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Top 3 Restaurant Trends to Watch in 2019
Data-savvy restauranteurs will use expanded access to guest data to personalize offers

By Renae Scott

As 2018 winds down, restaurant in-
dustry pros are already looking ahead to 
the new year, scanning the horizon for 
signs of the next big food trend (farm-
to-table 2.0?) and searching for ways to 
make their businesses more competi-
tive in 2019.

Speculation about which specific 
menu items will draw guests can be in-
teresting (is tea the new coffee in North 
America?), but trends in restaurant op-
erations are just as important and tend 
to have more bottom-line impact. 
Here’s a quick overview of three restau-
rant trends to watch in the year to come.

1.  Restaurants get smart about 
off-premises dining.

Online and app-based ordering for 
home delivery is taking a bigger bite of 
consumer food spending each year. 
Research from equity firm UBS suggests 
the market will grow from $35 billion 
this year to a whopping $365 billion 
worldwide by 2030.

But many restaurants are struggling 
to work with multiple delivery vendors. 
They find that coordinating with several 
third-party services (and juggling  
multiple tablets) has a negative impact 
on operations and the customer 

Boca Raton, FL - Crocker Partners 
has revealed its vision for Restaurant 
Row – a 22,500 sq. ft. restaurant- 
only property – to the Community 
Appearance Board (CAB) on 
November 27. The ultra-modern, in-
novative design -- developed by 
Aaron Gentry and tvsdesign –  
features four, 5,000 square foot 
restaurants with patios and the 

See 3 TRENDS page 9

See CROCKER page 8

"The area is highly concentrated 
with residential communities, office 
buildings and universities but there's 
a significant shortage of quality 
restaurants. We plan to revitalize the 
area and provide an unparalleled ex-
perience for locals and visitors seek-
ing dynamic dining options," said 
Brett Reese, Senior Vice President at 

Put Your 
Company 
Ad in this 

Space!
Call for info:

561-620-8888

to streamline operations or even out-
source delivery through their own web-
site instead of taking orders through a 
third-party site. One key advantage of 
taking guest orders through the brand-
ed site is that the restaurant owns all the 
associated customer data. And that 
brings us to the second top trend…

2.  Customer rewards get optimized 
— and personalized.

Data-driven business first emerged 
in the tech world, but digitalization 
cuts across all sectors today. Now 
practically everyone has a rewards 
program to engage customers, but in 
2019, the increasing use of mobile and 
online ordering will open the data 
floodgates, giving restaurants a way to 
optimize rewards.

To gain an edge, smart restaurant 
managers will find new ways to delight 
guests who participate in loyalty pro-
grams, perhaps by offering a discount 
or freebie before the customer accumu-
lates the required points. Another strat-
egy is to drive traffic by offering extra 
points on certain days.

The most data-savvy restauran-
teurs will use their newly expanded 
access to guest data to personalize 

experience, not to mention dealing with 
the fees, which cut into profit margins.

In 2019, more restaurants will get 
smart about off-premises dining by 
improving the customer experience 
and consolidating vendor partner-
ships. Restaurants can enhance in-
home dining by including surprises in 
the delivery bag — think affordable 
extras like a chocolate truffle or brand-
ed dinner napkin.

On the vendor side, restaurants will 
reduce the number of delivery partners 

potential for an additional 2,500 sq. 
ft. outpost.

The property would be located on 
Butts Road at Town Center Drive on 
the site of The Plaza office building. 
Crocker Partners reacquired The Plaza 
in 2014 and would leverage the ad-
joining land to develop the only exclu-
sive restaurant complex ever built in 
Boca Raton.

Crocker Partners unveils Boca Restaurant Row

Renae Scott 
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Appell Pie
Do’s and Don’ts
Howard Appell u Today’s Restaurant Publisher

I have been in the foodservice in-
dustry in many different capacities for 
many years and I have gained bits and 
pieces of information from all of the 
branches I have been involved in. I 
have been a manufacturer of stainless 
steel restaurant equipment, a restau-
rant equipment and supplies dealer, a 
manufacturer’s rep and founder/pub-
lisher of Today’s Restaurant News for 
over twenty two years and counting. 

Here are some of the things I picked 
up over the years that may help you 
operate and manage your business. 
Most all of them can be applied to any 
type business. 

Do’s
1. Create a Specification Book that 

will allow anyone to see the nuts and 
bolts of what you do. In a restaurant it 
would be a recipe book so that any chef 
or cook can duplicate what has made 
you successful.

2. Create a budget for advertising. 
It doesn’t matter if you are busy or slow, 
advertising should be ongoing to help 
smooth out the ups and downs of the 
normal business cycles. There are so 
many choices to make now you need 
to pick wisely. If you want help with de-
veloping an ad program contact us and 
we can direct you. 

3. Greet your customers like you 
are glad to see or hear from them. 
Create the atmosphere of going into 
Cheers. “Hello Norm”

4. Have regular staff meetings to 
make sure all of your middle and upper 
management staff are on the same 
page and are aware of changes in 
policy. 

Don’ts
1. Don’t allow your wait staff to de-

liver coffee to customers by holding 
the rim of the cup instead of the han-
dle. (My pet peeve)

2. Don’t set up your office at a table 
in the back of the dining room. It looks 
bad and eliminates a table that could 
be earning money every day. 

3. Don’t allow the cleanliness of 
your business to become an issue, es-
pecially the restrooms and the 
kitchen. 

4. Don’t argue with a customer 
even if they are wrong. The bad word of 
mouth will cost you more than giving 
up a drink, a dinner or a dessert to ap-
pease them. 

5. Don’t ever use the words “Sorry 
the kitchen is slammed” as an excuse 
for slow service. It’s your job to come 
up with systems to be sure that never 
happens.

These few pointers are certainly 
not the only ones to consider but 
they can be the basis of a manage-
ment plan to run your restaurant/
business more efficiently and with 
higher profits. Add your ideas to them 
and let us know what you come up 
with. I’m sure there are many more 
you can share. 

Since this is the first Appell Pie of 
2019 I want to wish all a very Healthy, 
Happy and Prosperous New Year. I 
thank you for your support and reader-
ship and I urge you to keep improving 
your business as we are doing here. 

u
Don’t ever use  

the words “Sorry the 
kitchen is slammed”  

as an excuse for  
slow service.
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Automate Your Business — 
Maximize Your Margins
Running your own business can be one of the most rewarding, and most challenging, parts 
of your life. That’s why I wanted to introduce you to Clover™ Station — a next-generation 
control system that radically simplifies your business operations, so you’re free to focus on 
what matters most.

Clover Station goes beyond just accepting payments — it's a back office on your front counter.

It streamlines work that you may be doing manually or on different systems.  
So you can do what you love and let Clover handle the rest.

For more information call (954) 635-5044 or 
email jcreegan@cardpaymentservices.net today.
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What’s Going On
Important new products, corporate news and industry events

Crafthouse, the Virginia-based 
eatery known for its “Eat Local, Drink 
Local, Support Local” philosophy and 
a dedication to local craft beer, bour-
bon, scotch, wine and spirits, has se-
cured over $250 million dollars of 
funding to expand the brand nation-
wide. In addition to in-line or end cap 
locations, this development agree-
ment with American Development 
Partners provides qualified franchi-
sees with 100% financing to develop 

freestanding buildings for 
Crafthouse restaurants. 
American Development 
Partners’ primary role 
will be to aid in the 
development of new 
locations, facilitate 
the acquisition of 
land and oversee 
construction of 
over 100 new 
Crafthouse fran-

chise locations within the next five 
years. Visit crafthouseusa.com for 
more information.

u u u u

Buc-ee's, a popular 
chain of super-sized 
gas stations and 
convenience stores 
plans to expand to 
Florida with loca-
tions in St. Johns 
County, Daytona 
Beach and Ft Myers 
starting in 2019. In St. 
Johns County, the chain  
is looking at a site along World 
Commerce Parkway and International 
Golf Parkway at World Golf Village. 
Here, Buc-ee’s proposes a super-sized 
gas station featuring a convenience 
store larger than an average super-
market. The company is Texas based. 

u u u u

The new Antunes GST-1H 
Flatbread Toaster was a recipi-
ent of the National Restaurant 
Association® 2018 Kitchen 

Innovations® (KI) Awards. 
The Flatbread-Toaster 
brings innovative capabil-
ities to the flatbread-pi-
ta-tortilla category with 

wide-mouth loading and dual platens 
located inside dual conveyor belts to 
heat a variety of products consistent-
ly—up to 200°F—providing quicker 
throughput. For example, it heats  

uncooked flour tortillas to 
160°F in seconds. The  
integrated landing zone  
is heated as well. Go to 
ajantunes.com for full 
information.

u u u u

The Genius Pan is 
now available to food-

service operaters. How much time do 
operators spend freshening custom-
er-visible prep lines and salad bars? 
The Genius Pan uses an ingenious, 
patented threaded system that allows 
the bottom of the pan to adjust up or 
down in the well, keeping everything 
looking fresh, topped off and inviting, 
cutting waste and saving labor. When 
it comes to food preparation and pre-
sentation, first impressions go a long 
way. If a customer is about to order 
their food, and sees mostly empty 
containers, that can be very unappe-
tizing.  Consumers want fresh, appeal-
ing looking food. Otherwise, they 
might change their mind and walk out 

Prince Seating, Brooklyn New York has announced the opening of its 
Factory Direct Showroom and office, The Chair Market, at 1211 Stirling Rd Suite 
101 in Dania Beach. Jacob Merel is operating the South Florida office and show-
room which will cater to restaurant and hospitality customers. Merel said; “ We 
can supply seating and tables for the most upscale property to the local coffee 
shop at factory prices” For more information call 305 902-2022 or go to www.
thechairmarket.com  

See WHAT’S GOING ON page 6
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u
"We look forward to 

providing a fabulous 
event experience  

to bring our 
community together 

while benefitting  
local charities.”

Introducing SafeStaff® Online Foodhandler
Visit www.SafeStaff.org or call 866-372-7233 to register.

Inaugural Greater Fort Lauderdale  
Food & Wine Festive debuts in March 2019

Chef Angelo Elia named as Host Chef for Grand Tasting
Ft. Lauderdale, FL – The Greater 

Fort Lauderdale Food & Wine 
Festival will debut Friday, March 22 
– Sunday, March 24, 2019 in Ft 
Lauderdale and Hollywood, featur-
ing culinary creations and libations 
from more than 100 local restau-
rants, leading spirit brands, winer-
ies and breweries. The Festival, 
which will benefit Feeding South 
Florida, will showcase Broward 
County's renowned and emerging 
chefs and restaurateurs and high-
light the culinary renaissance that  
is currently sweeping through 
Broward County.

The inaugural Festival will in-
clude a full-day Grand Tasting Event 
on Saturday, March 23 featuring 
beverage tastings, cooking demos, 
live music and art installations from 
local talent; and a FREE Family Day 
& Food Drive benefitting Feeding 
South Florida on Sunday, March 24.  
Both events will take place at 
ArtsPark Hollywood.  There will also 
be a Kick-off event on Friday, March 
22 in Ft Lauderdale with details to 
be released soon.

Chef Angelo Elia, owner of the 
Angelo Elia Restaurant Group 
which includes Casa D’Angelo, 
Angelo Elia Pizza, Bar & Tapas and 
The Bakery Bar, and Broward 
County’s premiere chef, has been 
named as the Host Chef of the in-
augural Festival.  During the Grand 
Tasting event, Chef Angelo will 
“wow” the attendees with a unique 
cooking demonstration. Every year 
since September 2000, Chef Elia 
has been honored with the “Best of 
Award of Excellence” from Wine 

Spectator. He has received four 
stars by former food critic M.L. 
Warren of the South Florida Sun-
Sentinel.  “I am extremely excited 
and honored to be the Host Chef of 
the Inaugural Greater Fort 
Lauderdale Food & Wine Festival,” 
said Chef Angelo Elia. “Broward 
County Includes many of the coun-
try’s top chefs and now we get to 
show off our culinary chops!”

The epicurean weekend will ben-
efit Feeding South Florida with a 
portion of all proceeds from the 
Grand Tasting on Saturday being 
donated to the charity.  While 
Sunday’s Family Day is FREE to at-
tend, the suggested donation for ad-
mission is four canned goods per 
person that will go directly to 
Feeding South Florida.

"We're excited to launch the 
Inaugural Greater Fort Lauderdale 
Food & Wine Festival to introduce 
all the wonderful culinary delights 
and spirits that the Greater Fort 
Lauderdale area has to offer our lo-
cal residents and out-of-town visi-
tors," said Greater Fort Lauderdale 
Food & Wine Festival Founder Kate 
Reed, a veteran of producing major 
South Florida events and building 
philanthropy efforts.  "We look for-
ward to providing a fabulous event 
experience to bring our community 
together while benefitting local 
charities.” For more information 
and announcements about addi-
tional partners and participants vis-
it www.GFLFoodWine.com.

About Feeding South Florida: Feeding 
South Florida’s mission is to end hunger in 
South Florida by providing immediate access 
to nutritious food, leading hunger and pov-
erty advocacy efforts, and transforming lives 
through innovative programming and educa-
tion. Feeding South Florida is the sole Feeding 
America food bank serving Palm Beach, 
Broward, Miami-Dade, and Monroe Counties. 
“We are the largest and most efficient food 
bank in each of the counties we serve. More 
than 98% of all donations are put back into 
the community. For every $1 donated to us, we 
can provide 6 meals.” Through direct-service 
programs and a network of nonprofit partner 
agencies, Feeding South Florida distributes 
50.5 million pounds (42 million meals) of 
food per year, as well as leads hunger and pov-
erty advocacy efforts and provides innovative 
programming and education.
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AMC WHOLESALE, INC.
YOUR LOCAL DISTRIBUTOR FOR THESE QUALITY LINES:

Call AMC Wholesale, Inc. for the dealer nearest you!  
877.406.9470 • www.amcwholesaleinc.net • amcwholesale@bellsouth.net

Stocked 
in Miami

More 
Product Lines
Available —

CALL!

Call Us
Today!

Alexandria, VA  - Recent guidance 
from the U.S. Department of Labor 
(DOL) provides restaurant and other 
hospitality employers with updated in-
formation on structuring payment 
strategies for tipped employees, but 
some questions remain, according to 
Ashleigh R. Eames, an associate in na-
tional law firm LeClairRyan’s Alexandria 
and Washington, D.C., offices.

“In the new Opinion Letter, the DOL 
overruled the 80/20 rule, and now 
states that there is no limit to the 
amount of related side work that a 
tipped employee may perform, as long 
as such work is performed contempo-
raneously or immediately before or af-
ter direct tipped work,” she explains. 
“The DOL’s Opinion Letter FLSA2018-
27 provides welcome guidance and 
flexibility to hospitality employers. 
However, it remains to be seen how the 
new guidance will be applied in differ-
ent jurisdictions.”

The Fair Labor Standards Act allows 
employers to pay tipped employees — 
ones that customarily and regularly re-
ceive more than $30 per month in tips 
— an hourly rate that is lower than the 
regular minimum wage, Eames wrote 
in a post, DOL Issues New Guidance for 
Hospitality Employers on Tipped 
Employees, which appears in the firm’s 
Workplace Defender blog.

“Employers can generally pay 
tipped employees the lower tipped 
minimum wage and use the amount an 
employee receives in tips as a credit 
against the employer’s minimum wage 
obligation to the employee,” she notes. 
This “tip credit” makes up the differ-
ence between the regular minimum 
wage and the lower tipped minimum 
wage.  For example, using the current 
federal minimum wage of $7.25 per 
hour and federal tipped minimum 
wage of $2.13 per hour, an employer 

could take a tip credit up to $5.12 per 
hour. “It is also important to note that, 
under the Fair Labor Standards Act, 
where a state or local jurisdiction has a 
higher minimum or tipped wage than 
federal law requires, an employee must 
be paid whichever is higher,” Eames 
adds.  [See 29 U.S.C. § 218(a).] 

Under the DOL’s previous guidance, 
when an employee spent more than 
20% of his or her time on non-tipped 
side work — like rolling silverware, 
cleaning and setting tables, making cof-
fee — the employee had to be paid the 
regular minimum wage rate and the 
employer could not take a tip credit for 
that time.  This became known as the 
“80/20 rule” and required restaurant 
and other hospitality employers to con-
stantly monitor employees’ activities 
and time to the minute.

The new Opinion Letter overrules 
the 80/20 rule, stating that there is  
no limit to the amount of related  
“side work” — as defined on the 
Occupational Information Network 
(O*NET), a database with occupation-
al definitions, job requirements, and 
other information — that a tipped 
employee may perform, as long as 
such work is performed contempora-
neously or immediately before or af-
ter direct tipped work.

“If a tipped employee spends time 
on tasks that are not listed on O*NET, 
the DOL stated that, unless the time 
spent is de minimus, the employee 
must be paid the regular minimum 
wage rate and no tip credit can be taken 
for such time,” according to Eames. “For 
new or unique occupations that qualify 
as tipped jobs but are not included on 
O*NET, the DOL instructs employers to 
look to similar occupations on O*NET. 
For example, in the case of a teppanyaki 
[similar to hibachi] chef, the DOL com-
pares the related duties of a counter at-
tendant in the restaurant industry.”

The DOL also clarified the distinc-
tion between a tipped employee who 
performs related side work and one that 
has a dual job, she writes. “A tipped em-
ployee that performs non-tipped work 
unrelated to their tipped work will be 
considered to have ‘dual jobs.’ In this 
case, the employer can take a tip credit 
and pay the employee the lower tipped 

wage only for time the employee worked 
[in the tipped position],” Eames ex-
plains. “As an example, for time spent by 
a server who also works, say as a mainte-
nance man, the employer cannot take a 
tip credit and must pay the employee 
the regular minimum wage for time per-
forming maintenance work.”

Because the guidance is new, busi-
nesses may wish to consult with their 
legal advisor to continue to ensure that 
they are in compliance with current 
federal, state, and local laws, which of-
ten add additional requirements to em-
ployers,” Eames advises.

About LeClairRyan: As a trusted advisor, 
LeClairRyan provides business counsel and client 
representation in corporate law and litigation. In 
this role, the firm applies its knowledge, insight 
and skill to help clients achieve their business 
objectives while managing and minimizing their 
legal risks, difficulties and expenses. With offices 
from coast to coast, the firm represents a wide va-
riety of clients nationwide. For more information 
about LeClairRyan, visit www.leclairryan.com.

New federal DOL tip guidance  
provides flexibility

Ashely Miller u Today’s Restaurant Contributor

u
The DOL  

also clarified the  
distinction between  
a tipped employee  

who performs related 
side work and one  

that has a dual job.
We are recognized authorities in…

•  Design and implement  
Food Safety Program

•  Independent 3rd  
party inspections

•  Risk management  
reviews

• Training

48 Million  
Americans 
get sick 
128,000 are 
hospitalized 
and 3,000 die 
each year in the 
United States 
from food borne 
disease according 
to the CDC.

Let us help you reduce risk, serve the interest of  
the public and protect your brand’s reputation by  
creating a culture of food safety in your restaurant.

Please call now for a FREE 
no obligation consultation: 561.859.5447
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What’s Going On   from page 3

See WHAT’S GOING ON page 12

the door, resulting in more than just 
one lost sale, it could mean dozens of 
lost sales. Dumping out not-quite-
empty food pans might keep the cus-
tomer happy. What about waste? 
Pouring new food on top of the old just 
to keep it full isn't the answer either. 
The food on the bottom will start to 
wilt, and you could up throwing it. For 
all information visit geniuspan.com.

u u u u

Hotel Happenings
A Margaritaville Resort is coming 

to Jacksonville Beach. It will be an 
8-story, full service hotel. It may have a 
two-story LandShark restaurant, cof-
fee shop and retail space and an exte-
rior beach side pool and outdoor deck. 
Construction may begin as early as 
January 2019. The project site will be 
located at First Street North and Sixth 
Avenue North. 

u u u u

The new Morrison 
Hotel has opened in Dania 
Beach. Ernesto Correa is 
the owner and developer. 
Hotel Morrison, a boutique 
style hotel, of-
fers upscale ac-
commodations 
with environ-
mentally friendly products throughout 
the entire hotel. Guests can enjoy a 
daily complimentary hot breakfast and 
a 24-hour menu with contemporary 

and health conscious options as well 
as a full lobby bar with daily Happy 
Hour specials. The 
property is located 
at 28 South Federal 
Highway and can 
be reached at hotel-
morrison.com.

u u u u

St. Johns County issued a permit 
in Nov for a 50-room Holiday Inn 
Express Vilano  at 140 Vilano Road 
in St. Augustine Road. The three-sto-
ry, 34,188-square-foot building is 
shown at a construction cost of over 
$5 million.

u u u u

The Walt Disney World Swan and 
Dolphin Resort broke ground on its 
new tower, which will be called The 
Cove at the Walt Disney World Swan 

Resort. The project brings to-
gether hotel owners Tishman 
and MetLife along with  
representatives from Walt 
Disney World and Marriott 
International. The new 349-
room hotel brings the resort’s 

to 2,619 rooms and 
will have a rooftop 
reception space. 
The Cove at the 
Walt Disney World 

Swan Resort is scheduled for comple-
tion in 2020.

u u u u

The 118 room, 4-story Hilton 
Garden Inn, will be the first develop-
ment for the New Apopka City Center 
and will be located at the corner of 
McGee Avenue & 6th Streets in Apopka. 
The City Center, which will take up  

approximately 35 acres  located 
at  U.S. Highway  

441 and State 
Road 436, is 
proposed for 

207,000 square 
feet of restau-

rants and retail, a 
hotel and more. The long-term plan, 
which phases-in the project over the 
next 20 years, includes a possible 180 
acres of development. Groundbreaking 
on the Hotel was done in mid November.

u u u u

The percentage 
of street operators 
purchasing goods 
online has dramat-
ically increased 
since 2014, with 
over 40% saying 
they use third-par-
ty e-sourcing (3ES) 
at least once a 
month. According to Technomic’s 
2018 E-Sourcing Impact Study, sup-
plies, disposables, specialty foods and 
shelf-stable foods represent much of 
what is purchased. The 2018 
E-Sourcing Impact Study is available 
for purchase here: https://www.tech-
nomic.com/available-studies/multi-
client-studies/e-sourcing-impact.  
“Our research suggests that street 
restaurant operators are bullish on the 
future of third-party e-sourcing,” said 
Joe Pawlak, managing principal. 
“Today, operators are most inclined to 
purchase products in the nonfoods 
and shelf-stable space but are reluc-
tant to source frozen and perishables 
from 3ES. However, they can envision 
a giant like Amazon developing a solu-
tion to make operators comfortable 
purchasing these products online.” 
Technomic Inc., a Winsight company, 
delivers a 360-degree view of the food 
industry. It impacts growth and profit-
ability for clients by providing con-
sumer-grounded vision and chan-
nel-relevant strategic insights. Its 
services range from major research 
studies and management consulting 
solutions to online databases and sim-
ple fact-finding assignments. Its cli-
ents include food manufacturers and 
distributors, restau-
rants and retailers, oth-
er foodservice organi-
zations, and various 
institutions aligned 
with the food industry. 
Visit Technomic at 
www.technomic.com.

u u u u

The Marra Forni 
Electric Brick Oven 
with Open Mouth is a 
powerful electric brick oven. While not 
the only Italian brick oven on the mar-
ket, it creates a new category for itself 
with cooking temps up to 1000°F with 
an open mouth. Efficiency and heat 
retention come from Sorrento refrac-
tory brick walls AND a deck that retain 

the heat, a low dome and balanced 
heat from all directions. Cooks a pizza 
in 45 seconds—up to 200 per hour. 

u u u u

Sealed Air Corporation Cryovac® 
FlexPrep™ EZ Dispensing is a new 
system for the industry. How much 
time and effort do staff members 
spend on BOH condiment systems? 
Conventional methods, from pails to 
paperboard containers, involve a lot of 
handling and wasted/lost yield. Sealed 
Air’s new system uses prefilled Cryovac 
pouches with frangible seals specially 
fitted to load into the operation’s dis-
pensing equipment. Just pull the trig-
ger. Less handling, better sanitation 
and better yield speed the payback, 
according to the company. For de-
tailed information visit cryovac.com.

u u u u

The Soda Gun Jetter 
deals with sticky, unsani-
tary syrup residue and 
bar flies in and around 
the soda guns. Soda Gun 
Jetter is an automated 
system that includes a 
programmable control 

box, holsters and dedicated tubing to 
flush soda gun nozzles and drip cups 
during off hours with pressurized wa-
ter. It is NSF International Certified to 
NSF/ANSI Standard 18. For more de-
tails visit sodagunjetter.com.

u u u u

The new Astra Shunsuke Peeling 
Machine, fresh from Japan, automates 
labor-intensive fruit and vegetable 
peeling. It offers Programmable for 
apples, kiwis,oranges, potatoes and 
more with nine different fruits and 
vegetables in all (and suitable for simi-
larly sized items) the unit allows differ-
ent thicknesses of peeling. Comes in 
two sizes for smaller and larger opera-
tions.Visit www.e-astra.co.jp for all 
information. 

u u u u

Smart Flour™ is bringing the glu-
ten-free, dessert dining experience to 
a whole new level of delicious with its 
introduction of Butterscotch Blondie 
and Chocolate Brownie Dessert Bars. 
Made with the company’s proprietary 
Smart Flour blend containing the an-
cient-grains sorghum, amaranth and 
teff, these certified gluten-free bars 
eliminate the need for a second des-

sert option on the menu 
thanks to their rich flavor 
and moist, chewy texture. 
The butterscotch blondie 
dessert bars feature semi-
sweet chocolate and white 
chocolate chips mixed into 
a buttery, cookie-like bar, 
while the chocolate brown-
ie option pairs smooth co-
coa and semi-sweet choco-
late chips for a fudgy dessert 
that will have chocolate lov-

ers rejoicing! Though super-satisfying 
on their own, Smart Flour’s Dessert 
Bars can be easily transformed into a 
unique dining experience, whether 
served in a sundae, blended into a 
milk shake or topped with a variety of 
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I remember going to La Guardia
Airport in New York on a hot summer
day in the late eighties carrying my cry-
ing five year old son up to our departure
gate and trying to comfort him and tell
him everything was going to be OK. He
was too young to realize that his parents
had made the decision to move to
Florida and start their life over in a new
land. He only knew he would miss his
friends and family. 

When we arrived in Boca Raton,
Glades Rd was the main east west street
as it is today except it looked a whole lot
different than it does today. Near the
Turnpike entrance across from the
Jewelry Exchange there was a dirt road
with a Peanuts convenience store where
the Holiday in is now. I’ve see many
changes in So. Florida over the years. 

We enrolled my son in school and
got on with our lives. As the years pro-
gressed my son, Evan, made new
friends and our family came to visit
during the winter months from up
north. He did well in school and was ac-
cepted to the University of Florida in
Gainesville and decided to major in
Journalism. He was choosing his path
of life. He was a sports writer on the
school newspaper in his first year and
was told he could be the football re-
porter by his senior year if he stayed
with the program. Meanwhile I had
started Today’s Restaurant and I was ex-

cited to think he may follow in my foot-
steps in the print industry. Little did
anyone know the changes about to
happen to the newspaper industry.  I
remember speaking with him in his
senior year and discussing if he wanted
to join us at TRN or go his way which
had changed to law school.  He decided
he wanted to follow his dream not
mine, even though he was filling a
dream I always had of going into law.

He was accepted at the University of
Miami and began his quest of a law de-
gree and a career at a large law firm.
Along the way he worked for the Florida
Marlins in the Legal Department and
graduated with honors. He then went to
work for one of the top law firms in
Florida where he made partner. 

In my life I have had several careers
and never was I able to work for any
company successfully, for me. I always
did well for the companies that I worked
for but I wanted more in the way of con-
trol over my own life. I learned quickly
that freedom comes with a price. All of
the decisions and consequences that
were associated with running a business
were now firmly on my plate. I loved it
though. I was able to use my creativity
and solve problems, set goals, eat Ramen
noodles when necessary and overall di-
rect my future. 

The reason I am telling you all of this
is because although I have no scientific
proof, I now believe in DNA, and sharing
the genes of your family with your chil-
dren. I am proud to announce that my
son Evan has decided to take control of
his destiny as well and has opened his
own law firm on the same Glades Rd. in
Boca Raton that welcomed us many
years ago. He will be specializing in busi-
ness litigation including working within
the hospitality industry. 

This column is not intended to be an
ad for him, just an announcement and
an expression of pride from an experi-
enced and proud father.

◆
He decided 

he wanted to follow 
his dream not mine,
even though he was

filling a dream 
I always had 

of going into law.
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Millennials create 
new dining app

SPECIALIZING IN: 

�New Builds 
�Remodels 
�Repair
� Maintenance

561.981.6200
sales@vinylrepairmaster.com

For ALL Your Seating Needs…

Plantation, Florida, - Yyppee.com 
is the combined results of six millen-
nials who envisioned a way to make 
life easier and save space on their 
cell phones and use less apps. 
Yyppee is a Fixed Based Cost CRM & 
Marketing platform that was built 
and designed by diners, restaurant 
operators, food service distributors 
and manufacturers   “It’s the one sin-
gle aggregated Marketing and CRM 
platform that connects everything to 
do with the restaurant industry. An 
industry that is roughly a $1 Trillion 
Dollar industry just in the US alone. 
Yyppee is the most robust restaurant 
marketing tool available today in the 
marketplace for restaurant owners.” 
said Larry Bryan, CYO/CFO.  

The idea for the App came from 
an aggregation approach, combin-
ing technology features and charac-
teristics, along with its incredibly 
low pricing and no contract require-
ment. “Restaurant owners are be-
ginning to say, “This is a no-brainer” 
Bryon stated. The overall cost sav-
ings and increased revenue gener-
ated from the implementation and 
use of Yyppee every month for the 

restaurant owner is a real added val-
ue as well. Texting, emailing, re-
wards, smart wi-fi, deals, delivery 
and so much more are all available 
on the yyppee platform.

Both restaurant owners and cus-
tomers now only need to use one ap-
plication to offer, share, communi-
cate and interact with each other. 
This is the global trend, where every-
one is looking for less applications 
that do more, not singular function-
ing applications that do less.

“Everyone wants less apps on 
their mobile devices that do more, 
not more apps that are single fo-
cused and do less. Asking diners to 
download every restaurants individ-
ual app is totally against where hu-
man behavior is moving.” Said Bryan

Yyppee is the solution and the 
amalgamation of numerous 3rd 
party sites (Like Groupon, 
GRUBHUB, etc.), and single fo-
cused apps (Like Restaurant specif-
ic ones), that each take up a per-
centage of a restaurant’s separate 
revenue sources, and/or that each 
take up space on the  restaurant 
customer’s mobile device.

“Google is for search, Facebook 
is for social media, LinkedIn is for 
business, and Amazon for shopping 
etc. Yyppee is the single platform 
that combines all of the features in 
one app. Diners and Restaurant 
Operators would prefer to use one 
app/platform if it could do what 
they need it to do. Yyppee does!” 
Stated Bryan. 

For more information contact 
Yyppee at contact@yyppee.com 
954.449.7700. 

Calendar Events
Upcoming industry affairs

February 2019

7-9 u The NAFEM Show
Orange County CC u 9800 International Drive u Orlando, FL 
Thenafemshow.org

March 

3-5 u  2019 International Restaurant and  
Foodservice Show of New York

(Co-Located with the Healthy Food Expo New York & Coffee Fest)  
Javits Center u New York, NY u Janice Montellese u 203.202.3824  
Email: jmontellese@urban-expo.com

April 

26-28 u SoFlo Cake & Candy Expo
Miami Airport Convention Center u 711 NW 72nd Ave u Miami, FL  
Info@SoFloCakeandCandyExpo.comMiami u 844.397.6642

May 

17 u South Florida’s Taste of the Nation
Ice Palace Films Studios u 59 NW 14th Street u Miami, FL  
Email: abeckmann@strength.org

18-21 u The National Restaurant Association Show
McCormick Place u Chicago, Il u 312.853.2542 u nra@experient-inc.com

September 

15-16 u 2019 Florida Restaurant & Lodging Show
Orange County CC u 9800 International Drive u Orlando, FL 
Frla.org u thefoodshows@urban-expo.com

Send your Calendar Event to Today’s Restaurant!

2 DAYS 
ONLY THIS 

YEAR!

u
One consumer trend 

that’s not new  
but instead still going 
strong is the craving 

for authenticity. 

Do you have an upcoming event?
Email your information to info@trnusa.com
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The biggest struggle our indepen-
dent restaurant partners tell us they 
face is finding good, reliable talent.

Technology will play an even 
greater role in restaurant operations. 
A lot of restaurant tech startups got 
rolling a few years ago, and early adopt-
ers have taken advantage of improve-
ments in everything from inventory to 
ordering to staffing and scheduling. 
We’re moving out of the “new” phase as 
the market matures and technology 
will become more of the norm in a 
growing number of restaurant. As a re-
sult, restaurant technology companies 
will work to clean up their act when it 
comes to meeting customer demands 
for usability.

Eco-friendly packaging will take 
an even larger share of the container 
space. As more cities and states pass 
bans on styrofoam packaging (New 
York’s ban will go into effect January 1), 
and as consumers demand more social 
responsibility from the businesses they 
deal with, operators will be paying 
more attention (and more money) to 
the containers they package their food 

in. In 2018 alone Dining Alliance saw a 
130% increase in paper and plastic to-
go container purchases, compared to 
just a 20% increase in styrofoam.

Operators will pursue more vege-
tarian/meatless alternatives. Demand 
for meat-free items will continue to 
grow beyond just high-end restaurants 
on the coast. Dining Alliance projects 
that orders for meat substitutes (veggie 
burgers, bean burgers, etc.) among its 
members was up 28.4% this year and 
that they expect that growth trend to 
continue next year. What’s more, oper-
ators may seize on the opportunity to 
price these products at a premium, al-
lowing for greater profitability.

The war for talent may help im-
prove restaurant culture. The biggest 
struggle our independent restaurant 
partners tell us they face is finding 
good, reliable talent...on the floor and 
back in the kitchen. Good sous chefs 
and servers can be more picky than 
ever, which means it’s up to operators 
to create an inviting place to work, and 
that involves more than just money. 
Transparency between management 
and staff along with solid policies and 
procedures for handling HR issues 
helps to create a better culture. That 
will attract top talent just as much as a 
good wage.

What is a GPO? As a Group Purchasing 
Organization (GPO), Dining Alliance’s 
mission is to make their members  
more profitable by offering them access 
to benefits and purchasing power  
that would not otherwise be available  
to them. 

Christine Donahue is the president of 
Dining Alliance — www.diningalliance.com — 
the nation’s largest group purchasing organiza-
tion for restaurants.

Dining Alliance 
2019 predictions 
and projections

Christine Donahue u Today’s Restaurant Contributor

u
The biggest struggle  

our independent 
restaurant partners  

tell us they face  
is finding good,  
reliable talent…

An Exclusive Group of Top Vendors in Florida 
Servicing the Restaurant & Hospitality Industry

Restaurant owners can be confident that they are
buying from reputable companies in our group!

ATTORNEY  Evan Appell
561 337-5858 u Evan@edalegal.com

BANKING
Bank United  Robert Ellis
561 367-8000 u BEllis@BankUnited.Com

BUSINESS BROKER
Hudson Robinson  Peter Robinson
561 445-8198 u probinson@hudsonrobinson.com

CONSULTING
Blomberg Consulting  Tsila Blomberg
561 310-7452 u tsila@blombergconsulting.com

DISH MACHINE LEASING
Brilliant Supply  Ryan Giffin
561 324-8392 u ryan@brilliantsupply.com

FLOOR RESTORATION
Mint Marble & Tile Restoration  Craig Vance
561 541-2227 u mintmarblerestoration@yahoo.com

FOOD SAFETY, SANITATION, PEST MGT, 3RD PARTY AUDITS
Food Safety and Inspection Services  Scott Berger
561 859-5447 u smb816@aol.com

INSURANCE
Rausch Insurance  Jon D. Rausch
561 584-0732 u jon@doesinsurancematter.com

INTERNET MARKETING
Brighter Idea Andy Klepner
561 288-0134 u 973 930-2586 u andy@brighteridea.com u www.brighteridea.com

PAYROLL
PayrollsPlus Tom Jennings CPA
954 252-Time x102 u tomj@payrolls-plus.com u www.payroll-plus.com

PEST CONTROL
Terminix  Kelly Tilles
954 299-6167 u ktilles@terminix.com

POS & PAYMENT SYSTEMS
CardPayment Services Inc Joe Creegan
954.635.5044 u jcreegan@cardpaymentservices.net

SALES TRAINING Bernie Cronin
954 295-9202 u bernie@berniecronin.com u www.berniecronin.com

TRADE PUBLICATION
Today’s Restaurant News  Howard Appell
561 620-8888 u howard@trnusa.com

VIDEO SECURITY
CSI Video  Michael Bane
561 419-5998 u michael@csivideo.net

VOCATIONAL TRAINING
Ican  David Case
561 288-6538 u davidscase@yahoo.com

We are looking for members in several categories

 For more info
 or to join us: 561.620.8888

info@trnusa.com u www.trnusa.com

NETWORKING GROUP
TRN

Crocker   from page 1

Crocker Partners. "Restaurant Row 
will connect the Town Center Mall 
and Boca Center to initiate a true live-
work-play environment."

Restaurant Row would also at-
tract the attention of the 14+ million 
visitors that visit Town Center Mall 
each year, located directly across the 
street. Crocker plans to offer four 
distinct concepts within Restaurant 
Row – authentic Italian, American 
gastropub, Japanese sushi and mod-
ern Mexican, along with either a des-
sert shop/café or coffee house 

– though they have not yet made a 
final decision on tenants.

"Restaurant Row will be the high-
est profile site in Boca Raton, espe-
cially given its proximity to 95 and 
the [Town Center] mall," said Tom 
Prakas of Prakas & Co, who is mar-
keting the site. "The interest globally 
and nationally has been extremely 
high. We're at the stage now where 
we are trying to be selective and 
choose the right tenant mix,"

In tandem with the development 
project, extensive interior renovations 
are also planned for The Plaza.

About Crocker Partners Active in the com-
mercial real estate business for over 35 years, 
Crocker Partners, LLC has established a repu-
tation as a premier owner, operator, and devel-
oper of office and mixed-use projects through-
out the Southeast and Southwest United States. 
Since 1993, Crocker Partners has acquired and 
managed over 149 properties, totaling 44.3 
million square feet and representing $5.2 bil-
lion invested. They are currently Florida's 
largest office landlord and ranked 46th largest 
office owner. Headquartered in Boca Raton, 
Crocker Partners has regional offices in Miami, 
Jacksonville and Atlanta.

u
In tandem with  

the development 
project, extensive 

interior renovations 
are also planned  

for The Plaza.
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The idea of using food as medi-
cine is quickly becoming a com-
mon practice and research is slowly 
catching up to prove this as an ef-
fective strategy to improve one’s 
health. More people than ever are 
using dietary restrictions not as a 
fad diet, but to prevent serious al-
lergic reactions and significantly 
improve chronic symptoms such as 
diabetes, heart disease, arthritis, or 
any number of diseases prevalent 
today. Restaurants that truly empa-
thize and can cater to diner’s spe-
cific food sensitivities and health 
goals will gain a remarkably loyal 
customer base.

These customers are powerful, 
quick to share their experiences and 
selectively align themselves with 
restaurants that really “get it.” 
Restaurants must be transparent as 
patrons are extremely savvy and of-
ten more knowledgeable on safe 
food practices to avoid contamina-
tion than their servers.

True Food Kitchen and Harvest 
are great examples of restaurants 
that cater to diners with food aller-
gies or restrictions. Customers are 
often content to pay more in ex-
change for the confidence of know-
ing that the menu is safe and there 
are plenty of options that adhere to 
their eating style. Smaller cafes and 
restaurants that target extremely 
narrow markets are also gaining 
popularity such as P.S. & Co. in 
Philadelphia, a plant-based, dairy 
free, meat free, egg-free and glu-
ten-free restaurant that does not 
source or make fake meat products 
but rather focuses their menu on a 
variety of dishes made with whole, 
organic foods. Many large-chain 
restaurants on the top “aller-
gy-friendly” list often fall short, es-
pecially in the celiac community 
where cross-contamination is a se-
rious problem.

Here are 3 strategies for restau-
rants to build loyalty with this power-
ful and growing customer base:

1.  Master a few high-allergens 
to gain confidence.
Better to manage a few highly 

sensitive/restrictive foods (i.e., nut, 
gluten, dairy) well than to have ten 

Restaurants that 
“get it” win 

Marissa Costonis u Today’s Restaurant Contributor

different allergy-friendly menus 
with average procedures that may 
risk customer illness and subse-
quent bad press. Restaurants should 
determine if they are going to ban 
foods all together from their menu 
or follow strict practices to prepare 
meals without specific allergens. 
Creating a flexible menu that is eas-
ily adapted for allergies and eating 
styles keeps customers coming back 
with the confidence that they can 
always find something delicious 
and safe to eat.

2.  Create a Zero-Tolerance 
Process.
Design a step-by-step, zero- 

tolerance process that starts with 
identifying food restrictions upon 
customer arrival. Clearly outlined 
procedures for how the order  
is placed, communicated and the 
specific food handling procedures 
outlined for each allergen should 
leave no room for error. A strong 
customer-focused process with a 
proper check and balance system is 
imperative to ensure the fundamen-
tal promise of safety is kept.

3.  Staff training and proactive 
customer service is key.
Communication and training 

for all parties involved is critical. 
Customers today are extremely 
savvy and will challenge staff on 
the exact food safety processes in 
place to avoid cross-contamina-
tion (i.e., dedicated cooking spac-
es and utensils). Well-trained serv-
ers shouldn’t need to leave the 
table and ask the chef if a dish can 
be adjusted to avoid an allergen. 
Better yet, servers should proac-
tively recommend menu items 
that can be adjusted to meet cus-
tomer needs. Well-trained staff 
that go out of their way to make 
customers feel safe and support 
them in their food choices often 
results in a hefty tip with the add-
ed promise of return visit.

Using food as medicine may im-
prove symptoms and overall health 
but it certainly can put a damper 
on the enjoyable process of dining 
out. Whether a customer is navigat-
ing life with a celiac diagnosis, 
choosing to eat a plant-based diet 
for religious purposes or using a no 
carb diet to reduce their inflamma-
tion and pain, the list of restaurants 
that can support them on their 
health journey is often short. Find a 
way to help them and you not only 
make the short list, you’ve got a 
customer for life.

Marissa Costonis is a Health Change Guru. 
She works as a Certified Health Coach to help 
clients transform their own eating habits and 
health one bite at a time. Marissa is author of 
the new Amazon #1 bestseller, Change BITES, 5 
Change Management Strategies to Transform 
Your Health. Contact marissa@changebites.com

u
Communication  
and training for  

all parties involved  
is critical. 

3 trends   from page 1

offers and engage in sophisticated 
behavioral retargeting. This might 
look like offering customers who 
haven’t ordered a favorite item 
during their last two visits a dis-
count for the item on the third visit.

3.  Behold the incredible shrinking 
menu.

One consumer trend that’s not 
new but instead still going strong 
is the craving for authenticity. The 
demand for a less generic dining 
experience is a golden opportuni-
ty for restauranteurs to pare down 
menus and focus on the items they 
do best.

In 2019, more restaurants will 
seize this chance to become spe-
cialists again instead of trying to be 
all things to all people. They’ll un-
complicate menus, reducing the 
number of items by 40 or 50 

percent, which will allow them to 
focus on popular fare and signifi-
cantly streamline inventory.

But most importantly, the incred-
ible shrinking menu will allow these 
restaurants to elevate their brands, 
delivering a more authentic dining 
experience to guests by getting back 
to what brought the business suc-
cess in the first place.

Toward 2019 and Beyond
It’s hard to predict the next great 

taste sensation that will sweep the 
nation — food trends come and go. 
But like every other sector, the 
restaurant business is going digital, 
so now is a good time to fine-tune 
that off-premises strategy and opti-
mize data use to deliver relevant of-
fers to guests.

Fewer items might be on the 
menu next year, but authenticity isn’t 
really a trend — it’s getting back to the 
restaurant’s roots and consistently 
delivering a great product to guests. 
Hopefully, that will never go out of 
style, whether guests are dining in or 
having a meal delivered.

Renae Scott is an accomplished c-level mar-
keter with experience in a variety of industries. 
She now works as a contract CMO for a variety 
of organizations across the nation, including 
Abuelo’s Mexican Restaurant.

LinkedIn: https://www.linkedin.com/in/re-
naescottmarketing/

u
One consumer trend 

that’s not new  
but instead still going 
strong is the craving 

for authenticity. 

Advertise in Today’s Restaurant call: 561.620.8888
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With this acquisition, Flynn 
Restaurant Group will own and oper-
ate a combined total of 1,245 quick-ser-
vice, fast casual and casual dining 
restaurants, generating $2.3 billion in 
sales and employing approximately 
50,000 people in 33 states.  Flynn 
Restaurant Group’s subsidiaries in-
clude Apple American Group LLC, the 
largest Applebee’s franchisee; Pan 
American Group LLC, the second larg-
est Panera Bread franchisee; and Bell 
American Group, the third largest Taco 
Bell franchisee.  This significant deal 
will add $400 million in sales to Flynn’s 
current $1.9 billion, and just as Flynn 
was the first franchise operator to ex-
ceed $1 billion in sales in 2012, it is now 
the first to exceed $2 billion in sales. 
This acquisition also establishes FRG 
as one of the top 20 foodservice com-
panies of any kind in the country. 

“We are extremely pleased to an-
nounce the addition of these Arby’s lo-
cations to our portfolio of restaurants,” 
said Greg Flynn, Founder, Chairman 
and Chief Executive Officer of Flynn 
Restaurant Group.  “The Davis family 
and their team of great operators built 
a fantastic business over 50 years and 
we’re privileged to be the ones to shep-
herd the US Beef restaurants into their 
next phase. In addition, standing in a 
category of its own, the Arby’s brand 
aligns perfectly with our preference for 
brands that are truly differentiated and 
‘best in breed’ in their segments. 
Benefiting from very strong leadership, 
the Arby’s brand has achieved great 
momentum these past few years and 
we are truly excited about the opportu-
nities that lie ahead.”  

US Beef Chairman, Jeff Davis, felt 
positive about passing the baton of 
his 50-year-old company to Flynn 
Restaurant Group, saying “When we 
decided to sell US Beef, it was critical 
for us to find a true restaurateur with 
a similar family culture who has a 
penchant for growth and offered op-
portunities for our people. Greg 
Flynn and his company have a stellar 

reputation for diversified expansion 
and they ideally fit our criteria for the 
brand’s growth.”

About Flynn Restaurant Group LLC: Founded 
by Chairman and CEO Greg Flynn in 1999, Flynn 
Restaurant Group LP is the largest franchise op-
erator, and one of the top 20 largest foodservice 
companies of any kind, in the United States. Flynn 
Restaurant Group owns and operates 460 Applebee’s 
Neighborhood Grill & Bar restaurants, 368 Arby’s 
restaurants, 280 Taco Bell and related Yum! Brand 
restaurants and 135 Panera Bread bakery-cafes 
across 33 states, generating $2.3 billion in sales and 
employing approximately 50,000 people. More in-
formation is available at www.flynnrg.com.

About Arby’s®: Arby’s, founded in 1964, is the 
first nationally franchised sandwich restaurant 
brand, with more than 3,300 restaurants world-
wide. The Arby’s brand purpose is “Inspiring Smiles 
Through Delicious Experiences®.”  Arby’s restau-
rants feature Fast Crafted® service, a unique blend 
of quick-serve speed and value combined with 
the quality and made-for-you care of fast casual. 
Arby’s Restaurant Group, Inc. is the parent com-
pany of the franchisor of the Arby’s brand and is 
headquartered in Atlanta, Ga. Visit Arbys.com for 
more information.
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Mark Kelnhofer to speak on menu costing at ECRM Foodservice Session
Mark Kelnhofer, President and CEO of Return On Ingredients LLC and menu costing expert will examine what producing the menu items for an opti-mal guest experience really costs your operation during his keynote at ECRM’s Foodservice: Healthy & Specialty Foods session [https://ecrm.marketgate.com/Sessions/2018/11/foodserviceNaturalOrganicHealthy-FoodsEPPS] this coming November in Cape Coral, Fla.

During his presentation, titled “Pumping Up Your Recipe Costing to Improve Menu Engineering & Profits,” he will take attendees through the steps required to re-engineer menus for success and profitability utilizing his proven methods, with accurate rec-ipe costing as a base. He’ll examine the flaws of traditional dog/star reporting 

and provide guidance on the proper data to be reviewed for a healthier bot-tom line.
“Menu costing may not be the ‘sexi-est’ part of a foodservice operations, but it’s certainly one of the most im-portant for running a profitable busi-ness,” said Stephanie Nicklos, Director of Sales for ECRM’s Foodservice Division. “Mark’s presentation will take you through the steps needed to ac-count for all of the costs involved in creating a great menu.”Kelnhofer is an international speak-er and the author of two books on the subject of recipe costing and menu en-gineering published by Restaurant Institute: Return On Ingredients and The Culinary Pocket Resource of Yields, Weights, Densities, & Measures. He has more than 20 years of experience in working with restaurants and foodser-vice operations to boost their bottom lines. After graduating from Ohio Dominican University with his under-graduate degree in 1993 he went into manufacturing accounting, spending eight years in a variety of industries in-cluding plastic injection molding, lighting equipment, transit buses and tire repair products. In 2002, He was brought into the Bravo Brio Restaurant Group to design and imple-ment cost control system based princi-ples learned from his past industry ex-perience. After implementation, BBRG experienced

five consecutive years of cost re-ductions resulting in millions of dollars in savings. Following this, he launched Return On Ingredients LLC in January 2009 based on those same principles, including accurate recipe costing, ef-fective menu engineering, and process improvements. 
Kelnhofer holds a Masters in Business Administration (2005) and a Bachelor of Arts majoring in Accounting and Business Administration (1993) from Ohio Dominican University in Columbus, Ohio. He also is a Certified Food and Beverage Executive (CFBE) from the American Hotel & Lodging Educational Institute (AHLEI). Mark is currently a Lecturer at The Ohio State University instructing Food, Beverage, & Labor Cost Control as well as Adjunct Faculty at Ohio University instructing Accounting for Hospitality Operations. The ECRM Foodservice: Healthy & Specialty Foods session provides food-service operators with the opportunity to have private, pre-scheduled meet-ings with new and emerging suppliers developed to enhance the product dis-covery efforts for their menus.For more information, or to register for this session, contact Stephanie Nicklos at 440-528-0426  or Stephanie@ecrm.marketgate.com.

2019 Tax Withholding Changes:What every employer and employee should know

By Dana Spinello, CPA
A revised Form W-4 for 2019 is on the way and it’s just the latest tax withholding change for employees. Earlier this year, IRS officials updated their withholding tables and issued a new Form W-4 for 2018 after passage of the Tax Cuts and Jobs Act last December. The act reduced employ-ees' income tax rates, adjusted tax brackets and eliminated personal exemptions.

With all the changes, 2019 is an important year for workers to review whether they’re having the right amount of taxes withheld from their 
See WITHHOLDING page 8

Mark Kelnhofer

YOUR
AD 

HERE

paychecks, especially those who be-long to a multiple-income family, claim the child tax credit, have de-pendents over age 17, itemize their deductions or have high incomes or complex tax situations.The IRS plans to release yet anoth-er W-4 and the current draft is a much shorter, simpler version then what’s currently being used. It cuts the cur-rent W-4 in half, reducing it from four pages to less than two. Employees use IRS Form W-4 to establish marital sta-tus and withholding allowances for federal income tax withholding cal-culations. Many states use the Federal Form W-4 for state withholding pur-poses. Here are some of the drafted changes:
The form no longer has a line to report the number of allowances the taxpayer is claiming. If the taxpayer’s only source of income is a job and they do not itemize, the form can be left blank and there are default allow-ances based upon the filing status.The form allows employees to specify the amount of deductions they plan to take or credits they plan to claim, as well as other income they expect to earn.

If employees have more than one job, they can enter the amount of to-tal wages for each job.Employees who don't want to provide this information to their employer can use the online IRS calculator to find their appropriate 

Dana Spinello
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San Francisco, CA  – RB American 
Group LLC, a wholly-owned subsidiary 
of Flynn Restaurant Group LP, has  
announced that it has acquired 368 
Arby’s® restaurants throughout the U.S. 
from United States Beef Corporation 
(US Beef).  Arby’s, the second largest 

Flynn Restaurant Group acquires 368 Arby’s 
Restaurants in the U.S. from United States Beef

u
“We are extremely 

pleased to announce  
the addition of  

these Arby’s locations  
to our portfolio of  

restaurants.”  
— Greg Flynn

sandwich restaurant brand in the world, 
is a perfect fit for Flynn Restaurant 
Group, whose portfolio includes house-
hold names like Applebee’s®, Panera 
Bread® and Taco Bell®.  RB American 
Group will be Flynn Restaurant Group’s 
fourth prominent restaurant brand.  

Greg Flynn
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ice cream flavors. Visit  www.smart-
flourfoods.com For additional info. 

u u u u

The International Restaurant & 
Foodservice Show, will be held March 
3-5, 2019 and co-located with the 
Healthy Food Expo New York and 
Coffee Fest, at the Javits Center 
in New York.  The trade-
show and conference 
will provide thousands 
of industry profes-
sionals with access to 
the hottest menu 
trends, state of the 
art design and decor, 
a renowned educa-
tion program, special 
events including Hip Sip, 
Rapid Fire Challenge, several 
culinary demonstrations, and hun-
dreds of leading vendors and purvey-
ors dedicated to serving the restaurant 
& foodservice community.  For more 
information, visit www.international-
restaurantny.com. Healthy Food Expo 
New York will bring attendees access 
to the latest and greatest healthy prod-
ucts from organic, vegan, gluten-free 
and allergy-safe to hormone-free, 
n o n - G M O , 
plant-based, 
low-sodium, 
low-fat, and 
more. Coffee 
Fest will bring 
all things tea 
and coffee 
under one 
roof to provide attendees with the 
most innovative products in the in-
dustry. The show is owned and man-
aged by Clarion UX (www.clarionux.
com), and sponsored by the New York 
State Restaurant Association (www.
nysra.org).

u u u u

Energybox, a digital global leader 
that specializes in IoT monitoring and 
data analytics technology, announced 
recently the latest release of their new 
software. The new flexible platform 
tracks equipment and facilities across 
multiple locations in real-time. It fo-
cuses on improving efficiency for 
businesses with real-time equipment 
monitoring, increases efficiency by re-
ducing day-to-day operational fric-
tions, and enables consistency and 
quality across all platforms with re-
al-time critical alerts and diagnostics 
sent directly to an email or text. “At 
Energybox, we are always investing in 
our research and development with a 
key goal to allow our multi-unit enter-
prise customers to sim-
plify their businesses by 
automating their opera-
tions and processes,” 
said Tony Carrel la, 
co-founder and presi-
dent of  Energybox. 
“Many of our customers 
have multiple locations, 
across the globe. With 
the new software, we are 
able to provide a highly 
flexible platform that en-
ables our customers to easily add fea-
tures and functionalities that are tai-
lored to their specific needs. This 
enhanced level of flexibility ensures 

that Energybox will help our custom-
ers grow and adapt to dynamic and 
changing business conditions.” Visit 
energybox.com for complete details.

u u u u

Chicken Salad Chick has 18 or so 
locations in Florida, according to a 

press release. An Oviedo location 
is opening this month with 

four more Florida restau-
rants planned for 2019. 

The Lake Mary Chicken 
Salad Chick is owned 
and operated by exist-
ing franchisees, Buck 
and Brooklyn Harris of 

CSC Three. The duo 
also operate two Chicken 

Salad Chick restaurants in 
Ormond Beach and Port 

Orange, with plans to develop more 
restaurants in the greater central 
Florida area over the next few years.

u u u u

The Avenue Viera in Viera, has an-
nounced that seven new tenants will 
be joining the Center in early 2019. In 
addition to Urban Air Adventure Park, 
The Avenue will be welcoming three 

new dining establishments: 28 
North Gastropub, Poke Boa & 

Boba Bar and Taj 
Indian Cuisine. 28 
North is sched-
uled to open later 
this winter. Poke 
Boa & Boba Bar 
and Taj Indian 
Cuisine will fol-

low in the first quarter of 2019. 28 
North Gastropub will feature a farm-
to-table curated menu, hand-crafted 
beverages, and seasonal beers, along 
with a rustic bar and lounge area. Poke 
Boa & Boba Bar will offer customizable 
poke bowls or bao buns with a variety 
of protein, sauces, and toppings. The 
eatery will also offer Bubble Tea with 
your choice of add-ins. Taj Indian 
Cuisine is a full-service sit-down 
restaurant and will serve traditional 
Indian cuisine. “We look forward to 
these new concepts and restaurants 
joining our diverse line up of tenants 
at The Avenue,” says General Manager 
Kevin Cedik. “We know our guests will 
enjoy this variety of experiences.”

u u u u

Master-Bilt®, manufacturer and 
supplier of a full line of commercial 
refrigeration equipment, announced 
that Frank Fuller will assume the role 
of Vice President of Sales and Customer 
Care, effective December 3rd, 2018, re-

porting directly to Kevin 
Fink, President of Standex 
Refrigerated Solutions 
Group which is comprised 
of Master-Bilt and Nor-
Lake. As Vice President of 
Sales and Customer Care, 
Fuller will develop and ex-
ecute a commercial strat-
egy to achieve not only 
sales growth but to ex-
pand new business op-
portunities as well.  

Providing leadership and direction to 
the entire sales function, Fuller will 
work closely with other leaders driving 

What’s Going On   from page 6

Survey: Restaurant 
patrons skeptical of 

reviews online
Nearly 70 percent of consumers have a  

significant distrust of restaurant review sites
According to findings from a new 

survey recently released by Original 
Review, the first provider of in-house 
restaurant review technology for re-
al-time diner feedback, restaurant 
goers are skeptical of restaurant re-
view sites, favor a friend's recom-
mendation, like promotions, and will 
give a restaurant a second chance if 
they feel their complaints are heard 
and acknowledged after a poor din-
ing experience. 

The online national survey polled 
500 men and women, ages 21 and 
older, living within 20 miles of a ma-
jor metropolitan area, who have used 
a restaurant review site at least once.

u Nearly 70 percent of consum-
ers have a significant distrust of 
restaurant review sites; more than 50 
percent of respondents were aware of 
scandals around fraudulent reviews

u 95 percent of respondents say 
they use review sites to search for new 
restaurants; over 70 percent of re-
spondents are concerned if reviews 
are old or sparse

u More than 50 percent of con-
sumers surveyed will not visit a 
restaurant if they see just 2-4 negative 
reviews and more than 75 percent of 
respondents want to see 2-9 positive 
reviews before trying a new 
restaurant

u 47.8 percent of respondents 
only use a review site once in a while, 
however, 80 percent would use a re-
view site if they knew reviews were 
posted from within the restaurant

u 90 percent of respondents 
would participate in using a fast and 
easy way to comment on their dining 
experience if they knew that manage-
ment would see it

"The survey provides excellent in-
sight as to what consumers expect 
from review sites, their dining experi-
ence and when things go wrong," 
said Debra Lukacsko, Original Review 
Co-Founder and CEO. "Consumers 
will use a review site that they feel is 

trustworthy and are more than will-
ing to provide feedback when it is 
easy to do so and they feel they are 
being heard."

A poor dining experience can 
result in the loss of a customer: 92 
percent of the respondents indicat-
ed that they have stopped visiting a 
restaurant because of one bad ex-
perience with food. For many re-
spondents, the key to turning 
around a poor dining experience is 
feeling like their concerns are truly 
being heard:

u 71 percent of respondents have 
stopped visiting a restaurant because 
of one bad experience with service

u Almost all respondents (90 
percent) say they would likely return 
to a restaurant where they had a bad 
experience with food or service if 
they had the ability to communicate 
directly with management and felt 
their concerns were taken seriously 
and there was an effort made to 
make it better

Other notable findings include:
u More than 84 percent of re-

spondents appreciate it when restau-
rants reach out with specials and 
would give their email to receive spe-
cial discounts and promotions

u Nearly 60 percent of respon-
dents are very likely to return to a 
restaurant if they are offered a gift on 
their birthday or anniversary

u Appreciation is key: respon-
dents agree (95 percent) that they feel 
more appreciated by a restaurant 
when they feel their feedback is taken 
seriously

"Most of the time when a diner 
has a bad experience at a restau-
rant, they leave and never come 
back. With the OR platform, owners 
and managers can get alerted im-
mediately if customer feedback is 
negative and address any issues. 
From the survey, we know that ad-
dressing issues before a customer 
leaves unhappy is a big opportunity, 
as is the opportunity to gather 
emails and birthdays for promo-
tions," added Lukacsko.

Original Review – originalreview.com - is 
a customer insight solutions company that en-
ables restaurants to gather real-time customer 
feedback at "the origin", enabling better service, 
better marketing and greater transparency on 
a daily basis. With the OR Customer Insight 
Platform, restaurant owners and managers get 
a turnkey solution that transforms in-restau-
rant feedback into valuable operational and 
marketing data that helps drive revenues for 
any size restaurant or franchise. 

u
71 percent of 

respondents have 
stopped visiting a 

restaurant because of 
one bad experience 

with service.

See WHAT’S GOING ON page 14

Frank Fuller
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Why wouldn’t you love your custom-
er?  They’re keeping you in business.  It’s 
up to you to set the stage for some pow-
erful long-term successful relationships 
by simply… showing some love.

As in any relationship, the need for 
conversation, frequent contact, and the 
personal touch, is the number one need 
to forming a successful, long-term rela-
tionship.  Love is Visible.  It is what hap-
pens when you genuinely care and 
show it with every customer.

Creating the Love.  In order to gain 
and keep customers, you’ve got to do 
more than introduce them to your 
brand, business or product.  You’ve got 
to make them fall in love with it.  Find 
out you as well.  Creating love in cus-
tomers can help you spread positive 
word-of-mouth about your business.

Make it personal. Start out by ad-
dressing customers by their names and 
focus on delivering a personalized ser-
vice.   Customers especially want you to 
feel their pain and to acknowledge their 
feelings.  People are remarkably forgiv-
ing if you acknowledge how they feel 
and give them credibility.  Don’t just talk 
to disgruntled customers, talk to happi-
er ones also as they share their experi-
ences too.  It’s a crucial part of the 

relationship.  Building the relationship 
is a big part of creating the love.

Spread the love. The perfect exam-
ple of stellar customer service and 
spreading the love is Amazon.  Their 
goal is not to simply make a sale, it is to 
make every person fall in love with 
them and they are completely and 
hopelessly devoted to making sure that 
happens with every interaction with ev-
ery customer, every single transaction, 
period!

Their financials continue to show 
that by providing this level of commit-
ment to their customers, their custom-
ers have in turn made them the number 
one company in the world.  They love 
their customers and the feeling is 
mutual.

Here are 3 ways very successful 
companies achieve their love relation-
ship with customers.  They are success-
ful because this is how they are trained, 
this is how they work, this is how they 
talk, this is how they treat each other, 
and more importantly this is how they 
treat customers every single day.

1.  Extraordinary Service — Part of 
building lasting customer relationships 
is offering top-notch service in every 
scenario – from the purchase 

experience to customer support, easy 
return policies to expert advice.  The 
best companies to do business with 
make the experience memorable and 
pleasant for the customer.  They are ac-
cessible.  When a customer is upset or 
they have a problem, they want to be 
heard.  And by that I mean they want to 
be heard by a human.  Make sure your 
customers can reach you and your staff 
to share their likes, dislikes, wants, 
needs, etc.

2. Believe in the product or service 
— the best companies stand behind 
their products and service because they 
believe in them and they support their 
customers because they truly want to 
help them.  When businesses are inter-
ested in helping their customers (not 
just taking their money), the results are 
more profitable in the long run.

3. Listening to the customer — Part 
of providing awesome service and cre-
ating the love is listening to feedback 
from your customer and actually re-
sponding to it.  They want to share their 
experiences not only with family and 
friends but with…you.  Therefore, talk 
to them as often as possible and never 
leave this opportunity to cultivate the 
relationship.  Be genuine and retain 

your humanity.  That’s how you 
compete.

Feel the love:  If you make the experi-
ence memorable, they will never leave.

BE available when they need you
OFFER world-class Service
BE consistent in providing quality
SOLVE a common problem
GUARANTEE faster service

The newsletter Quality Assurance 
Report states that only when a compa-
ny knows exactly what kind of service 
its customers expect, delivers on those 
expectations 100 percent of the time, at 
a price that customers are willing to pay, 
while still getting an acceptable return, 
can the company claim to excel in cus-
tomer service.  We call it…LOVE.  

 “To show the love, we have to strive 
for the best we can be in every aspect of 
our lives, including how we feel about 
ourselves, and how we treat others.” 

— John Tschohl

John Tschohl is a professional speaker, trainer, 
and consultant.  He is the President and founder 
of Service Quality Institute (the global leader in 
customer service) with operations in over 40 coun-
tries.   John is a self-made millionaire traveling 
and speaking more than 50 times each year.  He is 
considered to be one of the foremost authorities on 
service strategy,

Create the love…
Talk to your customers 

John Tschohl u Today’s Restaurant Contributor



 
FL

O
R

ID
A

 
JA

N
U

A
R

Y
 2

0
19

 
14

	 TODAY’S	RESTAURANT	 u	WWW.TRNUSA.COM

The demand for catering services is 
expected to increase in the coming 
years due to rising corporate profits 
and a strengthening economy. 
Consumers and business will expand 
their catering budgets for special 
events such as company meetings, 
parties, and wedding receptions. 

Contract caterers will also be called 
on to fill on-going foodservice needs 
at an increasing number of universi-
ties, hospital facilities, and senior liv-
ing centers. Professional contractors 
are a popular option because they 
help free up organizations to focus on 
their core strengths and reduce over-
head expenses.

The global contract catering market 
is forecast to grow at a compound an-
nual growth rate (CAGR) of 4% from 
2016-2021, according to recent industry 
analysis conducted by Azoth Analytics.

The Global Market Landscape
Just how big is this market? The con-

tract catering market encompasses a 
wide variety of sectors — such as busi-
nesses, schools, hospitals, senior care 
centers, military institutions, athletic 
facilities, and more.

The global market remains frag-
mented, and opportunities vary by 
region. North America is a relatively 
saturated market, but the APAC re-
gion has significant room for growth, 
especially in the Indian and Japanese 
markets.

Top contract catering companies in-
clude Compass Group, Elior Group, 

Aramark, Sodexo, Baxterstorey, MITIE 
Catering Services, and Ch&Co Catering. 

Catering Industry Trends
As hospital patients, seniors, and 

busy employees seek a higher quality of 
life, organizations are facing new pres-
sures to provide more balanced diets 
and personalized menus. Consequently, 
caterers are increasingly focused on 
health and well-being.

Compass UK & Ireland is one such 
example. After signing a new contract 
to deliver catering services to a 
London hospital, Compass empha-
sized its "healthy food and drink op-
tions... premium service, and bespoke 
approach."  In January 2017, Compass 
launched a corporate responsibility 
report with a goal to increase ethically 

Classified Ads
12 months for only $149.

Classified Ads available online at trnusa.com

Business for Sale or Lease
Business for Sale Successful well Est. commercial 
restaurant equip.repair biz.for sale. Great steady 
cust. base. Biz is home based. Comes with well stock 
van. Owner net $46K Please call David Amerivest 
Bkr. 561-866-3911 1216

Restaurant for sale. Close to the beach. Owner is 
relocating. Very affordable rent and steady income. 
Call Jan 312-404-9399 1216

Employment
MANAGER & CHEF OPPORTUNITIES! 
RESTAURANT PLACEMENT GROUP has ongoing 
openings for Restaurant & Hotel professionals! 
Managers, Chefs, F&B Directors, Catering & Events 
Managers, etc. E-mail resume in WORD (.doc)  
format to: Resume@RestaurantPlacement.com.  
w w w. R e s t a u r a n t P l a c e m e n t . c o m .  
Strict Confidentiality assured.

NATIONAL SALES ACCOUNT MANAGER NEEDED 
for fast growing Regional Company and industry 
leader with offices all along the Eastern Seaboard. 
Competitive Salary including Commissions, Bonuses 
and Overrides…401K, Profit Sharing and more! 
Looking for self-starter that will hit the ground run-
ning… Sales pro with experience in Food Service or 
Hospitality industry required. Prior experience with 
large account sales to Restaurants and/or Hotels a 
MUST! In-house position. Send resume to Yanela@
ercs.org or Fax to 954-733-2087.

Insurance
Attention all Restaurant/ Bar owners call us any-
where in Florida now to get and save on your cgl, 
contents, sign, food spoilage, business interrup-
tion, workers comp and more at 561-584-0732. 
Ask for Jonathan Rausch or email him at jon@
doesinsurancematter.com. 1017

Merchandise
CASH FOR USED RESTAURANT EQUIPMENT! 
One piece or entire location. TOP DOLLAR PAID. 
Also do appraisals. Call Toby at 561-706-7218 / 800-
330-8629 Call Today!

Dress up any occasion with our stock 
Toothpick Flag Designs or Customize with 
your own design or logo. Call today 
800.962.0956 or visit our website at 
https://www.toothpickflag.com

Eradicate your EXISTING Wobbly Tables with FLAT 
Equalizers! 86% of people believe that sitting at 
a wobbly table is irritating & distracting! Request 
a FREE Brochure & Pricing Sales@southernseating-
inc.com, forchairs@aol.com or 561 386-5282 1218

Help YOUR Most Valuable Asset YOUR staff. Short 
20 pg book. 3 top national doctors/authors Caldwell 
Esselstyn MD author Prevent & Reverse Heart Disease, 
Keith Block MD author Life Over Cancer, and Joseph 
Maroon MD author Longevity Factor. ebook: $4.95. 
send paypal to: tom.tennis@yahoo.com Hardcopy: 
send request with number of copies with name, co 
name, address, phone. Ask about custom copies with 
your logo and name shipping. 20+ years research. 
Doctors above are Contributing writers to our national 
Healthy Referral Newspaper. EMAIL:healthyreferral@
gmail.com Questions: 347-687-9355  1118  

Real Estate
Warehouse 40ft. x 80ft. with plus 4 horse stalls 
for rent north of Orlando. Close to Volusia 
Towncenter along I-4 exit 101B Sanford, Florida. Call 
Jaime 561.774.4437 for details.

Waterfront 3/2 house on 1/4 acre lot $520K 14 
min. to the ocean and Duplex $395K both in Boca 
Raton. Call Reyes 561.368.4286 for details.

Services
FMT, LLC offers a complete narrated, State approved, 
on line training program for Food Service employees. 
Course, AND Certificate is available for only $12.95/
person. Visit: www.foodmanagertesting.com. 0119

RESTAURANT PLACEMENT GROUP – Exclusive 
recruiting, placement, and consulting services for 
the Restaurant, Hospitality, and Food Service indus-
try. Personalized, professional service with absolute 
strict Confidentiality and Guaranteed results. Contact 
Ken Spahn at Ken@Restaurant Placement.com or 
(561) 372-6961; www.RestaurantPlacement.com.

New catering industry analysis: Revenue on the rise

sourced ingredients, transition to 
100% cage-free eggs, and introduce 
smart scales to reduce food waste.

Compass is not alone in its desire to 
have a positive social impact. 
Sustainability has become a buzzword 

in the catering industry. As another ex-
ample, the CEO of the Elior Group 
called out the importance of quality, 
innovation, and a positive footprint on 
the planet by sharing this tweet to start 
out the New Year.

On its website, the Elior Group also 
describes its committment to develop-
ing a sustainable supply chain with an 
emphasis on local produce.

Market Drivers and Constraints
The increasing focus on quality and 

taste will only heighten as the world 
economy strengthens and the middle 
class generates more disposable in-
come. Catering companies must meet 
the expectations of a discerning cus-
tomer base, and a growing senior de-
mographic as well.

A recent market research report by 
Koncept Analytics pinpoints three key 
factors driving demand for contract 
catering:
u  Rising demand for customized food
u  Growing middle class
u  Increasing role of technology

Challenges and threats to growth 

include:
u  Food safety issues
u  Government regulations
u  Competition 

More catering industry analysis and 
market research reports are available 
on MarketResearch.com. 

Sarah Schmidt is a Managing Editor at 
MarketResearch.com, a leading provider of global 
market intelligence products and services.

u
The increasing focus 
on quality and taste 
will only heighten as 
the world economy 
strengthens and the 

middle class generates 
more disposable income. 

menu that evokes a sense of place 
and is focused on dishes that take 
their inspiration from the restau-
rant’s oceanfront perch. It is the  
first East Coast restaurant from 
Auberge Resorts Collection, the re-

vered hospitality brand 
renowned for opening 
Napa Valley’s first fine- 
dining venue – Michelin 
-starred Auberge du 
Soleil. Since that time, 
the brand has expand-
ed to operate award- 
winning resorts inter-
nationally, such as Hotel 

Jerome in Aspen, Nanuku in Fiji, and 
Esperanza in Los Cabos, Mexico. 
Dune is open to the public. For more 
information, visit dunefl.com online 
or call 754.900.4059. Photo credit: 
Tamz Photography.

u u u u

Today’s Restaurant invites you  
to submit information for the What’s 
Going On column at any time. Please 
e-mail your company or product  
information to terri@trnusa.com and 
try to keep the word count between 
50-75 words. Get free publicity for 
your company, product or service! 

u u u u

What’s Going On from pg. 12 

group level initiatives. “Frank will be 
instrumental in managing our re-
sources to achieve customer intima-
cy”, said Fink.  “His valuable years of 
experience in the industry will be 
critical in the continued adoption of 
our sales funnel 
m a n a g e m e n t 
and key account 
planning.” Fuller 
has been in the 
food equipment 
industry for over 
20 years, work-
ing with Electro 
Freeze, Oliver 
Packaging & Equipment Company 
and Hobart. His many years in  
the industry allows Fuller to bring 
many assets to his new position at 
Master-Bilt.

u u u u

Auberge Beach Residences & 
Spa has officially opened its new 
dining venue, DUNE – a sweeping 
indoor-outdoor restaurant and bar 
located at 2200 N. Ocean Boulevard 
on a stretch of beach in Ft Lauderdale. 
Executive Chef Edgar Beas, comes to 
DUNE from Rosewood Inn of the 
Anasazi in Santa Fe, where he re-
ceived critical and popular acclaim 
for a menu that incorporated local 
and sustainable ingredients. He 
brings that ethos to South Florida, 
where he oversees a talented culi-
nary team; offering a distinctive 
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SELL OR BUY
A RESTAURANT
• Business Evaluation at No Charge
• Sell or Buy Commercial Property

HUDSON
ROBINSON
BUSINESS BROKERAGE

Peter Robinson Broker

561-445-8198
probinson@HudsonRobinson.com
www.HudsonRobinson.com

CALL TODAY FOR AN EVALUATION AT NO CHARGE

5080 Heatherhill Lane • Suite 8 • Boca Raton

The importance of employee scheduling
Happy employees have more positive interactions with customers, leading to higher customer satisfaction

By RJ Horsley

When it comes to running a  
successful business, finding the right 
employees is only half the battle. You 
also need a system in place to retain 
your employees. Relying on outdated 
methods, such as creating work 
schedules manually, can lead to lower 
employee retention, decreased per-
formance, and lost revenue. Luckily, 
innovative new technology makes 
employee scheduling easy.

The effects of poor scheduling
1. Inconsistent Work Schedules: 

35% of employees between the ages of 
18 - 25 think they have inconsistent 
work schedules, & more than 50% leave 
work for this reason

2. Low Employee Morale: Sched- 
uling struggles cost small stores big in 
terms of employee morale, customer loy-
alty and lost sales

3. Inefficiency at Work: Em-
ployees admit to wasting 50% of their 
time at work when they don’t have a 
well-structured schedule

4. Manual Schedules: In a year, 
140 hours of a manager’s working 
time is spent on creating schedules 
manually. This is a huge chunk of 
time that can be allocated to other 
high priority tasks

5. Increased Turnover: If you 
have employees making < $30,000, 
you can expect to pay 16% of their 

annual salary just to find a replace-
ment. If they make < $50,000, that 
cost increases to 20%

6. Lost Sales: More than 8 in 10 re-
tail managers believe that high employ-
ee turnover and understaffed stores 
make it difficult to hit their stores’ goals

The Solution
Simplify employee scheduling by im-

plementing scheduling software tools.
1. Easy-to-use templates so you’re 

not re-creating your schedules from 
scratch every week

2. Easy-to-use templates so you’re 
not re-creating your schedules from 
scratch every week

3. Integration with time-tracking 
and payroll software to simplify payroll

4. A mobile app for easy scheduling 
anytime, anywhere

5. The ability for employees to re-
quest shift changes or trade shifts with 
each other

The Result
1. Employee Retention: Employees 

who feel they are being used to their full 
potential stick around longer, reducing 
turnover rates and recruitment costs

2. Employee Satisfaction: Higher 
employee satisfaction improves work-
force morale and improves workplace 
culture

3. Customer Relations: Happy em-
ployees have more positive interactions 
with customers, leading to higher cus-
tomer satisfaction

4. Increased Sales: Research by 
Harvard Business Review shows that a 
stable schedule holds the potential for 
improved sales and productivity.

About the Author: RJ Horsley is the President 
of SpotOn Transact, LLC, a cutting-edge pay-
ments and software company redefining the 
merchant services industry. SpotOn brings to-
gether payment processing and customer en-
gagement software along with industry-vertical 
software, including best-in-class POS software for 
restaurants. Twitter: https://twitter.com/SpotOn    
Facebook: https://www.facebook.com/spotoninc/   

LinkedIn: https://www.linkedin.com/compa-
ny/spotontransact/ 

u
Higher employee 

satisfaction improves 
workforce morale  

and improves 
workplace culture
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