal, Chandi 

Group USA, Mecca, Calif.

NO. OF UNITS: ARCO am/pm, 

17; Del Taco, 3; Subway, 1; 

Express Tunnel Car Wash, 6

AGE: 43

FAMILY: Wife Susana, 4 children, 

Amandeep, Gurvinder, Davinder, 

and Angelie

YEARS IN FRANCHISING: 17

YEARS IN CURRENT POSITION: 20+

N
achhattar Chandi is not exag-
gerating when he describes his 
story as one that began with 
“colossal odds” and resulted in 

“triumph.” 
From walking 3 miles to school on 

India’s dirt roads to founding and run-
ning a multimillion dollar business in 
his new country, Chandi believes his 
life embodies the American Dream. He 
came to the U.S. in 1991 and became a 
manager at a small gas station in Coach-
ella, Calif. Three years later he owned 
the station and converted it into his first 
ARCO am/pm franchise. 

Since then, Chandi, with his wife 
Susana and four children, has continued 
to build the business, creating hundreds 
of jobs in his Southern California com-
munities. Today, the 43-year-old oper-
ates 17 ARCO am/pm locations, 3 Del 
Tacos, 6 Express Tunnel Car Washes, 
and one Subway.



FRESH BREWED franchise 
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Formative influences/events: Growing up in India was by far the most 
influential factor in propelling me to seek a better future for my family.
Key accomplishments: Opening the world’s largest Arco am/pm, Mecca 
Travel Center. This site is in a rural area where it seemed difficult to see my 
business grow. However, with the right team and countless hours of work, 
we have made record sales and we continue to grow. Also, joining a fantastic 
brand like Del Taco has been an extraordinary experience. The Del Taco team 
has stood by our side from day one and we are incredibly thankful to be a 
part of such a successful enterprise.
Work week: Monday through Saturday, and sometimes even Sunday.
What are you reading? Online news sites have temporarily taken hold 
of my reading time. 
Best advice you ever got: My father once told me, “Don’t do tomorrow 
what you can do today, and if there’s something you need to do today get it 
done now.”
What’s your passion in business? I feel passionate about build-
ing businesses that improve the infrastructure of our communities, promote 
economic growth for our cities, and offer individuals a means to support their 
families in a dignified manner.

PERSONAL

He credits his company’s achievements to a wife who is the 
“engine to my success,” great franchisor partners, his father’s 
advice about procrastination, and the opportunities available 
in the U.S. “Not waiting on doing things until tomorrow 
will many times cause one to be at the office until very late. 
Thus far the hard work has paid off quite handsomely, and I 
am humbled by what we have been able to achieve,” he says.

In addition to his myriad charitable contributions and 
participation, an important part of his work lies in helping 
the young people he employs stay on track and follow their 
own dreams. “I take special pride in being able to offer young 

adults their first job, some while still in high school,” he says. 
“This is a method by which I, as a business owner, actively 
improve the quality of individuals who will grow to be the 
fabric of our communities.” 

Business philosophy: Growing conscientiously while keeping in mind the 
ethics with which our company was built. There is also a large “do it yourself” 
spirit that I regularly project onto my team. This means that if a challenge 
arises, each team member should strive to figure out the best solution and 
make our individual efforts coalesce into the best result.

Management method or style: We believe in a hands-on approach 
where all of our team members work proactively to achieve the highest level 
of efficiency. Transparency and open lines of communication are also key 
aspects of our work life.

Greatest challenge: At this moment my greatest challenge is to balance 
work and family life. I find myself continuously balancing and looking for 
ingenious ways to spend more time with my family without losing track of the 
office work.

How do others describe you? As the hardest-working person they’ve 
ever met. This description probably is the result of my effort to follow my 
father’s advice about procrastination.

How do you hire and fire, train and retain? We recruit and hire 
personnel based on individual aptitudes. After this, we have made it a per-
sonal business philosophy to cross-train everyone, which allows us to identify 
particular skills and rearrange personnel as necessary. Our employees are 
part of our extended family and we are very receptive to their voices, which 
makes it easier to pinpoint problems. Letting go of someone is done through a 
step-by-step method with ample notification and hard copy documentation. It 
is always done keeping in mind the company’s needs and the employee’s fit 
in our enterprise.

MANAGEMENT

 “I take special pride in being able to offer young 
adults their first job, some while still in high school,”



Competitive, driven to win, and to be the 
best, multi-unit franchisee Alan Balen 
researched franchise opportunities that 
would best enhance his portfolio. Hands-
down, Checkers was his winning solution, 
a profi table business opportunity with a 
52.4% return.1 

Twenty-two years later with 16 Checkers 
and Rally’s restaurants and counting, Alan 
said he is still in growth mode. Business 
is that good! In fact, Checkers sales-to-
investment ratio is more than double the 
industry average.2 

“Financially we’ve been very successful, 
especially recently. We are seeing 
phenomenal, phenomenal growth. The ROI 
is as good as I have seen; it has surpassed 
my highest expectations,” Alan said.

The fi nancial rewards have afforded 
amazing opportunity. A group of Checkers 

franchisees have redefi ned the meaning of 
a “board meeting” with an annual helicopter 
ski trip to enjoy British Columbia’s powdery 
slopes, a tradition for over two decades.

“I absolutely love my life. I wouldn’t trade 
what I do for anything,” Alan said. “The fact 
that we work for ourselves gives us the 

freedom to do things, the rewards from that 
are phenomenal. The fl exibility gave me the 
time to coach my son’s high school football 
team, enjoy holidays, and family vacations.”

Checkers has consistently ranked highest 
in overall value by guests in the category.3 

Alan cannot say enough about their loyal 
fanbase of repeat customers.

And restaurant sales are expected to reach 
an industry high this year of $660.5 billion.4 
As a recognized brand with a 25+year 
proven track record, Checkers franchisees 
have achieved three consecutive years of 
same-store growth,1 and are positioned for 
another amazing year.

“I love the freedom to control my own 
destiny and take vacations whenever I 
want. I work hard and play even harder.” 
Alan said. “I have always been competitive 
and strive to win. I’ve been successful and 
that’s winning.”

Be on top of the food chain and beef 
up your portfolio. Checkers has top-tier 
market availability with 800 plus locations 
and growing. Call 888-913-9135 or visit 
Owncheckersfranchise.com/update TODAY!

© 2014 Checkers Drive-In Restaurants, Inc. 4300 W. Cypress St., Suite 600, Tampa, FL 33607.
1: Per Item 19 in Checkers 2014 franchise disclosure document.  Results are an average for all franchisees.  Individual results may vary.  2: This information is based on a 2013 industry data report published 
by Restaurant Research LLC and comparing those results with the information we present in our 2014 franchise disclosure document. 3: Per WD Partners 2013 Consumer Picks Survey 4: The National 
Restaurant Association 2013 Restaurant Industry Forecast. Written substantiation will be provided on request THESE FRANCHISES HAVE BEEN REGISTERED UNDER THE FRANCHISE INVESTMENT 
LAW OF THE STATE OF CALIFORNIA. SUCH REGISTRATION DOES NOT CONSTITUTE APPROVAL, RECOMMENDATION OR ENDORSEMENT BY THE COMMISSIONER OF CORPORATIONS NOR 
A FINDINGBY THE COMMISSIONER THAT THE INFORMATION PROVIDED HEREIN IS TRUE, COMPLETE AND NOT MISLEADING. Minnesota fi le number F-4351. This advertisement is not an offering. 
An offering can only be made by a prospectus fi led fi rst with the Department of Law of the State of New York. Such fi ling does not constitute approval by the Department of Law.

BE ON TOP OF
THE FOOD CHAIN

STRIVE FOR
EXCELLENCE

I absolutely love 
my life. I wouldn’t 
trade what I do for 

anything.

ADVERTISEMENT

NOW YOU CAN LIVE THE LIFE YOU HAVE ALWAYS WANTED TO! 
Call 888-913-9135 or visit Owncheckersfranchise.com/update TODAY!
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FOR ACHIEVING REMARKABLE SUCCESS  
IN THEIR NEW COUNTRY

Why do you think you were recognized with this award?  
I believe it was because my story represents one with colossal odds and a 
triumphant result. This is very much the substance of the proverbial American 
Dream: the notion that no matter how bad your situation is, if you exert your-
self through hard work and dedication then you can make something great of 
yourself.

How have you raised the bar in your own company? One of the 
ways is by being unafraid of expansion. This does not mean making careless 
decisions in business deals. Rather, it is showing your corporate team and 
employees that you believe in them so strongly that a new project is always 
in the works. It also helps improve your employees’ sense of job security 
and performance if they feel they are part of an enterprise that is constantly 
growing. 

What innovations have you created and used to build your 
company? My strategy has been simply good old-fashioned hard work. I 
also have the best right hand in the world, my wife Susana. She has been 
with me since the beginning and we make for an incredibly balanced team. I 
firmly believe that she has been the engine for my success. 

What core values do you think helped you win this award? 
Values like integrity, devotion, and ethical growth are at the core of our com-
pany’s mission statement. Our success did not happen overnight. We have a 
track record and relationships within the business community that vouch for 
our reputation.

How important is community involvement to you and your 
company? Community involvement is our way of connecting back with the 
people who make our livelihood possible. As such, it is extremely important 
for us to commit to community support, and that the community visualizes the 
efforts we make to improve their surroundings. Every event, grand opening, 
and fundraiser we support is an invitation for our community to celebrate with 
us and join our efforts.

What leadership qualities are important to you and your 
team? Leadership for me and my team is not being afraid to hire the best 
and brightest. Being a leader can sometimes make an individual weary of 
competition. However, by adding capable individuals, I believe that this does 
not have to be the case. As a leader, it is my responsibility to be constantly 
learning, and hiring the best and brightest will keep me perpetually aware and 
informed.

2014 MVP
American Dream Award

Annual revenue: $300 million.

2014 goals: $350 million to $380 million.

Growth meter: How do you measure your growth? Our growth 
is not only measured in numbers from our P&Ls and balance sheets, it is also 
measured by my personal assessment of the quantity and quality of people 
we have on our teams.

Vision meter: Where do you want to be in 5 years? In 10 
years? We anticipate the addition of two or three brands to our portfolio in 
the upcoming 5 years. We expect to successfully complete the development of 
our largest project at the moment, Northgate in Indio, Calif., within the next 
18 to 24 months. In the span of 5 to 10 years, my personal goal is to drive 
our company to the billion-dollar mark. This will be a landmark, and I believe 
we are moving in the right direction.

What are you doing to take care of your employees? Our em-
ployees are the backbone of the company, the first line of interaction with the 
customer and the reflection of our values as a company to the public. As such 
we are continually monitoring their successes and shortcomings to offer im-
provement and ascension within the company ranks. Wage incentives are the 
key method by which we compensate an excellent employee. 

What kind of exit strategy do you have in place? An exit strategy 
for me is not an option, simply because of the effort and time I have invested 
in building my company. Nonetheless, if my children feel that at one point my 
venture and vision are no longer theirs, then they can put in place any exit 
strategy they feel is best. We have built a network of multiple business con-
nections that would make a sale an easy option for them. 

BOT TOM L IN E

“The Del Taco team has stood by our side  
from day one and we are incredibly thankful to be  

a part of such a successful enterprise.”



(855) 677 - 3726 ext. 1  
kboyce@mysalonsuite.com 
www.mysalonsuitefranchise.com 
mysalonsuite.com

RECOGNIZED AS A TOP FRANCHISOR 

IN THE SALON SUITE INDUSTRY IN 2014.

A “Suite” Property Management franchise 

The premier salon suites

WE ARE IN THE SALON INDUSTRY,  
NOT IN THE SALON BUSINESS. 

MY SALON Suite is a true semi-absentee 
franchise that, once built and leased, takes 
about one day per week to manage. We 
attract franchisees that want additional income 
without the risk of having to leave their current 
jobs. You become a landlord to 20–30 stable 
tenants and you don’t have any employees. 

With industry-leading knowledge, operational 
processes and support services, we help 
franchise owners successfully build, open and 
manage upscale private salon suite facilities 
for highly qualified, established beauty service 
professionals where they can operate their 
own business.

stop the juggling act.

join our 
revolution!

•  NO Employees Required

•  TRUE Semi-Absentee Ownership Model  
       – Only 5-10 Hours per Week

•  SIMPLE to Run with Very Few Moving Parts

•  EASILY Managed Multiple Units

•  MANY Territories Still Available Across  
     the USA and Canada
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Man of Many Hats
Former NFL pro thrives with lots of balls in the air

NAME: Don Davey

TITLE: Owner/CEO, DKSS Subs (Florida), Badger 
Development Group (Wisconsin area developer), 
and Badger Restaurant Group (Wisconsin franchises)

NO. OF UNITS: 20 Firehouse Subs

AGE: 46

FAMILY: Married to high school sweetheart Kristen; 5 
daughters: Livy, Carly, Kuki, Chloe, and Kasey

YEARS IN FRANCHISING: 12

YEARS IN CURRENT POSITION: 12

W
hen you look at the life and career of multi-unit 
franchisee Don Davey, you’ll notice a pattern. 
From professional football (he was an NFL 
defensive tackle for 10 years) to his 20-unit 

ownership of Firehouse Subs franchises to the six Ironman 
competitions he’s completed, everything requires discipline, 
tenacity, focus, and a competitive nature.

Sound tough? Not to Davey, who was named the IFA’s 
2013 Franchisee of the Year. In fact, he eats it up. “As an 
entrepreneur, I love being completely responsible for both 
our successes and our failures. It’s stressful, but extremely 
rewarding,” he says.

“Some people look at my life as hectic and chaotic,” says 
Davey, who earned bachelor’s and master’s degrees in me-
chanical engineering at the University of Wisconsin-Madison. 
“But I thrive with lots of balls in the air. I guess you could 
say I’m opportunistic.” Two more balls Davey is juggling 
successfully: he founded an investment firm that manages 
more than $150 million, and he is involved with the NFL’s 
Player Engagement program.

One example of Davey taking advantage of an opportu-
nity was signing on with Firehouse Subs. “My [Jacksonville] 
Jaguar teammates and I had been eating at Firehouse sev-
eral times a week because we loved the food. I got to know 
Robin and Chris Sorensen there. At first they weren’t sure 
they were going to make it, but I stayed close to them and 
watched them grow over the years. By the time I retired 
from football, they were selling franchises. My wife Kristen 
said, ‘You eat there so much, you might as well own one.’ So 
I decided to carve out Orlando.”

The father of five daughters praises the Sorensons, the 
firefighter brothers who founded Firehouse Subs, for their 
great family values. “They treat their employees and fran-
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Formative influences/events: I was the fourth of five children. We 
were raised by two extremely loving parents who taught us all to value faith, 
family, hard work, discipline, education, athletics, and having fun.
Key accomplishments: Bachelor’s and master’s degrees in mechanical 
engineering from the University of Wisconsin; first and only four-time First 
Team Academic All-American in NCAA history; Green Bay Packers, 1991–95; 
Jacksonville Jaguars, 1995–99; 2013 IFA Franchisee of the Year; and six-
time Ironman finisher. And of course this award is exciting as well.
Work week: 35 hours.
What are you reading? Simple Wealth, Inevitable Wealth by Nick 
Murray.
Best advice you ever got: Be self-reliant (from my father).
What’s your passion in business? As an entrepreneur, I love being 
completely responsible for both our successes and our failures. It’s stressful, 
but extremely rewarding.

PERSONAL

chisees well. They’re just a first-class operation,” he says.
Davey, who in 2012 signed a 10-year contract to develop 

42 restaurants in his native Wisconsin, especially appreciates 
Firehouse Subs’ Public Safety Foundation. “It’s a great foun-
dation. We’re saving lives and keeping people in the com-
munity safe by buying bulletproof vests for police, and fire 
trucks and other equipment for fire stations.” 

FOR ACHIEVING EXCELLENCE IN FRANCHISING AS A FORMER 
PRO ATHLETE

Why do you think you were recognized with this award? In 
recognition of the success we’ve had and the expansion we’ve seen over the 
last few years with Firehouse Subs.
How have you raised the bar in your own company? It starts 
with our expectations. We set them high from the minute we hire people and 
hold them accountable. We’re constantly upgrading and improving our people 
from top to bottom.
What innovations have you created and used to build your 
company? We more than doubled our marketing expenditures to roll out 
a new TV commercial touting our new flavorful menu. It hit the airways in 
Central Florida in May. 
What core values do you think helped you win this award? 
Teamwork is something ingrained in me throughout my career in the NFL. I’m 
the first to admit I can’t succeed without my fantastic team—from operations 
to bookkeeping to accounting to GMs in the stores and hourly crew members.
How important is community involvement to you and your 
company? For us, it’s extremely important. In 2013, the Firehouse Subs 
Public Safety Foundation gave away $3 million to local police and fire depart-
ments in communities where we do business.
What leadership qualities are important to you and your 
team? Most important, a leader needs to set expectations and clearly com-
municate them to everybody on the team and then lead by example, working 
harder than anybody in the company. It trickles down from the top.

2014 MVP
Influencer Award for Former Pro Athlete

Business philosophy: “We are what we repeatedly do. Excellence, then, 
is not an act, but a habit.” (Aristotle)

Management method or style: I grant both of my partners complete 
autonomy to run day-to-day operations as they see fit and hold them account-
able for their results.

Greatest challenge: Finding quality managers committed to our culture of 
excellence.

How do others describe you? Driven, disciplined, hard-working—and 
hopefully—fair.

How do you hire and fire, train and retain? My operations partners 
Scott Anthony and Eric Erwin handle all personnel issues. Our crew members 
are on the front line every day and we trust and value them to be ambassa-
dors of the brand.

MANAGEMENT

Annual revenue: $14 million.
2014 goals: Increase same-stores sales by 12 percent through the rollout 
of our new under-500 calories Hearty & Flavorful Menu.
Growth meter: How do you measure your growth? The bottom 
line.
Vision meter: Where do you want to be in 5 years? In 10 
years? I’d like to have 25 more stores in Central Florida and 42 stores in 
Wisconsin.
What are you doing to take care of your employees? We offer 
competitive salaries and wages, generous bonus potential, comprehensive 
healthcare plans, and a defined contribution plan with an employer match. We 
have a history of promoting from within, so our employees have tremendous 
opportunities for advancement. In an industry notorious for high turnover, 
some of our original employees are still with us today.
What kind of exit strategy do you have in place? Someone once 
told me that entrepreneurship offers you the opportunity to create your own 
utopia. I love our food, our founders, our culture, our brand, my partners, and 
my employees. Why would I ever leave?

BOT TOM L IN E

“Teamwork is something ingrained in me  
throughout my career in the NFL.  

I can’t succeed without my fantastic team.”
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Second Time Around
Husband-and-wife team join forces as Sport Clips franchisees

NAME: Bobby & Lori Forrest 

TITLE: Team Leaders (Owners), Divine Clips, 
Keller, Tex.

NO. OF UNITS: 8 Sport Clips 

AGE: We’re both 52

FAMILY: Daughters Chandler, 22, & Megan, 
19

YEARS IN FRANCHISING: 10

YEARS IN CURRENT POSITION: 10

B
obby and Lori Forrest came well-prepared 
for their second careers as multi-unit fran-
chisees for Sport Clips. The couple grew up 
in Texas and met at Texas A&M University, 

where he graduated with a degree in engineering 
technology and she earned her master’s in land eco-
nomics and real estate.

As they approached 50 and decided to begin 
building their own business, they looked no further 
than the place where he gets his haircuts. “I was a 
customer and I liked the concept,” he says. “We also 
liked their conservative approach of having franchi-
sees continue to work their regular jobs until the 
shop was up and running. It took the pressure off 
the first couple of years while we were learning.”

After 27 years in sales and management with an 
electronic components distributor, Bobby retired 
and joined forces with Lori, a commercial real estate 
appraiser, to buy two corporate Sport Clips salons 
and open a third. “We went from zero to three in 
the first year,” he recalls. “We found our skills to be 
complementary. I spend my time on sales, marketing, 
hiring, and firing, and she works more in operations.”

The couple spent those 3 years learning their 
new business before opening another salon. “We 
learned about owning a business. We were diligent 
and persistent and figured we’d do whatever it took. 
You have to be committed. If you get into it half-
way, you’ll get halfway results,” he says, joking that 
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Formative influences/events: We’ve been influenced by our parents, 
who were hard-working and pinnacles of integrity, and by our work experi-
ence. I worked for years in sales and management, and Lori, who has a mas-
ter’s degree in land economics, came from real estate and finance.
Key accomplishments: We retired from our “career jobs” at age 50, and 
now we have the flexibility in our lives that we were looking for.
Work week: About 40 to 50 hours combined.
What are you reading? The Bible. 
Best advice you ever got: Be the best at whatever you do and have fun 
doing it.
What’s your passion in business? Being the best while providing a 
quality work environment for our employees to grow.

PERSONAL

if they’d started with the new store instead of the two exist-
ing stores, “We might have quit.”

Their involvement in the community through church, 
school, philanthropy, and coaching their daughters’ sports 
teams demonstrated the importance of networking and 
brought new customers to their stores. 

Today the Forrests have 8 high-performing Sport Clips 
in Fort Worth and Dallas. “We’re continuing to grow, but 
we’re doing it in a more strategic way. There’s no magic 
number for us. We’ve never said we wanted to own, say, 40 
stores. We really want to focus on having the best stores 
and making sure we have more profitable averages,” he says.

They attribute the mark they’ve made with their units to 
choosing a franchise “with a philosophy that aligned with 
ours, and completely embracing the system.” 

Often contacted for advice by fellow Sport Clips franchisees, 
the Forrests are happy to give back. “People were willing to open 
up to us when we got in and needed information, so we try to share 
whenever we’re asked. We don’t consider other franchisees our 
competitors. The better they are, the better we are,” he says.  
 

Business philosophy: Find a niche and be the best at it. Big is not bet-
ter—better is better.
Management method or style: Develop people and empower and trust 
them.
Greatest challenge: Finding and developing managers.
How do others describe you? Fair, truthful, compassionate, passionate, 
and energetic.
How do you hire and fire, train and retain? Most managers are 
hired from within our organization. We set expectations when hiring. We train 
them to meet expectations, continually train them, and fire them only when 
they quit trying or quit caring. 

MANAGEMENT

Annual revenue: $3.56 million. 
2014 goals: $4 million.
Growth meter: How do you measure your growth? By client 
count and net sales. 
Vision meter: Where do you want to be in 5 years? In 10 
years? We’d like to have 12 to 15 locations. Our goal is to have the best 
stores—not the most. We look at average sales from all our stores combined 
to benchmark against others.
What are you doing to take care of your employees? We do a 
lot of small extras like an annual Christmas party and special recognitions. We 
try to help them out in their personal lives as well as their professional lives. 
We look for what motivates them in their personal life and try to help them 
achieve it.
What kind of exit strategy do you have in place? We’re not 
working on this yet, but it would likely involve selling the business or passing 
it on to our children. Our oldest daughter just graduated from college so we 
want her to work on her own for a while before making any decisions.

BOT TOM L IN E

FOR DEMONSTRATING EXCELLENCE IN FRANCHISING  
AS A HUSBAND & WIFE TEAM

Why do you think you were recognized with this award? 
We think it’s because we have one of the highest multi-store averages in 
the system and have bought existing under-performing stores and turned 
them around in a big way. We are fair with our employees and we believe 
in and embrace the Sport Clips philosophy. As a husband-and-wife team, our 
strengths and weaknesses complement each other. Dividing our roles in the 
business falls naturally into what we each do best. 
How have you raised the bar in your own company? We continu-
ally challenge our managers to grow beyond what they think is possible. 
What innovations have you created and used to build your 
company? We have two training centers to show our commitment to excel-
lence, and we have individuals committed to doing the training. 
What core values do you think helped you win this award? We 
follow the Sport Clips Heart of a Champion motto: Do what’s right, do your 
best, and treat others the way they want to be treated.  
How important is community involvement to you and your 
company? We call it marketing, but most of the community marketing that 
we do is really just goodwill that helps organizations such as schools, Boy 
Scouts, churches, etc. We also get involved with projects like free back-to-
school haircuts for low-income students. We feel it is important to give back to 
the communities that make us successful. 
What leadership qualities are important to you and your 
team? Integrity, individual drive and motivation, a positive outlook, caring 
about others, and leading by example.

2014 MVP
Influencer Award, Husband & Wife Team

“Do what’s right, do your best, and treat others  
the way they want to be treated.”
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Del Taco Man
Franchisee, franchisor, family man, innovator

NAME: Paul Hitzelberger

TITLE: President, CEO of Utah Del, Salt 

Lake City

NO. OF UNITS: 26 Del Tacos

AGE: 69 years young

FAMILY: Wife and partner Jane, son 

Eric, who works in our business, 

daughter Darlene, and 4 grandchildren

YEARS IN FRANCHISING: 32; 13 as a 

Del Taco franchisee, 15 with franchisor 

Del Taco, 4 with Coast to Coast stores 

as franchisor

YEARS IN CURRENT POSITION: 13

I
f Del Taco were a sports team, Paul Hit-
zelberger would not only be its MVP, he’d 
also be the GM and coach. For the past 
three decades, he’s been on both sides 

of the business, as franchisor and franchisee, 
playing a leading role in helping the brand 
grow to more than 540 restaurants in 17 states.

After serving 15 years as chief marketing 
officer for Del Taco, he retired, but it didn’t 
stick. In 2001, the Chicago-born entrepreneur 
started a new career as a franchisee, buying 
eight Del Taco locations in Utah. “The only 
partner I have now is my wife,” he says, add-
ing that he has an “outstanding” relationship 
with Del Taco and loves the product.

A former senior officer with General Mills 
and franchisor at Coast to Coast stores, Hit-
zelberger has earned franchisee accolades 
over the years, regularly posting the highest 
average volume within the Del Taco system. 
“Our volumes are impressive, but we can al-
ways do better,” he says.

Hitzelberger says he has no doubt that 
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Formative influences/events: Growing up in a family with integrity 
and a strong work ethic and growing up in Chicago, where I worked in retail 
since age 13, went to a challenging high school (Loyola Academy), and com-
pleted my MBA from Loyola University. 
Key accomplishments: Turning Osco Drug Stores, part of Jewel Compa-
nies, Central Illinois region, from worst of 13 to best in one-and-a-half years, 
and being installed into their Hall of Fame; and engineering 15 years of con-
secutive same-store sales increases at Del Taco.
Work week: This is a hobby for me and so I’m 24/7. Sundays are for 
church and getting away.
What are you reading? I enjoy business and restaurant magazines.
Best advice you ever got: Cash is king, with minimal debt.
What’s your passion in business? Being the best alternative in each 
neighborhood and seeing our team do extremely well financially and having 
fun doing it.

PERSONALtreating employees like team members accounts for much of 
his company’s success. “I’m told I have strong interpersonal 
skills. I listen to our team and our customers and I respond. 
Taking action is part of success. I know how to produce 
top- and bottom-line results. By inverting the triangle and 
putting myself at the bottom, I’m helping our team do well 
for our customers.”

As he approaches 70, this family man is far from ready to 
retire again. “I love what I’m doing. For me, it’s fun,” he says. 
“Our goal is to be the best alternative in each neighborhood 
throughout Utah, and we’ll be building restaurants where 
they’re convenient for our customers.” 

FOR EXTRAORDINARY AND ENDURING PERFORMANCE, 
GROWTH, AND COMMUNITY GIVING

Why do you think you were recognized with this award? The 
strong results of our team and the fact that I have been on both the franchisor 
and franchisee sides. 
How have you raised the bar in your own company? Philosophi-
cally, our style is to always do better than the previous year. We are not 
limited by budgets—we have none. Our focus is to do better each year. We 
focus on sharing best practices and providing a Wow experience for the guest.
What innovations have you created and used to build your 
company? We created a “Freshness Cooler” up at the front of the res-
taurant to showcase many of our fresh ingredients. Del Taco corporate has 
incorporated this presentation into their prototype. We also focus on the 
neighborhood and doing those things that help fulfill needs. We remodeled 18 
locations in 8 months to have the latest brand attributes along with our other 
new locations.
What core values do you think helped you win this award? 
Positive interpersonal skills executed with integrity and a “we” atmosphere—
we are about every member of our team doing well.
How important is community involvement to you and your 
company? Doing the right thing in each neighborhood is part of our core. 
We will enjoy the community support we deserve. Our donations over the last 
few years will exceed $400,000 to organizations with great purposes and 
impacts.
What leadership qualities are important to you and your 
team? Having the passion to be the best and being a positive, supportive, 
contributing restaurateur; acting with integrity in everything we do; respecting 
each member of our team and respecting every guest’s need for fresh-tasting 
food, served quickly and at a great value.

2014 MVP
Spirit of Franchising Award

Business philosophy: My style is to invert the triangle. I’m at the bottom 
and the guest is at the top. We assist our team to do well for the guest. We 
say “Yes” to the guest before they ask the question.

Management method or style: We provide an atmosphere where each 
manager feels they are running their own business as a part of a team. Our 
atmosphere is “we,” not “I.” We are a team and we help each other succeed. 
We start with sales, not EBITDA. We want our people to have the best deal in 
their neighborhood working at Del Taco. I want their neighbors asking them 
how they got to be part of such a great company.

Greatest challenge: Governmental regulations that are not business- or 
growth-oriented and increasing ingredient costs.

How do others describe you? As a listener who’s fair and acts with 
integrity, someone who’s positive and passionate.

How do you hire and fire, train and retain? We hire carefully those 
with a passion to do well. We have minimum turnover and are continuously 
sharing best practices.

MANAGEMENT

Annual revenue: Prefer not to disclose.
2014 goals: Double-digit sales increase and record-breaking bonuses for 
our team.
Growth meter: How do you measure your growth? Comparable 
restaurant sales and traffic growth every year.
Vision meter: Where do you want to be in 5 years? In 10 
years? We want to be the best alternative in each neighborhood throughout 
Utah. We also will be adding restaurants to be convenient to the guest.
What are you doing to take care of your employees? We offer 
every benefit available to our management. We try to pay above the market 
and expect productive team members, minimizing the need for turnover.
What kind of exit strategy do you have in place? I’ve tried to 
retire twice and it didn’t work. This is the best annuity and fun for the future.

BOT TOM L IN E

“I love what I’m doing. For me, it’s fun.”
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People Centered
Guests and staff both reap the rewards

NAME: Ronald Craig Joy

TITLE: Owner, President, Sunstate Restaurant 
Management, Clearwater, Fla.

NO. OF UNITS: 6 Checkers Drive-In

AGE: 65

FAMILY: Wife Janice; children Cristi, Ryan, and Holly, 
5 grandchildren

YEARS IN FRANCHISING: 30

YEARS IN CURRENT POSITION: 23

C
raig Joy, who works side by side with employees 
on the sandwich line at his Checkers restaurants in 
Florida, is known for his people-driven approach to 
business and the high retention rate of what he calls 

his “incredible team.”
“We’re lucky to have him,” says Checkers Vice President 

for Franchise Development Jennifer Durham. “Crew mem-
bers look to him as an inspirational leader. He gives them an 
opportunity to grow more than the average fast-food job. He 
cares about his people and really gives them an opportunity 
to grow professionally.”

And it’s clear that Joy, Checkers’ 2013 Franchisee of the 
Year, takes pleasure in new, more efficient ways to operate 
his six restaurants in the Tampa area. For example, Checkers 
has a “Peak 150” strategy, meaning the time between order 
and food delivery is 150 seconds. In implementing that strat-
egy, Joy also used technology to make things go even more 
smoothly by installing drive-thru timers that clock vehicle 
time from the menu board to the pick-up window. He was 
also one of the first to use an outside employee taking orders 
behind the menu board with the use of a tablet, and the first 
to roll out the brand’s Cold Creations sweet treats line. And 
in 2013, he piloted Checkers’ wireless order-taking system.

Joy, who began franchising with Taco Bell and became a 
Checkers franchisee in 1990, says he’s keeping a close watch 
on how technology affects his business. “While people will 
always be at the forefront of our business, I try to keep an 
open mind as to what is going to drive business in our ever-
changing environment,” he says. “Technological advances in 
our business can lead to greater increases throughout, leading 
to ease for our guests and, in the end, increased sales. This 
is why we’re in business.”

“Craig is a valued leader in our system. He’s an excellent 
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Formative influences/events: Meeting Herb Brown, the founder of 
Checkers, more than 20 years ago and watching him run great Checkers res-
taurants. He made me want to become a Checkers franchisee.
Key accomplishments: Multiple Franchisee of the Year awards, Founder’s 
award, multiple sales awards, president Tampa advertising co-op, represen-
tative Franchise Advisory Council (FAC), representative FAC sub-marketing 
committee.
Work week: 24/7.
What are you reading? Grain Brain: The Surprising Truth about Wheat, 
Carbs and Sugar by David Perlmutter.
Best advice you ever got: The harder you work the luckier you are.
What’s your passion in business? I’m passionate about being part of 
our team members’ success and completely immersing myself in great guest 
focus.

PERSONAL

operator who’s always willing to test new programs in his 
restaurants and provide feedback that benefits the entire sys-
tem,” says Rick Silva, president and CEO of Checkers and 
Rally’s Restaurants. “As a longtime member of our Franchise 
Advisory Council, he has been a trusted advocate for innova-
tion and someone we can count on to provide feedback that’s 
honest and direct, as well as professional and sound. Craig 
is a true partner who makes us all better.” 

Business philosophy: My philosophy is to be passionate about respecting 
and putting people first, to do the right thing, and to maintain an uncompro-
mising commitment to total guest satisfaction.
Management method or style: Firm, fair, and consistent.
Greatest challenge: The greatest challenge is always hiring and develop-
ing people in this business, but that’s also the most rewarding part of the job.
How do others describe you? People-driven.
How do you hire and fire, train and retain? We use guidelines set 
forth by Checkers corporate. We retain by putting our people first and giving 
them the opportunity for unlimited income.

MANAGEMENT

“I try to set the example  
by giving our employees 
all the necessary tools  

to be successful.”

Annual revenue: $8 million.

2014 goals: 5 percent annual increase.

Growth meter: How do you measure your growth? Sales and 
traffic growth.

Vision meter: Where do you want to be in 5 years? In 10 
years? I want to continue to grow sales and grow restaurants.

What are you doing to take care of your employees? We give 
them the opportunity to grow from within, bonus participation, and the nor-
mal benefits.

What kind of exit strategy do you have in place? I really do not 
plan on going anywhere real soon.

BOT TOM L IN E

FOR BRINGING A NEW AND UNIQUE CONTRIBUTION  
TO THEIR BRAND

Why do you think you were recognized with this award? I try 
to keep an open mind as to what is going to drive business in our ever-chang-
ing environment. And while people will always be at the forefront, technologi-
cal advances in our business can lead to greater increases throughout, leading 
to ease for our guest and, in the end increased sales, which is why we are in 
business.
How have you raised the bar in your own company? I try to set 
the example by giving our employees all the necessary tools to be successful 
and by challenging each team member every day to be the best they can be.
What innovations have you created and used to build your 
company? We have initiated, with some guidance from Checkers corporate, 
an order and pick-up system called Peak 150, with a goal of a 2½-minute 
(150 seconds) wait from order to pick-up, as well as outside order takers to 
expedite even more rapid order and pick-up.
What core values do you think helped you win this award? Our 
willingness to try new innovations for increased guest satisfaction.
How important is community involvement to you and your 
company? In our smaller communities it is critical that our restaurant actu-
ally becomes part of the community and stays actively involved by supporting 
our schools, sports teams, and whatever else may be available.
What leadership qualities are important to you and your 
team? Lead by example with integrity, fairness, and respect.

2014 MVP
Innovation Award
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NAME: Bruce Keehn and Andrew Lynn

TITLE: Keehn: COO, managing member; Lynn, 
president, managing member, Best Burger 
Management, Sea Girt, N.J.

NO. OF UNITS: Checkers Drive-In, 7

AGE: Keehn, 60; Lynn, 65

FAMILY: Keehn: wife Lisa, daughter Staci, son Bruce 
who does the landscaping for all the restaurants, 
daughter Evelyn, entering graduate school

YEARS IN FRANCHISING: 40

YEARS IN CURRENT POSITION: 20

Leading by Example
Partners care for employees and community

C
heckers co-franchisees Bruce Keehn and Andrew 
Lynn don’t seek photo ops or newspaper articles 
about all the good they do in their communities. 
But their actions speak volumes.

In 1996, when race riots ensued after a white police of-
ficer shot a 28-year-old black man in Paterson, N.J., news 
footage showed Checkers bags atop police cars, where Keehn 
and his people had placed them. In 2012, when Hurricane 
Sandy struck New Jersey, their staff could be found every-
where giving away free Checkers food, even though one of 
their own restaurants had been hit hard.

 “Everything that has happened in this area in the past 
20 years, we’ve been there,” says Keehn, who spent years at 
Burger King corporate before becoming a Checkers fran-
chisee. “We’re blessed to have been accepted into this com-
munity and we take every opportunity to support it and 
have an impact.”

Lynn—an active board member of the Checkers/Rally’s 
Employee Relief Fund since it was established in 2005—and 
Keehn have an ironclad philosophy about the way they give, 
says Keehn. “Andrew and I feel that we want to help the 
community, so we never say no, no matter what the business 
pressures are. But we’ve never written a check, because if we 
did it once we’d have to do it for everybody. We give away 
free food and thousands of Checkers t-shirts.”

The longtime friends come 
from very different back-
grounds. Keehn came from a 
New Jersey restaurant family 
and worked while going to 
college. Lynn comes from “old 
money” and lives in Belleair, 
Fla., where he has a real estate 
business. Both share a passion 
for Checkers and for people.

“We’re diehard franchisees 
for Checkers. Andrew didn’t 
know anything about fast food 

when we started, so he went to Checkers’ management train-
ing program and loved it. He’s on the Franchise Advisory 
Council and stays on top of things, and is on his local hos-
pital board of directors. He volunteers at the hospital five 
days a week,” says Keehn. “Before we became co-franchisees, 
I’d always worked for somebody else, but Andrew’s been so 
supportive of our family, and through this relationship my 
wife and I have been able to take care of our children and 

Bruce Keehn

Andrew Lynn
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give the world the opportunity to sit at Chef Russo’s 
family table—no ma�er where in the world they may
be. We deliver exceptional, authentic Italian cuisine, 
with a memorable experience that customers seek 
time and again.

Single-Unit & Multi-Unit Franchise Opportunities* 

• Average Gross Sales $1,057,516.63
• Average Food Cost Under 21%
• 32 Locations Open 
• 28 Under Development

Visit FranchiseRussos.com to Grab a Slice of a one
Billion Dollar Industry. Learn how, by calling Anthony 
at 855.978.7767  or email Anthony@NYpizzeria.com 

*These fi gures represent the 
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various designs and sizes, 
operating by both the 
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the 12 month period prior to 
January 1, 2013, as published 
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dated April 30, 2013. Your 
individual fi nancial results 
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FASTEST GROWING SMALL CHAIN IN 
AMERICA BY RESTAURANT BUSINESS

RANKED #1
FROZEN YOGURT CHAIN BY 

THE DAILY MEAL

RANKED
IN FRANCHISE 500 BY 

ENTREPRENUER MAGAZINE

LOW COST
TO ENTRY & SIMPLE OPERATIONAL

MODEL

™

OVER 340
LOCATIONS OPENED IN LESS

THAN FIVE YEARS

IDEAL FOR
CONVERSION

OF EXISTING REAL ESTATE: 
IN-LINE OR FREE STANDING

• SINGLE STORE AND MULTI-UNIT TERRITORIES 
   AVAILABLE 
 • FEE DISCOUNTS FOR MULTI-UNIT OPERATORS
   OF 3+ LOCATIONS
• FEE DISCOUNTS FOR MILITARY VETERANS

CONTACT US TO FIND OUT MORE ABOUT sweetFrog FRANCHISE OPPORTUNITIES:
SWEETFROGYOGURT.COM/FRANCHISING | 804.893.3151

®

MULTIPLE LOCATIONS
OVER 70% OF OPERATORS PURCHASED A

SECOND LOCATION

This information is not intended as an offer to sell, or the solicitation of an offer to buy, a franchise. It is for information
purposes only. An offer will only be made after we have compiled with all franchise registration and disclosure laws.
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Formative influences/events: Family—our relatives, the people we 
work with, and our customers—is what it’s all about. It’s not about buildings 
or sales, it’s about our guests and employees.
Key accomplishments: In 20 years’ time, our management turnover is 
nonexistent. We pride ourselves on the fact that our average manager has 
been with us for 15 years, and we treat them like family. We look at the total 
needs of our managers, many of whom are inner-city managers who don’t 
have mentors or parents who can write checks when they need help. We give 
loans or help with specific needs. In fact, we even design bonuses around 
people with certain needs. 
Work week: I’m a light sleeper and I still do a 70-hour work week, but 
it’s different. I’m not in the restaurants 70 hours a week. I may be up late at 
night working on marketing or business plans. I have more flexibility now.
What are you reading? Lately I’ve been rereading Tom Peters’ In Search 
of Excellence.
Best advice you ever got: Don’t let the standards down.
What’s your passion in business? Helping people to succeed.

PERSONAL

enjoy our three grandchildren.”
Family members are an important part of the company. 

Keehn’s wife, Lisa, a Burger King “star” for 20 years, is direc-
tor of operations, and daughter Staci, currently director of 
education and development, is being groomed to take over 
the company. “I’m getting Staci ready to take the business 
to the next level and to help our people become successful,” 
he says. “I’m going to enjoy myself—like I’m doing today, 
pushing the stroller in the mall with my grandchildren.” 

FOR PROVIDING AN EXAMPLE FOR OTHERS TO FOLLOW  
IN FRANCHISE SUCCESS

Why do you think you were recognized with this award? Re-
ally, it comes down to the folks at Checkers. We don’t broadcast what we 
do. We’ve won every award Checkers offers, but we’re just as happy when 
someone else is getting it.
How have you raised the bar in your own company? We never 
lower it. We’re always challenging ourselves.
What innovations have you created and used to build your 
company? We innovate on a daily basis, from marketing to the curb appeal 
of our restaurants. We’re constantly improving the look of our restaurants so 
that not only are we the cleanest, most appealing businesses in our neighbor-
hoods, but we find others around us improving themselves too, so the city will 
look better.
What core values do you think helped you win this award? 
Putting people first, whether it’s guests, employees, or family members of 
employees.
How important is community involvement to you and your 
company? It’s everything—it’s where the business starts. Word spreads 
quickly. One person will tell seven people about a bad visit, whereas they 
may not mention the good ones. If a community doesn’t see that you care, 
it won’t let you become involved. We’re blessed to be involved because we 
show them, quietly, that we’re sincere and consistent.
What leadership qualities are important to you and to your 
team? Attitude and standards. You don’t give up, no matter what. We had 
miserable sales this winter because of the weather, and Hurricane Sandy shut 
down one of our stores last year. We got back into business and did what we 
had to do for our company and the community.

2014 MVP
Community Involvement Leadership Award

Business philosophy: Do it right.

Management method or style: Lead by example. Don’t expect any-
thing from somebody that you wouldn’t do yourself.

Greatest challenge: Probably meeting the standards I have in my mind, 
the success that I have for people in my heart.

How do others describe you? One word: relentless.

How do you hire and fire, train and retain? My wife Lisa, who 
is only 49 but who has been in this business for 35 years, stays on top of 
what’s new in training, products, and programs. Our people stay because they 
know we’re sincere and that we care about their success.

MANAGEMENT

Annual revenue: $8 million.
2014 goals: To open new restaurants and continue to prepare my daughter 
Staci to take over the company.
Growth meter: How do you measure your growth? Through 
sales, turnover, what we’ve accomplished for managers, various metrics.
Vision meter: Where do you want to be in 5 years? In 10 
years? In 5 years, I’d like to have opened up three more Checkers. I’d like 
to have my daughter actively running the company and me assisting before 
10 years.
What are you doing to take care of your employees? Besides 
offering what we feel is fair compensation, we have numerous bonus pro-
grams. We try to offer consistency too, because I’ve found that without it, 
you have nothing. We’re so happy with the core business values of Rick Silva 
and the current executive group at Checkers that we use the same ones day 
in and day out. When we talk about core values—what’s important, people, 
growth, guests, bonuses—we’re identical to corporate. 
What kind of exit strategy do you have in place? Preparing my 
daughter to take over the business.

BOT TOM L IN E“Our average manager  
has been with us for  

15 years, and we treat 
them like family.”
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NAME: Jim Lager

TITLE: Owner/President, JBL Hose 
Service, Dallas

NO. OF UNITS: 3 Pirtek USA, 3 Snap-
On Tools

AGE: 49

FAMILY: Wife Sheryl and two children, 
son Chris, 21, and daughter Keri, 18

YEARS IN FRANCHISING: 22

YEARS IN CURRENT POSITION: 4

He Likes To Teach
U.S. Army vet prefers a hands-on approach

J
im Lager doesn’t talk about himself a 
lot, but will allow that he’s “pretty good 
at taking lousy businesses and turning 
them into something.” Also, he says, “I’m 

not a ‘maintain’ kind of guy—I hire people to 
maintain. But helping people succeed is some-
thing I want to be remembered for.”

Lager, a U.S. Army veteran and natural en-
trepreneur, knew he wanted to start his own 
business and work in a hands-on environment 
after his military stint in Germany. Back home, 
he earned an MBA from the University of 
Minnesota through the GI Bill, then signed 
on as Snap-On Tools franchisee in Plano, Tex. 

As he grew his Snap-On business, Lager 
noticed the similarities between Snap-On and 
Pirtek USA, a mobile hydraulic and pneu-
matic hose repair brand. “I was looking for a 
business-to-business opportunity in Texas and 
was struck by the similarities in set-up, sales, 
and mobile service vans between the two fran-
chises,” he says. He was also impressed by the 
individual support Pirtek offers franchisees.

Lager took over a corporate Pirtek location 
at Dallas’s Love Field. The 4,800-s.f. center 
surrounded by manufacturing and industrial 
customers was a solid choice in the growing 
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Formative influences/events: Usually my failures have led to my best 
successes. I try to learn and improve all the time from my mistakes.
Key accomplishments: I am good at taking lousy businesses and turning 
them into something, and I have had a few experiences where I have helped 
failing franchises turn around, grow, and become some of the best franchises 
in the area.
Work week: It varies, but I never stop thinking and dreaming.
What are you reading? Unfortunately, I’m so busy right now that I’m 
not reading anything.
Best advice you ever got: You don’t have to be the best at what you 
do, you just have to work the hardest.
What’s your passion in business? Developing something that others 
couldn’t achieve.

PERSONAL
area market. He now has three Pirtek units, along with his 
three Snap-On units.

 “Jim continues to grow with Pirtek and has been a true 
asset to our franchise organization,” says Gwyn O’Kane, vice 
president of franchise development at Pirtek. “He works with 
the corporate team on projects to improve the system and has 
spent weeks onsite at other Pirtek centers across the country 
to help fellow owners with their businesses. He understands 
his success is also dependent on other owners, and with his 
general franchising experience has become a great mentor 
to the Pirtek system.”

While Lager will continue to grow his business, he’s also 
looking ahead with another plan in mind. “In 10 years, I 
want to be at $10 million-plus in sales, but my ultimate goal 
is to have people in place to run my companies while I teach 
business and sales to others,” he says. “I like to teach, but 
teaching doesn’t pay well, so I do it because it feels good.” 

FOR OUTSTANDING PERFORMANCE, LEADERSHIP,  
AND INNOVATION BY A VETERAN

Why do you think you were recognized with this award? The 
speed at which I increased sales and my willingness to teach and help other 
franchisees.
How have you raised the bar in your own company? It’s all 
about customer service. We ask our customers to set the height of the bar and 
then we maintain that for them.
What innovations have you created and used to build your 
company? I created a customer service or relationship-based sales program 
where we use workshops to teach the program rather than doing it in sales 
meetings. In other words, our employees are hands-on involved in their own 
training.
What core values do you think helped you win this award? I 
treat my employees and my customers the way I want to be treated. I have 
an open-door policy to both. If I don’t hear about a problem, I can’t fix it. I 
tell both my employees and customers that. 
How important is community involvement to you and your 
company? Mainly, I enjoy going to other franchisees and getting my hands 
dirty and showing them how to build customer relationships. Our customers 
don’t need us—we need them.
What leadership qualities are important to you and your 
team? We surround ourselves with people that complement us, not “yes 
men.”

2014 MVP
Veteran Entrepreneurship AwardBusiness philosophy: Never say no, or least try really hard not to. 

Management method or style: Laid back and open-door.

Greatest challenge: I have just recently learned how to tackle my great-

est challenge, and that is to live for today and to take enough time to smell 

the roses. It’s hard to do that and be self-employed at the same time.

How do others describe you? Easy to approach and easy to talk to.

MANAGEMENT

Annual revenue: $5 million.

2014 goals: I’m considering growing outside Texas, perhaps in California 
or Florida.

Growth meter: How do you measure your growth? Revenue and 
profit.

Vision meter: Where do you want to be in 5 years? In 10 
years? I want to be at over $10 million in sales, but my ultimate goal is to 
have people in place to run my companies while I teach business and sales 
to others.

What are you doing to take care of your employees? My goal is 
to give my employees a career, not just a job.

What kind of exit strategy do you have in place? I have key 
people that I want to eventually take over my business and will likely imple-
ment a plan over time with them.

BOT TOM L IN E

“My ultimate goal is to have people  
in place to run my companies while I teach  

business and sales to others.”



FOR MORE INFORMATION, CONTACT:

404.705.2051 • requests@moes.com MOES.COM©2014 Moe’s Franchisor LLc

*Based upon unaudited or verified financial information of 150 restaurants out of 387 continuously in operation for a three-year period. Of the 150 restaurants represented in the three-year group, 64 restaurants (or 42.7% of the three-year group) attained or exceeded the average total gross sales.

Other expenses related to owning and operating a restaurant are also included in Item 19 of the April 2014 Franchise Disclosure Document.

This information is not intended as an offer to sell. We will not offer you a franchise until we have complied with disclosure requirements in your jurisdiction. FOR THE STATE OF NEW YORK: This advertisement is not an offering. An offering can be made only by a prospectus filed with the Department of Law of 
the State of New York. Such filing does not constitute approval by the Department of Law. FOR THE STATE OF CALIFORNIA: These franchises have been registered under the Franchise Investment Law of the State of California. Such registration does not constitute approval, recommendation or endorsement by 
the commissioner of corporations nor a finding by the commissioner that the information provided herein is true, complete and not misleading. Moe’s Franchisor LLC, 200 Glenridge Point Parkway, Suite 200, Atlanta, GA 30342. ©2014 All rights reserved.

welcome to
growth

Mexican quick-service category by 
Entrepreneur® magazine for 2013, 2011

rANKeD #1

Average total annual gross sales 
$1,242,729*

Growth chain ranked by  
Nation’s Restaurant News® in 2013

toP 10

National TV and digital ad campaigns
mArKetINg

And more than 200 in development

540+
reStAUrANtS

Top Mexican Chain by Technomic in 2013
rANKeD #1

CONSUMER
Restaurant Brand Metrics (Technomic “Consumer Restaurant Brand Metrics” Report for 2013)

Looking for qualified multi-unit operators with the ability and desire to develop multiple restaurants.  
Additional marketing support may be available in certain DMAs. 
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Brand Builder
Big expansion plans ahead for this multi-state operator

NAME: Larry G. Lee

TITLE: CEO, Southwest Deli Group, 

Odessa, Tex.

NO OF UNITS: McAlister’s Deli, 19; 

Wings ’N More Express, 3

AGE: 57

FAMILY: Sons Clinton and his wife 

Cassie, and Dustin

YEARS IN FRANCHISING: 12

YEARS IN CURRENT POSITION: 12

L
arry Lee had a built-in advantage when 
he leveraged his career in real estate 
and shopping center development to 
include franchising.

“Great locations will offset everything 
else,” says the Texan, who has 16 McAlister’s 
Deli locations open, with plans to add two 
dozen more by 2015 as he expands beyond 
his base in Texas and New Mexico. Lee first 
ate in a McAlister’s at one of his San Antonio 
shopping centers. “No matter how great your 
marketing is, you can’t market your way out 
of a bad location,” he says.

Lee says his learning curve as he entered 
franchising was relatively easy. “Franchising 
was a little new, but I knew about the real 
estate, of course, and the financing require-
ments. Dealing with a franchisor was a little 
different but that’s gone well, too,” he says.

His winning approach led him to sign on 
with McAlister’s for development rights in 
half of Texas and all of New Mexico, Idaho, 
and Utah. “We’re up to 16 restaurants with 
four more under construction,” he says. “Our 
future growth will create approximately 1,200 
jobs throughout these local communities and 
give us an opportunity to bring McAlister’s 



*Results measure company-wide same store sales figures for each fiscal quarter over the previous year’s fiscal quarter. The measuring period is  
March 22, 2010 through June 29, 2014. Excludes store sales from the State of Florida. Not all individual stores experienced the same results. New franchisees 
may have results that differ. This advertisement is not an offer of a franchise. Franchises are offered and sold only through a Franchise Disclosure 
Document.STATE OF CALIFORNIA: THESE FRANCHISES HAVE BEEN REGISTERED UNDER THE FRANCHISE INVESTMENT LAW OF THE STATE OF 
CALIFORNIA. SUCH REGISTRATION DOES NOT CONSTITUTE APPROVAL, RECOMMENDATION, OR ENDORSEMENT BY THE COMMISSIONER OF  
CORPORATIONS NOR A FINDING BY THE COMMISSIONER THAT THE INFORMATION PROVIDED HEREIN IS TRUE, COMPLETE, AND NOT MISLEAD-
ING. STATE OF NEW YORK: THIS ADVERTISEMENT IS NOT AN OFFERING. AN OFFERING CAN ONLY BE MADE BY A FRANCHISE DISCLOSURE 
DOCUMENT FILED WITH THE DEPARTMENT OF LAW OF THE STATE OF NEW YORK. SUCH FILING DOES NOT CONSTITUTE APPROVAL BY THE 
DEPARTMENT OF LAW OF THE STATE OF NEW YORK. MINNESOTA STATE REGISTRATION NUMBER F–2873.
Hungry Howie’s Pizza & Subs Inc., 30300 Stephenson Highway, Suite 200, Madison Heights, MI 48071, 248-414-3300. 

Exclusive territories are available. Call (248) 414-3300 or log on to franchising.hungryhowies.com.  
Take a self-guided tour of our digital brochure and complete a simple form to request more info.

 17 CONSECUTIVE QUARTERS OF SAME STORE SALES INCREASES*
 TOP 50 MULTI-UNIT FRANCHISE - FRANCHISE BUSINESS REVIEW
 TARGET MARKETS - CALIFORNIA, GEORGIA, OHIO, PENNSYLVANIA & TEXAS
 550 STORES IN 20 STATES - 79% OF STORES OWNED BY MULTI-UNIT OPERATORS
  TERRITORIES AVAILABLE TO MULTI-UNIT DEVELOPERS
 MILITARY FRIENDLY FRANCHISOR

*See Page 43 of our Franchise Disclosure Document ( Item 19 — Financial Performance Representations), Byrider Franchising, LLC, 12802 Hamilton 
Crossing Blvd., Carmel, IN 46032; of the 12 corporately owned units that have been open at least 5 years, 6 met or exceeded the average; New York 
Disclaimer: This advertisement is not an offering. An offering can only be made by a prospectus filed first with the Department of Law of the State of 
New York. Such filing does not constitute approval by the Department of Law.

800.947.4532 or Franchise.JDByrider.com

CONTACT JACK HUMBERT

JOIN THE NATION’S LARGEST USED CAR AND FINANCE FRANCHISE

AVERAGE ANNUAL NET INCOME FROM OPERATIONS*
818,201$



42 MULTI-UNIT FRANCHISEE  ISSUE I I I ,  2014

MVP2014 AWARDS

Formative influences/events: My biggest influences have been my 
parents and their work ethic.

Key accomplishments: One of my biggest accomplishments has been 
building a successful McAlister’s franchise and growing a talented manage-
ment team. Our restaurants are in the top 20 for sales volume, as well as net 
sales growth. We’ve also been recognized as Franchisee of the Year for the 
past 3 years.

Work week: 60 to 70 hours.

What are you reading? The Admirals by Walter R. Borneman. It’s about 
the four 5-star admirals of World War II and how they led the troops. Leader-
ship under fire is another way to look at it. 

Best advice you ever got: Surround yourself with great employees.

What’s your passion in business? Making things happen. I love the 
challenge of starting a new store and watching it become successful.

PERSONAL
great food and genuine hospitality to more locations.”

Lee, McAlister’s Franchisee of the Year for the past 3 years, 
likes the restaurant business so much that he also became 
a franchisee for Wings ’N More Express. He’s also become 
a partner on the franchisor side with Zio’s Italian Kitchen 
and Don Pablo’s.

In addition to his knack for spotting good locations, Lee 
credits his success to “good people running the operations—
a great team of people all around.”

His charitable and community involvement includes serv-
ing as board president for the Permian Basin Rehabilitation 
Center for children in Odessa, Tex. “He’s been vital to bring-
ing the center to where we are today because of his giving, 
his willingness to go into the community and get donations,” 
says Permian’s Executive Director Risse Rogers. “He epito-
mizes the definition of philanthropist because he gives and 
gives, never wanting anything in return. He simply wants to 
make a difference.” 

FOR ACHIEVING BRAND LEADERSHIP WITH A SINGLE BRAND
Why do you think you were recognized with this award? Our 
long-term commitment to McAlister’s Deli is evident in our recent agreement 
to more than double our number of stores by 2015. We’ve committed to 
opening 24 additional locations in new and existing markets and expand-
ing McAlister’s to two new states. We opened two stores on the same day in 
January—a first for McAlister’s. We recently celebrated a 12 percent comp 
sales increase.
How have you raised the bar in your own company? With each 
new store we try to break the opening sales record from the previous opening.
What innovations have you created and used to build your 
company? We use a call center for catering. We are the first McAlister’s 
franchisee to incorporate the “call ahead” pickup window. We have a weekly 
Facebook promotion to keep customers engaged and coming in more often. 
We also have been innovative in designing new prototypes, including drive-
thru windows.
What core values do you think helped you win this award? A 
strong work ethic, devotion to employees, and giving back to the community.
How important is community involvement to you and your 
company? I am active on both civic and nonprofit boards. Our stores raise 
funds for different charities, and our employees help at events within the com-
munity. We donate approximately $60,000 each year to charities.
What leadership qualities are important to you and your 
team? Taking responsibility, punctuality, loyalty, working as a team, listening 
and taking action when needed.

2014 MVP
Single-Brand Growth Leadership Award

Business philosophy: Hire the best people, train them well, grow man-
agement from within, and give back to the community.

Management method or style: Delegate.

Greatest challenge: Finding the best people.

How do you hire and fire, train and retain? I have a management 
team that is well trained in franchise management. I let them do their magic.

MANAGEMENT

Annual revenue: $60 million.

2014 goals: We have a development plan in place for four states, including 
continued growth in Texas and New Mexico, as well as new territories in Utah 
and Idaho. Our goal for 2014 is to open 8 new McAlister’s locations.

Growth meter: How do you measure your growth? By the num-
ber of stores we open during a year and the sales those stores generate.

Vision meter: Where do you want to be in 5 years? In 10 
years? We are now in Texas and New Mexico. I want to expand into Utah 
and Idaho, as well as open additional locations in Texas and New Mexico. In 
10 years, I’d like to see more growth in more states.

What are you doing to take care of your employees? We offer 
extensive training, sales incentives, in-store contests, and advancement op-
portunities.

What kind of exit strategy do you have in place? I’m still work-
ing on that! However, it goes back to hiring people I know who have the 
same passion to grow this business that I have.

BOT TOM L IN E

“No matter how great your marketing is,  
you can’t market your way out of a bad location,”
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NAME: Tony Lutfi

TITLE: CEO, President, MarLu Investment 
Group, Elk Grove, Calif.

NO. OF UNITS: Arby’s, 53; Church’s 
Chicken, 47; Jack in the Box, 21; Little 
Caesars, 5 (plus 12 more this quarter); 
Sizzler, 5; Sears Home Appliance 
Showroom, 17; Sears Outlet 9; Sears 
Appliance & Hardware, 3 (and managing 
13 Sears locations for another franchisee)

AGE: 54

FAMILY: Married for 30 years to Anna; 3 
children, Metri, Stephen, and Ramsey; twin 
grandchildren, Beckham and Mya

YEARS IN FRANCHISING: 21

YEARS IN CURRENT POSITION: 21

Big Operator,  
Bigger Heart
Family, philanthropy, diversity, and drive

T
ony Lutfi, who immigrated to the United 
States from Lebanon, is one of the most 
successful QSR franchisees in the country, 
rapidly growing his five food brands to 

market domination and record revenues.
Lutfi, who first ventured into franchise own-

ership in the early 1990s as a franchisee of Arby’s 
and Long John Silver’s in Northern California, 
now owns a whopping 130-plus restaurants in 
California, Nevada, Arizona, Texas, and Missouri.

No one-trick pony, in 2011 he began diversify-
ing his portfolio beyond food, and just 3 years later 
operates a total of 29 Sears retail stores: 17 Sears 
Home Appliance Showrooms, 3 Sears Appliance 
& Hardware stores, and 9 Sears Outlet stores.

His MarLu Investment Group was able to ac-
complish such rapid growth across brands because, 
he says, “We keep the same focus on culture that 
has kept us in business and away from trouble.” 
Lutfi’s culture promotes teamwork and cross-func-
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Formative influences/events: I have been fortunate enough to have 
been mentored by some of the very best in the business, but my parents and 
older siblings deserve the credit for their influence and confidence in me.
Key accomplishments: Being happily married for 30 years with a won-
derful family.
Work week: Six days. My day starts at 6 a.m. and ends at 7 p.m. I travel 
10 to 12 days a month.
What are you reading? Trade publications.
Best advice you ever got: When you find yourself in a hole, stop digging!
What’s your passion in business? I love and appreciate our employ-
ees and feel privileged that they allow us to be part of their lives. Our employ-
ees become an extension of our family, and watching them achieve and grow 
is extremely rewarding.

PERSONALtionality, and a sense of ownership for the store managers. 
“This has been the driving factor behind our cost controls 
and the real engine for our growth,” he says. “No organiza-
tion can survive without great unit managers, especially in a 
multi-unit, multi-brand, multi-state setting.”

A family man and philanthropist, Lutfi, who has added 
more than 100 units in the past 5 years, is still not done grow-
ing his 160-unit organization. He plans to continue moving 
ahead with each of his brands, and is looking forward to a 
time when his company will have developed the necessary 
experience to buy a brand and become a franchisor. “Our 
biggest challenge as we get larger and more spread out is 
how to maintain our culture of family atmosphere and enjoy 
the collaboration that we’ve enjoyed for so many years.” 

FOR ACHIEVING BRAND LEADERSHIP IN  
MULTI-BRAND EXPANSION

Why do you think you were recognized with this award? Being 
recognized at the Multi-Unit Franchising Conference was an honor and for it I 
am very appreciative. I believe we were selected for this category mainly be-
cause of our rapid and successful growth in the past 5 years by adding more 
than 100 units across brands to our portfolio. 
How have you raised the bar in your own company? We strive 
to be a model franchisee in every brand. We recognize that protecting and 
promoting the brand ultimately serves our company best. Our focus is to be 
a top performer with each of our franchise scorecards. Of course this is a very 
difficult goal because of our size and geographical range, but our teams take 
pride and ownership of this lofty goal.
What innovations have you created and used to build your 
company? We hardly try to innovate, but what we do is learn the simplest 
and most efficient ways to conduct business and do it in a fashion that in-
volves our core employees and leaders, as it is they who carry it forward to 
become cultural in nature. 
What core values do you think led you to win this award? Our 
core values are respect, honesty, and teamwork. Others are to have passion 
for safety; think big—don’t act big; be kind; be friendly; work hard; be loyal; 
be smart; be fair; compete and be relevant; and have fun.
How important is community involvement to you and your 
company? We have supported many local and national causes over the years 
with recent fundraising efforts for No Kid Hungry campaigns with the Arby’s and 
Sizzler brands. In 2013, we successfully raised more than $120,000. I currently 
serve on the Church’s Partners Foundation, an organization that works hard to 
provide educational funding as well as assistance for individuals who have been 
struck by tragedy. Our goal is to establish a MarLu Foundation in 2015, raising 
money throughout the year for various causes such as education, hunger relief, 
and providing a safer environment for the youth.
What leadership qualities are important to you and your 
team? Be respectful and kind to all, but also be passionate about teamwork 
and employee safety.

2014 MVP
Single-Brand Growth Leadership Award

Business philosophy: Under promise and over deliver repeatedly.
Management method or style: Tell the truth and encourage others in 
the company to do the same.
Greatest challenge: It is difficult for me to give up on people, so I am 
often too slow to fire.
How do others describe you? Truthful and caring as a human being, 
but hard-working and committed as a businessman.
How do you hire and fire, train and retain? We are committed to 
promoting from within and have had great success in maintaining minimum 
turnover because of it. I was given opportunities to grow by others who men-
tored me, and I wish to do the same for the very best of our team members. 
Retaining people is easy for us because we are respectful and appreciative of 
our extended family members. Best hiring is when someone is recommended 
by our best employees.

MANAGEMENT

Annual revenue: Prefer not to say.
2014 goals: $240 million.
Growth meter: How do you measure your growth? By revenue 
dollars, but also how we affect the lives of our employees for the better.
Vision meter: Where do you want to be in 5 years? In 10 
years? We certainly wish to grow with each of the brands, but we hope that 
we will have developed the necessary experience to buy a brand and become 
a franchisor. We also wish to expand our commercial real estate portfolio.
What are you doing to take care of your employees? I have 
been fortunate to have had the best employers during my career who have 
taken the time to mentor me and teach me along the way. Several of our 
past employees have moved into ownership and a couple of them have had 
major successes in our space. I believe that an employer can best take care 
of employees by providing for growth opportunities and mentoring them to 
overcome fears and challenges so they’re prepared for their own story to be 
written.
What kind of exit strategy do you have in place? We are most 
focused on teaching the next generation to care for and grow our organiza-
tion. I really do not think of it as an exit strategy since it is a family business 
and our obligation is to protect it for future generations.

BOT TOM L IN E



©2014 Corner Bakery Cafe. This advertisement is not an offering to sell a franchise. An offering can be 
made only by Franchise Disclosure Document that has been registered with and approved by the appropriate 
agency in your state, if your state requires such registration. $2.3M AAV represents the average for the 79 
company-operated and 16 franchise-operated locations that have been in operation for at least 36 months 
(excluding limited-hour cafes), as disclosed in Item 19 of the 2014 Franchise Disclosure Document (FDD). 
Individual financial performance will vary. A copy of the FDD is available by contacting Franchising@
CornerBakeryCafe.com.  Corner Bakery Cafe • 12700 Park Central Dr • Suite 1300 • Dallas, TX • 75251

Every neighborhood needs a place where the  
food is fresh, the service is friendly and the 
welcome is warm. Every neighborhood needs a 
Corner Bakery Cafe. We have exclusive multi-unit 
franchise opportunities in high-profile markets for 
restaurant professionals who share our passion.

• Fastest growing segment of the restaurant industry 
• $2.3M average annual unit sales volume* 
• 165 locations 
• Sophisticated guest base 
• Best-in-Class catering 
• Leader in healthful options 
• Ideal for conversion of existing real estate 
• Flexible footprint

Corner THE MARKET

For more information: 
  Call: 888-732-3929 
  Email: Franchising@CornerBakeryCafe.com 
  Visit: www.CornerBakeryCafe.com/Franchise-Information

B R E A K F A S T  •  L U N C H            D I N N E R  •  C A T E R I N G
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Doing Well by Doing Good
Meeting community needs in Greater Houston

NAME: Chris Moore

TITLE: CEO, Cap-Mor Ltd., Houston 

NO. OF UNITS: 92 Watermill Express

AGE: 63

FAMILY: Wife Kim and daughters Lara, Rory, 

and Kimberly

YEARS IN FRANCHISING: 22

YEARS IN CURRENT POSITION: 22

C
hris Moore, a multi-unit Watermill Express 
franchisee, is in the enviable position of know-
ing exactly who his customers are, what they 
want, and why—and where—they want it. 

This has allowed him not only to become a successful 
franchisee with 92 water purification vending kiosks 
across the Houston area, but also to contribute to the 
community in an unusual way.

“Our freestanding structures, often in the middle 
of a parking lot at a shopping center, allow people to 
get purified water gallons at a time and 24 hours a day. 
This works especially well in Sun Belt states, like Texas, 
Florida, and California,” he says.

“Our primary customer is a person from another 
country who didn’t trust the water system where they 
grew up and so always had to drink purified water. 
When that person comes to the U.S. and tastes the tap 
water, they think they’ve been poisoned. They can’t 
stand chlorinated water because their palate has been 
developed drinking clean, pure water. That’s what they 
drink and cook with and make coffee with, and that’s 
what they’ll seek out here.”  

His customers, often lower- to middle-class, he says, 
“don’t want to buy a bottle of Aquafina for 99 cents or 
pay a dollar for a gallon of water when we’re out there 
selling water for 35 cents a gallon.” Since customers 
often reuse their own containers, there’s also a green 
aspect to the business, he adds.

Moore, who started with Watermill in 1992, has 



• 12th largest AUV growth out of the nation’s
 top 100 chains
• Innovative new restaurant designs
• Delicious fire-grilled menu offerings

CaptainDsFranchising.com • 1-800-550-4877

*Ranked by average unit volume

©2014 Captain D’s, LLC This is not an offer to sell a franchise, which may occur only in applicable states and through a Franchise Disclosure Document or prospectus.

LEARN MORE ABOUT MULTI-UNIT FRANCHISING OPPORTUNITIES:
512-949-3211 FRANCHISEINFO@MAMAFUS.COM MAMAFUSFRANCHISE.COM MAMAFUS

The
FASTEST GROWING

ASIAN
CONCEPT

in the
FAST-CASUAL

SPACE
Copyright 2014 Mama Fu's Franchise Group LLC.

Dedicated Support
Our experienced team has walked both sides of the 

franchisor-franchisee partnership so we take support 
seriously. Culinary innovation, revenue building programs 
and technical savvy keep Mama Fu’s fresh and relevant.

Flexible Options
Two prototypes allow franchisees to select a service model 
that fits the market. Kitchen size remains constant to allow 

continued focus on takeout, delivery and catering.

Quality Cuisine
Unique tastes and bold flavors from across Asia. 

Combining healthy, fresh ingredients made-to-order 
straight from the wok.
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MVP2014 AWARDS

Formative influences/events: I was the middle child of eight competi-
tive siblings. I learned from the older and helped the younger ones. 

Key accomplishments: Being married 40 years to Kim and having three 
beautiful and successful daughters.

Work week: Six days a week—half in Houston and half in Denver.

What are you reading? Gone Girl by Gillian Flynn and The Patriarch: The 
Remarkable Life and Turbulent Times of Joseph P. Kennedy by David Nasaw.

Best advice you ever got: Return all your phone calls.

What’s your passion in business? Going hard and staying tuned to 
my market.

PERSONAL

been impressed with the work of Neighborhood Centers 
Inc., the largest charitable organization in Texas, which for 
more than 100 years has been active in community-building 
in the Houston area. Among its many activities, the non-
profit provides citizenship, civics, and language classes to 
immigrants at nearly 60 service sites to help them adapt in 
their new country.

 “We’ve created a bigger presence with money, having made 
$100,000 in direct contributions to the centers in Houston, 
which is a major gateway to the U.S. with large pockets of 
Asians, Africans, and Hispanics,” he says. “We sponsor a jil-
lion sports teams and also supply water or personnel at health 
fairs and trade shows all over the area. It’s a way of giving. 
Yes, we’re promoting our product, but we’re doing more 
than that. We’re embedding ourselves into their neighbor-
hoods and helping them to assimilate into the community. 
We respect them, and they respect us.”

Moore shares the market with founding franchisors Lani 

FOR PASSIONATE, UNWAVERING SUPPORT  
FOR THOSE IN NEED

Why do you think you were recognized with this award? 
Franchisor Lani Dolifka nominated me. We share the Houston market and she 
knows how we have given to our customers and community.

How have you raised the bar in your own company? We’ve 
offered premium price and quality product in vended water. We demand excel-
lence from our employees to deliver the best.

What innovations have you created and used to build your 
company? We recognized early that our product was underpriced and cam-
paigned to show customers that it is worth it to pay more for quality.

What core values do you think helped you win this award? As 
John Maxwell says, people follow who they like and respect. I have shown 
that I like and respect my employees, so it’s a two-way street.

How important is community involvement to you and your 
company? Our core customers are Hispanic and Asian so we regularly help 
with local projects, showing the customers that we are an active part of the 
community.

What leadership qualities are important to you and your 
team? Don’t say, do. Performance is quantified in our company. There’s no 
place to hide. We are in it together or you are not here.

2014 MVP
Noble Cause Award

Business philosophy: My parents taught me that if you respect and like 
people—don’t act like you like them, actually like them—they’ll like you 
and treat you with respect. That’s what I do in the business, and we don’t 
have any turnover. 

Management method or style: I empower my employees.

Greatest challenge: A partnership breakup in 1998.

How do others describe you? I think they’d say I’m too demanding 
but that I’m fair. We’re all judged by our actions. I’m an alcoholic who’s been 
sober for three years, so my people have seen me in a lot of different situa-
tions. They definitely like this version better. 

How do you hire and fire, train and retain? We have little to no 
turnover. We’ve fired only four people in 22 years and one quit. You have to 
know who you hire, train, pay well, and empower.

MANAGEMENT

Annual revenue: $5 million.

2014 goals: Grow in revenue and profit.

Growth meter: How do you measure your growth? By increase 
in profits.

Vision meter: Where do you want to be in 5 years? In 10 
years? We want to dominate water/ice vending in Houston.

What are you doing to take care of your employees? We always 
pay more than the living wage, offer benefits, and provide ESOP empowerment. 

What kind of exit strategy do you have in place? I’ll die at the 
wheel or transfer to my GM and partner Marco Reyes.

BOT TOM L IN E

“I was the middle child of eight competitive siblings.  
I learned from the older and helped the younger ones.”

and Don Dolifka, whom he describes as “driven and commit-
ted to providing a clean, affordable product to customers.” 

Choosing locations is vitally important,  says Moore. “We 
typically want to go where our people shop. We don’t own 
any sites—we have simple ground leases for 250 square feet 
in the parking lot. We pull our own utilities. We’d love to 
get into a grocery store or more high-traffic strip centers.” 



Fired up yet? With 25 locations,
several more well underway  

and average unit sales of 
$1.99 million in 2013
... we sure are!



RANK BRAND MULTI-UNIT 
FRANCHISEES

SINGLE-UNIT 
FRANCHISEES

TOTAL
 FRANCHISEES

1 SUBWAY 4,023 4,030 8,053
2 MCDONALD’S 2,191 511 2,702
3 LIBERTY TAX SERVICE 873 1,171 2,044
4 H&R BLOCK 869 873 1,742
5 DUNKIN’ DONUTS 817 505 1,322
6 AFC FRANCHISE CORP./SOUTHERN TSUNAMI 753 1,168 1,921
7 THE UPS STORE 728 2,522 3,250
8 LITTLE CAESARS PIZZA 658 92 750
9 DAIRY QUEEN/DQ 626 2,104 2,730
10 DOMINO’S PIZZA 616 426 1,042
11 BURGER KING 585 413 998
12 GREAT CLIPS 559 336 895
13 JACKSON HEWITT TAX SERVICE 517 119 636
14 RE/MAX 469 1,884 2,353
15 ACE HARDWARE 467 2,589 3,056
16 TACO BELL 409 360 769
17 WENDY’S 394 269 663
18 CENTURY 21 383 1,106 1,489
19 HEALTH MART PHARMACIES 347 2,077 2,424
20 VISION SOURCE 319 1,883 2,202
21 KFC 298 239 537
22 FIREHOUSE SUBS 292 20 312
22 JIMMY JOHN’S 292 269 561
24 PAPA JOHN’S PIZZA 287 386 673
25 COUNTRY INNS & SUITES BY CARLSON 283 68 351
26 DUNKIN’ DONUTS/BASKIN-ROBBINS COMBO 256 268 524
27 COLDWELL BANKER 248 656 904
28 SONIC DRIVE-IN 246 266 512
29 ANYTIME FITNESS 244 1,153 1,397
30 PAPA MURPHY’S 243 295 538
31 MASSAGE ENVY 240 252 492
32 FANTASTIC SAMS 237 358 595
33 ARBY’S 231 150 381
33 QUIZNOS 231 1,138 1,369
35 SPORT CLIPS 222 148 370
36 PACIFIC PRIDE SERVICES 219 94 313
37 PIZZA HUT 212 179 391
38 SNAP FITNESS 209 406 615
39 EDIBLE ARRANGEMENTS 206 366 572
40 COLD STONE CREAMERY 203 447 650
41 DENNY’S 201 153 354
42 GENERAL NUTRITION CENTERS 186 279 465
43 MIDAS 182 298 480
44 KUMON CENTER 179 1,113 1,292
45 POPEYES LOUISIANA KITCHEN 171 435 606
46 FIVE GUYS 168 7 175
47 CHICK-FIL-A 163 1,066 1,229
48 BASKIN-ROBBINS 157 527 684
49 ZAXBY’S 148 25 173
50 MIRACLE EAR 145 43 188

Top 50 Brands by Number of Multi-Unit Franchisees
Ranking the most multi-friendly brands
The 2014  Multi-Unit 50

Source: FRANdata  Brands with 25 or fewer franchisees were excluded. 
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$1.99$1.99
ANY GARMENT

DRY CLEANED

Pricing Model makes 
us a Market 

Disruptor

Visit www.321zips.com/franchise.php or call 877-321-9477.
ZIPS Franchising LLC, 7474 Greenway Center Drive, Suite 1200, Greenbelt, MD 20770

Major 
Markets 

Available for 
Development



Top 50 Brands by Percentage of Multi-Unit Franchisees

RANK BRAND % MULTI-UNIT 
FRANCHISEES

MULTI-UNIT 
FRANCHISEES

SINGLE-UNIT 
FRANCHISEES

TOTAL 
FRANCHISEES

1 APPLEBEE’S 100.00% 37 0 37
2 PANERA BREAD 100.00% 31 0 31
3 PANCHERO’S 100.00% 29 0 29
4 JENNY CRAIG 97.14% 34 1 35
5 GATEWAY NEWSTANDS 96.70% 88 3 91
6 SAM’S HOT DOG STAND 96.30% 26 1 27
7 FIVE GUYS 96.00% 168 7 175
8 BOJANGLES’ 93.67% 74 5 79
9 FIREHOUSE SUBS 93.59% 292 20 312
10 RALLY’S 92.59% 25 2 27
11 CAPTAIN D’S 91.55% 65 6 71
12 BACK YARD BURGERS 90.91% 30 3 33
13 JACK IN THE BOX 90.72% 88 9 97
14 CHECKERS 89.69% 87 10 97
15 LITTLE CAESARS PIZZA 87.73% 658 92 750
16 BRUEGGER’S 87.10% 27 4 31
16 SEATTLE’S BEST COFFEE 87.10% 27 4 31
18 ZAXBY’S 85.55% 148 25 173
19 THE LITTLE GYM 83.13% 133 27 160
20 UNO CHICAGO GRILL/PIZZERIA UNO 81.48% 22 5 27
21 JACKSON HEWITT TAX SERVICE 81.29% 517 119 636
22 MCDONALD’S 81.09% 2,191 511 2,702
23 HERTZ RENT-A-CAR 80.85% 38 9 47
24 COUNTRY INNS & SUITES BY CARLSON 80.63% 283 68 351
25 Z PIZZA 80.00% 52 13 65
26 RADISSON HOTELS 79.22% 61 16 77
27 MCALISTER’S DELI 78.72% 37 10 47
28 DOLLAR RENT A CAR 78.57% 33 9 42
29 HUNTINGTON LEARNING CENTER 78.11% 132 37 169
30 PONDEROSA STEAKHOUSE 77.78% 42 12 54
30 GRANDY’S 77.78% 28 8 36
30 JIMMY’S PIZZA 77.78% 28 8 36
33 MIRACLE EAR 77.13% 145 43 188
34 SHONEY’S 75.86% 22 7 29
35 AARON’S 75.45% 83 27 110
36 NEWK’S EXPRESS CAFE RESTAURANT 75.00% 21 7 28
37 SUPERCUTS 74.32% 110 38 148
38 CARL’S JR. 73.96% 71 25 96
39 FAZOLI’S 70.97% 22 9 31

40 BETTER HOMES AND GARDENS REAL 
ESTATE 70.73% 29 12 41

41 IM=X PILATES AND FITNESS 70.37% 19 8 27
42 PACIFIC PRIDE SERVICES 69.97% 219 94 313
43 GODFATHER’S PIZZA 69.23% 135 60 195
44 PENN STATION 69.12% 47 21 68
45 SUN TAN CITY 68.97% 20 9 29
46 PINKBERRY 68.29% 28 13 41
47 VALVOLINE INSTANT OIL CHANGE 67.19% 43 21 64
48 PLANET FITNESS 66.67% 110 55 165
49 COST CUTTERS 66.23% 51 26 77
50 PACCAR LEASE 64.06% 41 23 64

Source: FRANdata  Brands with 25 or fewer franchisees were excluded. 
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BUSINESS BETTER BUILT

Contact Gary Matusiak for franchise information franchising@pancheros.com
1-888-MEXBEST

As a restaurant concept proven over 21 years,
Pancheros Mexican Grill has embarked on an
agressive expansion plan. Franchise development
is a major part of that plan.

Pancheros Burritos are Better Built. Their Beliefs
are Better Built. So, naturally, their Business is also
Better Built. Find out more about their Better Built
philosophy at pancheros.com.

®

650 restaurants+ WORLDWIDE

10 STRAIGHT YEARS+ SAME STORE SALES INCREASES

74
RECORD BREAKING

NEW restaurants
OPENED IN 2013

*Figure reflects the average annual net sales for all Wingstop Restaurants (23 corporate and 503 franchise) in the system that were open during the entire period from December 30, 
2012 through December 28, 2013, as published in Item 19 of our May 1, 2014 Franchise Disclosure Document.  Of these 503 restaurants, 225 (43%) had higher net sales during the 
reported period.  The financial performance representation contained in Item 19 of our May 1, 2014 Franchise Disclosure Document also includes the average annual net sales information 
(1) separately for all franchised Wingstop Restaurants, and (2) separately for all company-owned Wingstop Restaurants, in operation in the United States during the referenced period.   
A new franchisee’s results may differ from the represented performance.  There is no assurance that you will do as well and you must accept that risk. © 2014 Wingstop Restaurants Inc.

FRANCHise opportunities available
WINGSTOPFRANCHISE.COM | 972.686.6500

974,025 average unit  
volume per store* 

$
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BY KERRY PIPES

I t’s mid-2014 and nearly every 
American is required by the gov-
ernment to have health insurance 
coverage as outlined under the 

Affordable Care Act (ACA). However, 
multi-unit franchisees, who have been 
anxiously tracking the ACA, were granted 
a temporary reprieve and are not required 
to offer full-time employees insurance 
coverage until January 1, 2015.

But that’s not stopping some franchi-
sees from taking a proactive approach, 
offering their full-time employees cover-
age now. Others are taking a wait-until-
it’s-required approach. They both have 
compelling reasons.

Just the facts
The ACA was passed on March 23, 
2010, upheld by the Supreme Court 
in 2012, and has been through more 
than 50 votes in the House to repeal, 
change, or otherwise weaken it.

So far, there have been two employer 
mandate delays from the Obama ad-
ministration in implementing the law. 
The first occurred last July and delayed 
the employer mandate by one year for 
all businesses. The second came this 
past February, when the administration 
announced that the deadline for “mid-

sized” companies (those with 50 to 99 
full-time equivalent (FTE) employees) 
to comply with the law’s requirements 
had been extended to 2016.

The administration also announced 
that “large” companies (100+ FTEs) 
must offer “minimal” and “affordable” 
insurance to at least 70 percent of their 
full-time (30+ hours) workforce start-
ing in 2015, increasing to 95 percent in 
2016; these companies will have until 
2016 to add coverage for the additional 
25 percent. By most accounts, this lat-
est announcement was made to phase 
in the employer mandate and minimize 
labor market disruption. Businesses 
that employ fewer than 50 FTEs have 
no obligation under the law to provide 
health insurance coverage.

Certain “small” businesses (fewer 
than 25 FTEs with average wages below 
$50,000) may be eligible to receive the 
small-business healthcare tax credit. To 
qualify, employers must contribute at 
least 50 percent toward full-time em-
ployees’ health insurance premiums. 
Businesses that meet these qualifica-
tions will be required to apply for the 
tax credit on IRS Form 8941 when fil-
ing returns for the business.

For employers with more than 200 

employees, the ACA will eventually 
require automatic enrollment for all 
new, eligible employees. However, any 
employee who does not want to be cov-
ered can opt out.

Beyond the complexities of imple-
menting the law are the strategic busi-
ness decisions many franchisees must 
face. One result is that some franchisees 
are having second thoughts on any ex-
pansion plans in the near future. Oth-
ers are cutting back on full-timers and 
hours to reduce the number of FTEs 
the law requires them to cover. 

We asked three franchise operators 
with dozens of units and one franchisor 
with 31 company-operated units what 
they’re thinking about the new law, 
how they’re dealing with its require-
ments, and how—and when—they plan 
to provide health insurance options to 
their employees.

“Large” employer faces 
uncertainty
Like any successful business owner, Dawn 
Lafreeda understands the importance of 
a healthy workforce. Although Lafreeda 
sees the value in providing healthcare 
insurance to her employees, the cost of 
implementing the ACA is not lost on 

HEALTHY 
CHOICES?
Franchisees have only 6 months  

to comply with the ACA



papamurphysfranchise.com | 877-777-5062
Franchise o� er by prospectus only. 

Guests rave about our pizza
because we use the highest
quality ingredients and our
dough is made fresh in-store
every day. Franchisees love
our business because it’s a
proven model with simple
operations and attractive
unit economics.

Largest Take ‘N’ Bake 
franchise with over 

1,400 stores in 38 states

No ovens, 
delivery, dine-in 

or late hours

Lower investment
costs and less space

requirements

A Fresh Way
of Making Dough



56 MULTI-UNIT FRANCHISEE  ISSUE I I I ,  2014

her. The San Antonio-based operator 
has 75 Denny’s locations across several 
states and more than 2,500 employees 
(35 percent full-time), so the stakes 
are high.

“I believe insurance coverage is im-
portant and should be made available 
to everyone. I just do not believe it is 
affordable for employers under the cur-
rent ACA plan,” she says. “Cost is the 
biggest drawback. No significant laws 
have been passed with ACA to reduce 
the rising cost of healthcare.” Further 
complicating things, Lafreeda says, she 
has no idea how many of her employees 
will choose to take the coverage under 
the new law—and thus, what her costs 
will be in 2015.

Lafreeda has been offering health 
insurance to her employees for years. 
She says the plan is an affordable “mini 
med” plan offered for $22 per pay period. 
“Employees may choose to buy up and 
get better coverage, but the plan starts 
at a fairly affordable rate,” she says. But 
here’s the kicker: under the ACA, the 
anticipated cost for an employee to 
take the plan, which includes “cred-
ible coverage,” will cost around $400 
a month or $185 per pay period based 
on a 26-week pay schedule.

“There’s going to be less flexibility 
on the type of coverage or type of plan 
we can offer,” she says. “It also appears 
that we have fewer options to choose 
from. For example, only three compa-
nies would quote our business this year, 
a decline from previous years.”

Lafreeda says she is closely monitoring 
changes in healthcare costs, employee 
interests, and any further changes in 
the law—and is relying on insurance 
companies, brokers, attorneys, and ac-
countants to gather the facts and help 
her prepare for the law’s mandates. No 
business owner, she says, should wait 
until the last minute to try to imple-
ment and comply with the ACA.

Franchisor acts early
Firehouse Subs CEO Don Fox says the 
company is the largest operator in their 
system, currently operating 31 restau-
rants in Florida. Fox has taken the ACA 
seriously and worked to stay atop all its 
developments. “Given our status within 
our system of 771 restaurants,” he says, 
“I have long believed that it is incum-
bent upon us to lead by example when 
it comes to the Affordable Care Act.”

Fox says that despite the early un-
certainty surrounding the ACA in au-
tumn 2012, the brand decided then 

that it would offer health insurance to 
its full-time hourly employees, effec-
tive in 2014, despite the one-year delay.

“We moved forward with implemen-
tation this past January,” he says. “We 
put together a detailed implementation 
plan that included the establishment of 
new job descriptions and scheduling 
protocols for our full-time and part-
time team members.” He says the new 
systems were tested in 2013 before they 
incorporated the insurance component.

During the first part of 2013, he 
says, the brand ran seminars to inform 
its franchisees of the steps they were 
taking, to share best practices, and to 
provide as much information as possible 
to enhance their franchisees’ ability to 
make good decisions about the upcom-
ing requirements.

Fox says the brand does not con-
duct a census of its franchisees about 
the benefits they offer, so he’s not sure 
how many already offer health insur-
ance. However, he is confident that 
the brand has made all the appropriate 
information available to its franchisees 
and employees to help them make in-
formed choices.

 “Our rollout of insurance to our 
hourly employees has already produced 
a wealth of knowledge that will benefit 
our franchise community when it comes 
time for them to make critical decisions 
about the ACA for 2015,” says Fox. “We 
have approximately 20 franchisees who 
will be considered ‘large’ employers, and 
they certainly face the highest degree of 
challenge.” He remains confident that 
the brand’s efforts to blaze the trail will 
enhance decision-making throughout 
the system.

Taking a measured approach
David Barr is the founder and chairman 
of PMTD Restaurants, whose hold-
ings include Del Frisco’s Double Eagle 
Steakhouses, Sullivan’s Steakhouses, 
Mrs. Fields, TCBY, Don Pablo’s, KFC, 
and Taco Bell.

Barr has been closely following the 
ACA and has been active in explaining its 
effects on small businesses, specifically 
in the restaurant sector. In that time, 
he’s met with senators, congressmen, 

HEALTHY CHOICES?

Dawn Lafreeda

Don Fox

 “Cost is the  
biggest drawback.  
No significant laws 
have been passed 

with ACA to  
reduce the rising 

cost of healthcare.”
—Dawn Lafreeda



Diversify your portfolio with one of the hottest 
Fast-Casual concepts around: 

• Low investment with discounts for multi-unit buyers

• Best unit economics in the Fast-Casual Market

• Voted Top 10 of the Fastest Growing Fast-Casual Concepts
by Technomic

• Experienced leadership with a strong corporate infrastructure 
to support unit and system growth

• Doubled system-wide sales in just one year — Now in 
30 countries worldwide 

Jake’s Wayback Burgers has all the ingredients for a successful 
multi-unit franchise.

Call us today at 877-525-3791 ext. 223 or visit 
waybackburgers.com/franchising for more information. 
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and, most recently, White House and 
Treasury officials to discuss the impact 
of the ACA on restaurant jobs. 

When it comes to taking action in 
his restaurants, however, Barr has taken 
a more measured approach than Fox. 
“My thesis is different in that I did not 
implement the ACA provisions early,” 
he says. “I do not believe that for the 
extra cost that I will get a reduction in 
employee turnover or [increased] pro-
ductivity.” His plan is not to implement 
until required by law. 

“I do not believe there will be as 
significant a cost to most QSR chains 
as first anticipated because the employ-
ees will not be signing up for it,” he 
says. “I say that because they will still 
not find it affordable, even though the 
government says 9.5 percent of wages 
is affordable.”

Doing good, but anonymously
One franchisee we interviewed for 
this story was willing to talk only off 
the record. That’s because his attorney 
advised him there are lawyers on the 
prowl across the country seeking busi-

nesses they can file class action lawsuits 
against, claiming that some business 
operators are cutting employee hours 
to get around the requirement to cover 
them under the ACA. Ironically, while 
this franchisee is providing healthcare 
insurance above and beyond what the 
law requires, he still is concerned that 
he could become the target of a spuri-
ous lawsuit.

 The way this multi-unit operator 
sees it, every franchisee has the op-

portunity to provide health insurance 
coverage for employees working more 
than 30 hours a week and encourage 
those working under 30 hours to seek 
coverage under the ACA.

This franchisee has more than two 
dozen units in multiple brands and 
has always relied on primarily part-
time employees with the exception of 
his managers, cooks, and dining room 
supervisors. He says his full-time man-
agers have always had health insurance 
coverage—and it’s the same plan he is 
on. But where he used to offer a very 
basic insurance plan for everyone else, 
he is now offering a major medical plan 
to his full-time employees.

“My insurance costs have gone up 
because I am now covering more peo-
ple,” he says, “but not all of them have 
taken the plan.” 

Meanwhile, his part-timers can now 
go to the ACA insurance exchange and 
get much better insurance coverage 
than they were able to get before the 
law. “Most of our crew members work 
less than 30 hours a week so they all 
qualified for insurance on the exchange,” 
he says. Under the ACA, more than 50 
percent of his hourly workers now have 
health insurance.

In fact, this franchisee worked closely 
with an insurance broker, who conducted 
one-on-one meetings with every em-
ployee at all his restaurants to determine 
what they qualified for—an approach 
he recommends to other franchisees.

Today, his company plan covers up 
to three full-time managers and two 
cooks per store. He subsidizes 75 to 
80 percent of the cost of this insurance, 
which costs each employee about $150 
a month. “We cover about 150 employ-
ees this way,” he says. 

An additional 500 part-time crew 
members are covered through the ex-
change, he says, while another 25 or 
so employees are covered by Medicaid 
or the VA. In total, he says, more than 
55 percent of his workforce is covered 
with major medical insurance (based 
on a total workforce of 1,200). 

“There are 500 people who work for 
me who did not have insurance cover-
age before the ACA that now do have 
coverage,” he says. 

HEALTHY CHOICES?

IMPACT ON BUSINESS

At April’s Multi-Unit Franchising Conference in Las Vegas, Jeff Lun-
gren, director of congressional and public affairs for the U.S. Chamber 
of Commerce, spoke on the expected impact of the ACA employer 
mandate on businesses large and small. 

 “The law is here to stay, glaring warts and all,” he said. There could 
still be some minor changes but since the law is not 
going away, businesses should learn all they can and 
be prepared to comply. Among the information Lun-
gren presented were these findings from a Chamber/
IFA survey conducted late last year:

• Sixty-four percent of business decision-makers in 
franchisee-owned businesses and 53 percent of non-
franchisee-owned businesses believe the ACA will have 
a negative effect on their businesses.

• Twenty-nine percent of franchised and 41 per-
cent of non-franchised businesses are already seeing 
healthcare insurance costs increase because of the law.

• Twenty-eight percent of franchised and non-franchised businesses surveyed 
report that the employer mandate means they will drop coverage for their em-
ployees. In effect, among this segment of businesses, the employer mandate will 
almost double the percentage of franchise-owned businesses and more than 
triple the percentage of non-franchised businesses that will not offer healthcare 
insurance to their employees.

Jeff Lungren

David Barr



Costa Vida, a fast casual restaurant inspired by the fresh foods and vibrant lifestyle 
of coastal Mexico, delights our guests with a variety of healthy menu options that are 
made-from-scratch daily using all-natural, quality ingredients.  Costa Vida locations 

host a contagiously energetic environment driven by passionate franchisees and team 
members. With more than 65 locations in the US and Canada, the brand continues 
rapid growth with more than 200 units under development. Based out of Salt Lake 

City, Costa Vida is partnering with experienced multi-unit developers to bring quality 
food, fresh flavors and an enlightened experience to new guests.

HOT GROWTH
COOL BRAND

Take Out and Catering

65 Units • 10 States

Fast-Casual Dining
Scott Jenkins 
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BY EDDY GOLDBERG

T he benefits of having employ-
ees who are better trained, 
more engaged, and who stay 
longer are clear. You might 

even call it the Holy Grail of HR. What’s 
not so clear is exactly how to achieve that 
cherished goal. Some multi-unit opera-
tors rely on their franchisor-provided 
training, but that primarily teaches 
new hires about the brand and how to 
perform their job. Others supplement 
this with their own programs, adding 
training and education in customer 
service skills, teamwork, coaching, and 
their organization’s values and culture. 
But not everyone has the resources—or 
the know-how—to do that.

One basic choice in how to hire, train, 
and retain top-performing employees 
is whether to do it in-house, or to out-
source parts (or all) of their employee 
and management training. Outsourcing 
all, most, or some of your HR functions 
can be done through a professional em-
ployer organization (PEO), which hires 
a company’s employees and becomes 
their employer of record for insurance 
and tax purposes—along with managing 
HR functions such as payroll, benefits, 
workers’ comp, risk management, and 
regulatory compliance.

According to the National Associa-
tion of Professional Employer Orga-
nizations (NAPEO), an estimated 700 
PEOs operate in the U.S., serving up 
to 3 million employees, and the average 
PEO client has about 20 employees. 
According to a 2012 NAPEO study, 9 
out of 10 PEOs provide services such 

as customized employee handbooks, 
recruitment, pre-employment screen-
ing, wage and compensation planning, 
and assistance with job descriptions.

The goal of working with these third-
party firms is to allow business owners 
to focus on their core competencies and 
on building their organization. But even 
if an operator can afford the additional 
expense, how do they gauge the cost 
and measure ROI to see if the service 
is worth the investment? NAPEO says 
it is, citing a 2013 study showing that 
since 2010 employment growth among 
PEO clients has been 9 percent higher 
than at other small businesses, and 4 per-
cent higher than in the U.S. economy 
overall. Other benefits cited by the as-
sociation include improved employee 
benefits (thanks to the PEO’s expertise 
and buying power), a safer workplace, 

and increased long-term retention of 
employees.

We asked a large (230 units) multi-
brand restaurant franchisee, a 21-unit 
multi-unit retail franchisee, and three HR 
company executives for their thoughts 
on the subject.

What’s in it for you
The reason to outsource HR-related 
activities is not necessarily the “nice to 
have” aspects (payroll service, workers’ 
comp, etc.), nor is it necessarily the tac-
tical advantages, says Danny Mormino, 
division vice president at Infiniti HR, 
a PEO firm with a focus on franchis-
ing. “The reason for a PEO is so you 
don’t focus your time and resources on 
non-revenue-generating work,” says 
Mormino, who became a CFE earlier 
this year. Even if you hire an HR or 
payroll person full-time, he says, it still 
takes resources away from revenue-
generating activities.

Then there’s the paperwork—the 
unprecedented federal, state, and lo-
cal regulatory environment that busi-
nesses must navigate today. “It’s not a 
good strategy to manage that directly,” 
he says. “If you’re accurate, congratula-
tions. If you’re not, you’re in trouble.”

Also, he says, many small businesses 
operate on thin margins and don’t have 
the resources to hire the best people for 
these functions, so outsourcing is a viable 
alternative. And hiring someone in-house 
who wears 10 different HR hats can lead 
to unexpected—and unwanted—prob-
lems, he says. “No matter how great that 
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person is, if you, the franchisee, are not 
compliant, you’re responsible. Even if 
you have the resources, is it even in 
your best interest to have that liability 
in-house?” Instead, he says, outsource 
those HR-related liabilities to a com-
pany that does nothing but deal with 
those regulatory and compliance issues, 
from checking immigration status to 

identifying and processing tax breaks 
for new hires.

If you do have a great HR person 
in-house, outsourcing the mundane but 
necessary tasks will allow them to move 
beyond paper-pushing and compliance 
issues and focus on higher-level HR 
functions such as recruitment, reten-
tion, career path training, and other 

personnel support services, says Nate 
DaPore, president and CEO at Peo-
pleMatter, a workforce management 
platform provider.

The platform consists of four core 
products, or modules: hiring, train-
ing, scheduling, and Peoplelytics, an 
analysis tool. DaPore says more than 
41,000 units are using the company’s 
system, including dozens of well-known 
franchised brands in the food, service, 
retail, and hospitality sectors.

In May, Subway’s Independent Pur-
chasing Cooperative (IPC), owned and 
operated by Subway franchisees, signed 
on with PeopleMatter to use their online 
platform in its more than 29,000 U.S. 
and Canadian locations. The employee 
onboarding module, “You’re Hired,” is 
already being used by early adopters at 
Subway restaurants. A national rollout 
is planned to U.S. franchisees by late 
summer, and by the fourth quarter to 
Canadian franchisees. The new system 
aims to help franchisees move their 
paper-based employee onboarding to 
the cloud, and to allow new employees 
to complete tasks from any computer 
or smartphone.

The platform, integrated with My 
Subway Career, IPC’s online applicant 
tracking system, allows managers and 
new hires to complete onboarding tasks 
electronically, including I-9s, E-Verify, 
W-4s, state and provincial tax docu-
ments, franchisee-specific documents, 
and employee handbook review. It’s 
also configurable to meet the needs of 
each franchisee. Managers can use it 
to track activities and manage work-
flows across all their locations, ensuring 
compliance and successful document 
completion, saving time for managers 
and new hires alike. 

“They want to have one place to go 
to help their franchisees to hire better,” 
says DaPore—and to avoid inadvertently 
getting into trouble when hiring docu-
ments are not completed or are done 
incorrectly.

DaPore says there’s a lot of change 
ahead in the HR field, and the ability 
of franchisees to adopt new technolo-
gies will be a significant factor in their 
ability to run their business and com-
pete effectively. “Those not investing in 
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Passionate Profiler
The following is an excerpt from “The Passionate Entrepreneur: Essential Building 
Blocks for Entrepreneurial Success” by Steve Adams, CEO of U.S. Retail, which op-
erates 21 Pet Supplies Plus stores in 4 states.

Hiring. Before we hire anyone, they have to go through a work-style test 
that is a profiling tool to help us gauge fit. We use this heavily and combine it 
with the application and interview to make the final decision. There has to be 
a strong overriding reason for someone to be hired who is not on profile. The 
payoff for our business is that we are assured everyone in the organization is a 

relatively good-to-excellent fit with the type of work involved. 
As a result, the buy-in to our vision is high because people who 
would fit in poorly do not become part of the picture.

Onboarding. In addition, we have an excellent software 
system for the onboarding of new hires. It makes the new 
employee’s introduction to our company go smoothly. In the 
first 60 days, the employee’s experience is highly scripted. That 
communicates clearly that we are on top of our game and know 
what we are doing. It gives the new hire a good impression of 
our company and makes them feel valued.

Training. The training is pretty much set for the first year. 
Each employee is required to work through a 9-module online education in 
pet care. As the employee completes a certain amount of training, a pay raise is 
given. Typically, employees can increase their pay 20 percent or more with these 
modules, which are to be completed within the first year. Their progress is a 
good indicator of motivation and fit. If we find that someone is not doing well 
in this area, it suggests clearly to us that they are not very motivated and not 
interested in the material. We start making alternative plans for that individual.

Managers. Store managers each have a private coach who works with them 
on the overall building and growing of their stores. This training includes 
outside marketing consulting, training in consultative sales, and general en-
trepreneurial training. The goal is to teach the store managers to view their 
role as that of a small-business owner.

Another piece of our training system—and it is a major one—is our 30-day 
action plan. Under this plan, each store manager meets with every employee in 
their store once a month to do an informal evaluation. They discuss strengths 
and weaknesses and gaps in training. They pick one or two things that the 
employee will focus on for the next 30 days. At the end of the month, they 
discuss how the employee performed and talk about the next month. When I 
go to the stores, I can review the files the manager keeps for the action plans.

There are no surprises. The employees know exactly where they stand. The 
manager doesn’t build up unexpressed frustrations with the employees. The 
30-day action plans eliminate the dynamics that cause problems in employer-
employee relationships.

Steve Adams
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these technologies will lag behind—and 
get laggard type employees,” he says. 
“The tidal wave of adoption on talent 
management will be very big.” Adapt-
ing to the popularity of mobile devic-
es—especially with younger, front-line 
staff—also will be critical in engaging 
these employees, he says, calling mobile 
devices the “laptops” of that generation.

Says DaPore, who spent 15 years 
in the employee benefits field before 
starting PeopleMatter, “We really be-
lieve we are building a platform that is 
making the employee’s and franchisee’s 
life better.”

Never too early to start
About 10 years ago, Mike Kulp, whose 
KBP Foods operates 230 restaurants 
in 10 states and employs 5,300, began 
working with an outside firm to help 
improve employee hiring, training, de-
velopment, and retention. “We started 
with 5 units, grew to 12, 34, 46, and all 
of a sudden we were faced with that fact 
that we couldn’t be involved in every 
hire we were making. Our growth was 
beginning to outpace our ability to 
grow from within. We needed a dif-
ferent skill set.”

So he began looking for a third party 
to improve his odds of hiring talented 
people from outside the company, be-
ginning with coaches, vice presidents, 
and other above-store positions. He 
found an off-the-shelf product from 
an industrial psychology firm that 
matched his needs. “It gave us a feel 
for IQ, EQ, and competencies,” he says. 
It also is used to assess people for both 
near- and long-term positions, based 
on how they stack up against those in 
similar roles.

Before that, he says, the company 
“made tons of mistakes in hiring—that’s 
why we spend money on the process.” 
A huge mistake, says Kulp, was starting 
the recruiting process before he fully 
understood the expectations and fit for 
a given position. One disconcerting 
fact he learned quickly: “Our instincts 
were off.”

The tool was hugely beneficial after 
only a couple of months. “I can’t imagine 
making a hire without it today,” he says.

Another benefit is that the system 
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Profiling for Success
Today, a growing number of multi-unit franchisees are profiling candidates to assess 
potential fit with their organization, their brands, and their growth plans. Many are 
using third-party companies, customizing their “off the shelf” profiling systems, and 
others have developed their own profile of a successful hire.

One time-tested indicator, used for more than 50 years, is the Jung/Myers model 
of personality type (or one of its many variations). The model, which identifies 16 
personality types, has its critics and detractors. But as Paul Tieger, founder and CEO 
of SpeedReading People, points out below, 9 out of 10 Fortune 100 companies use it 
to help them recruit, train, manage, and retain employees. Here’s what Tieger—who 
worked with the IFA’s VetFran program to develop the Veterans Franchisee Strength 
Profile—has to say about how multi-unit franchisees can use a short test to “type” po-
tential employees, and why they should bother.

W ith dozens of locations and hundreds, or even thousands, of employees 
to hire, train, manage and retain, multi-unit franchisees need tools 
that are effective, economical, and simple to use. Eighty-nine percent 

of Fortune 100 companies make use of the Jung/Myers model of personality 
type to help them successfully address these challenges. 

Personality type is the most popular model in the world for understanding 
people. It enables recruiters, managers, and coaches to un-
derstand what makes each individual tick, and provides them 
with keen insights and simple, practical, proven strategies for 
achieving their various goals. In conjunction with MSA World-
wide, our company has developed the following suite of tools 
designed to meet the unique needs of multi-unit franchisees.

1. Hiring. Using our Profitability Potential Selection tool, 
employees complete a “Franchisee Strength Assessment,” a vali-
dated personality type assessment that takes about 5 minutes. 
They instantly download their “Franchisee Strength Profile,” 
a report that identifies their potential strengths, blind spots, 

and success strategies. A “Profitability Potential Profile” for each employee 
allows the franchisee to rank each person as a 1, 2, or 3 (based on their prof-
itability). This can assist them in selecting new hires with the greatest profit 
potential, identifying which employees can be coached to greater profitability, 
and which proven strategies will be most effective for each type.

2. Training. Our one-day SpeedReading People training teaches two critical 
skills: how to quickly understand others, and how to get on their wavelength 
and “speak their language.” This training is customized to meet the specific 
needs of each client, and has been delivered to dozens of leading companies 
worldwide. It includes a suite of easy-to-use online tools, available 24/7.

3. Managing, engaging, and retaining. Our TeamWorks tool helps man-
agers understand how to motivate, engage, and retain each individual employee 
and helps team members (even virtual ones) understand each others’ strengths, 
blind spots, preferred communication style, and how to collaborate most suc-
cessfully with all of their teammates. It’s quick and easy to set up for each 
team. Virtual training is included, with onsite leader-led facilitation available.

4. Turning managers into coaches. Our Online Coaching tool provides 
managers with a succinct report customized for each employee, describing 
their strengths and potential blind spots, how to engage and give feedback, 
how to inspire and motivate, what to avoid, and key success strategies. Us-
ing data from the Profitability Potential Selection tool, managers are able to 
identify which employees need coaching, and to know which specific strategies 
will help each individual maximize their performance.

Paul Tieger
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makes his company’s hiring process more 
efficient. “If you have 20 applicants for a 
job, the process could narrow it down to 
6 before you meet them. It gives us the 
confidence that everyone 
who sits in front of us is 
qualified,” he says. “Our 
managers don’t even see 
applications from people 
who don’t score a certain 
level.”

KBP’s extensive hir-
ing and training process, 
along with its Team Tal-
ent Selection Guide, not 
only helps attract better 
candidates, it also gives its top perform-
ers confidence in the company. “We use 
it as a recruiting tool. We get a lot of 
credit for how robust our hiring pro-
cess is,” he says.

The process provides KBP with 
a highly specific skill set to measure 
candidates against. And it evaluates 
their strengths and weaknesses, al-

lowing the company to provide new 
hires with relevant coaching before 
they come on board. “Once we’ve 
made a decision to hire, this process 

allows us to put together a 
Developmental Workbook 
that shows strengths and 
developmental needs,” he 
says. Each workbook con-
tains developmental mod-
ules and a personal action 
plan to guide each employee 
in achieving their personal 
and professional goals, with 
a focus on leveraging their 
strengths.

Kulp says his team also looks at the 
cultures of companies applicants have 
previously worked for, to see if they 
will fit in with KBP’s. For example, if 
someone had been promoted every 2 
years for the past 8 years, what’s most 
important to Kulp is why were they 
promoted. “We’ve found there’s often 
a huge misalignment in what’s impor-

tant from one organization to another. 
It could be very different for your or-
ganization,” he says. “All that good stuff 
they did before might be the fifth most 
important thing for us. I think a lot of 
organizations skip this step.”

Kulp is still working with the original 
company he hired, continually refining 
and improving the system. He doesn’t 
know if the technology he uses existed 
when he started, but if he could do it 
over again, Kulp says he would have 
adopted it sooner—and driven it down 
to front-line applicants earlier. Even for 
smaller companies, he says, it’s not only 
a good idea, but also can be affordable. 
“You can pay on a per-assessment basis, 
it’s linear,” he says.

In hindsight, says Kulp, “If I could 
start over I’d have this system at five 
restaurants. Hiring decisions are more 
critical when you’re small. If you have 
five locations and hire someone to man-
age them, if you make a mistake it will 
kill you.” 
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CONTACT:
laura tanaka
Director of Franchise Development
949-462-7379
ltanaka@deltaco.com

Del Taco LLC
25521 Commercentre Drive
Suite 200
Lake Forest, CA 92630
deltacofranchise.com

This advertisement is not an offering. An offering can only be made by a prospectus filed with the Department of Law of the State of New York. 
This information is in no way intended to encourage the breach of any contractual obligations you may have. MN REP. NO. F-5365.

It’s the perfect time for your next bold business move. 

As one of the country’s leading Mexican Quick Serve Restaurant brands with 

50 years of proven operational success, we’re aggressively expanding across the 

U.S. and offer exclusive, multi-unit development opportunities.

Mike Kulp
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F ranchise Update Media’s 13th 
annual Multi-Unit Franchising 
Conference (MUFC) has grown 
steadily into a powerhouse that 

has become the must-attend event for 
multi-unit franchisees, franchisors, and 
suppliers alike. But as many of the 1,400 
attendees noted during the three-day event, 
MUFC still retains its personal, boutique 
feel as a place to reunite with old friends 
and make new ones.

This year’s theme was “Planning For 
Growth: Your Pathways to Success.” The 
conference was held in Las Vegas at Caesars 
Palace, April 23–25, and will return there 
next year, April 8–10, 2015.

Teeing off in the desert
The conference kicked off on Tuesday with 
a pre-conference, shotgun-style golf tour-
nament, sponsored by Popeyes Louisiana 
Kitchen and Jersey Mike’s Subs. More than 

80 franchisees, industry executives, and sup-
pliers soaked in the sun at the nearby Arroyo 
Golf Club at Red Rock. The tournament 
was one of three fundraising events at the 
conference (see sidebar). After a post-golf 
meal at Arroyo, the golfers headed back 
to Caesars Palace for a franchisee-only 
welcome cocktail reception, complete 
with masseuses.

Wednesday: Came the dawn
As morning rolled around, the registration 
desk buzzed with activity, and attendees 
gathered for the formal start of the con-
ference. Franchise Update CEO Therese 
Thilgen welcomed the crowd and shared 
the numbers about the attendees and ex-
hibitors (see sidebar) before welcoming this 
year’s Conference Chair Aziz Hashim to the 
stage. Hashim introduced the conference 
and its themes of opportunity management, 
risk management, and collaboration man-

BY KERRY PIPES AND EDDY GOLDBERG

WIN CITY
2014 Multi-Unit Franchising Conference rocks it in Vegas

Conference Chair 
Aziz Hashim
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agement. “This will be a great week,” he 
said, and the day started off with a bang: 
legendary leadership guru John Maxwell.

Keynote: Maxwell on leadership
Maxwell is an internationally recognized 
leadership expert, speaker, and author who 
has sold more than 13 million books. (Yes, 
that’s 13 million!) He has trained leaders 
worldwide, and each year speaks to Fortune 
500 companies, international government 
leaders, and other prominent organizations. 
Three of his books, The 21 Irrefutable Laws 
of Leadership, Developing the Leader Within 
You, and The 21 Indispensable Qualities of a 
Leader each have sold more than 1 mil-
lion copies.

Maxwell grabbed the audience’s atten-
tion from the moment he strode onto the 
stage. His booming voice and uncanny, 
homespun insights appeal to leaders at 
any level. After a few warm-up tales, he 
asked “Are leaders born?” His answer? 
“Of course they are. I’m here to tell you 
leadership can be taught,” and dove into 
what he calls The 5 Levels of Leadership.

At the first level, he said, “People follow 
because they have to,” owing to a person’s 
position in the organization. At level two, 
“People follow leaders because they want to,” 
granting them permission to lead because 
they like them. At level three, “People fol-
low leaders because they’ve seen what they 
have done for the organization.” At level 
four, “People follow because of what you 
have done for them.” Level five, he said, 
is the pinnacle: “People follow because of 
who you are and what you represent,” and is 
given to you by the people in the company.

His presentation was dotted with pithy 

and humorous quips such as: “Culture eats 
vision for lunch.”; “We attract who we are 
and not who we want.”; “If you’re at the 
top all alone, you’re not a leader—you’re 
a hiker.”; and “Leaders never cross the fin-
ish line first.”

Maxwell’s presentation, which drew a 
standing ovation, was followed by a gen-
eral session on attracting, recruiting, and 
retaining great employees. Dunkin’ Donuts 
franchisee Rob Branca posed questions to 
a panel that included three large multi-unit 
operators: Roland Spongberg, Charles 
Smithgall, and Mike Kulp, who discussed 
how they identify, recruit, and hire people, 
promote from within, compensate manag-
ers and front-line employees, and retain 
the best over time.

Learning for lunch
After a morning filled with both inspira-
tion and practical, real-world advice, fran-
chisees and franchisors attended separate 
luncheons. Franchisees munched through a 
lively discussion on outsourcing facilitated 
by Conference Chair Hashim. Three vet-
eran multi-unit operators—Frank Bonanno 
(Fifth Avenue Restaurant Group), Dan 
Burrell (Jersey Mike’s area developer), 
and David Ostrowe (O&M Restaurant 
Group)—held forth on the pros and cons 
of outsourcing: when to do it, where to do 
it, what to look for in a vendor partner, the 
role of technology, and what to do when a 
vendor doesn’t work out.

Franchisors were treated to a panel led 
by Marc Kiekenapp of Kiekenapp & As-

John Maxwell’s keynote

Jose Canseco (right) signs autographs

2013 Chair Sean Falk (left) 
with 2014 Chair Hashim



68 MULTI-UNIT FRANCHISEE  ISSUE I I I ,  2014

sociates called How to Attract Multi-Unit 
Franchisees to Your Brand. The four pan-
elists—Todd Evans (after years at Aaron’s, 
now VP of franchising at Rent A Wheel/
Rent A Tire), Scott Iverson (VP of mar-
keting at Toppers Pizza), Brian Sommers 
(VP of franchise development at Jersey 
Mike’s), and Jim Sullivan (SVP of fran-
chise development at CKE Restaurants, 
aka Hardee’s and Carl’s Jr.)— shared what 
they’ve learned and the strategies they’ve 
used to find qualified multi-unit operators 
for their systems.

Following lunch, the afternoon was 
divided into three groups of educational 
breakout sessions: Growing to 20 Units, 
Growing from 20 to 30 Units, and Growing 
Beyond 50 Units. Session topics included 
Going from Grandma’s Pocketbook to 
Lender Financing; Management to Leader-
ship; The Right Capital Plans for Growth; 
Making the Commitment to Grow; Execut-
ing The Vision; and People—A Critical 
Element of Growth. Moderators kept the 
packed sessions focused and moving, with 
plenty of time for audience participation 
and questions.

Expo-mentum
With the day’s sessions completed, attention 
turned to the opening cocktail reception 
in the Expo Hall—the place to meet and 
greet. This year saw a record number of 
exhibitors, and floor space sold out faster 
than at any previous MUFC. Service pro-
viders, technology companies, and other 
vendors, along with dozens of franchise 
brands, were on hand to rub elbows with 
franchisees, tell their stories, and answer 
questions.

The Expo Hall opened for business 
twice more during the conference, dur-

ing the Thursday lunch hour and again on 
Thursday evening. It continues to be a focal 
point for networking and a cornerstone of 
the conference, the place where conversa-
tions get started and deals take root.

State of the economy
Thursday began with a continental break-
fast and an informal business solutions 
roundtable session that provided oppor-
tunity for plenty of interaction covering a 
wide variety of topics. Chairman Hashim 
then welcomed everyone back to the gen-
eral session before introducing the annual 
“State of Franchising” address from Fran-
data President Darrell Johnson.

Looking at the overall economy, Johnson 
said most of the economic news is “fairly 
positive,” but he predicts continuing mod-
est GDP growth of 2.5 percent for the next 
2 years or more (compared with 3 percent 
in the past). The good news for business 
owners, he said, is that “at least it’s fairly 
predictable.” 

Johnson also discussed the meaning for 
franchisees of strengthening capital mar-
kets and the ongoing demographic shift 

from Baby Boomers to Millennials. He 
said Boomers are retracting from discre-
tionary spending, no longer carrying the 
economy as they begin to retire. And with 
Millennials preferring urban over suburban 
living, they’re not buying cars and homes, 
which means fewer big-ticket purchases. 
(However, they do love going out to eat 
with friends.) One negative consequence for 
franchisees of the move back to America’s 
cities is that commercial rents for Class A 
space are rising four times as fast as rents 
in the suburbs.

“Million dollar” keynote
JB Bernstein, a sports agent and marketing 
pioneer who was the inspiration for the 
recent Disney film “Million Dollar Arm” 
(starring Jon Hamm as Bernstein), proved 
a touching and inspiring keynote speaker, 
and a testament to the power of believing 
in your dreams. 

Bernstein, a 25-year-veteran of the 
rough-and-tumble consumer goods and 
sports marketing business knows what it 
takes to succeed—and the many obstacles 
standing in the way. He said his major 

Charles Smithgall III, Mike Kulp, Roland Spongberg
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change in direction began some years ago 
when an up-and-coming 20-year-old ath-
lete with a fat contract told him, “I need 
a million dollars—now—in a duffel bag, 
tax-free. No one needs to know.” Bernstein 
refused, but the request set off a personal 
and professional crisis for him.

Searching for a new direction, he was at 
home one day watching a game of cricket 
on TV when he had what he calls his “Eu-
reka!” moment. Seeing young Indian men 
throwing (bowling) the ball at 100 mph 
triggered the inspiration that led him in a 
new direction. Six months later, he was on 
a plane putting together a reality TV con-
test in India to find the first MLB pitching 
prospects from that country.

“All the experts told me it was the ab-
solute worst idea they ever heard,” he said. 
Today, however, as the co-founder and 
managing director of Seven Figures Man-
agement, a sports marketing and athlete 
representation firm, Bernstein says those 
same “experts” are asking themselves why 
they didn’t think of it first.

In India, after 6 months and 38,000 
tryouts, accompanied by some hilarious 
misunderstandings and misadventures, 

Bernstein managed to find 30 young men 
worth their pitching rosin. He chose three 
winners, but only two were able to come to 
the U.S. Seven more months of hard work 
and cultural adjustment ensued before the 
two were signed by the Pittsburgh Pirates. 
The contest has grown, and the third sea-
son is expected to attract 500,000 people 
in 100 cities in India.

Bernstein used his story to share his 
blueprint for executing a revolutionary, 
game-changing idea and the methods for 
creating success for anyone who wants to 
turn their dream into the next big idea.

Throughout his keynote address, Bern-
stein spun a riveting story of failure, strug-
gle, and ultimately, redemption. And it was 
evident from his story that Bernstein struck 
up a life-changing relationship with the two 
young Indian men he brought to the U.S. 

One final thought: “Some of us have 
the luck to get involved in a business that 
changes your life fundamentally forever.” 
In his case, for the better… much better!

More learning
After the general session and keynote ad-
dress, it was time to return to the classroom 
for more learning opportunities. Thurs-
day’s lineup was divided into four tracks: 
Marketing, Financing & Operations, Re-
lationships, and Growth. The afternoon 
sessions included Marketing Math; Secure 
Financing for Growth: Large Investments, 
Acquisitions, & Valuations; Understanding 
Your FDD & Franchise Agreement; and 
Real Estate: Own It, Lease It, Manage It. 

A final round of breakout sessions in-
cluded Own Your Market for Optimal Lo-
cal Store Marketing; Early Growth Capital 
for Emerging Franchisees; Exit Strategies 
& Succession Planning; and Outsourcing: 
Why, What, When & How To Implement.

Friday: a capital idea!
Friday morning’s closing session was an 
informative look into how successful large 
franchisees fund their growth and opera-
tions. Multi-brand franchisee Mike Kulp 
(CEO of KBP Foods with 230 restaurants) 
led a panel of experts through a discussion 
on how to develop an effective growth strat-
egy, the structural preparation needed for 
growth, and the cultural implementation 
to make it work over the long haul. Pan-
elists included a banker, Nick Cole (EVP, 
Wells Fargo Corporate Banking Group); 
a franchise attorney and dealmaker, Jeff 
Kolton (who founded Frandata 25 years 
ago); and mega-franchisee and area devel-
oper Anil Yadav (more than 260 restaurants 
in California and Texas), who provided a 
well-rounded perspective on today’s capital 
markets for franchising. Talk about nuggets: 
the growth-minded franchisees who stuck 
around for Friday morning were rewarded 
with a veritable gold mine of information 
and counsel from this panel of pros.

Video: new to the mix
Video cameras were part of the scene at this 
year’s conference. That’s because Franchise 
Update’s Franchise Learning Academy 
(FLA) was documenting the educational 
sessions throughout the event. The FLA, 
launched last fall, is developing a series 
of instructional and informational video 
programs about all aspects of building and 

JB Bernstein’s keynote
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operating a franchise business.
Going forward, each Franchise Update 

conference will be documented on video. A 
variety of packages is already available and 
includes unlimited secure video streaming 
to any PC or iOS device. Anyone who at-
tended this year’s conference is automati-
cally eligible for a special discounted rate 
on the MUFC Video collection, which 
includes 11 featured sessions and more 
than 12 hours of video. The cloud-based 
resource allows attendees to bring the con-
ference home and enjoy these educational 
programs anytime, anywhere.

Anthony Simmons, an area developer 
for Sharkey’s Cuts for Kids, summed up 
the 2014 MUFC this way: “I can’t harp 
enough on the wealth of information that 
I’ve absorbed here. This is my first year at-
tending the conference. Being surrounded 
by so many individuals operating within 
franchising is very comforting. The bo-
nus of those individuals willing to share 
ideas and experiences is like a dream come 
true. I dare not forget to mention the edu-
cational speeches and seminars are great. 
The Multi-Unit Franchising Conference 
is a must from here on out for me!”

For more information on this year’s 
conference or to stay ahead of the curve 
for next year’s event, visit www.multiunit-
franchisingconference.com. 

Conference by 
the Numbers

A quick summary of a few aggre-
gated statistics from the more than 
550 franchisees who attended the 
13th annual Multi-Unit Franchising 
Conference in Las Vegas this past 
April shows the following record-

setting numbers:

• 400+ 
FRANCHISEE COMPANIES

• $10 billion+
 IN ANNUAL SYSTEM-WIDE 

REVENUES

• 200,000+ 
EMPLOYEES

• 67%+
 ARE SEEKING ADDITIONAL 

BRANDS

Franchising Cares
Each year, the Multi-Unit Franchis-

ing Conference raises money through 

its Franchising Cares initiative. In 

addition to the golf tournament, 

there is a silent auction every year, 

and this year JB Bernstein offered 

signed copies of his book, Million 

Dollar Arm, to the highest bidders—

which raised a significant amount of 

additional contributions. The funds 

went to two organizations: the Little 

Rock Foundation, an organization 

of parents who have children with 

blindness, visual impairment, and 

other disabilities; and the Cherish 

Foundation, which helps children 

and adults with neurological con-

ditions, diseases, and injuries that 

interfere with full and active lives. 

Franchising Cares.

2014 MVP Award Winners
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SAVE THE DATE  
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THANK YOU 2014 
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CustomersCount BY JACK MACKEY

C ustomer expectations today are 
dramatically higher, thanks to 
the likes of Amazon, Zappos, 
Southwest Airlines, Starbucks, 

Ritz-Carlton, and Chick-fil-A, to name 
just a few of today’s customer experi-
ence leaders. Once your customers have 
exceptional experiences dealing with 
companies like these, their expecta-
tions are permanently raised. This 
means your business is evaluated 
in the customer’s mind in compari-
son with the best businesses in the 
world. If you deliver just an ordinary 
customer experience, rather than a 
highly satisfying (wow) experience, 
your business is just average in the 
customer’s mind. And your customer’s 
repeat visit behavior will reflect that 
judgment.

SMG recently demonstrated how 
much more effective highly satisfying 
customer experiences are in driving 
return visits by using location analytics. We 
first created a precise geo-fence around 
each of the 45,000 restaurants where we 
wanted to study customer traffic. Then we 
invited consumers to join a research panel. 
They downloaded an app, told us about 
themselves, and agreed to share the GPS 
data on their smartphones with us. That 
way, we were able to detect whenever they 
visited a particular restaurant. Using this 
visit-detection technology, we observed 
the actual return behavior of more than 
19,000 consumers over three months.

From those visits we were also able to 
trigger a mobile survey shortly after the 
customer experience. We asked the cus-
tomers why they visited each restaurant 
and to rate the experience they just had. 
The result? SMG found casual dining 
guests were 28 percent more likely to 
return within 30 days when they had a 
highly satisfying experience. This is not 
simply intent to return 28 percent more 

Raising the Ante
on Customer Service
Location analytics validates a wow experience

often; it means they actually did return 
28 percent more often within 30 days. 
Fast-food and fast-casual segments also 
saw a big bump in actual return—em-
phasizing the concrete value of creating 
highly satisfied guests.

On average, only 51 percent of all res-
taurant guests return to the same restau-

rant within 30 days. But the “A” players 
in SMG’s Benchmark Database deliver 
a wow experience more often than aver-
age performers—by double digits. The 
revenues from that extra repeat business 
are extraordinarily profitable because they 
require no additional promotional costs 
or advertising expense.

It is almost a cliché these days to speak 
about the need to wow customers. But 
what difference does it really make to the 
bottom line this month, or to the growth 
of your business in the years ahead? Why 
not just serve customers adequately? This 
new research, based on location analysis 
and mobile surveys of restaurant con-
sumers, makes the answer clear: Wow is 
worth between 12 and 28 percent more 
repeat customer visits. And we find cus-
tomers behave much the same in retail, 
convenience stores, and personal services 
industries. (Visit www.smg.com/research 
for more information.)

Wow is the emotional reaction people 
have when they experience something out 
of the ordinary. It makes a big difference 
because when you wow customers, you 
accomplish what all great marketing sets 
out to do: you stand out above competi-
tors; you make a remarkable, memorable 
impact; and you create a powerful cus-
tomer preference. All of these “positive 
prejudices” can override the rationality of 
price and convenience for many customers 
when faced with competing choices. We 
saw it time and again: customers will drive 
right by several competitors to choose a 
preferred restaurant that is farther away!

Understanding the impact of that kind 
of customer loyalty comes from repeatedly 

testing a hypothesis, using a process 
that other independent researchers 
and business people can replicate. 
When the results repeatedly prove 
the accuracy of a particular market-
ing hypothesis, we stop calling it a 
hypothesis. We start calling it a prin-
ciple of marketing science.

Principle: Customer loyalty drives 
profitable sales growth. Not a theory. 
Proven fact. Proven tens of thousands 
of times. Same-store sales growth, 
in particular, is built on the backs of 
loyal customers.

Customer loyalty researchers 
have repeatedly demonstrated that cus-
tomers who are highly satisfied with the 
experience of doing business with you will 
return more often, spend more with you, 
and recommend your business to others. 
If there is nothing special, extra, or dif-
ferent about doing business with you, the 
best you can hope for is to perform about 
average for businesses like yours.

If you aspire to perform above aver-
age, more customers must perceive you as 
above average. Sounds obvious, but guess 
what? Average doesn’t mean what it used 
to mean. The bar on what is average, on 
what is expected, is much higher than it 
was when you first got into business. 

SMG Chief Evangelist Jack 
Mackey helps multi-unit 
operators improve loyalty and 
drive growth. Contact him at 
816-448-4556 or jmackey@
smg.com.

Difference in Restaurant Customer Return 
Behavior: Highly Satisfied Guests vs. All 
Other Guests
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People BY NATE DAPORE

On a personal level, I bet 100 
percent of you agree with me 
that people really do matter, 
but are you living it every 

day in your businesses? Based on a recent 
PeopleMatter Institute survey, 40 percent 
of businesses do not think they do a good 
job engaging their hourly workforce.

While managing the stress and logisti-
cal operations of a multiple location busi-
ness, it can be easy to analyze and focus 
on productivity, efficiency, and sales to 
increase profits and remain successful. 
Streamlining processes, reducing over-
head, and creating new marketing cam-
paigns all can help you increase profits, 
but only to a degree. What truly separates 
the “good” from the “great” businesses is 
their people.

Your best untapped resource
Believing that your people really do mat-
ter in the workplace—and taking steps to 
show them how important they are to you 
and your business every day—will be a 
game changer for your company’s success. 
During my travels and talks with business 
owners around the nation, I have heard 
countless stories that prove this theory, 
so many that I recently gathered them 
together in a book called PeopleMatter: 
Driving Productivity, Efficiency, and Profits 
Through Happier Team Members.

Take it from some of the most success-
ful businesses out there: Your people and 
their level of engagement with your com-
pany will define your success. We all can 
improve in this area because as owners, 
employees, co-workers, and fellow human 
beings, we need to know we are valued 
and appreciated continuously. There are 
a hundred little things that you can do, 
starting now, to make a drastic impact on 

Newsflash: People
Really Do Matter! 
Invest in your people for better results

members think that their only purpose is 
to flip a burger or make a sandwich the 
way the company wants it to be made, 
then I know you won’t achieve the level 
of engagement that you want and need 
with today’s workforce to be successful,” 
adds Basile. “Everyone wants to be ap-
preciated. All of us want to believe that what 
we do matters.”

Think differently
Putting people first is a different mind-
set than the traditional business world 
we know. Start with you. Be a different 
type of leader—one who focuses on the 
“why” you are in business and effectively 
communicate that—rather than one who 
focuses on the “what” your business 
does. Work on becoming an authentic, 
self-aware leader who engages in be-
haviors that make people believe they 
matter, including being open, curious, 
and vulnerable. 

Make sure your organization has a 
purpose statement that inspires people 
and that everyone within your business 
knows it and understands it is important. 
Giving people a purpose, not just a job, 
will inspire their interactions with cus-
tomers and each other.

The payoffs can be huge. The big-
gest value, however, comes from appre-
ciating people, investing in people, and 
using technology as a catalyst to support 
your efforts. If you get the right people 
on your team and really take the time to 
understand, connect with, and develop 
them, you’ll get greater productivity, 
better customer service, a more positive 
workplace, higher sales, lower turnover, 
and more repeat business. And that’s just 
the beginning. 

Nate DaPore is president 
and CEO of PeopleMatter. 
He is passionate about pro-
viding team members,  
including his own, with a  
rewarding workplace expe-

rience that values creativity and innovation. 
Contact him at 877-230-4088 or info@
peoplematter.com.

your bottom line simply by putting your 
people first. Guaranteed.

The secret ingredient 
So, what are these things? To effectively 
engage and motivate your employees, 
you first must understand who they are 
and what they want. Louis Basile, CEO 
of Wildflower Bread Company, shared a 
story in the book’s foreword about being 
a purpose- and values-driven company 

whose team members are self-described 
“Breadheads.” 

“Because the workforce tends to be 
transient and turnover is high in the res-
taurant industry, some companies don’t 
believe it’s worth the effort to invest in 
people, because those people are not go-
ing to be around long enough to see the 
fruits of their efforts,” says Basile. “From 
my perspective, I feel we have to invest in 
people. We have a responsibility to give 
more than we ask to everyone who comes 
in contact with Wildflower.”

At Wildflower, Breadheads created 
the company’s purpose statement and 
work hard every day to make sure they 
not only serve excellent food but make a 
difference in someone’s life.  “If your team 

There are a hundred 
little things that you 
can do, starting now, 

to make a drastic 
impact on your 

bottom line simply by 
putting your people 
first. Guaranteed.
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Security BY DAVID ELLIS

Phishing may be old news, but 
it still works. Ongoing educa-
tion about phishing scams is 
essential for anyone who uses 

your system. It doesn’t matter if you have 
the most secure security system in the 
world. It only takes one untrained em-
ployee to be fooled by a phishing attack 
and give away the data you’ve worked so 
hard to protect. 

As part of your security awareness 
program (PCI requirement 12.6.1), your 
personnel should be trained at least an-
nually on phishing. I recommend sending 
monthly memos, or displaying a poster 
outlining the telltale signs of a phishing 
attempt. (You can also hang this article 
in your break room!)

Phishing continues to remain a lucrative 
criminal profession in our email-packed 
world. Hackers send out more than 150 
million fraudulent emails daily, hoping 
just a few will click on attached links, 
documents, or pictures (80,000 people 
fall victim to these scams each day).

The hackers’ goal is to convince recipi-
ents to willingly provide Social Security 
numbers, passwords, banking numbers, 
PINs, and credit card numbers. Once the 
malevolent link is opened, hackers create 
new user credentials or install malware 
into your system to steal sensitive data. 
But there are ways to defend against 
phishing emails.

Phishing has many different faces. 
Sometimes cybercriminals trick recipients 
into opening an attachment that loads 
harmful malware onto their system. Other 
times, they trick recipients into providing 
sensitive personal information directly 
through bogus online web forms. The 
most successful phishing emails (because 

Phishing – Don’t  
Get Hooked!
The basics on avoiding this old-school scam

made. For example: michelle@paypal.com 
vs. michelle@paypal2.com.

• Grammatical errors. Possibly the 
easiest way to recognize a “scammy” email 
is bad grammar. An email from a legiti-
mate organization usually is well written.

• Unsolicited attachments. Typi-
cally, authentic institutions don’t send 
you attachments, but instead direct you 
to download documents or files from their 
own website. High-risk attachment file 
types include .exe, .scr, and .zip.

• Links don’t match URLs. Just be-
cause a link says it’s going to send you to 
one place, it doesn’t mean it will. If the 
link text isn’t identical to the URL dis-
played as the cursor hovers over it, that’s 
a good sign you will be taken to a site you 
don’t want to visit.

If you get a phishing email
• Don’t click on any links, open attach-

ments, or expand any included pictures.
• Don’t reply to the sender.
• Forward the e-mail to the FTC at 

spam@uce.gov.
• Delete the email from your computer.
• If you do legitimate business with a 

company mentioned in the phishing email, 
call them on their nationally published 
telephone line and ask if they would like 
you to forward the email so they can take 
further action.

• If the email appears to originate 
from one of your credit card companies, 
call the telephone number on the back of 
your credit card—not a phone number 
listed in the email. Their customer service 
agent will be able to tell you whether or 
not the email was legitimate. 

David Ellis is the director 
of forensics investigations at 
SecurityMetrics and has more 
than 25 years of security 
experience. SecurityMetrics 
is a data security and com-

pliance company offering security consulting, 
products, and services for businesses worldwide. 
For more information, visit securitymetrics.
com or call 801-995-6858.

they look legitimate) appear as though 
they originated from reputable companies 
like Best Buy, Amazon, USPS, DHL, and 
PayPal. Here are some very tricky phish-
ing scenarios I’ve seen in my own email.

• Your friend sends you an email tell-
ing you he’s in a foreign country and des-
perately needs money. Your friend’s email 
contact list was probably hijacked.

• An online retailer emails you to let 
you know an item you purchased online 
cannot be shipped because your credit 
card has expired, or your billing address 
isn’t correct, etc. If you click on the provided 
link, it takes you to a spoofed website and asks 
for updated payment/shipping information.

• The IRS emails you to let you know 
you are eligible to receive a tax refund. 
It then asks you to submit a tax refund 
request or tax form. The IRS would never 
require you to send your tax form by email.

• Your bank is conducting a routine 
security procedure and asks you to verify 
your account by emailing them back with 
your information. This scam is especially 
effective if you happen to be a customer of 
the particular bank portrayed in the email.

It’s often difficult to distinguish a fake 
email from a real one. However, most 
fakes have subtle “phishy” hints. Here are 
some ways to recognize a phishing email:

• Requests sensitive information. 
Chances are if you receive an unsolicited 
email from an organization that provides 
a link and asks you to provide sensitive 
information, it’s a scam.

• Odd domain names. Don’t just 
check the name of the person sending 
you the email. Check their email address 
by hovering your mouse over the “From” 
address. Make sure no alterations (like 
additional numbers or letters) have been 
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For the past 30 years, the U.S. has 
experienced the longest bull market 
on record for fixed-income secu-
rities. As interest rates declined, 

investors in bonds benefited. Fixed-income 
returns have been far above historical norms, 
even outperforming stocks during crucial 
periods, and investors have poured billions 
into them. The seemingly inevitable end 
of this run has many investors uncertain 
about the future.

There has been a great deal of debate 
recently regarding the notion that inter-
est rates, which are hovering near all-time 
lows, may be set to increase, particularly as 
a result of the massive amounts of stimulus 
provided by central banks worldwide in 
the wake of the 2008 financial crisis. What 
about the Fed’s balance sheet? What will 
the impact be if quantitative easing contin-
ues? What are the ripple effects that may 
be caused if investors create a disorderly 
exit? Given the complexity of the issues, 
we can touch only on a few points here.

Debt in the U.S. has risen sharply in the 
past 30 years: total credit market instru-
ments now amount to more than 3.5 times 
the size of the U.S. economy as measured 
by GDP. At first, it happened gradually. 
In the wake of the Great Depression and 
WWII, several generations of Americans 
had an ingrained aversion to debt. Then 
laws changed, and “debt” became “credit” 
and credit became easier to obtain. For 
a while the tax code favored debt and 
spending over savings or investment. But 
the real upswing in appetite came when 
Wall Street figured out how to spread the 
potential credit risk by packaging pools 
of debt (mortgages and auto, credit card, 
and student loan receivables). Aging Baby 
Boomers liked these pooled vehicles because 
they often provided high yields.

Throughout this period, inflation was 
coming down and so were bond yields. In-
vestors were also attracted to fixed-income 
investments, especially in the wake of vola-
tile stock markets. At the end of 2012, more 

than $1 trillion was invested in bond funds. 
With rates near zero and the Fed working 
to get a moderate amount of inflation back 
into the system, many are asking, “When 
does the bull end?”

As with so many investment topics, 
the answear is more nuanced than most 
pundits spell out. First, inflation and bond 
yields don’t mean the same thing. In the 
wake of the 2008 financial crisis, the Fed 
and other global central banks flooded the 
world market with liquidity. The pundits 
feared that such great quantities of stimu-
lus would automatically lead to inflation. 
But inflation is a product not only of the 
quantity of funds in the global system, but 
more important, of how rapidly those funds 
move in the system (velocity). Pumping 
funds into a system that end up sitting on 
balance sheets or in bank accounts rather 
than being spent doesn’t do much to push 
inflation upward. Nor, incidentally, does 
it propel GDP robustly… as we’ve seen 
throughout the nearly 6 years of post-
meltdown “recovery.” 

Interest rates, on the other hand, can 
be influenced by a variety of things, in-
cluding collective expectations of where 
inflation might be in the future. Rates at 
the short end of the yield curve have been 
artificially depressed for years by the Fed’s 
monetary policy. More recently, the Fed’s 
quantitative easing program has worked to 
keep longer-term interest rates lower than 
fundamentals would have necessarily pre-
dicted. Finally, when investors get fearful 
over things like unruly stock markets or 
geopolitical tensions, they still knee-jerk 
jump into fixed income, which pushes yields 
down (not because inflation dropped, but 
because demand for the bonds increased).

This artificially low interest rate envi-
ronment has caused investors to go on a 
global search for yield. In the process, many 
have discounted potential risk in the assets 
they are buying. Risk and return are always 
related, but there are times when potential 
risk is underappreciated. There are times 

End of the Bond Bull?
How to manage as it looms

when investors are oversensitive as well 
(stock market lows in 2003 and 2009). In-
vestors in fixed income should be careful to 
stick to long-term investment basics as they 
search for suitable investments. Here are a 
few suggestions to start the thought process:

• Get your head wrapped around the 
fact that there’s no silver bullet. If some-
thing’s carrying a higher yield, there’s risk 
(credit, liquidity, volatility) in it somewhere. 

• Choose individual bonds over bond 
funds for principal protection (presuming 
high-credit quality of the underlying issuer).

• Ladder bond maturities to prevent 
overexposure to a particular time frame.

• Keep durations shorter—and re-
member that the Fed is intervening along 
the entire curve. When it stops and rates 
snap up, it happens with more force at the 
longer ends.

• Be willing to realize losses and swap 
bonds if rates do start to rise, especially if 
you can use the loss to offset gains elsewhere.

• Understand that fixed income still 
has a purpose in many portfolios despite 
low historic yields.

• Munis, especially for those in high 
tax brackets or from high-tax states, can 
be interesting.

• Look to floating rates, bank loans, 
and other variable rate instruments (un-
derstanding the extra risk involved; these 
are not money market substitutes).

• Consider high-quality, dividend-paying 
stocks. They can generate a stream of rev-
enue that keeps up with inflation as many 
companies raise their dividends above the 
rate of inflation each year.

These are just a few points on how an 
investor should review the possibility of the 
end of fixed-income investments. For more 
detail on this, read my white paper, End of 
the Bond Bull, located on the Insights page 
of www.abbotdowning.com. 

Carol M. Schleif, CFA, is 
regional chief investment of-
ficer at Abbot Downing, a 
Wells Fargo business that 
provides products and ser-
vices through Wells Fargo 

Bank, N.A. and its affiliates and subsidiaries. 
She welcomes questions and comments at car-
ol.schleif@abbotdowning.com.

InvestmentInsights BY CAROL M. SCHLEIF
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PRODUCING 
[ THE BEST ]
CONFERENCES 
IN FRANCHISING
SAVE THE DATE(S)
for the final conference of 2014  
and more to come in 2015! 

October 15-17, 2014
16th Annual Franchise Leadership & Development 
Conference, Intercontinental Hotel, Atlanta, GA
Attendees: Franchisors; CEO’s, Presidents & Senior 
Development Officers and Suppliers

franchisedevelopmentconference.com

April 8-10, 2015
14th Annual Multi-Unit Franchising Conference,  
Caesars Palace, Las Vegas, NV
Attendees: Franchisors, Suppliers & Multi-Unit Franchisees

multiunitfranchisingconference.com

 

June 23-24, 2015
5th Annual Franchise Consumer Marketing Conference, 
Intercontinental Hotel, Atlanta, GA
Attendees: Franchisors; CEO’s, Presidents, 
Chief Marketing Officers & Marketing Managers

franchiseconsumermarketing.com

October 14-16, 2015
17th Annual Franchise Leadership & Development 
Conference Intercontinental Hotel, Atlanta, GA
Attendees: Franchisors; CEO’s, Presidents & Senior 
Development Officers and Suppliers

franchisedevelopmentconference.com

(800) 289.4232 ext. 202  |  sales@franchiseupdatemedia.com
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ExitStrategies
BY DEAN ZUCCARELLO

P lanning, planning, planning. We 
all participate in some form of 
planning: what to do with our 
weekend, scheduling all the kids’ 

activities, forecasting next year’s business 
plans, and maybe even “someday” plans. 
But how many of us have actually con-
sidered or created a plan that addresses 
not only how and when we will exit our 
businesses, but also whether and how 
family members and/or related parties 
will be a part of that plan? 

In our 24 years in the restaurant and 
franchise M&A space, we have witnessed 
numerous occasions in which a potential 
seller decides it’s time to sell their busi-
ness—but has not adequately addressed 
such crucial items as timing, valuation, 
tax consequences, succession planning 
for family members, or the future of their 
management team. The result: a false start 
to the process, a disappointed seller when 
the “I didn’t think of that” realization sets 
in, and a transaction that never really gets 
off the ground.

It’s not difficult to envision how this 
happens. You hear that your friend just 
sold his business for some incredible 
EBITDA multiple, or that investors are 
beating down the door to get into your 
system, or that lenders are giving away 
money, no questions asked. Never mind 
that in most cases the information float-
ing about is incomplete or incorrect. Or 
maybe an unsolicited offer comes in. Your 
thoughts turn to “I better get a piece of 
this action before the window closes” and 
you’re off to the races. But this is a knee-
jerk reaction, not a well-thought-out, 
proactive, thoroughly planned process. 
Until you have “checked the boxes” of a 
comprehensive exit plan, you are not re-
ally a ready, willing, and able seller, and 
are not likely to complete a successful 
transaction.

Ready To Sell
Your Business?
Planning a comprehensive exit strategy

First things first
When creating an exit and succession plan 
many important factors must be consid-
ered and addressed up front: 

• What is the preferred timing of an exit?
• If the exit will involve a third-party 

buyer, how will it be valued, marketed, 
and sold when the time comes?

• Are there family members (or related 
parties) active in the business who would 
like to carry on the legacy?

• If so, are they truly capable?
• Is the existing management team 

capable (and desirous) of continuing to 
run the business?

• Is there a need for additional profes-
sional management?

• Will this option produce sufficient 
liquidity and/or income to meet your 
expectations as a seller?

• What are the tax consequences, and 
how does that affect the ultimate struc-
ture of an exit?

Once you have formulated clearly de-
fined answers to these questions, you can 
proceed to define the specific mechanics 
of a succession plan.

Options to consider
1) Sale to third party. If your suc-

cession plan includes a transfer of your 
business to a third party, you must address 
several important factors:

Timing: Is it best to target a specific 
retirement age, sell at an opportunistic 
market time regardless of a targeted re-
tirement age, or have my estate sell the 
business upon my death?

Valuation: How can I determine the 
true market value of my business? What 
is the best resource available to assist with 
this critical part of the exercise?

Buyers: What is the profile of an ideal 
buyer? What is the ideal resource avail-
able to me to tap into the pool of the most 
qualified buyers?

Marketing: How can the business be 
presented in the best light to the best buyer 
candidates? What resource is best suited 
to address and deliver on this approach?

Stock or asset sale: Will you sell the stock 
or the assets of your company? Would you 
take stock as payment from the acquir-
ing entity, or cash only? How will you 
ascertain the tax consequences of each?

2) Succession planning (family). If 
the opportunity allows and the decision 
is made to transfer business ownership to 
family, you will need to decide if owner-
ship is sold or gifted (or some combina-
tion thereof), and whether that process 
takes place during your lifetime or upon 
your death. In any case, you will need to 
determine who will control the business, 
who will own the business, and who will 
manage the business.

If a transfer to family will involve gift-
ing, there may be estate tax benefits. This 
can be complicated, so enlist the help of 
a qualified professional. 

If a transfer to family is a sale, you 
will need to determine a fair value for the 
business, whether financing is required 
or available, and, if this takes place dur-
ing your lifetime, whether the purchase 
price is paid up front or over time as an 
installment sale.

3) Co-ownership transfers. If you own 
your business with one or more partners, 
you also should have a plan in place that 
addresses the process to be followed in 
the event one of the partners experiences 

Until you have 
“checked the boxes” 
of a comprehensive 

exit plan, 
you are not really 
a ready, willing, 

and able seller, and 
are not likely to 

complete a successful 
transaction.
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a life-changing event. A common way to 
address this is through a buy-sell agree-
ment between the owners that clearly de-
tails the terms at which a partner’s share 
may be sold to the other partners in the 
event of death, disability, or retirement. 
Typically, a valuation formula is used to 
value each partner’s share, so that there is 
no question as to valuation when a trig-
gering event occurs. The buy-sell agree-

ment also helps prevent potentially sticky 
situations, such as becoming business 
partners with a former partner’s spouse 
or family member, or perhaps a trustee. 
Finally, a buy-sell agreement creates a 
market for a departing partner’s shares, 
which is critically important in terms of 
receiving value for their portion of the 
business, as there otherwise would be no 
real market for a minority-share interest 
in a privately held business. 

In conclusion, it is inevitable that a 
transition of ownership of your business 
will occur at some point in the future. 
The optimal outcome will be achieved if 
you make a specific and solid exit plan up 
front, addressing the critical items out-
lined above. When it’s time, you will be 
a ready, willing, and able seller. 

Dean Zuccarello is 
CEO and founder of The 
Cypress Group, a privately 
owned investment bank and 
advisory services firm fo-
cused exclusively on the 
multi-unit and franchise 

business for 24 years. He has more than 30 
years of financial and transactional experi-
ence in mergers, acquisitions, divestitures, 
strategic planning, and financing in the 
restaurant industry. Contact him at 303-
680-4141 or dzuccarello@cypressgroup.biz.

The optimal 
outcome will be 
achieved if you 

make a specific and 
solid exit plan 

up front.
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I n these challenging times, it pays to 
be as prepared as possible. Here are 
some suggestions from the banker’s 
side of the desk that will help increase 

your chances of success when it comes time 
to renew or renegotiate your current loan 
structure.

First, it’s no secret that the banking 
industry has taken a hit over the past 48 
months. Bank performance (or lack thereof) 
has been front-page news for some time. 
Here’s an overview of what’s happened, 
where we are, and what it means to you.

A generally robust economy since 2003 
lulled banks into more of a “sales” mental-
ity and less of a “credit analysis” mentality. 
As a result, credit standards were lowered, 
documentation pared down, and the loan 
decision process watered down. Not by 
every bank, mind you, but by enough. The 
result? An accident waiting to happen. The 
economic meltdown may have been caused 
by bad lending. However, the ripple effect 
(some would say tidal wave) has now af-
fected most banking entities.

What does this mean to you? Simple: 
the sales guys are out, and the credit guys 
are in. Period. More documentation, more 
scrutiny, less leverage, more collateral. The 
“lending circle” has been tightened. So it’s 
not rocket science what it means to you: 
just like any good Boy Scout, be prepared. 
Here’s how.

1) Stay in touch with your banker. 
Bankers don’t like surprises. Even if you 
don’t like the results, share your financial 
statements with them on a timely basis. 
Don’t wait until they come to you. “Make 
sure you share all the news with your 
banker: the good, the bad, the ugly,” says 
John Paul, president and CEO of The 
Bank of Northern Michigan. You have a 
partner relationship with your banker. You 
wouldn’t keep your other partners in the 
dark, would you? 

2) Don’t kid yourself (or your banker). 
Your banker sees a lot of businesses in all 
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Finance BY STEVE LEFEVER

7 Tips for Managing Your Banker
Banking basics for tough times

industries. He might bank your competi-
tors and probably reads the national sta-
tistics. Be up front about the state of your 
industry and how your company stacks up.

3) Know your numbers. Know your 

past trends, current situation, and put to-
gether the most realistic cash flow projec-
tion possible. Show your banker that you 
know what the real situation is so he doesn’t 
have to spend time and energy bringing 
you back to reality.

4) Have a plan. Show that you have 
a plan to deal with the situation and have 
a strong handle on cash flow, especially if 
you are asking for an increase to your credit 
line or an extension on paying it back. If 
you were a banker, who would you rather 
work with: an owner who pretends that 
everything’s okay when it isn’t, or some-
one who is facing the situation head on, 
taking active steps to address it, and has a 
plan going forward?

5) About credit lines. There are two 
types of credit lines. One is a contractual 
line of credit, which the bank is obligated 
to maintain. These usually come with an 
up-front fee. The other is a guidance line 
of credit, which the bank is not obligated 
to maintain. In a guidance line letter, you’ll 
see words like, “terms that are mutually 
agreeable to both parties,” and “subject 
to review from time to time.” Paul sug-

gests that if you received one of these 
letters a year or so ago, “You should talk 
to your banker and ask him point blank 
if this money is there for you if you need 
it tomorrow.”

6) Then have a Plan B. If you’re not 
comfortable with your banker’s answer, 
shop around. We heard about a jewelry 
store owner who had banked with the same 
institution for more than 10 years. His loan 
officer informed him that the bank had 
recently tightened its lending policies to 
retailers, which resulted in an extremely 
unattractive renewal offer. He was able to 
find another bank that was happy to have 
him as a new customer and offered much 
better rates and terms.

7) Don’t go it alone. Even those who 
are good with numbers can benefit from 
input and advice. People to ask? Your CPA 
is a good source, as is the network of Small 
Business Development Centers (SBDCs). 
They offer skilled counseling at no charge 
to business owners. To find one in your area, 
go to your favorite search engine and type 
in “SBDC,” followed by your state name.

Conclusion. Reach out and communi-
cate with your banker, your vendors, your 
management team, and your advisors. Get 
advice and input. Then make a plan and take 
action. We all need to be thinking of these 
post-recession times as a process and not a 
single event. In turn, your ongoing response 
will be in the form of a continual series of 
actions and adjustments to your plan. 

Steve LeFever is the found-
er and chair of Business Re-
source Services (BRS), a Se-
attle-based consulting firm 
that provides financial man-
agement education, network 

benchmarking, performance group facilitation, 
and bookkeeping services for closely held busi-
nesses under its Profit Mastery brand. Learn more 
at www.profitmastery.net. or contact him at 800-
488-3520 x14 or lefever@brs-seattle.com.

The economic 
meltdown may 

have been caused 
by bad lending. 

However, the ripple 
effect (some would 
say tidal wave) has 
now affected most 
banking entities.
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FranchiseMarketUpdate
BY DARRELL JOHNSON

T en years ago, when FRANdata 
began tracking the concentration 
of units controlled by multi-unit 
franchisees, it totaled 45 percent. 

Today, multi-unit operators control 55 
percent of all franchise units. The pace 
of change has been consistent and rather 
predictable, with a current rate of about 1 
percent each year. Whether this growth 
rate continues, speeds up, or plateaus has 
important implications to the franchise 
business model on many levels, includ-
ing development, training, and support.

This trend has two big drivers. The 
first is that we raised a generation of 
franchisees with growth on their minds. 
They pushed through the 
older “buy a job” mentality 
with business plans aimed at 
multi-unit expansion from 
the time they started. The 
second driver is cooperative 
franchisors that went from 
being concerned about too 
much franchisee power to 
actively designing devel-
opment programs around 
multi-unit models.

The result is that today 
the majority of franchised 
units are controlled by about 
20 percent of all franchi-
sees. A further analysis of 
those multi-unit operators 
shows the fastest-growing categories are 
operators with 26 to 100 units. Why is 
this happening, and what does it suggest 
for the next 5 years?

The U.S. economy has been, and will 
continue to be, in a slow growth phase. 
Economic downturns caused by financial 
crises tend to recover slowly over 7 to 10 
years. We are now in the sixth year of 
the current recovery, and it appears we 
will continue on this path for the next 
few. In this kind of economy, businesses 
generally are guided by four economic 
considerations.

1) Sales growth becomes a market 
share game because the overall market 
is not growing quickly enough. The 
implication is that gains higher than 2 
to 3 percent must come at the expense 
of competitors. Product differentiation 
and rising marketing budgets reflect this 
competitive condition.

2) M&A activity significantly picks 
up as an alternative to living with slow 
growth. In many industries, that means 
a consolidation phase.

3) A greater emphasis is placed on cost 
efficiencies to achieve profit growth. These 
two considerations often are addressed 
in tandem: acquire another company and 

consolidate operations.
4) The cost of capital becomes a ma-

jor consideration for both M&A and cost 
efficiencies. 

What’s ahead
Let’s look at what these factors suggest 
for multi-unit operators over the next 3 
to 5 years. Clearly, brand marketing ef-
forts are on the rise. Regional and local 
marketing programs are getting a lot 
more attention as well, and this plays 
to an efficiency of multi-unit operators. 
Most have a good feeling for local key 

MU Domination Grows
What it means for franchising

marketing influencers and also enjoy the 
greater efficiency by distributing local 
marketing expenses across many units. 
A measure of how important marketing 
has become is the rapid growth in atten-
dance at Franchise Update’s Franchise 
Consumer Marketing Conference.

M&A activity, cost efficiencies, and 
very low (by historical standards) costs 
of debt capital for the foreseeable future 
all suggest the continuing, and perhaps 
accelerating, consolidation of franchising 
by multi-unit operators. One indicator is 
that transfer activity is rising at a faster 
rate than new unit growth.

As noted, the fastest-growing multi-
unit categories are in the 26–100 unit 
range. These same economic conditions 
of slow growth, low cost of debt capital, 
and especially efficiency pressure of re-
ally small and really large operators are 
particularly favorable for this group. 

Therefore, I expect to see 
operators in the 26–50 and 
51–100 unit categories con-
tinue to gain overall share. 
That growth will continue 
to come from new unit ex-
pansion, but increasingly 
by acquiring existing units.

These trends have sig-
nificant implications to fran-
chisors, who face the same 
economic considerations. 
Cost efficiencies are par-
ticularly relevant because 
a high percentage of fran-
chisor budgets is allocated 
for meeting the functional 
support needs of franchisees. 

But as multi-unit franchisee categories 
shift, so do their functional needs. How 
franchisors adjust their services while 
focusing on their own cost efficiencies 
will be big influencers on the success of 
their brands in coming years. 

Darrell Johnson is CEO of 
FRANdata, an independent 
research company supplying 
information and analysis for 
the franchising sector since 1989. 

He can be reached at 703-740-4700 or djohn-
son@frandata.com.

% of Franchisees by # Units Operated
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In MeMory of TIMoThy ArlAn GArdner

The Gardner Family and the entire Franchise Update Media team would like to extend our 
deepest gratitude for the kind words, condolences, and offers of support around the recent 
loss of Tim Gardner, son of our founders Therese Thilgen and Gary Gardner.

A car accident tragically and suddenly took Tim away from us on June 11, 2014.   

Tim was a fun-loving, caring, and kind person who was loved by many people. Among 
them of course were his parents, his brother Mike, the love of his life Christa Pulling, and 
virtually everyone who knew him during his life.   

Many of you in franchising had the pleasure of watching Tim grow into one of the most 
creative talents in the industry.  As Executive Video Producer for Franchise Update Media, 
Tim created many of the creative conference and online productions we have all enjoyed.  
Tim’s ability to make people comfortable resulted in the documentation of some of the most 
powerful and telling franchise success stories. He was true talent and his work lives on in video.

We are all better people for having known Tim. He will be deeply missed and will live in 
our hearts Forever Young.  

Below are two philanthropic programs near to Tim’s heart that you may donate to in Tim’s name:
Habitat for Humanity of East Bay/Silicon Valley

Santa Clara Humane Society
Please send any cards of condolences for Therese and Gary or Christa to the following address  

(please mark them as “private”):
Franchise Update Media

6489 Camden Avenue, Suite 204
San Jose, CA 95120

See more at: www.franchising.com/tg/
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Franchisees have one thing in common
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COMPREHENSIVE
FRANCHISE DATABASE

IN THE WORLD

 

 

Contact Us Today!
(800)485-9570   •   www.FRANdata.com

THEY’RE ON OUR LISTS

Looking for Successful Franchise Owners to Help 
You Grow Your Business?
We connect you with the right people.

When looking for new business opportunities having the right 

systems are made up of hundreds, sometimes thousands of 
individual small business owners, each with very similar needs. 
This untapped network is your key to bigger sales with the 

Reach more than 367,000 franchised unit 
locations owned by 158,000 single unit 

operators or 41,000 multi-unit operators.

Multi-Unit Franchisees

Single-Unit Franchisees

Area Developers

Every Franchise Brand

Our database contains unit and headquarter 
addresses for franchisees from every brand and 
in every industry across the United States. Our 

source is the franchisors’ contact lists 
themselves, so we are THE ONLY accurate and 

complete source for these lists.
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