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Tampa, FL - Ford Motor Company 
has quite a rich history as one of 
America’s most important manufac-
turing companies. That history also 
translates to a pretty cool dining ex-
perience, it turns out, as Ford’s Garage 
is proving at its growing number of 
restaurants across the country.

Most recently, Ford’s Garage an-
nounced plans to add at least 15 
new restaurants nationwide by the 
end of next year. Development deals 
have been signed for 11 restaurants 
across Florida, Kentucky, Michigan, 
New York, Ohio and Texas. Looking be-
yond 2022, the company plans to open 
10-15 new locations annually.

“That’s to start with,” said brand 
president Steve Shlemon. “We’re 
proud of how far we’ve come along 
and excited about where we’re going. 
With our many Ford-inspired design 
cues and first-rate service, Ford’s 
Garage promises to continue to in-
spire additional locations all across 
the country.”

It all began when four entrepre-
neurs came together to set up the first 
Ford’s Garage in 2012 in Fort Myers 

Austin, TX -  ConverseNow, the lead-
ing voice-based AI technology for 
restaurants, has closed a $15 million 
Series A round led by Craft Ventures. 

The round included participation 
from investors in the company’s $3.3 
million seed round (May 2020), includ-
ing LiveOak Venture Partners, Tensility 
Venture Partners, Knoll Ventures, Bala 
Investments, 2048 Ventures, and Bridge 
Investments. Moneta Ventures and an-
gel investors Federico Castellucci and 
Ashish Gupta also participated, 
bringing the total funding to  
$18.3 million.

ConverseNow transforms 
how quick-service restaurants 
(QSRs) serve customers with George 
and Becky, sophisticated AI voice or-
dering assistants that help optimize 
the deployment of valuable staff hours 
and improve the speed and accuracy 
of orders. Its cloud-based, multilin-
gual solution personalizes restaurant 
orders in high-volume voice channels 
such as phone, drive-thru, self-service 
kiosks, and voice-assisted chat on 
mobile devices.

Already deployed with multinational 
and national restaurant brands, 
ConverseNow is shown to increase aver-
age orders by 23% and revenues by 20% 
while adding up to 12 hours of extra de-
ployable labor time per store per week. 
By allowing human time to be shifted 

See FORD’S page 12

from order-taking to food preparation 
and high-value guest interaction, George 
and Becky measurably improve the en-
tire customer experience. 

“In the last year, with the pandem-
ic accelerating drive-through habits 
and preferences, QSR operators have 
rapidly embraced technologies like 
ConverseNow to keep up with de-

mand and optimize for efficiency 
and customer service,” said Vinay 

Shukla, co-founder and 
CEO of ConverseNow. 

“With this additional 
investment, we will rapid-
ly scale and develop other 

Drive-Thru solutions such as “digi-
tal line_busting” technology, which 
we will roll out later this year.” 
“Attracting and maintaining staff is 
one of the biggest challenges facing 
the restaurant and hospitality indus-
tries as the economy roars back to 
life,” added Rahul Aggarwal, co-found-
er and COO & CPO of ConverseNow. 
“By strategically using voice AI solu-
tions to more accurately capture or-
ders, we help our customers refocus 
this scarce human resource to deploy 
in areas that add the most value.”

Meet George and Becky! 
George and Becky are among the 

smartest voice assistants created. 

ConverseNow raises $15 million to 
drive innovation at the drive-thru 

Voice-based contextually-aware AI assistants help quick service restaurants optimize 
staff time, increases sales, and reduces operation costs by 20%

OUR 

SALE 
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Get a FREE 
1/4 Page Ad

with your 3 month  
ad campaign in our  
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The original Ford’s Garage opened 
up in Fort Myers, back in 2012, less than 
a mile from Henry Ford’s winter home. 
In the years since, the budding burger-
and-craft-beer franchise has expanded 
to include a total of 16 locations, includ-
ing 14 in Florida and one each in 
Indiana and Michigan.
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What’s Going On
Important new products, corporate news and industry events

On November 3, 2020, Florida voters 
approved Amendment 2, which 
amends Florida’s constitution to gradu-
ally increase the state’s mini-
mum wage to $15 an hour by 
the year 2026. Due to the pas-
sage of Amendment 2, Florida’s 
minimum wage will increase 
beginning September 30, 2021. 
Beginning September 30, the 
minimum hourly wage in 
Florida will be $10.00. 

Florida employers are permitted to 
take a tip credit of up to $3.02 per hour 
for tipped employees. Beginning 
September 30, the minimum hourly 
cash wage rate for eligible tipped em-
ployees will be $6.98.

u u u u

March 12 & 13, 2022, 
The Marathon Seafood 
Festival will be held in 
the Keys. It is the 2nd 
largest FL Keys event 
with over 20,000 attend-
ees & growing every 
year. For more information, email eri-
ka@floridakeysmarathon.com or Call 
800.262.7284.

u u u u

Interesting Coffee Fact: Orlando has 
the most coffee shops, coffee houses 

trajectory of 500 units within five years 
after a year of rapid growth since its in-
ception in 2020. After the highly antici-
pated opening of the first Brooklyn 
Dumpling Shop in New York’s East 
Village earlier this year, the brand has 
signed new franchise deals for more 
than 34 units throughout New York, 
New Jersey, Connecticut, Texas and 
Florida. “Brooklyn Dumpling Shop is 
booming with growth as the concept 
resonates with more and more custom-
ers in different regions,” said Dan Rowe, 
CEO of Fransmart, Brooklyn Dumpling 
Shop’s franchise development partner. 
“It’s an incomparable brand - the re-
imagination of the automat concept is 
enough to get people in the door, but 
the high-quality and uniqueness of the 
dumplings is what keeps customers 
coming back every time.”  To learn more 
about franchising with Brooklyn 
Dumpling Shop, visit https://fransmart.
com/brooklyn-dumpling-shop.

u u u u

As cities nationwide 
impose new regulations 
on restaurants, SpotOn, 
a leader in integrated 
restaurant technology, 
recently announced a 
new feature, allowing 

See WHAT’S GOING ON page 8

and cafés (per square root of popula-
tion), 0.4529, which is 8.2 times more 
than in Laredo, Texas, the city with  
the fewest at 0.0550. With National 

Coffee Day around 
the corner and coffee 
consumption up 8% 
since January 2020, 
the personal-finance 
website WalletHub 
has released its report 
on 2021's Best Coffee 
Cities in America, as 
well as accompany-

ing videos and expert commentary, 
along with its list of top coffee deals and 
discounts offered by retailers during the 
holiday. To determine the best local cof-
fee scenes in America, WalletHub com-
pared the 100 largest cities across 12 key 
indicators of a strong coffee culture. 

The data set ranges from coffee shops, 
coffee houses and cafés per capita to 
the average price per pack of coffee.

u u u u

Brooklyn Dumpling Shop, the na-
tion’s fastest growing dumpling au-
tomat concept, announced a signed 
multi-unit franchise deal to make the 
brand’s first appearance in the Southern 
region of the United States. Franchisee 
Sam Cole closed on a 
deal to bring at least 
five units to the 
Dallas area, introduc-
ing the first Brooklyn 
Dumpling Shop to 
The Lone Star State. 
Brooklyn Dumpling 
Shop is on track to 
meet its target growth 

Del Taco Restaurants, Inc., the nation’s second largest Mexican quick service 
restaurant*, announced its newest multi-unit deal that will add 10 new locations 

to Florida in partnership with franchisees Aman Singh, 
Ajay Singh, Navdeep Bassi and Shubegh Bassi. The expan-
sion deal comes just a few months after the franchisee 
family opened their first location in Melbourne, FL earlier 
in the Spring, with the first of an existing three-unit com-
mitment that was made in 2019. By adding 10 new restau-
rants to their deal, the franchisee family now has exclu-
sive rights to the Indian River, Brevard and Volusia counties 
along Florida’s Space Coast and Treasure Coast regions.

http://browardnelson.com
http://www.enviromatic.com
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Appell Pie
Peel back the layers
Howard Appell u Today’s Restaurant Publisher

I’m sure all of us have seen a cross 
section of a rock or a soil sample, 
which shows layers representing time 
and history. Effective problem solv-
ing requires you to understand that 
the solution may be in the past. 
Knowledge of the past gives you a 
means to understand the way things 
are now and gives you the means to 
solve the problem now.

We built monuments to com-
memorate those who died at the 
World Trade Towers and the Pentagon 
in Washington DC and even in 
Oklahoma City. We are living through 
a once in a lifetime pandemic event 
now and we feel as if this is the worst 
of times. Remember the Alamo, Pearl 
Harbor, The Holocaust, The Civil War, 
World War 1, World War 11, Korea, 
Viet Nam, The Crusades, Napoleon 
and countless other events in history, 
all of which must have seemed like 
the end of the world for those who 
experienced it. 

To fully understand these events 
you must peel back the layers of time 
to peer into the reasons each event 
happened. Just like in a game of 
chess, each move a player makes 
causes the opponent to make a move 
in response. Over time the facts get 
fuzzy and history is usually written 
by the victorious. I remember visiting 
the Alamo and my first comment 
was, “Look at how low the walls are!”  
One can only assume that any fort 
built after the fall of the Alamo would 
have been built with taller walls. But 
why were they so low? 

I remember visiting a ship built in 
the 1800’s that was anchored in New 
York Harbor many years ago as a 
floating museum. The one thing I still 
remember was that the ceiling height 
in all the rooms was less that six foot 
high causing many visitors to walk 

hunched over. Again why would they 
build it so low? The answer is buried 
in the history of mankind. The aver-
age height of someone living in that 
era was well below six feet so it was 
fine for them.

When a problem presents itself to 
you whether it be in life or business 
the answer is always there but you 
may have to do some research to un-
cover the solution and have a full un-
derstanding of what caused the prob-
lem in the first place. Look behind 
the obvious. Dig a little deeper for 
cause and effect.

How many times have you heard 
from an employee or a boss “We’ve 
been doing it this way forever” If you 
feel the need to change the method, 
do the research and find out why it is 
done the current way, then make sug-
gestions based on a fully educated 
position. Examine your own life and 
question some things you or your 
family members have been doing for 
generations. You will be amazed at 
some of the actions you take in your 
daily life that your parents did and 
your grandparents did too. Some of 
actions have their origins in the con-
ditions set in the times of your ances-
tors. Peel back the layers of time to 
find the future. 
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Restaurant labor cost 101 is a plan 
for any restaurant owner who wants to 
solve the end-of-the-week panic when 
you check your labor cost on your POS 
system and see that it’s too high, so you 
whip yourself into a panic and start cut-
ting staff on your two busiest days. The 
problem with this reactive approach is 
you’re setting yourself up for long ticket 
times and bad service, two of any 
restaurant’s biggest fears. Following 
restaurant labor cost 101 principles will 
also help you navigate the tricky labor 
shortage and save as much money as 
possible in a near-impossible situation.

To fix the most common mistakes 
made in managing restaurant labor, 
learn and follow restaurant labor  
cost 101.

First, you must use a budget and un-
derstand prime cost. If you need to 
learn about budgeting or prime cost, I 
have a lot of free resources for you. 
Make sure you check out my YouTube 
channel and search for the many videos 
on prime cost and budgeting because 
it's critical.

Why is it so important? Your budget 
is your plan up for success. You set 
your labor targets understanding 
where your cost of goods sold and la-
bor is going to be based on where 
you're located and more. To schedule 
properly, to grab the right labor target, 
you must have a budget.

One quick note is when you're busy, 
your labor target will be lower than 
when you're slow. It will be higher be-
cause your salaried managers chew up 
so much money, and you have these 
things called minimum staffing levels 
versus maximum staffing levels, or effi-
ciencies, when suddenly you couldn't 
add another cook to the line, and your 
customers are managing your efficien-
cies because your customers are on an 
hour wait. Understanding budget and 
where your prime cost should be is 
number one.

Number two, schedule based on 
that budget. All too often you bring 
people to meet this idea that to offer 
great service you must have a lot of peo-
ple around to offer that service. I’m sure 

butt handed to you and now you have 
all this prep to do going into the week. 
Based on production, you’re going to 
have a higher labor cost because of low-
er sales. But the production needs to 
happen, whereas on a Friday you have 
no prep, and your sales are through the 
roof, which makes your labor efficiency 
lower. If you use those hours that have 

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

you’ve noticed when you have more 
staff than you have customers, they’re 
too busy flirting with each other to pay 
attention to the guests. That's when 
your bad Yelp reviews happen. To solve 
this, I teach my coaching program 
members to use a system called the 
Restaurant Payroll Guardian. It tells 
your managers how many hours and 
dollars they have to spend to go into the 
week on budget instead of bringing 
people in praying you’re busy and then 
sending them home when you’re slow 
but it's already too late.

If you already had three slow hours 
and then start cutting people, you’ve 
already blown your labor budget. 
Instead, you’re going to tell your chef 
they have 350 hours they can schedule 
in the kitchen based on the budget. If 
you’ve been doing that thing where 
you just copy last week’s schedule, let’s 
say you have 364 hours scheduled. If 
you follow the budgeted 350 hours, 
that means you must cut those extra 14 
hours. Your chef or kitchen manager is 
going to freak out on you when you tell 
them that. But little by little, if you cut a 
team by 15 minutes each day rather 
than two whole shifts, you can get 
there. For example, bring in four cooks 
15 minutes later in the morning and 
the evening for seven days, and that 
gets you there.

And finally, number three, track 
your running labor cost percentage and 
your daily hours. Your POS systems 
should tell you your labor cost by day 
and your running total. But remember 
step one when I said, hey, you’re going 
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to have a labor budget? Labor cost per-
centage for the month may be higher or 
lower depending on that month. That 
translates to scheduling the hours you 
have in step two, which means you’re 
going to set up your schedule based on 
the needs of the business.

This may mean you have a higher 
labor cost on a Monday versus a Friday 
because over the weekend you had your 

Restaurant labor cost 101
David Scott Peters u Today’s Restaurant Contributor

u
Understanding  

budget and where  
your prime cost  

should be is  
number one.

See LABOR COST page 14
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builds increased sales
and new openings

Another Broken Egg Cafe, an inno-
vative full-service breakfast, brunch 
and lunch franchise that specializes in 
Southern-inspired menu options and 
creative, hand-crafted cocktails, has 
seen its focus on seasonality, service 
and guest experience both on- and 
off-premise pay off this year. Same-
store sales are up nearly 20 percent 
from pre-pandemic levels, and that 
momentum is attracting new franchi-
sees as well as inspiring many of the 
brand’s existing franchisees to develop 
more locations. This continues a wave 
of growth for Another Broken Egg Cafe 
that shows no signs of slowing.

“Between our sales increases and 
new cafe openings, we expect sys-
tem-wide growth to exceed 35 percent 
this year,” said Paul Macaluso, President 
& CEO of Another Broken Egg Cafe. “As 
the leader in this daytime cafe segment, 
Another Broken Egg Cafe teams have 
really benefited from the effects of pent-
up demand as happy guests return to 
our dining rooms to enjoy an elevated 
breakfast and brunch experience.”

Another Broken Egg Cafe currently 
has 77 locations and is looking to grow 
significantly. In just the last few months, 
four new restaurants have opened, in-
cluding the first in Virginia. The other 
three openings include the first cafes in 
the Canton and Cleveland markets of 
Ohio and a new cafe in Indianapolis, 
which marked the fourth for that 

franchisee. The brand has three restau-
rants under construction, including the 
first in Arizona, the first in Columbus, 
Ohio, and one in Port Orange, Florida. 
Leases are signed for new locations in 
Pompano Beach, Florida, Sandusky, 
Ohio, and Lexington, South Carolina.

All new locations feature the brand’s 
redesign, which spotlights the expan-
sive full bar and signature hand-crafted 
cocktails that complement Another 
Broken Egg Cafe’s Southern breakfast, 
brunch and lunch menu. Eight existing 
cafes throughout the system have been 
remodeled with this new design, with 
five more scheduled to be remodeled 
before the end of the year.

“In a recent franchisee satisfaction 
survey, over 90 percent of our franchi-
sees said they would choose us again 
and recommend our franchise oppor-
tunity to others,” said Jeff Sturgis, Chief 
Development Officer of Another Broken 
Egg Cafe. “That level of satisfaction in-
spires our company to keep innovating, 
keep introducing new ways to improve 
the employee and customer experience 
and keep providing the leadership and 
support that drives it all.”

Another Broken Egg Cafe is looking 
to expand in markets across the U.S. 
with plans to reach over 200 cafes open 
or in development by the end of 2026, 
and aggressively seeking single- and 
multi-unit operators to drive growth.

About Another Broken Egg Cafe: Another 
Broken Egg of America Franchising, LLC is an up-
scale breakfast, brunch and lunch restaurant that 
specializes in award-winning, Southern-inspired 
menu options with innovative twists and signa-
ture cocktails. Another Broken Egg Cafe® is one 
of the fastest-growing daytime-only franchised 
concepts in the country, with more than 75 loca-
tions in 14 states and dozens more in development. 
With over 25-years’ experience in the daytime cafe 
category, the company was honored in July 2021 by 
Franchise Business Review as one of its 30 Top Food 
Franchises to Own based on the survey feedback of 
existing franchisees.  The brand is well-positioned 
for expanded growth with a new prototype, re-en-
gineered menu and bar of the future initiatives de-
signed to drive incremental sales and profits for the 
individual cafes. 
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Houston hosts Bravo’s 
Top Chef season 19

Houston’s Status as A Global Culinary Destination 
Cemented By The Emmy Award-Winning TV Series

Houston, TX - With a focus on cele-
brating culture and diversity, the Emmy 
and James Beard Award-winning culi-
nary competition Top Chef se-
lects Houston (ranked the nation’s most 
diverse city) for its series’ 19th sea-
son. The series, produced by Magical 
Elves, will premiere on Bravo in 2022. A 
new batch of talented chefs will be chal-
lenged all over the city, and host Padma 
Lakshmi, head judge Tom Colicchio, 
and judge Gail Simmons will all be back 
to crown the next Top Chef.

Hosting Top Chef is a prime exam-
ple of Houston’s continuing growth 
into a global culinary destination. 
Charged by the blend of nationalities 
that call the city home (one in four 
Houstonians is an immigrant), the city 
has become a mecca for discerning 
and adventurous eaters – a truly inter-
national metropolis where travelers 
can taste more than 140 different types 
of food and become immersed in cul-
tural traditions from around the world. 
From culturally specific festivals and 
bold culinary fusions to heritage-rich 
neighborhoods, like Freedmen’s 
Town (Houston's oldest Black neigh-
borhood, known for its barbecue) 
and Asiatown (home to a dizzying ar-
ray of Asian restaurants, including 
some that blend Vietnamese and 
Cajun influences), visitors will discover 
international authenticity in Houston’s 
multicultural metropolis. Top Chef and 
Houston are no strangers; Season 18 
Finalist, Chef Dawn Burrell, honed her 
skills in Houston, representing the 
wealth of innovative F&B talent that 
can be found throughout the city.

“I cannot think of a more perfect 
pairing than Top Chef and the City of 
Houston. Both represent a celebration 
of cuisine, culture and innovation,” 
said Houston Mayor Sylvester Turner. 
“We are proud of the diverse communi-
ty and unique heritage that makes our 
city such a hot culinary destination 

— from classics like Tex-Mex and bar-
becue to local inventions like Viet-
Cajun and Japanese Tapas. As any Top 
Chef contestant will tell you, the best 
food is born out of passion, and 
Houstonians exemplify this idea with 
every dish we create.”

The news was confirmed on 
BravoTV.com: “Top Chef Season 19 is in 
production in Houston, the fourth larg-
est city in the U.S. The racial and ethnic 
diversity of Houston’s population is rep-
resented in the city’s vibrant culinary 
scene, making it a perfect backdrop to 
inspire our next wave of cheftestants. 
We hope to showcase the rich heritage 
of Houstonians through the food that 
defines them.”

While the COVID-19 pandemic 
brought unprecedented challenges to 
the food and beverage industry nation-
wide throughout 2020 and into 2021, 
Houston’s resilient hospitality scene is 
positioned to emerge stronger than 
ever thanks to local culinary leaders 
supporting the industry by creating 
new charitable organizations and inno-
vative restaurant solutions. Houston’s 
craft beer world has not slowed down, 
with 10 new breweries debuting since 
2020, and Downtown Houston has ex-
perienced a marked uptick in restau-
rant and bar openings and announce-
ments, with further projects set to debut 
later in the year and beyond.

In addition to being a city with in-
credible food, Houston is known for 
its great street art. Bringing those two 
strands together, local artist David 
Maldonado has created a spectacular 
mural interpretation of the Top 
Chef logo.

About Houston First: Houston First is the offi-
cial destination management organization for the 
city of Houston. In addition, Houston First owns 
the Hilton Americas-Houston hotel, manages the 
George R. Brown Convention Center along with 10 
city-owned properties and developed the Avenida 
Houston entertainment district. Learn more 
at HoustonFirst.com and VisitHouston.com.
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✓ Same day approvals
✓ No money down options
✓ Customized payment plans

Contact Brian Josselson

1-877-662-6955
www.rogueleasing.com • brian@rogueleasing.com

Need New Equipment Now?  

Why Wait?
 

Take advantage of  
buying new equipment  
now for a new project  
or existing location  
and finance it through

Rogue Leasing
By financing your equipment 
now you can take advantage  
of tax credits and write offs!

Eblast 1000s of customers  
for one LOW, LOW price!
Today's Restaurant has a database  
of over 14,000 restaurant owners,  
managers and chefs in addition to 
25,000+ contacts on social media  
who will receive your company’s ad  
2-3 times the week of your Eblast!

Every Today's Restaurant Eblast  
gets posted on our social media  
sites at no additional charge,  
reaching thousands more  
potential customers!

  561.620.8888
info@trnusa.com u www.trnusa.com

YOU GET  
ALL THIS  
FOR ONLY

 $195. 
————————

Today’s Restaurant 
guarantees a 5-13% 
open rate or we will  

run your Eblast  
a second time

FREE!

Eblast Your  
Company to
Success…

http://www.rogueleasing.com
https://trnusa.com/advertising/
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What’s Going On   from page 3

See WHAT’S GOING ON page 14

customers to affirm their party’s vacci-
nation status when making a reserva-
tion through SpotOn Reserve. Since the 
start of the pan-
demic, SpotOn 
has continued 
to evolve its 
product suite to 
arm restaurants 
and small busi-
nesses with the 
tools they need to maintain compli-
ance, ensure the safety of their teams 
and customers, and continue growing 
revenue. With SpotOn Reserve, restau-
rants now have the ability to prompt 
customers to confirm their party’s vac-
cination status when making a reserva-
tion or joining a waitlist, with a simple 
checkmark. The feature is designed to 
help restaurants communicate vaccina-
tion requirements to their guests and 
avoid confusion at the door, helping 
restaurant staff to quickly verify vacci-
nation cards and seat guests quickly. 
Once the 'Party is Vaccinated' box is 
checked and the reserva-
tion is submitted, the res-
ervation will be marked 
with a Vaccination tag in 
the SpotOn Reserve sys-
tem. Operators can also 
choose to make the guest’s 
confirmation of their par-
ty’s vaccination a manda-
tory requirement for mak-
ing a reservation.

u u u u

The Hospital Foodservice Equip–
ment market report analyses compa-
nies, market size outlook across types, 
applications, countries along with 
competitive strategies, trends, drivers, 
opportunities and market develop-
ments. The base year for the study is 
2020 and the forecast period is from 
2021 to 2028.

For more information visit: Hospital 
Foodservice Equipment Market Out–
look and Opportunities in the Post 
Covid Recovery (2021 - 2028)

Global Hospital Foodservice Equip–
ment Market- Post COVID-19 Recovery 
Scenarios and Impact Analysis; The 
COVID-19 pandemic had a significant 
impact on the regional and coun-
try-level Hospital Foodservice Equip–
ment markets worldwide. The report 
presents three outlook scenarios for 
the global Hospital Foodservice Equip–
ment market size for 2021 and 2022.

u u u u

Torchy’s Tacos an expanding Austin-
based chain plans to enter Florida in 
2022. The CEO is G.J. Hart. That number 
will rise further in 2022 with the addi-
tion of another 22 expected locations. 
Torchy’s Tacos can be reached at 
torchystacos.com.

u u u u

Mountain Mike’s 
Pizza, a leading 
California-based 
family-style pizza 
chain for more than 
40 years, known for 
its legendary crispy, 
curly pepperonis, Mountain-sized 
pizzas, and dough made fresh daily, is 
opening up new franchise opportuni-
ties in Texas after signing a three-store 

deal with franchise industry veterans 
Hector Haget and Khris Tate of Jefes 
Pizza, LLC. to develop in the Dallas-Ft. 

Worth area. As 
the saying goes, 
everything’s big-
ger in Texas, and 
residents of the 
Lone Star State 
now can look 
forward to the 

brand’s famous 20-inch Mountain-
sized pizzas and toppings that could fill 
a ten-gallon hat at locations dotting 
Collin County, including McKinney and 
Frisco. Other single-and multi-unit 
deals in the surrounding area are in pro-
cess with details to be announced soon.

u u u u

Menu Design Group has released 
its custom, professionally designed 
restaurant menu design; carryout, tri-
fold, dine-in, and bi-fold. Available at 
one-time costs, MDG offers a custom 
menu design that is more than just a 

stock template. All menus 
are designed around the 
restaurant brand's theme. 
In addition, MDG utilizes 
best-in practice menu en-
gineering optimizations. 
For over a decade, MDG 
has been custom design-
ing restaurant menus 
f r o m  s c r a t c h !  F r o m  
classic chalkboard style 
menus, pizza menu tem-

plates, coffee shop menu templates, 
BBQ menu templates, to digital menu 
boards, MDG offers stunning turnkey 
restaurant menu design.  Online at 
menudesigngroup.com.

u u u u

The Red Chickz, the hottest new 
Nashville hot chicken brand, is taking 
strides to bring their Southern classic 
to the Southwest. The Red Chickz has 
made a name for themselves in their 
home state of California and is ready 
to expand. With one location currently 
operating in Downtown Los Angeles 
and another expected to open this fall 
in Culver City, the brand has plans to 
add 40 more locations in California, 
25 locations in Texas, 10 in Nevada, 
and 10 in Arizona within the next  
18 months. “Our first location in 
Downtown Los Angeles has done re-
markably well since opening in 2018 
and we are confident that we will be 
just as successful in more places,” said 
Shawn Lalehzarian, founder of The 
Red Chickz. “We see huge potential in 
to continuing to expand in California, 
as well as entering markets like Texas, 
Nevada, and Arizona.”

u u u u

The U.S. food and 
beverage industry has 
been impacted heavily  
by COVID-19. In 2020  
especially, more people 
looked to improve their 
health to prevent or less-
en the severity of illness. 
People are buying more-
better-for-you snacks 

that have health claims or label claims 
perceived to be healthier to improve 
health and hopefully ward off illness. 

Post your Video Ad with Today’s Restaurant and watch what happens

Today’s Restaurant
Video Eblast Marketing

Now you can Eblast your company video to over 16,000  
foodservice industry professionals.  Today’s Restaurant offers…

Three options for your 
Video Marketing:
u  Place your video on our 

website www.trnusa.com
u  Video Eblast to our email 

database of over 16,000 
restaurant owners, managers 
and chefs — plus dealers and 
other foodservice industry pros 
around the country.

u  Monday Morning Eblast.  
Place your Video Ad every 
Monday.

Each option also includes:
Postings on our social media sites 
— Facebook, LinkedIn and Twitter 
twice per week. We have another 
15,000 contacts on LinkedIn alone.

561.620.8888 u www.trnusa.com

Pick your preferred option:

Only 
$299.

https://oilchef.com
https://trnusa.com/advertising/
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MFHA marks 25 years 
championing diversity 

in foodservice
The Multicultural Foodservice & 

Hospitality Alliance marked its 25th an-
niversary promoting diversity, inclusion 
and career opportunities for minorities 
in the foodservice industry.

Co-founded in 1996 by Gerry 
Fernandez during a Women’s 
Foodservice Forum meeting, the MFHA 
provides the information, tools and re-
sources necessary to elevate diversity, 
equity, inclusion, and cultural compe-
tency in the industry.

In 2018, the organization joined 
the National Restaurant Association to 
help it establish a more equitable play-
ing field for businesses.

“Our goal was and is to create oppor-
tunity for everyone, spark real change in 
our society, and make our communities 
better places to work and live in,” said 
Fernandez, MFHA president.

It’s still hard for him to believe it’s 
been 25 years since that day representa-
tives from 17 companies came together 
to “create an organization that would 
promote opportunities for people of 
color in the restaurant, foodservice, and 
lodging industry,” he said.

Fernandez noted that the MFHA’s 
original mission statement included 
two tenets:

1. To focus on developing opportuni-
ties for people of color

2. To ensure its work would benefit 
the industry morally and economically

“The MFHA has always been about 
adding value to business,” he said. 
“Being inclusive is morally the right 
thing to do, but it’s always been  
the smart thing to do for business and 
the bottom line. I’m very proud of  
this distinction.”

“We conceived this organization to 
expand people’s awareness of diversity, 
and show the economic opportunity 
that diversity, equity and inclusion, and 
minority business development could 
create,” he said. “We also wanted to con-
vince communities of color that this in-
dustry is a good place to grow a career, a 
place where success can happen.”

Over the last 18 months, the MFHA 
has conducted several town hall meet-
ings, listening sessions, unconscious 
bias workshops, and webinars to help 
the industry manage the cultural 

aspects of both COVID-19 and racial di-
vide in America.

Operating under the umbrella of the 
Association’s Educational Foundation, 
the MFHA is committed to setting even 
higher standards for diversity, equity 
and inclusion at all levels of the indus-
try’s workforce: from entry-level em-
ployees to C-suite executives.

As it prepares for the next 25 years, 
the MFHA is working on a number of 
initiatives to help educate businesses 
and organizations on DEI issues, and 
provide more guidance and solutions:

u A breakthrough study on the 
state of DEI in the foodservice indus-
try, conducted in partnership with  
the Association, the Educational 
Foundation, and Cornell University. 
Its insights and information will be 
critical to businesses, organizations 
and state restaurant associations 
working to better understand the in-
dustry’s workforce from a racial, eth-
nic, and gender perspective.

u Work with the Foundation on  
creating a “Roadmap” to help hospitali-
ty companies fully integrate DEI into a 
successful business model that’s effec-
tive, sustainable, and measurable. 

u MFHA will continue to develop its 
Pathways to Black Franchise Ownership 
program, in partnership with PepsiCo 
and 4THMVMT. Its goal is to help mi-
norities become franchisees or operat-
ing partners in proven concepts and fa-
cilitate access to capital.

Fernandez said the new study, ex-
pected to come out in the first quarter of 
2022, would give companies new DEI 
benchmarks to help them baseline and 
then compare their progress year over 
year. It also marks the first time MFHA, 
Cornell University, the Association and 
Foundation are collaborating on a DEI 
research project.

“It will be the industry’s most com-
prehensive DEI survey since 2014, and 
will cover a broad range of topics to give 
us a clear picture of how we can better 
engage, grow and empower a diverse 
workforce at all levels,” he said.

To learn more about diversity, equity and in-
clusion in the restaurant industry, visit the MFHA’s 
website.

561.620.8888 u www.trnusa.com

12 Months of Sales Leads

Only 
$48900

per state

We now offer 

Restaurant
Lead  

Reports
for THREE states…

Texas

Georgia

Florida

Receive an email report each month in Excel format

Call or email Terri@trnusa.com

MFHA Co founder Gerry Gernandez

mailto:terri%40trnusa.com?subject=Texas%20Leads%20Reports
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to Lorium… did they already have a 
giant law firm?   

 They were working with a large na-
tional firm but apparently were not 
happy with the billing and the atten-
tion. While this is a big deal for us, for 
a huge national firm, it’s not.   

7. How challenging was this proj-
ect… an intricate deal with lots of 

moving parts including handling 140 
lease deals, purchasing, intellectual 
property, IT and negotiated a com-
plicated loan agreement?  

 It was certainly challenging with 
all the moving parts and a tight time-
line. Our client wanted to get it done 
in 30-45 days, which is doable but 
tight. It turns out that the seller slowed 
it down as they had some issues with 
separating the Taco business from the 
Pollo Tropical business, accounting, 
IT, vendors, etc. So, we actually sat 
around for a couple of weeks waiting 
for them to close. Because our client 
owns or operates over 400 restaurants 
nationally and has highly competent 
management, it helped on our end 
with a lot of the issues and we didn’t 
have to spend as much time on inte-
gration issues as I have in the past. 

8. How did online meetings and 
zero-in-person meetings help the 
deal?  

Because all of the parties were all 
over the country (client in California, 
seller in Texas, seller counsel in NY, 
lender in Maryland and lender coun-
sel in Arizona), the only way to do it 
was online. It probably would’ve been 
helpful to have 1 big in-person meet-
ing, but I think even when the pan-
demic is done, deals like this will still 
get done remotely.   

Q&A from Michael D. Karsch

1. Can you give us the insider de-
tails on the deal?   

 Our client is very smart and is a 
good operator and was able to see val-
ue in a business where the current 
owner was not succeeding, we’re a 
mid-size firm handling sophisticated 
transactions on a national scope with 
institutional clients.  We were able to 
quickly and efficiently mobilize a 
small team to get a complicated trans-
action closed in a relatively short peri-
od of time working very closely with 
senior management of our client.  

2. How did Lorium Law get this 
national deal?   

 One of our long-time clients was 
working on another deal with Anil 
Yadav, the principal of YTC Enterprises 
(our client) to purchase some restau-
rants in Florida and recommended us 
for the transaction. The other client 
knows how flexible and attentive we 
are to entrepreneurial clients. 

3. How was a mid-sized Florida 
law firm able to close an $85 million 
dollar deal for Taco Cabana, the ma-
jor restaurant chain?  

 In certain respects, bigger deals 
aren’t always more complicated than 
smaller deals. I’ve worked on many 
large and sophisticated deals in the 
past, so we had the brainpower. The 
difference here is that there were more 

How a mid-sized Florida law firm was able to 
close an $85 million dollar deal for Taco Cabana

moving pieces, such as reviewing 140+ 
leases, so I was quickly able to mobi-
lize a team to work on specific tasks. 
We have very smart lawyers, and they 
were able to pitch in even if it wasn’t in 
their primary practice areas. 

4. How can a smaller firm pivot 
more quickly and be more efficient 
and of course cost-effective?   

 We don’t have the bureaucracy 
and fixed cost structure of larger firms, 
so our rates are lower than the huge 
national firms. We like to think we can 
give large firm service with smaller 
firm prices.  For example, we were on 
conference calls with the lender and 
counsel. They have 5 attorneys on the 
call, and we had 2.  And since we all 
know each other well, I can pick up 
the phone and know who can help. I 
don’t have the search my own firm’s 
website to find somebody across the 
country.  

5. It’s the largest deal ever for 
Lorium and it handled purchase 
agreements, vendor contracts, nego-
tiations, loans and closing… why is 
this a gamechanger for Lorium?  

It’s the largest deal since we formed 
Lorium Law, but several of us had 
worked on very large deals at prior 
firms. But it shows that with our pres-
ent firm, we can handle anything.  The 
other 2 firms on the other side were 
both large national firms. 

6.  Why did they make the switch See LAW page 13

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

u
 They were working  

with a large national 
firm but apparently 
were not happy with 

the billing and the 
attention.

Today’s Restaurant
Display Advertising

Advertise in Today’s Restaurant digital newspaper and have your  
ad message delivered directly to thousands of online restaurant  

and foodservice industry professionals every month. 

 Your ad here

Every display ad is live linked to the company website. 

For over 20 years, Today’s Restaurant has been one of the  
most trusted names in foodservice industry marketing.

Call today to schedule your advertising plan!

561.620.8888 u www.trnusa.com

https://www.hudsonrobinson.com
https://trnusa.com/advertising/
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We are now holding TWO virtual  
network meetings every week!

Network with vendors to the restaurant industry and increase your sales!
You can now choose which valuable meeting is best for you!

One company per category u Quarterly dues $150.

Membership Benefits include:
u Access to other vendor members
u  A listing in the Roster Eblast  

2-4 times per month
u  A Network Roster ad listing  

in our digital newspaper
u  Posting on our Social Media  

sites 2-3 times per week
u Protected category seat
u  Recognition by restaurant  

owners as a respected vendor
u Increased sales

For information on how to join the TRN Networking Group call or visit our website:

561.620.8888 u info@trnusa.com u trnusa.com/network-group

A SPECIAL ANNOUNCEMENT FROM…

NEW NETWORKING GROUPS COMING SOON!

A solid introduction will result in a sale 80% of the time!

MEETINGS FRIDAY at 9AM and 11AM

An Exclusive Group of Top Vendors Servicing the Restaurant & Hospitality Industry
NETWORKING GROUP

YOUR  
FIRST TWO 

MEETINGS ARE 

FREE!

https://trnusa.com/network-group/
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Middleby acquires  
Imperial Commercial 
Cooking Equipment

Classified Ads
12 months for only $149.

Classified Ads available online at trnusa.com

Employment
Looking for a New Job? Email your 25 word Job Wanted ad to  
info@trnusa.com and we will post it at no charge.

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. www.RestaurantPlacement.com. Strict Confidentiality assured.

Financing
#1 Small Biz Revolving Line of Credit ($1k-$100k): No Fee to Apply/
Maintain, Y/N decision in ~3 mins, No Min FICO, Approved Today? Funds 
in Your Account Tomorrow. Great 'Rainy Day' LOC BEFORE the next 
downturn. http://tracking.fundbox.com/SHPH 0820

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!

Networking
Join the Today's Restaurant networking group for vendors in the 
restaurant industry serving South Florida. One company per category. 
Call 561-620-8888 for your invitation.

Sales Leads

If your company sells a product or a service to a restaurant 
and you're looking for sales leads contact Terri at 561-620-
8888 for the best sales leads in the industry.

Services
When you need creative images of your food, products, interiors or 
staff, it pays to use an experienced photographer that not only knows 
their craft, and has spent some time both BOH & FOH. Great work, good 
prices. See my work at www.mzphoto.com. 
Mike Zimmerman Photo — 954.849.7269 • mike@mzphoto.com

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

RETIRED FOODSERVICE AND RETAIL PRESIDENT (over 40 years of 
proven recognized success). I am offering my expertise FREE OF ANY 
CHARGE to the Foodservice/Retail industry to help Restaurants, Brokers, 
and Distributors in the Atlanta market overcome and thrive in this hindering 
virus period. Expertise in Profitability Management, Marketing, Revenue 
Growth, Purchasing Operations and Team Building. Furthermore,I will come 
to you! Thank You! Lewis Carlyn — no1carlyn@gmail.com or 770.714.6331.

Situation Wanted
Accomplished food and beverage specialist and academician. 
Articulate and professional with outstanding level of confidence. 
Possess skills and expertise that allows a hands on management style 
which has led to active participation in multiple hospitality openings. 
Demonstrated superior customer relations promoting superior levels 
of customer service and repeat business. Well-developed analytical 
skills to access problems experienced with cash management and 
budgeting and fully capable of managing bottom line responsibilities. 
Contact famaggiore57@yahoo.com

Middleby Corporation (NASDAQ: 
MIDD) has announced the acquisi-
tion of Imperial Commercial Cooking 
Equipment. Based in Corona, Calif., 
the company manufactures ranges, 
fryers, ovens, countertop equipment 
and other specialty cooking products 
for the commercial kitchen. Imperial 
has annual revenues of approximate-
ly $40 million.

“Imperial is a leading, highly-re-
spected commercial foodservice 
brand with products that comple-
ment the existing Middleby core 
cooking category. While we are en-
hancing our current brand portfolio, 
this acquisition also expands our 
west coast footprint and allows us to 
provide broader capabilities and sup-
port to our domestic customers,” said 
Tim FitzGerald, Middleby CEO.

“We are excited to realize the 
many synergies between the compa-
nies. Imperial has impressive manu-
facturing capabilities, which will pro-
vide potential for greater efficiencies 
and flexibility to our commercial 
foodservice platform. Working with 
our long-standing international dis-
tribution partners, Imperial has a 
prime opportunity to expand its 
global reach. Imperial also has an 

established presence in the quickly 
growing fast-casual chain restaurant 
segment, which will be a benefit to 
the Middleby brands as well,” Mr. 
FitzGerald commented.

Since its inception in 1957, the 
Imperial mission has been to be the 
preferred global supplier of high 
quality, top value cooking equipment 
to the foodservice industry. 

About The Middleby Corporation: The 
Middleby Corporation is a global leader in the 
foodservice equipment industry. The company 
develops, manufactures, markets and services 
a broad line of equipment used in the commer-
cial foodservice, food processing, and residential 
kitchen equipment industries. The company's 
leading equipment brands serving the com-
mercial foodservice industry include Anets®, 
APW Wyott®, Bakers Pride®, Beech®, BKI®, 
Blodgett®, Blodgett Combi®, Blodgett Range®, 
Bloomfield®, Britannia®, Carter-Hoffmann®, 
Celfrost®, Concordia®, CookTek®, Crown®, 
CTX®, Desmon®, Deutsche Beverage®, 
Doyon®, Eswood®, EVO®, Firex®, Follett®, 
frifri®, Giga®, Globe®, Goldstein®, Holman®, 
Houno®, IMC®, Induc®, Ink Kegs®, Inline 
Filling Systems®, Jade®, JoeTap®, Josper®, 
L2F®, Lang®, Lincat®, MagiKitch'n®, 
Market Forge®, Marsal®, Meheen®, 
Middleby Marshall®, MPC®, Nieco®, Nu-
Vu®, PerfectFry®, Pitco®, QualServ®, 
RAM®, Southbend®, Ss Brewtech®, Star®, 
Starline®, Sveba Dahlen®, Synesso®, Tank®, 
Taylor®, Thor®, Toastmaster®, TurboChef®, 
Ultrafryer®, Varimixer®, Wells® Wild Goose® 
and Wunder-Bar®. Online at middleby.com.

ConverseNow  from page 1

Equipped with conversational and 
emotional intelligence, they repli-
cate natural human dialog to gauge 
customer sentiment and guide con-
versations. Leveraging anonymized 
machine intelligence, George and 
Becky can:

u Detect nuances and predict or-
dering behaviors based on tailored 
questions and responses.

u Save time, streamline the cus-
tomer experience, and maximize rev-
enues, by making recommendations 
based on contextual data and infor-
mation available to them in 
real-time.

u Assess variables such as past 
order history, the probability of up-
sells being approved, time of day, 
weather conditions, and even how 
busy the restaurant is – in some cases 
recommending items with shorter 
prep times during peak hours.

u Tailor their personalities and 
voices can be tailored to the individu-
al brand or restaurant chain.

Joining ConverseNow’s board of 
directors, Bryan Rosenblatt, Partner 
at Craft Ventures, commented: “Post-
pandemic, quick service restaurants 
are primed for digital transformation, 
and we see a unique opportunity for 
ConverseNow to become a driving 
force in the space. Since its launch, 
the company has seen tremendous 
growth, and we look forward to sup-
porting the team in becoming the 
leading digital gateway for QSR or-

ders across multiple channels.” 
Rajiv Bala, Managing Director at 

Bala Investments that led the compa-
ny’s seed round, added, “With Voice 
AI becoming a vital part of QSR oper-
ators’ strategy, ConverseNow pro-
vides an efficient solution to integrate 
its benefits at scale. Once its algo-
rithms are trained in one voice chan-
nel, it can be deployed across multi-
ple channels, reducing cost and time 
to market, making it a strong invest-
ment. We are thrilled to continue to 
participate in its growth.”

Wayne Pederson, CIO of Fazoli’s 
Restaurant Management, LLC, 
adds, “During the pandemic, 
Fazoli’s continued to serve guests 
while investing in technologies and 
infrastructure to fuel growth during 
the recovery. AI is an integral part of 
our ongoing strategy, and with 
ConverseNow, we have found a 
best-in_class partner. Their solu-
tions allow our operators to better 
utilize the talents of their teams, 
thereby enhancing our guests' over-
all experience and ultimately im-
proving revenue.”

About ConverseNow: ConverseNow  em-
powers restaurants with voice-based AI technol-
ogy to provide fast and personalized customer 
service. The company’s platform automates 
and personalizes restaurant orders in high-vol-
ume voice channels such as phone, drive-th-
ru, self-service kiosks, voice assistants, and 
voice-assisted chat on mobile devices. Founded 
by Vinay Shukla and Rahul Aggarwal in 2018, 
ConverseNow is headquartered in Austin, Texas. 
Online at www.conversnow.ai.
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with no affiliation with the automaker. 
When the concept caught the attention 
of the car maker in 2014, the restaurant 
group embraced the opportunity to 
build the brand together and signed a 
licensing agreement in 2016. Today, 
Ford’s Garage is the first and only 
restaurant to be allowed rights to Ford’s 
iconic blue-oval logo, as well as other of 
the automotive giant's brand imagery, 
including archived historical photos, 
images of vehicles and actual Model Ts.

Such items have become standard 
décor at Ford’s Garage. Each restaurant 
is designed to look like a gas station 
from the 1920s and is filled with vin-
tage Ford vehicles, fixtures, and gas 
pumps. Servers sport blue mechanic 
shirts. Blue shop cloths double as nap-
kins. Even the bars inside the restau-
rants are decidedly vintage, mixing 
prohibition-style elements like brick, 
richly colored woods, and a copper bar 
top that’s hammered by hand. Many 
more unique features, too numerous 
to list, really make Ford’s Garage a fun 
place to visit and take pictures.

“Every aspect is branded,” Shlemon 
said. “It’s lots of fun for everybody.”

However, aside from all of the nos-
talgia, Ford’s Garage is a good old fash-
ioned burger and beer joint, too. 
Burgers are the main draw, with the fin-
est varieties of meat (and a vegetarian 
option) coupled with all-natural aged 
cheeses, fresh toppings and gourmet 
sauces on artesian buns branded with 
the Ford logo. The restaurants also 

specialize in popular American comfort 
food options like homemade meatloaf, 
chicken wings and tenders, onion rings, 
and famous macaroni and cheese. 
Lighter fare such as fresh salads, grilled 
chicken, and fresh fish is also available.

The beer list at Ford’s Garage is care-
fully mapped out with 150 different 
types of beer (40 on draft), with a heavy 
influence of American craft beers from 
all around the country. The restaurants 
also serve wine and cocktails, as well as 
nonalcoholic options.

“Ford’s Garage has proven itself a 
turnkey operation that will be a popular 
dining out choice in any neighbor-
hood," noted Shlemon. “We look for-
ward to welcoming new franchise part-
ners to the family and serving up even 

Ford’s  from page 1

Get 12 months of
sales leads for

Only $48900
per state

Every month you can receive  
an Excel spreadsheet with  

hundreds of sales leads right  
in your email… SO CALL NOW!

We provide the MOST leads 
for your money every month!

Why industry leaders are using our monthly

Restaurant Leads Report

Restaurants Under Construction and New Openings

We Now Offer Our Restaurant Leads Report for 3 States:

FLORIDA u GEORGIA u TEXAS

www.trnusa.com u  561.620.8888

Law  from page 10

9. Anything else?  
 This deal shows that we can 

handle matters nationwide in-
stead of just Florida. We do some-
times need to work with local 
counsel on specific issues. While 
some clients want brand-name 
law firms on their deals, others 
just want personal service and ef-
ficient billing. 

About Michael D. Karsch: Michael 
Karsch, Practice Leader — Corporate 
and Small Business Transactions — has 
led our corporate and real estate practice 
groups since 2015. He focuses on special-
izes in helping companies and entrepre-
neurs grow their businesses from an idea 
through the entire life cycle. This includes 
mergers and acquisitions, equity and 
debt financings, joint entures, financing 
and real estate transactions. His initial 
training was at two of the country’s most 
prominent law firms. He has participat-
ed in hundreds of financing transactions 
and acquisitions in his career, from start-
up to multi-billion transactions. His cli-
ents have ranged from some of America’s 
leading companies to local entrepreneurs 
in a broad range of businesses. He has 
represented buyers, sellers, issuers, inves-
tors and lenders. No matter the client, his 
primary goal is to use his knowledge and 
experience to resolve the inevitable issues 
that arise in any transaction so that the 
parties can close the deal. 

Before relocating to Florida in 1996, he 
was a member of Bachner Tally Polevoy & 
Misher LLP, a prominent mid-sized New 
York law firm, first as an associate and then 
as a partner. He was also an associate in the 
corporate finance groups of Skadden, Arps, 
Slate Meagher & Flom, in New York and 
Vinson & Elkins in Houston, Texas, two of 
the country’s leading law firms.

more of our burgers nationwide with a 
side of automotive history.”

Including a franchise fee of $50,000, 
the total investment to open a 
Ford’s Garage restaurant ranges from 
$1,461,800 to $6,353,000.

Most of Ford’s Garage’s forthcoming 
locations will be approximately 8,900 
square feet with about 250 seats, and  
between 95 and 115 employees.

About Ford’s Garage: Founded in 2012  
and franchising since 2015, the original 
Ford’s Garage opened in Fort Myers, less than a 
mile from Henry Ford’s winter home. Today, the 
Ford Motor Company-inspired, 1920s ga-
rage-themed burger and craft beer restaurant 
franchise has expanded to include a total of 16 
locations, including 14 in Florida and one each 
in Indiana and Michigan.  Online at 
Fordsgarageusa.com.

https://trnusa.com/sales-leads
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What’s Going On   from page 8

Snacks with claims that are better-for-
you feature good taste, indulgence, and 
convenience while being healthier than 
standard snacks by virtue of nutrition or 
portion sizes. In 2020, sales reached $39 
billion on the strength 
of pandemic trends as 
reported by Packaged 
Facts' new report 
Better-for-You Snacks: 
Market Trends and 
Opportunities. Snack 
products in the scope 
of this report include 
those with low carb, 
high protein, low/no 
sugar, lower fat, plant-
based, clean label, whole grain, natural, 
and heart healthy claims that are per-
ceived to be better for health. Packaged 
Facts projects that sales in this market 
will decelerate over the next five years, 
although the pandemic boom in 2020 
will affect the market for years.

u u u u

WinCup, Inc., an Atlanta metro- 
based company, announce its spon-
sorship of the Atlanta Falcons to intro-
duce phade®, the world’s first marine 
biodegradable, home and industrial 
compostable drinking straws and stir-
rers to Mercedes-Benz Stadium that be-
gan in August. Falcons’ fans and other 
stadium attendees will be the latest 
beneficiaries of a growing movement of 
sustainable practices being adopted 
across the sports industry. Made  
with PHA (polyhydroxyalkanoate), a 
biodegradable resin derived from  
the fermentation of canola oil, phade® 
sustainable drinking 
straws and stirrers 
maintain the feel and 
user experience of 
traditional plastic 
equivalents but will 
safely return to nature 
through composting. 
“Sports venues are 
starting to return to 
full capacity, and as we welcome both 
new and returning fans, we have com-
mitted to protecting their health, as well 
as the health of our shared planet,” said 
Mace Aluia, Vice President of Corporate 
Partnership Sales at AMB Sports + 
Entertainment. “As part of that initia-
tive, we are excited that Mercedes-Benz 

Stadium will offer sustainable, innova-
tive products such as phade® straws 
and stirrers, which help address the 
plastics pollution crisis.”

u u u u

Shipley Do-Nuts, a leading 
do-nut restaurant franchisor 
and manufacturer of specialty 
food products, continues its 
rapid growth phase with two 
new franchise agreements to 
open 20 new locations in West 
Texas and Tampa, Florida. 
Current Shipley franchisees 
Paul Anderson and Spencer 
Robnett, who recently opened 

the first of three planned Shipley Do-
Nuts locations in Midland, Texas, have 
expanded their agreement to open 17 
additional shops in Andrews, Ector, El 
Paso, Howard, Midland, Potter, Randall, 
Taylor and Tom Green, Texas. With these 
two new deals, Shipley currently has 
signed agreements to open more than 
70 new locations throughout Texas, 
Georgia, Tennessee, Florida, Colorado 
and across the Southeast over the next 
five years, increasing the brand’s store 
count by more than 55%.

u u u u

Layne’s Chicken Fingers, an emerg-
ing Texas-based franchise, is seeking a 
team of dedicated franchisees in 
Jacksonville, to expand their following. 
The brand seeks to open 100 units 
across the country by 2025, with early 
plans in Jacksonville to match and  
eventually surpass the current brand 
presence in College Station, Texas. “The 

Jacksonville area and 
that part of Florida is a 
ripe market,” said Garrett 
Reed, CEO of Layne’s 
Chicken Fingers. With a 
metro area population 
of more than 1.5 million 
people, the market in 
Jacksonville comes 
equipped with a grow-

ing consumer audience and a produc-
tive real estate outlook. “The availabil-
ity of real estate is abundant there, 
and it’s a market that can easily be de-
veloped quickly,” Reed said. “I think 
the Florida market is full of the same 
kind of people who are already in our 
target market.”

Labor cost  from page 5

been allocated in step two, no more, no 
less, you will end the week on budget. If 
you schedule that way, it means you 
have a different labor cost percentage 
and a trailing budget that I'm going to 
be following.

Well, there's one more piece and 
that's hours. All too often we have these 
sales forecast. We expected a $5,000 day 
and scheduled 300 hours. What if the 
next morning you walk in and you see 
310 hours were worked. What would 
your expectation be? Sales to be higher, 
on forecast, or lower? Higher, right? 
What if when you come in you find out 
it was either dead, on forecast, or it was 
actually $500 less. Why were 10 more 
hours needed? When this happens, 
you now know which manager you 
need to coach to make sure they get 

people out of there so that they're not 
wasting your money.

These three steps are critical to con-
trolling your restaurant labor cost. 
When you get the hang of it, not only 
will you drop your labor cost, but you're 
going to get yourself ready for advanced 
labor controls. That puts you 100 per-
cent in control of your time clock and 
your profitability.

David Scott Peters is an author, restaurant 
coach and speaker who teaches restaurant oper-
ators how to take control of their businesses and 
finally realize their full potential. His first book, 
Restaurant Prosperity Formula: What Successful 
Restaurateurs Do, teaches the systems and 
traits to develop to run a profitable restaurant. 
Thousands of restaurants have worked with Peters 
to transform their businesses. Get his three prin-
ciples to restaurant success at https://dsp.coach/
three-key-principles.

DavidScottPeters.com

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

CHAPTER 2 u FRIDAY 9AM

ADVERTISING / MARKETING / PUBLISHING 
Today's Restaurant Howard Appell  
561.870.9663 u 561.620.8888 u www.trnusa.com 

CUSTOMER ACQUISITION AND ENGAGEMENT  
BoostUrBusiness  Rob Herget
305.479.7311 u rherget@boosturbusiness.com

BUSINESS BROKER 
Anchor Business Advisors  Steve Whitehill
561.376.7500 u Steve@anchorbb.com

DOOR GASKETS
Gasket Doctor Howard Blitz
954.634.2121 u howard@gasketdoctor.com

GROUP INCENTIVE TRAVEL 
Cruise Planners  Larry Appell
941.677.8840 u larry.appell@cruiseplanners.com 
www.planyourvacationwithus.com

ICE CREAM MAKING EQUIPMENT DISTRIBUTOR
Seacoast Sales/Carpigiani Ed Guertin
904-334-4489 u seacoastsale3477@bellsouth.net

LEASE/FINANCING 
Rogue Leasing  Brian Josselin
404.723.7222 u brian@rogueleasing.com

MEDICARE AND HEALTH INSURANCE 
Affiliated Health Insurers Rick Israel
561.777.8813 u 256.698.8774 
rickbamainsurance@gmail.com u info@affiliated-health.com

POS/PROCESSING 
Card Payment Services  Joe Creegan
954.713.1460 u jcreegan@cardpaymentservices.net

POST CARD LOYALTY MARKETING
bConnected Locally Ted Sheperd
404.433.1000 
Ted@bconnectedlocally.com u http://bconnectedlocally.com

RECRUITER
Kauffco Chris Kauffman
912-245-4540 u 404-233-3530 
chris@kauffco.com u www.kauffco.com

 REFRIGERATION DOOR GASKETS 
The Gasket Doctor  Howard Blitz
954.634.2121 u howard@gasketdoctor.com

NETWORKING GROUP
TRN
We are now holding virtual network meetings

We are looking for new members in several categories! 

 For more info
 or to join us: 561.620.8888

info@trnusa.com u www.trnusa.com

http://DavidScottPeters.com
https://trnusa.com/network-group
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ADVERTISING / MARKETING / PUBLISHING 
Today's Restaurant Howard Appell  
561.870.9663 u 561.620.8888 u www.trnusa.com 

ATTORNEY 
Evan D. Appell, P.A.  Evan D. Appell
561.337.5858 u evan@edalegal.com 

BEER MAKING SYSTEM
EZ Brew Andrew Baker
833.233.2739 u abaker@ezbrew.beer u www.EZBrew.beer

BUSINESS BROKER 
Hudson Robinson Peter Robinson 
561.445.8198 u probinson@hudsonrobinson.com 

BUYING SERVICE
Strategic Supply Chain John Mulholland
985.778.1515 u jmulholland3@yahoo.com

CONSULTING
DK Consulting Debby Kruszewski
914-325-5445 u dk@debbykruszewski.com

CONTRACT FURNITURE 
MB Hospitality Products David McAllister
904 831-4945 u david@mbhospitalityproducts.com 
www.mbhospitalityproducts.com

CREDIT CARD PROCESSING
Cocard  Payment Systems Jeff Krantz
954.473.1819 u cocardfla@aol.com

DESIGN / BUILD / GENERAL CONTRACTOR
Danto Builders Debbie Danto
954.684.9051  
debbie@dantobuilders.com u DantoBuilders.com

DOOR GASKETS
Gasket Doctor Howard Blitz
954.634.2121 u howard@gasketdoctor.com

EQUIPMENT DEALER
Delray Foodservice Frank Stellino
561.202.9966 u frank@delrayfoodservice.com

FLOORING SYSTEMS
Portico Systems Sam Stein
864.527.3148 u 443.545.6364  
sstein@porticosystems.com u www.porticosystems.com

FOODSERVICE DESIGN AND CONSULTING
Marenic Food Service Design  John Marenic  
954.817.1183 u Jmarenic@marenic.com

FP&A / DATA ANALYTICS
Skyline Analytics Chris Pumo
561.512.7438 u 561.774.2168 
www.skyline-analytics.com u chris@skyline-analytics.com

ICE CREAM FREEZERS
Carpigiani North America John McCabe
401.368.6406 u johnm@carpigiani-usa.com

INSURANCE
Plastridge Insurance Ryan Brawner
561.808.6665 
rbrawner@plastridge.com u www.plastridge.com

MEATS
Mahalo Foods Michele Leventhal Boss
800.331.3582 
www.mahalofoods.com u Info@Mahalofoods.com

OIL SAVINGS 
Oil Chef Sean Farry 
438.764.6444 
www.oilchef.com u sean.farry@oilchef.com 

PAYROLL 
Heartland Payroll Randy Pumputis
585.622.2993 u randall.pumputis@e-hps.com 

PUBLIC RELATIONS 
TransMedia Group Adrienne Mazzone
561.908.1683 u amazzone@transmediagroup.com 

RESTAURANT FUNDING
Creative Funding Group, LLC Bruce Haber
914.522.2375 u bruce.haber@creativefunding.org

RESTAURANT MARKETING
Nconnections Steve Gould
321-549-7436 u stevegould@nconnections.com

SHRIMP 
Ocean 97 Jarvis Green
508.314.8306 u Jarvis@ocean97.com 

TELECOMMUNICATION 
TRACI.net Jeff  Fryer / Darin Gull 
954.354.7000 ext. 103 
www.traci.net u jeffrif@traci.net u daring@traci.net 

UTILITIES AUDITING
National Auditing Services Consulting Bob Antoville
914.649.1300  
bantoville@nascaudits.com u nationalauditingservice.com

WASTE & RECYCLING & UTILITIES EXPENSE REDUCTIONS
Pack-A-Drum Mark Wagner
800.694.6163 ext. 2 
mark@packadrum.com u www.packadrum.com

WANTED…
POS, Security, Uniforms, Menus, Recruitment
Delivery System… and More!

We are now holding virtual network meetings Call for info on how to join!

We are looking for new members! Call for info or to join us at the next meeting!

561.620.8888 u info@trnusa.com u www.trnusa.com

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

CHAPTER 1 u FRIDAY 11AM

NETWORKING GROUP

https://trnusa.com/network-group
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http://thunderbirdfm.com

