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Making Your Restaurant
Cleaner. Safer. Healthier.

EPA Reg. No. 1677-238
Refer to product label for
complete directions for use.
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EPA Reg. No. 6836-305-1677
Refer to product label for
EPA Reg. No. 1677-251 complete directions for use.
Refer to product label for
complete directions for use.

The new and expanded SSDC Cleaning Program offers high quality products, programs
and services designed with Qdoba Mexican Eats® in mind to help tackle every cleaning task in your
restaurant. This reputation for excellence has made SSDC a trusted partner for specialty restaurant
customers and franchisees all over the world. Our goal is to create a custom cleaning program tailored
to your unique business and take a step toward making your restaurant Cleaner. Safer. Healthier.

SSDC Delivers:
e Commercial quality & highly effective cleaners
¢ Innovative packaging & dispensing solutions such

Sustainable Solutions

as the Sink Rite & Mop Rite Dispensing Systems
e Unparalleled support & service
¢ Incredible value

MEXICAN EATS-

Distributed by: SSDC Division, Kay Chemical Company - 4050 Corporate Drive, #100 - Grapevine, Texas 76051, USA - 800.532.7732
58200/7300/0122 ©2022 Kay Chemical Company. All Rights Reserved.
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chairman’s column

Carry Our Convention
Unity Through the
Times to Come

The 2022 Qdoba Franchisee
Association (QFA) Franchisee Convention
is in the books, and once again, we can
look back on a very successful event. It’s
always a positive time when we gather as
franchisees with QDOBA Mexican Eats®
corporate leaders and our vendor partners.

It’s always a positive
fime when we gather
as franchisees with
QDOBA Mexican
Eats® corporate
leaders and our

vendor partners.

This is when we do some of our best
work — together — trading thoughts and
ideas and solving the problems that affect
all our businesses. Of course, there’s also
plenty of fun, laughter and recreation, and
we had a good bit of that during our time
in Las Vegas too.

Our convention was well-attended
by corporate officials, QFA members and
the vendor community, and everyone
contributed and benefitted by providing
and learning valuable information.

One of the convention’s highlights

was the presentation by Don Rheem.

Don leads an employee engagement tech
company called E3 Solutions that takes a
science-backed approach to helping orga-
nizations build engaged, high-performance
cultures. His insights into the things we
can do to get our teams more engaged

and better positioned for success should
provide short- and long-term improve-
ments in each of our businesses.

We hope to be able to partner with
Don on additional programs and training
for our organizational leaders that will help
them grow their skills and improve the
performance of their teams. Look for more
information on this to come in the months

ahead.

Our next QFA
convenfion is
planned for 2024,
but next year, we'll
e gathering for
the corporate

convention.

Our next QFA convention is planned
for 2024, but next year, we'll be gathering
for the corporate convention. In the
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meantime, I urge each of you to stay
connected with each other. Members

of this brand have proven that we are
stronger when we work together and that
will be more important than ever as our
restaurants face new challenges amid the
economic headwinds of inflation and the
increasing possibility of a recession.

The QFA is a great avenue for this
cooperation. Membership in QFA allows
us to lean into the support of our fellow
franchisees and the resources provided by
the association to overcome these types
of hurdles. As we continue to feel the
pressures that the labor and commodities
shortages are putting on margins, you can
also rely on the support of our QFA vendor
partners as well. Through our alliance,
we'll seek continual improvement and
develop solutions for coming out on top of
the profit and loss statement, even during
difficult times.

My thanks to all who attended the
2022 QFA Franchisee Convention and
to those who lend your valuable time and
talent to our association in its activities.
You are the heart of QFA, and your efforts
ensure that it will continue to beat strongly
in support of our businesses, no matter
what may come.

Ron Ltskes

Chairman



WE'RE HERE FOR YOU

Join your fellow franchisees and begin enjoying an employee benefits program
that is stable, competitive and puts YOU and YOUR employees first!

PREMIUM ELEVANTA HEALTH PROVIDES:
STABILIZATION + Comprehensive plan designs using the nation’s

Al-Time largest provider network BlueCross BlueShield

+ Complete back-office benefits administration

+ Medical, dental, vision, life, disability, long-term
care, and medicare supplement plans available

2017 2018 2019 2020 2021 .
All-time low renewal of 1% for 2021 QF

QDOBA FRANCHISEE ASSOCIATION

Get your quote started today!

memberservices@elevanta.com + 678.797.5160 + elevantahealth.com/gfa



Franchisee Brings the
Tastes of QDOBA 1o
Canadian Food Festival

QDOBA Mexican Eats®
franchisee, Qnorth
Development Corp. (QDC),

showcased the restaurant’s
Mexican flavors at the 2022
Kitchener Waterloo Food and
Wine Festival.

Hosted in the Kitchener
Memorial Auditorium in
Ontario, Canada, QDOBA was
one among 60-plus exhibitors to
showcase its bestsellers. Held at
beginning of April, the event’s
agenda was full of live music,

Qnorth Development Corp. set
up a booth atf the Kitchener
Waterloo Food and Wine Festival.

chef presentations and tastings.

The entertainment was
split between two stages: music
and cooking. The music stage
featured performances from artists such as Colin Gray and Juneyt.
The cooking stage displayed culinary expertise from seafood
demonstrations to cocktail mixing.

Kitchener Locations General Manager Brooklynne Appleby gave
a popular presentation on making guacamole on behalf of QDOBA.

The festival was not limited to just food and wine. Beer,
spirits and coffee were also served. This gave QDC a way to serve
its famous QDOBA lager alongside tortilla chips with guacamole,
salsa and queso dip.

Paying to exhibit, QDC Director of Operations Dale Irwin
said the event was a success. The franchise had the opportunity to
serve hundreds of hungry guests and received many notes from
satisfied customers.

“Many asked if they could buy our queso retail,” Irwin said.

QDOBA Franchisee Donates
Food for EMS Week
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Tim Velleca posed with the team at Central EMS after donating
food for EMS Week.

n May 19, Tim Velleca, owner of Fresh Made Food,
thanked a group of first responders the only way he knew
how: with QDOBA Mexican Eats®.

Velleca donated a grand spread to the team at Central EMS.
Central EMS provides emergent and nonemergent transport
across the state of Georgia. Feeding about 150 people, the dona-
tion was made in response to EMS Week, a time dedicated to
giving gratitude to all who work in emergency medical services.

The food served was a full hot bar, including white rice,
black beans, chicken, steak, queso dip, pico de gallo, salsa verde,
salsa roja, corn salsa, sour cream, guacamole, cheese, lettuce and
homemade lime-flavored chips.

Central EMS was extremely grateful for Velleca’s generosity.
Stephanie Shurett, an administrative assistant at Central EMS,
offered to put Velleca in the company’s monthly newsletter.

“You are so gracious, and I cannot begin to express my
gratitude for what you are doing for my guys,” Shurett said.
“From the bottom of my heart and on behalf of Central EMS, I
sincerely thank you for your kindness and generosity.”

QDOBA Franchisee Caters former
Aflanta Falcon’s Family Event

any franchisees develop relationships with customers

throughout the years. Tim Velleca, owner of Fresh Made
Foods, grew a bond with a former Atlanta Falcons player and
Qdoba Mexican Eats® regular, Roman Fortin.

Earlier this year, Velleca donated a 60-person catering for
Fortin’s grandchild’s first birthday celebration. Velleca wanted to
show appreciation not only for Fortin’s business but also for his
friendship.

Velleca and Fortin did not become friends overnight. Fortin
became a regular at one of Velleca’s QDOBA restaurants 20 years
ago. Fortin would eat at QDOBA multiple times a week, bringing

his wife and children.

“At times, when his kids were working out and getting
ready for football, they would eat a burrito at 10:30 a.m.,”
Velleca said, “Workout. Then come back at 1 p.m. for another
burrito.”

The relationship between Fortin and Velleca soars beyond
frequent business. Velleca has watched his family grow, with
Fortin’s kids having children of their own.

“Roman is a really big man with the biggest smile in the
room,” Velleca said. “He is over-the-top nice and enthusiastic about
everything we discuss. I appreciate him in so many ways.”



QDOBA Mexican Eats Franchisee
Celebrates 9th Anniversary

«

ound the pavement,” Dale Irwin, director of operations of

Qnorth Development Group (QDG), said.

This phrase, among others, is what he claims to be the founda-
tion of his franchise’s success.

After nine years of operating a franchise with five restaurants,
Irwin reflected fondly on his memories through the years and the
roots of QDG’s accomplishments.
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Qnorth Development Group offen participates in festivals and
events as part of its growth strategy.
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Dale Irwin, center, with members of his staff and National Hockey
League player Nazem Kadri, second from right.

QDG was created through President Leo Stathakis’ love for
QDOBA Mexican Eats® food. Stathakis often crossed the U.S.-
Canadian border into Michigan to get his fill of QDOBA. Loving
the brand that much, Stathakis partnered with Irwin and other
colleagues. With that, the franchise was born.

Opening his first location in Ontario, Canada, in March
2013, Irwin said that introducing QDOBA to Canada took time
and effort. With the company’s restaurant being one of the first
in Canada, raising brand awareness was his main goal. He imple-
mented tactics such as going door-to-door, spreading the word on
the street, and setting up booths at local festivals to gain traction.

"You've got to keep your finger
on the pulse of the store.”

= Dale Irwin

“Word of mouth and great operations sell on their own,” Irwin
said.

These tactics proved fruitful as QDC opened its second loca-
tion within eight months of the first.

Irwin believes strongly in employee retention. Seeking
exemplary personnel and providing them with a healthy work
environment is what he believes to be fundamental to a franchisee’s
success. Irwin’s years of service to the company are filled with
joyous memories working his staff — catering events and working
festivals.

“You've got to keep your finger on the pulse of the store,” he
said.

The future of the QDG seems prosperous. Irwin hopes to
expand into the greater Toronto area, which is booming with
people and business. Upon this anniversary, Irwin remains confi-
dent about QDOBA's food and the company’s direction.

Congratulations to the following
Dakota Kid LLC employees:

Brandon Yates, district manager, is celebrating his 10-year
anniversary with Dakota Kid LLC this year.

ReNee Hauck is a general manager and celebrates her
seventh anniversary with the company this year.

Okot Echum is a general manager and has been with
QDOBA for seven years.
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COMPANY NAME

SSDC

US Foods

Jarritos

Avanti Restaurant Solutions
AmerCareRoyal

Fourth Enterprises
Keurig Dr Pepper
SSDC/EcoLab
Smithfield

Accutemp Products Inc.
ADT Commercial

AGI

Allen Industries Inc.
Bluetree Casework
Bunge

Commercial Millwork and Installation
Crow Works

CTTI Foods

First Franchise Capital
Flybuy by Radius Networks
Gordon Food Service
Grubhub Inc.

Harrison Poultry Inc.
Hormel Foods

Hughes

Impossible Foods

Kerry

Leasecake Inc.

Lingle Design Group Inc.
LSI Industries

Madison Brothers Consulting Group Inc.

Markon Cooperative
Masters Gallery Foods
Mcllhenny/TABASCO
N. Wasserstrom
Netspend
Novolex/Hilex/Eco-Products/ WNA
PrepWizard

rapid!

Roll-A-Shade

Silk Screen Shirts
SKECHERS

Tapcheck

The Coca-Cola Co.
TundraFMP

Two Rivers

Tyson Foods Inc.
Unified Brands

Villa Lighting Supply
Workstream

Xenial

 LEVEL

Diamond

Diamond
Emerald
Sapphire

Pearl

Pearl

Pearl

Pearl

Pearl

Assoc.
Assoc.
Assoc.
Assoc.
Assoc.
Assoc.
Assoc.
Assoc.
Assoc.
Assoc.
Assoc.
Assoc.
Assoc.
Assoc.
Assoc.
Assoc.
Assoc.
Assoc.
Assoc.
Assoc.
Assoc.
Assoc.
Assoc.
Assoc.
Assoc.
Assoc.
Assoc.
Assoc.
Assoc.
Assoc.
Assoc.
Assoc.
Assoc.
Assoc.
Assoc.
Assoc.
Assoc.
Assoc.
Assoc.
Assoc.
Assoc.

Assoc.

Mbr.
Mbr.
Mbr.
Mbr.
Mbr.
Mbr.
Mbr.
Mbr.
Mbr.
Mbr.
Mbr.
Mbr.
Mbr.
Mbr.
Mbr.
Mbr.
Mbr.
Mbr.
Mbr.
Mbr.
Mbr.
Mbr.
Mbr.
Mbr.
Mbr.
Mbr.
Mbr.

Mbr

Mbr.
Mbr.
Mbr.
Mbr.
Mbr.
Mbr.
Mbr.
Mbr.
Mbr.
Mbr.
Mbr.
Mbr.
Mbr.
Mbr.

i CONTACT NAME

Dean Flory
Nicole Nix
Roberto Navarro
Shawna Snyder
Brian Grant
Tim Mixon
Richard Amador
Jaz Mangubat
Chuck Roark
Michael Lee
Corinne Snyder
Jeff Christensen
Eric Hillesland
Marc Hausman
Michael Middendorf
Pat Hankins
Carrie Messner
Misty Ramos
Bill Nicholson
Erin McDowell
Chase Groll
Josh Reichardt
Steve Schwartz
Paul Czyz

Neda Noorani
Nathan Amaya
Michael Carroll
Kristi Tilton
Carl Lingle
Sandi Halo
Nicole M. Durio
Steve Pinto
Vance Watson
Chris Cascio
Phil Parks
Marene Harof
Mark Reffel
Cole Harris
Edward Cole
Paris M. Waddill
Brian Morton
Shelley Vatzlavick
Jason Field
Travis McConnell
Joel White
Craig Letch
Krystal Tyler
Craig Cooper
Nicole Smith
Cade Twitty

Nicole Hinson

dean flory@ssdcsoap.com
nicole.nix@usfoods.com
roberto.navarro@novamex.com
ssnyder@avanticorporate.com
brian.grant@amercareroyal.com
tim.mixon@fourth.com
richard.amador@kdrp.com
jmangubat@saratogafs.com
croark@smithfield.com
mlee@accutemp.net
corinnesnyder@adt.com
jchristensen@agi.net
eric.hillesland@allenindustries.com
mhausman@gobluetree.com
michael.middendorf@bunge.com
phankins@cmiproducts.com
carrie.messner@crowworks.com
mramos@ctifoods.com
bill.nicholson@oakstreetfunding.com
erin@radiusnetworks.com
chase.groll@gfs.com
jreichardt@grubub.com
sschwartz@harrisonpoultry.com
pmczyz@hormel.com
neda.noorani@hughes.com
nathan.amaya@impossiblefoods.com
michael.carroll@kerry.com
kristi@leasecake.com
carllingle@lingledesign.com
sandi.halo@lsi-industries.com
nicole.durio@madisonbrothers.com
stevep@markon.com
vwatson@mastersgalleryfoods.com
christopher.cascio@tabasco.com
philparks@wasserstrom.com
mharof@netspend.com
mark.reffel@novolex.com
cole@prep-wizard.com
scole@greendotcorp.com
paris.waddill@rollashade.com
bmorton@silkscreenshirtsinc.com
shelley@skechers.com
jason.field@tapcheck.com
tmconnell@coca-cola.com
jwhite@etundrafmp.com
cletch@tworiversct.com
krystal.tyler@tyson.com
craig.cooper@electroluxprofessional.com
nicole.smith@villalighting.com
cade@workstream.us

events@xenial.com
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832-435-1554
314-518-7240
915-309-8771
916-693-3047
949-929-9888
n/a

760-815-6943
619-829-4406
414-331-7361
260-341-7590
561-523-8656
865-306-4632
779-713-3054
816-396-6509
623-810-7745
865-250-2666
330-521-4199
817-729-1936
317-428-3835
607-759-4200
616-717-7786
815-708-5412
678-975-3131
952-454-8161
858-452-4650
650-847-8255
608-718-2486
407-595-6056
815-369-9155
330-495-4692
832-264-8668
831-775-1425
303-884-9040
702-757-7324
614-737-8533
678-642-8311
206-501-0012
865-696-1761
813-340-3276
951-946-5259
619-778-0297
244-450-7609
747-223-6931
562-355-4515
720-320-6509
605-217-8025
479-466-9305
303-678-0267
760-989-9702
801-376-7620
800-253-8664
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What is the Great Resignation?

® The number of American workers resigning hit
record highs in November 2021, with 4.5 million
employees quitting their jobs, creating what has been
nicknamed the Great Resignation.

* Not all job sectors are being affected equally.
About 6.9% of those working in the accommoda-
tion and food-services sectors quit in November,

while Oﬂ.ly 1.7% of those working in finance left their

positions.

¢ These 920,000 workers who quit their jobs at
restaurants, bars and hotels left openings of 8.4% of
jobs in those industries in November.

So, why are employees leaving? What are
they expecting from their employers to keep
them happy? One study shows that fairness
in the workplace is a make-or-break factor for
employees.

e According to a Gartner Inc. survey of 3,500
employees, only 18% feel that they work in a high fair-
ness environment and have an employee experience

that is characterized as fair.

EMPLOYEE
EXPECTATIONS:

Keeping Teams Happy
During the
Great Resignation

® The survey found that employees who work in a
high-fairness environment have a 26% higher perfor-
mance level than those who don't ...

o ...and are 20 % less likely to quit their jobs.

What are companies doing to retain their
employees and hire new ones?

® Increasing wages: Wage rates in 2021 increased
about 10% for restaurants.

e Investing in employee health: In 2020, 94% of
companies made significant investments in their
physical, mental and financial well-being programs.
This trend continued into 2021 and is expected to grow
further in 2022.

e Utilizing technology for good: Adobe's 2021
State of Work Survey found that before COVID-19,
about 22 % of workers claimed they had quit their
jobs because workplace technology made their jobs
challenging.

e Today, over 32% of workers claim they will
quit if technology at work becomes a bottleneck to

performing their job.

Sources: National Bureau of Labor Statistics, Gartner Inc.,

Restaurant Business Online, Adobe

Jlavor SPRING 2022 7/ ccaaco
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ook, Listen, Read is a quarterly compilation of some of
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the most highly rated and reviewed apps, podcasts, books,

websites and other resources. QFA does not support or
endorse the use of these tools, which merely serve as a guide to
exploring a new level of knowledge and productivity for your

"Simply Said" is the
1 essential handbook for

business communication.

business.

Do you ever feel as though your message hasn't

O
%Y%g‘@ Simply Said
o
Communicating
et | Have tense situations ever escalated unneces-
andseyend | sarily? We all communicate, but few of us do it
well. From tough presentations to everyday

gotten across? Do details get lost along the way?

iy Sullivan

transactions, there is no scenario that cannot be
improved with better communication skills.

In “"WorkLife with
2 Adam Grant,” organiza-
tional psychologist Adam

Grant takes you inside the minds of some of
the world’s most unusual professionals to
explore the science of making work not suck.
From learning how to love criticism to
harnessing the power of frustration, one thing’s for sure: You'll
never see your job the same way again.

In "The Culture Factor"” podcast, you'll hear
3 conversations with founders and influential leaders

about company culture. Hosts share stories from

WILEY

Work
L

ife=

fADAMGRANT

the C-suite that help executives engage their business from the
inside and create a map to transform their culture. Because the
truth is: culture eats strategy for breakfast.

BEYOND
WELLBEING

4 Well-being is the most

misunderstood, misaligned

and undervalued asset in
business today. This needs to change. To
address this, Daryl Brown and Lina Mbirkou
are igniting conversations around measurable
and accountable methods and processes for
developing a thriving, generative conscious workplace culture in

the "Beyond Wellbeing"podcast.

SOS Inventory is
designed to make inventory
tracking, order management

and manufacturing easier. SOS Inventory
integrates with both QuickBooks and
Shopify and can be used on desktop, tablet

or mobile. With this app, you can manage inventory in more

than one business location, track your items according to several
different attributes (like serial number and cost history) and
create tickets and packing slips, among other features.

If youre managing more than a few employees and
need to implement larger, more complicated
processes, Trello is a good option. This card-based

system lets you easily create, assign, monitor, update and complete
different tasks — it’s a great way to make sure everyone is as
productive and efficient as possible.

This resource management
D o teamdeck software allows you to
check team availability, schedule resources and

track working time and days off within one application. Customizable
reports can also be generated within Teamdeck to help you oversee
your team’s performance and track the KPIs of your choosing with
online software and a corresponding mobile app.

If you're like most
entrepreneurs, you

started your business

DESIGN YOUR BUSINESS
TO RUN ITSELF

so you could be your own boss, make
the money you deserve and live life on
your own terms. But you're bogged
down in the daily grind, constantly
putting out fires, answering an endless
stream of questions and continually
hunting for cash. Author Mike
Michalowicz offers a straightforward
step-by-step path out of this dilemma.
In "Clockwork,” he draws on more than six years of research
and real-life examples to explain his simple approach to making
your business ultra-efficient.
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JARRITOS

Quench Your Thirst For Knowledge:

OFA

EMERALD
SPONSOR

Add flaver to your life with 10 delicious facts about Jarritos

J arritos is an iconic Mexican brand of
great-tasting, fruit-flavored soft drinks
made with natural flavors. The brand has
been celebrating differences and authen-
ticity since 1950. Jarritos comes from the
vibrant streets of Mexico, where optimism
and hope overrule adversity, and where
bright colors and bold flavors are the norm
and not the exception. Here are 10 facts

about this “Super Good” soda brand:

1. Jarritos has 13 Super Good flavors.

There is a flavor for everyone:
pineapple, guava, mango, watermelon,
strawberry, fruit punch, passionfruit,
tamarind, mandarin, hibiscus, grapefruit,
lime and cola.

2. Jarritos very first flavor was coffee.

Don Francisco “El Giiero” Hill was a
visionary and created a coffee-flavored soda
before switching his interest to fruit-flavored
sodas. The first one was mandarin, soon
followed by lime, tamarind and fruit
punch.

3. The Jarritos logo shares its colors
with two popular flavors.
Coincidence? Maybe so. In English,
“Jarritos” translates into “little jugs,” the
same kind of clay jugs on the Jarritos logo
that kept fruit-flavored agua frescas cooler
longer in the olden days. The little jugs
were also naturally orange and brown on
the bottom and glazed green on the top —
colors that happen to correspond with two

of Jarritos’ most popular flavors: mandarin
and lime!

4.The original Jarritos bottles were
unlabeled.

The famous Jarritos logo and its
tagline “{Que Buenos Son!” were painted
on every bottle without flavor descriptions.
However, early Jarritos consumers knew
which flavors to pick by simply looking at
their color: orange for mandarin, brown
for tamarind, red for fruit punch, pink for
guava and green for lime.

5. August 29 is the Official
Anniversary of Jarritos.

On this historic day, the brand
encourages its customers to celebrate their
favorite flavor by raising the iconic glass
bottle in honor of Jarritos’ founder, Don
Francisco “El Giiero” Hill. Salud!

6. Jarritos is a Mexican bestseller.
Jarritos was born in 1950. By 1960,

it was bottled and sold in 80% of the 32

Mexican states, making Jarritos the No. 1

bestselling Mexican soft drink brand in the

country.

7. Jarritos has been in the U.S. for
over three decades.

In 1988, Jarritos began exporting its
products to the U.S., where the brand
quickly positioned itself as the top-selling
Mexican product in the Hispanic market.

The brand quickly gained appeal with

Jlavor SPRING 2022

non-Hispanic consumers that now
represent most of its consumers.

8. Jarritos is the “Official Drink of
Tacos.”

For the last 72 years, our fans have
made it perfectly clear, when it comes
to tacos, there is no better pairing than
Jarritos.

9. Jarritos adds flavor to a variety of
recipes.

By having so many different flavors to
choose from, Jarritos is a great complement
to your favorite fare, including dessert and
cocktails! Fans can find a variety of recipes
for barbacoa tacos, paletas, floats and more
on the Jarritos website.

10. Jarritos is sold all over the world.

Following the success of the brand
in Mexico and in the U.S., Jarritos is
currently sold in over 40 countries,
including Germany, Korea, Canada and
New Zealand.

To learn more about what makes these
Mexican sodas so deliciously delightful
and to access their store locator to learn
where you can find their products, visit
www.jarritos.com. ©

Jarritos is an Emerald partner member of the
Qdoba Franchisee Association. The company
may be reached ar 915-309-8771 or

Www.jarritos.com
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Jranchisee spotlight

Matt
Herridge

Company name: Charton Management
Number of restaurants: Three
States your restaurants operate in: Ohio West Virginia

How did you become a QDOBA Mexican Eats®
franchisee?

My business partner, Grant Wharton, and I had been looking
at a companion brand to the BURGER KING?® restaurants we
operate, and we were targeting the fast-casual sector. We looked
at several fast-casual opportunities and others including a coffee
brand, a fitness center brand, a couple of burrito brands and even
a fast-fired pizza brand. We decided QDOBA Mexican Eats was
the best opportunity for us, and we felt that it was missing in our
region. We did not have a Chipotle restaurant immediately in our
region, and we believe it’s important to be the first in the market
and saw an opportunity there.

How did you meet your business partners?

My business partner is my brother-in-law, Grant Wharton,
and we’ve been franchisees since 2005 with BURGER KING.
This was an evolution of that partnership into this companion
fast-casual direction.

In your opinion, what stands out about the QDOBA
brand?

One of the things is that it had a lot of upside potential in
terms of sales volume. We were aware of the competing brand,
which has $2 million-plus average unit volumes (AUVs). QDOBA
was close to BURGER KING in terms of average unit volumes.
We thought if it can be done with another similar brand, why
can’t we hit those volumes as well? Our BURGER KINGs usually
have higher AUVs than most others. Since we have always been

significantly above that level, we could do it with another brand
that is a direct competitor with a sector leader.

What is the best piece of business advice you have ever
received?

A restaurant franchisee once told me this: I'd much rather own
25 restaurants that are high-volume, well-run restaurants than 100
middling restaurants. His point was that for most of us, a small
percentage of our restaurants take most our time. It’s better to have
less on your plate with higher volumes than more on your plate
with lower volumes. We want to make each of our restaurants the
best they can be and help them reach their full potential.

Looking ahead, what are your top three business goals
for your company?

No. 1 is to increase traffic. We also want to continue to
increase the number of QDOBA fans. We find that we are still
relatively unknown. We want to increase awareness, and by that,
increase traffic. Wed like to become, from a digital perspective,
the go-to online and delivery option for people so they know they
can order ahead, come in and walk out with their food efficiently.
Finally, we want to become the go-to, first-thought catering solu-
tion for our community.
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Jranchisee spotlight

What do you feel is the biggest challenge currently
facing franchisees?

Labor costs and the labor shortage. We spend more money for
a smaller number of employees that are not necessarily as produc-
tive as those we've had in the past. Its the biggest challenge across
all our brands, and it requires that we be the employer of choice
and offer a better work experience than anyone else around.

We've gone from simply
catering and inside dining
to a multiplicity of solutions
by which people can order
and get their food.

What is the biggest industry change that you have seen
since you started?

I¢’s the explosion of mechanisms by which people can now
get their food. I sat in our new Vienna, West Virginia, restaurant
when it opened last year and realized we had six different ways
people could order QDOBA. They could come in the restaurant
and order, order online and pick it up, order online and have it

{@merCare
RovaLlG)

AmerCareRoyal
is proud to help
bring QDOBA

FROM SOURCE
TO SOLUTION

AmerCareRoyal is a single stream
resourcefor over 6,000 disposable products used
in the food service, janitorial, sanitation, industrial,
hospitality and medical industries.

With multiple shipping points across the United States,
our family of companies service national level customers with
outstanding customer service and an ever-growing product line.

AmerCareRoyal.com
hello@amercareroyal.com | 800-666-6655

delivered, or order online and pick it up with curbside delivery.
Our new restaurant is one of the first QDOBAs to have a drive-
thru, and we also have catering. We've gone from simply catering
and inside dining to a multiplicity of solutions by which people can
order and get their food. It can be overwhelming for our teams, but
we must be able to compete in that environment.

What will be your focus as a member of the QFA Board of
Directors?

I think one of our company’s strengths is being on the cutting
edge of IT solutions. I hope to bring a voice to the I'T opportuni-
ties we have with the brand. Given that I have experience with
another brand, I would like us to continue to focus on becoming
more effective from a supply chain and food-sourcing direction.
Also, I hope that as a member of the brand advisory council, I can
help maintain the positive working relations that the rest of the
QFA members have created to date with corporate leadership.

Tell us a little bit about your family.

I have three adult children and four grandchildren with the
two newest being twin boys born on St. Patrick’s Day. One funny
thing is the name my grandchildren have chosen for me. I'm not
Grandpa, Granddad or Papaw. The name I've been given is simply
Matt.

If | weren’t a franchisee, | would be ...
Probably running for public office or more involved in the
political arena.

SPRING 2022
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Association (QFA) held its QFA Franchisee
Convention in Las Vegas. QDOBA Mexican
Eats® franchisees, managers and system suppliers, as
well as representatives from QDOBA corporate, met
at the Wynn Las Vegas for several days of education
and networking.

The agenda presented attendees with oppor-
funities to hear brand updates, association updates
and an insightful keynote address on hiring and
retention from Don Rheem, CEO of E3 Solutions.
Franchisees also had time to network with vendors
in the exhibit hall and during the Moroccan-themed
closing party!

QFA is looking forward to its next convention,
which will be in 2024.

0 n April 19-23, the Qdoba Franchisee

Franchisee Stew Melhaff converses with a QFA Chairman Ron Stokes welcomes attendees to
QDOBA Corp. team member. Las Vegas.

[lavor SPRING 2022

Brent Daniels, Jamal Farha and Jim Anderson smile for a photo before
general session begins.

Attendees listen as Ron Stokes delivers his welcome remarks.




JAY1| GENERAL SESSION AND AWARDS LUNCHEON

Franchisee and QFA board member Leo Stathakis accepts
his award for Innovator of the Year.

DEVELOPER OF THE YEAR

Winters Group
DCW Investments, LLC

QDOBA CEO Keith Guilbault provides a brand update
to attendees. QDOBA Corp. presented franchisees with awards in many different categories during the Awards Luncheon.

(T |
it
Paul Sinowitz shares information about supply QDOBA Director of Food Safety & Tech-  Eric Rosenzweig, QDOBA vice

chain with attendees. nical Services Michael Moomijian gives president of information technology,
updates on products to franchisees.  discusses IT updates with attendees.

Wade Gosnell, Keith Johnson, Bill
Nelsen and Paul Wisnoski conduct the
Operational Excellence panel.

Don Rheem, CEO of E3 Solutions, shares insight
on the recruitment and retention market from a
scientific point of view with attendees.




DAY 1

‘=

OPENING RECEPTION AND E

|
From left, Alex Courtney, Jen Kim, Josh Reichardt and Amanda Allbee ~ Amber and Chris Christianson from TJH Holdings
from Grubhub smile behind their booth. enjoy a drink during the opening reception.

Jose Hernandez from Novamex shows off his company’s products in his hooth.
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Brian Morton from Silk Screen Shirts Inc. smiles as he networks with an attendee.

Franchisees from TIG Queso indulge in drinks together during the opening reception.
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AY}2] BREAKFAST, GENERAL SESSION AND LUNCH/TRADE SHOW

QDOBA Vice President of Marketing Karin Silk gives a Tom Lewison, Randy Beaver, Steve Honner and Jamal Farha share

marketing update to attendees. information about profit and loss statements during the Propelling Your
Profits Panel.

Katy Velasquez, head chef at QDOBA Corp.,
provides some insight about future menu items
at QDOBA.

QDOBA Vice President of Operations Eric Williams begins the general session
with operations updates.

QDOBA Vice President of Supply Chain Jim Sullivan
updates franchisees on the supply chain.

Randy Key, Ross Telerman, Brent Daniels and Brent
Bernard listen to an audience member’s question
during the Staffing and Retention Panel.




CLOSING EVENT

THE ART OF ROLING  °

Cigal

N )
T o e8>

Cigar rollers
rolled custom
cigars for
closing event
attendees.

Attendees enjoy a Moroccan-themed dinner buffet.
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Father-daughter franchisee duo Bassam and Ashley Odeh  Ashley Roig, Nadya Shihadeh and Yve Morris  Franchisees, managers and vendors mix and mingle.
smile for the camera at the closing party.

Ron and Denise Stokes show off their  Franchisees Tim Velleca and Wade Gosnell enjoy a cigar. ~ Sweet treats were also a part of the menu at the closing party.
Henna tattoos.
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hile the news that menu price inflation hit a 40-year high
W in March made headlines across the restaurant industry,

the reality is that restaurant owners and franchisees have
long been aware of the pressures that higher labor costs and supply
chain snarls have been placing on their businesses. March’s increase
in menu pricing may have been the biggest indicator yet of the
inflation affecting restaurants and the overall economy, but business
owners in the industry have seen the signs for months. That they
are boosting their own prices after feeling the pinch is no surprise.

“With the initial recession starting in February 2020, we

didn’t notice pricing issues right away, but more 10-12 months

“Our restaurants have tried to trend
being one of the highest-paying
restaurants in the city. By adding tips
to the mix, our employees average
an additional $2 per hour each.”

Stew Mehlhaff,

operating partner for
TJH Holdings LLC

You Deserve This

For more information, please contact:

Richard Amador Carrie Brown
National Account Executive Associate Marketing Manager
760-815-6943 8172911739
Richard Amador@kdrp.com

CarrieBrown@kdrp.com

R R B

UMEXICAN EATS'
Inc. 62022 Dr PepperfSeve
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by Sean Ireland

later, in January-February 2021,” said Stew
Mehlhaff, operating partner for TJH Holdings
LLC, which has two QDOBA Mexican Eats®
restaurants in South Dakota. The ongoing labor
difficulties faced by the hospitality industry,
combined with supply chain disruptions, hit
restaurants with a one-two punch in 2021 that
ignited inflation to levels not seen since the early 1980s. According
to federal data cited in Restaurant Business Online, industry wages
are up more than 11% year-over-year and food costs are up 13%.

Any hopes that the pressure would ease ended with Russias
invasion of the Ukraine, which sent fuel and energy prices higher
and could disrupt the food supply chain even further. For now,
there’s no end in sight.

Wages and salaries overall for private industry workers
increased 5% in 2021, according to the U.S. Bureau of Labor
Statistics, and the cost of benefits increased 2.9% for the year.
Mehlhaffs restaurants are seeing it up close, especially as they strive
to attract and retain employees. “Labor costs have continued to
rise and have added 3% to 4% to our labor cost percentage,” he
said. “Our restaurants have tried to trend being one of the highest-
paying restaurants in the city. By adding tips to the mix, our
employees average an additional $2 per hour each. The tip option
at the POS has become very important to our hourly employees
and is a key employee attraction point.

“As far as labor costs, we have had more 32-plus hour
employees sign up for the health, eye and dental plans that we

Continued on page 20
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Inflation
Continued from page 19

offer,” he added. “In addition, we recently added a $25,000 life
insurance policy for these employees, and the cost to do this is very
reasonable, $68 per month for our two restaurants. We recently
changed to allowing our team members to eat for free while they
are on the job.”

Boosting benefits and being creative to incentivize employees
to stay is almost a necessity in an economy where unemployment
numbers were at 3.6% in March and the labor pool is shrinking.
For TJH Holdings, it seems to be working. “When it comes to
retaining employees during these inflationary times, our core crew
of 14-16 team members at each store are more dedicated than
they’ve ever been because they find it hard to find comparable
wages to match what they were making,” Mehlhaff said. “We've
tried to be more flexible with schedules, to the point that we have
three to four employees who work only one or two shifts a week,
with us accommodating their requests. We've noticed too that if the
employee needs time off that they know exactly how many hours of
PTO they have and take advantage of those paid hours.”

“The most pronounced issue has
been the inadvertent hit-and-miss
order fulfillment by the distribution
center, ranging from produce
supply and quality issues to paper
supplies, queso, proteins and the
long-lasting shortage of catering

supplies.”

Stew Mehlhaff,

operating partner for
TJH Holdings LLC

The additional costs of wages and benefits are one side of
the inflation crunch. The other comes from increasing expenses
for food and materials caused by shortages and increased ship-
ping costs. The National Restaurant Association (NRA) noted
in September that wholesale food prices had posted the highest
12-month increase since 1980. Among restaurant commodity
prices, beef was up 60%, fats and oils up 50% and eggs up nearly
40%. The U.S. Department of Agriculture’s Consumer Price Index
for Food indicated that all food prices were 6.3% higher at the end
of the 2021 than they were in December 2020.

For TJH Holdings, “the most pronounced issue has been
the inadvertent hit-and-miss order fulfillment by the distribution
center, ranging from produce supply and quality issues to paper
supplies, queso, proteins and the long-lasting shortage of catering
supplies,” Mehlhaff said. “I typically go to our local Sam’s Club

three to four days per week to acquire catering supplies, sometimes

avocados, tomatoes, green leaf lettuce and other products.”

Operators have had little choice but to pass on increases to
consumers. The federal Bureau of Labor Statistics reported that
restaurant menu price inflation hit a 40-year high in March.
Food-away-from-home inflation rose 6.9% from March 2021 to
March 2022, the largest increase since December 1981. Prices at
full-service restaurants were up 8% in March 2022 over March
2021. Price increases are one of the few ways franchisees can try to
keep up and maintain profitability.

“As far as food costs, our group has raised consumer prices
three times in the past 18 months to combat the rising food costs,”
Mehlhaff said. “We've raised prices 4%-6% depending on the
entrée. In my years with QDOBA I never thought I'd ever see a
$10 burrito, but I believe we'll see entrees up into the $12-$13
range for products such as Impossible meat and brisket if the
recession continues.”

For now, he said consumers haven’t let higher prices affect their
spending habits, at least in the company’s two QDOBA locations.
“We are showing nice growth in our stores with a big impact in
our 2021 year-end sales,” Mehlhaff said. “Our stores have had very
little pushback from customers as far as entrée pricing, but we've
had some pushback from third-party guests who aren’t happy with
the delivery of cold food, missed items or poor delivery service.

We mitigate complaints by contacting the guest and trying to
resolve any issue not caused by the service. We continually get great
positive feedback about our team’s friendliness, speed of service and
longevity of our team members.

TJH Holdings saw a 24.14% increase in sales from Jan. 1,
2021, to Sept. 30, 2021, over the same period in 2020, which
Mehlhaff credits in part to its store locations in an area with high
tourist traffic. From Oct. 1, 2021, to April 1, 2022, sales increased
13.98% over the same period the previous year. “Inflation of fuel
prices and partially higher menu prices throughout the industry
are, I believe, the primary reasons for a slower increase in sales,” he
said. “The 2022 tourist traflic is forecast to be larger than 2021, but
with fuel prices, this remains to be seen.”

While labor and supply chain troubles were the biggest
contributors to inflation in 2021, rising fuel prices spurred by world
reaction to the Russian invasion of Ukraine have been the biggest
driver in 2022. Volatile energy prices could be the tipping point that
pushes consumers to begin drawing back on spending, and one of
the first places for cutbacks is usually on away-from-home dining.
A survey by financial services firm Primerica cited by Restaurant
Business seems to indicate that while inflation didn’t affect
spending habits before, higher gas prices may finally be slowing
them down. Nearly 80% of middle-income consumers now say
they've noted the increase in menu prices, and almost 60% said
they anticipate cutting back on restaurant meals.

According to the NRA’s State of the Restaurant Industry
Report published earlier this year, restaurant owners are bracing for
inflation challenges for months to come. “2022 for the restaurant
industry will remain another year of transition, and the year is off
to a pretty sober start,” said Hudson Riehle, senior vice president
of the NRA’s research and knowledge group in a story for CNBC.
“When you survey restaurant operators, 76% across the country
now say that business currently is worse than it was three months
ago. It remains a fairly volatile and uncertain environment.”

SEAN IRELAND is the QFA’s director of communications. You
may reach Ireland at 678-797-5165 or seani@gdobafa.org.
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downs abroad are still causing massive supply chain chal-
lenges. Equipment has become almost impossible to come by, with
lead times as long as six months.

According to a recent National Restaurant Association survey,
95% of restaurants have experienced significant supply delays or
shortages in recent months.

“Your question isnt “What’s the cost?” It's “When can I get it?””
said Avanti CEO Mark Rossi.

This shortage is causing delays across the country, holding up
new construction, bringing kitchen remodels to a halt and delaying
new restaurant openings significantly.

QDOBA Mexican Eats® Restaurants Aren’t Exempt
Supply chain issues have significantly impacted all restaurants,
QDOBAs included.

* Cost increases: Supply shortages are causing prices to soar,
along with the cost of materials, gas prices and supply shortages.

* Opening delays: With some equipment taking months to
arrive, delays are inevitable. Construction stops when
equipment isn't ready for installation.

* Slower throughput: Some food-service operators are attempting
to make do with the equipment they have, delaying remodels
and appliance upgrades.

* A decline in quality: Unreliable appliances can cause problems
with the food quality and can cause long-lasting damage to
your restaurant’s reputation if you’re not careful.

When Will Supply Chain Issues Improve?

That’s tough to predict. January 2023 seemed like a safe
prediction back in January, but with continued lockdowns in
China, it’s likely to stretch even farther.

However, there are things you can do to prevent disruption to
your business:

* Get in line as soon as you can. Order your equipment at least eight
weeks before you think you need it, or sooner if you can swing it.

* Have a backup plan. What will you do if you can’t get the exact
equipment you need? Can you make do with what you have?

Is there a slightly different model you can use? Know the

answers to these questions before you must ask them.

* Don’t worry about specifications or customizations. If you're in

a pinch, find something that will work for now and upgrade in

the future if you need to.

* Consider used equipment. If you can find what you need in
the used market, go with that option.

* Understand the construction process. Find out when you really
need the equipment for installation, not just when it would be
ideal. Ask questions and see if you can work with your team for

P
QFA
Through the Supply Chain Crisis

early a year after most of the U.S. resumed business, shut-

the best possible outcome.

e Trust your vendors. If they tell you they can't get it, it’s not
gettable. New equipment is hard to get, and used equipment
has become just as scarce. Trying to circumvent your vendors
and find equipment elsewhere will just waste time and cause
even more stress. Just trust that vendors are doing what they can.

Work with a Partner that Knows Your Business
Avanti Restaurant Solutions provides equipment sourcing,
financing and commercial kitchen design to QDOBAs around the
country. We've partnered with franchisees to help them manage their
supply chain issues and other unique problems in the last few years.
Weve helped our QDOBA partners combat long times by:
* Helping franchisees plan for long lead times
* Staying in close contact with franchisees, vendors and contractors
* Working with corporate to approve new equipment alternatives

A proud QDOBA partner for over a decade, our dedicated
account teams ensure you work with someone who knows
QDOBA restaurants and can help you solve problems before they
impact your bottom line.

What Does the Future Hold?

We know problems in the food and beverage industry extend
beyond restaurant equipment and appliances, but the good news is
that there is hope on the horizon. After these prolonged problems,
we'll likely see some lasting improvements in the supply chain.

“[Manufacturing] is moving from just in time to just in case,”
said Rossi. “We're likely going to see more safety stock and backup
components to prepare for future supply chain disruptions.”

Work with Avanti to Help Navigate Your Supply Chain
Issues

Avanti’s dedicated account team and agile processes have kept
QDOBA projects on track with minimal disruption during the
supply chain crisis.

We don't just sell equipment. We ensure your project’s success
every step of the way. With over 18 years of experience, we can
leverage relationships and smart workarounds to get you the equip-
ment you need to get the job done.

To learn more about how the Avanti team is helping
navigate these supply chain challenges, reach out to Director
of Chain Accounts Shawna Snyder at 916-693-3047 or email

ssnyder@avanticorporate.com.

Avanti Restaurant Supply is a Sapphire partner member of the
Qdoba Franchisee Association. The company may be reached
at 916-693-3047 or www.avanticorporate.com.
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Teen Workers May Be One Solution
to the Great Resignation

here are the workers? I wish I knew. There are many
W theories, but none of them are completely satisfactory.

While it might be intellectually interesting to know the
“why” if you have the luxury of free time, the fact is that the Great
Resignation has taken almost every employer by surprise; the hit on
productivity and customer service is hard to bear.

With the continuing difficulty (inability?) of filling job vacancies,
many employers have resorted to costly tactics, such as referral and
sign-on bonuses, increased pay, enhanced benefits and foosball tables
in the breakroom (well, OK, maybe not that, but more and better
snacks and drinks are now common). Despite these efforts, finding,
hiring and then retaining employees is harder than ever. This reality
is confounding because the so-called labor participation rate (the
percentage of individuals of working age who are working or actively

by Doug Duerr

looking for work) is still below pre-pandemic
rates as of January and well below the average
since 2000.

While the “why” behind the shortage
of workers may be unclear, the impact is
unavoidable. So what to do when individuals
are not looking to work even when offered
good pay and benefits? One response is to
take a second look at hiring teens under

18 years old. In fact, according to a report

from the U.S. Bureau of Labor Statistics (BLS) last fall, the labor
participation rate for workers 16-19 is only slightly more than half
the overall rate and still much lower than the rates preceding the
2008 economic downturn. That is, there is an even larger pool of
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untapped labor that employers (particularly readers of this maga-
zine) could target for recruitment to fill job vacancies.

At this point, you might be thinking to yourself something like,
“Aren’t there reasons why I decided some time ago not to hire younger
workers?” All sorts of rules come with teens depending upon their age.
That’s why you may have decided “no one under 18.”

Yes, there are some rules that come with workers under 18, but
it may now be time to take a new look at those burdens and the costs
associated with the positions you cannot fill. There is an untapped pool
of workers who could help fill some of the gaps driving those signs that
offer some variation of: “We are not fully staffed, so sorry for the poor
customer service. Please do not get angry.”

‘What are the rules and burdens? Both state and federal
laws govern the hours or work and occupations (i.e., tasks) for
employees under 18. Generally, limitations on the hours of work
only apply to those 15 (as well as significant limitations on tasks)
and younger and fall away once a teen reaches 16 years of age.
Once a teen reaches 16, the only limitations that typically apply
relate to safety (e.g., no driving, no use of power-driven bakery
machines, compactors, balers, etc.). It is typically not practicable to
hire anyone younger than 14. For a general overview of the federal
requirements, this link directs you to helpful information:
www.dol.gov/agencies/whd/youthrules/employers.

While the rules and burdens of hiring a teen are generally
lower once the teen turns 16, for those reading this magazine, it
is important that you follow the rules for obtaining certification
of the teen’s age as prescribed by state law. As with many laws
governing interactions with those under 18, a good-faith belief that
the teen is 14 or 16 is not enough. While in most instances, the
burden for obtaining a work permit can be largely borne by the
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worker with little input from the employer, it is critical that a work
permit (or certificate) is obtained when employing anyone under
18. That burden, however, particularly if hiring a teen at least 16
years old, should be more than offset by the benefit of filling the
vacant position.

While for most readers of this magazine, hiring a worker 16
or older could be very beneficial, one thing to keep in mind is the
issue of harassment, particularly sexual harassment. Significantly,
the concerns here are the same for workers who are 18, 19, 20, etc.
Many young workers, not just teen workers, (including their young
supervisors and managers) do not have even a basic understanding
of the rules and boundaries governing conduct in the workplace.

It is imperative that all young employees, particularly supervisors
and managers, be well educated on issues of harassment, including
examples of what conduct (particularly sexual jokes, requests for
dates and touching) is not permitted. They also need to under-
stand, which is sometimes particularly difficult for supervisors to
grasp, that the limitations apply outside of work when interacting
with co-workers and subordinates.

Teen workers represent a large pool of potential workers to fill
those vacancies that are hard (or impossible) to fill with those who
are at least 18. While there are some additional burdens that come
with hiring workers younger than 18, those burdens are greatly
lessened for those workers who are 16-17 years old. Thus, the time
may be right to re-examine your recruitment program.

DOUGLAS H. DUERR is a partner at Elarbee Thompson, a
national labor and employment law firm with an industry
practice area focused on franchisees. Learn more at
www.elarbeethompson.com.
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RESTAURANT SOLUTIONS

Moving restaurants
forward faster

through design, equipment,

and Kitchen solutions

Trusted Partner Since 2005

Avanti is a national kitchen equipment contractor
providing kitchen design, equipment, and kitchen
services and solutions to the foodservice industry.
Avanti's in-house expertise includes project
management, equipment sourcing, and our Design
Studio to support clients’ concepts from culinary
vision to restaurant opening.

Design - Equipment - Installation - Project Management

Visit avanticorporate.com - Call 866.495.0121
Email ssnyder@avanticorporate.com
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ost of us have heard the expression, “The front line is the

bottom line,” as it pertains to a company’s employees.

It means that as far as the customer is concerned, a
company’s front-line employees are the company. After all, rarely
do customers have contact with an organization’s executives.

Those front-line employees are truly the face of the organiza-
tion. But as leaders, do we perform in a way that is consistent with
the front line equals bottom line philosophy? In many cases, I
think the answer is no.

It’s hard for me to think of a better example of the front line
equals the bottom line philosophy than what we are all experi-
encing right now. Businesses of all kinds find themselves struggling
to find front-line workers. Just over the past few months, I've lost
count of how many times I've pulled up to a drive-thru restaurant
only to find it closed or the employees completely overwhelmed
because they don’t have enough staff to manage their customers.

Business owners that I talk with are now having to get behind
the counter to serve customers themselves because one of their
remaining employees called in sick, and there is no one else to fill
in for them.

Front-line staff in hotels are being asked to pick up the slack
after several of their co-workers were furloughed and not brought
back because management felt they could do without them and
meet their guests’ minimum needs. This has placed an enormous
strain on staff members and employee burnout is becoming a
significant problem.

It’s not hard to see how truly important the front-line staff is
for any business.

I was pondering this issue a while back while I sat eating in
a TGI Fridays restaurant. As I was observing the employees, the
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by Dennis Snow

reality of the situation hit me. These servers,
bus boys, etc., are the most important people
in the company. I knew this intellectually
(P've talked about it for years), but the truth
of it hit me at that moment.

These employees are typically the
lowest paid in the organization, treated as
expendable, often treated in a condescending
manner, and yet they are the most important
people in the company. If these employees
fail in their duties, it makes no difference how smart the senior vice

president of marketing is. The transaction between the customer
and the company (the front-line employee) can so easily crash and
burn.

This is true in restaurants, hospitals, banks, grocery stores or
any other industry/organization. Executives can call in sick, but if
the truck drivers for a distribution center don’t show up one day,
now there is a situation. When they do their jobs with pride and
enthusiasm, the likelihood of company success is exponentially
increased. When they do their jobs with boredom and skepticism,
the greatest technology systems in the world won't help.

We should treat our front-line employees like the stars they
are. We should honor them for the work they do because they are
the ones that make the world turn. All our strategies, visions and
corporate goals are only as good as the execution of those plans,
and execution ultimately comes down to front-line people doing
things. Theirs is the most honest work of all.

The customer was either happy, or she wasn’t. The delivery
either happened on time, or it did not. The cooler was either
stocked or not. The food was either hot, or it was not. The front
line doesn’t need a report in a binder to know how things are going.
The score is real time for them.
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THE FRONT LINE IS THE BOTTOM LINE LESSONS

I think what is missing in business today is knowing the
importance of the front line at a gut level. Most of us know that
we should say the front line is the bottom line, but I don’t think it
often shines through in our actions. If it did, we would be having
pizza parties regularly, pitching in to help when things are busy and
taking employees to lunch regularly to ask what can be improved.
We would hold celebrations all the time. We would say thank you
at every opportunity.

Think about those times in your personal life when you were
grateful for something that someone did. I mean truly grateful.
Remember how sincere and heartfelt your appreciation was toward
that person? Can you remember the last time you showed that
level of appreciation to an employee or group of employees in your
organization?

The need to be appreciated is one of the strongest needs of
all. When employees work hard all day, doing the real work of the
company, being treated with honor isn’t too much to ask.

Having a lavish holiday party for the executive team while
giving me a $2 tree ornament says something about how you
feel about my contributions. Walking by the reception desk, the
loading dock or the stockroom without acknowledging employees,
taking a moment to see how things are going or just saying thanks
are all behaviors that tell employees what management really
thinks. Is it any wonder that turnover in front-line positions is so

ridiculously high?

RECOGNITION: THE IMPORTANCE OF SAYING ‘“THANK YOU'
When my wife and I were both working, we had a house-
keeper, Val, who cleaned our house once a week. She was truly an
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excellent housekeeper and would clean even the hardest-to-reach
areas. Debbie, my wife, sincerely appreciated the extra effort and
would always show her appreciation. My wife and Val became good
friends. One time Val mentioned that although she cleaned a lot

of houses, Debbie was the only one who appreciated those extra
touches and actually showed appreciation.

What is important to note is that Debbie didn’t say thank you
to get Val to do the extras. Debbie thanked Val because she did the
extras. Val, however, said that she wanted to do more because of
the appreciation. It was simply a sincere cycle of performance and

appreciation. Saying thank you and recognizing the people who

work hard is simply the right thing to do. And usually when we do
the right thing, we get the right thing in return. Not always, but

usually.

You know who the front-line employees are in your own
organization. I challenge you to take a hard look at the level of
appreciation that you show to those front-line employees. Do
they know that you appreciate them? How do they know that you
appreciate them?

DENNIS SNOW is the president of Snow & Associates Inc. Dennis
worked with The Wallt Disney Co. for 20 years and now consults
with organizations around the world, helping them achieve
their customer service goals. He is the author of “Unleashing
Excellence: The Complete Guide to Ultimate Customer
Service” and "Lessons From the Mouse: A Guide for Applying
Disney World's Secrets of Success to Your Organization, Your
Career, and Your Life.” You can reach Snow at 407-294-1855 or
visit his website at www.snowassociates.com.
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National Accounts Manager
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414-331-7361
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The Real Value of
Reverence in Relationship

by Dan Coughlin

everence is a dignified word.
Since I'm a self-professed non-fancy word kind of guy,

I had to look it up. It sounded so, well, fancy to me. This
time I like the Merriam-Webster definition better than anything I
could have come up with. The definition of reverence is “respect
felt or shown.”

I love that. It’s so simple. Success in relationships comes down
to respect that goes both ways. Respect that you feel coming from
the other person, and respect you show to the other person. The
enormous value of reverence is true in marriages, friendships,
families, communities and work relationships. Rather than trying to
break respect down into seven easy-to-remember steps, I'm just going
to share with you one remarkable example of reverence in my life.

Jeff Hutchison (Hutch)

I met Hutch in 1978 when we were 15-year-old sophomores in
Mr. Calacci’s World Cultures class. We sat right next to each other.
Hit it off from day one. He’s been my best buddy for 43 years.

In high school Hutch was already a salesman extraordinaire.
He went on to have a fabulous career in sales as a salesperson and
mainly as a sales executive. He’s worked for Proctor & Gamble,
Brach’s Candy, Boston Scientific, Medtronic, Motus GI and a few
other great companies. He’s lived in Texas, Minneapolis, Chicago,
and Nashville.

I was an aspiring teacher when we met. In the summers I
worked at camps for grade school kids, and then went on to be
a high school math teacher, soccer coach, and then an executive
coach and seminar leader. I lived in Indiana, Chicago and St. Louis.

Since 1981 we went to different colleges, lived in different
cities and worked in different industries. Hutch has three children
and I have two children, and they are all in their 20s. Our personal
and professional lives never overlapped, except for three magical
weeks in 1989 when we lived together in Chicago as he was moving
to Chicago, and I was moving out.

And yet somehow we have managed to talk at least once every
other week for 43 years.

Huctch has been married to Jean for 32 years, and I've been
married to Barb for 25 years.

Last weekend for the first time ever, the four of us spent a
weekend together in Nashville without anyone else. And we had a
blast for three days. It was as if we were together all the time.

What's the Secret?
How in the world have Hutch and I been able to maintain
such a high-quality friendship over the past five decades?

It all comes down to that fancy word: reverence.

* W consistently have shown respect to each
other and felt respect from each other.

* We know every dream the other person
has aspired after, and we've respectfully
cheered each other on.

* We know each other’s successes and
failures.

* We have respectfully given each other
mountains of advice, and we have each
received the advice in a respectful way.

* We have respectfully been supportive of
the other person’s children and their efforts.

* We listen respectfully to each other and apologize when we
make a mistake.

* We still occasionally hand write respectful letters of
encouragement to each other.

* We look forward to our next respectful conversation.

Imagine if every relationship in our lives was filled with rever-
ence. What would our work lives be like? What would our families,
our communities, our politics and our world be like if we could all
value reverence as a top priority?

Reverence for Life

In 1993 a slim book called “Reverence for Life” was published,
and a second edition came out in 2016. This is a collection of
statements from Albert Schweitzer, the famous jungle doctor, that
were culled from more than 50 years of his writings. “Reverence
for Life” was the core philosophy of Schweitzer, who lived from
1875-1965. This little book is filled with powerful statements about
the importance of reverence in relationships.

Here is a quote from page 9, which Schweitzer first said in
an interview in 1959: “When we are truly filled with the idea of
Reverence for Life, all our attitudes, thinking, actions change. We must
go deep into ourselves to find inspiration. If we turn within, pondering
our duty in this world in silence and act to move toward this goal, a
change will come about. There are many opportunities to prove that
we live in the spirit of the philosophy of Reverence for Life.”

Since 1998, DAN COUGHLIN has worked with serious-minded
leaders and executives to consistently deliver excellence. He
provides executive coaching, leadership and executive devel-
opment group coaching programs and seminars to improve
leadership and management performance. His topics are personal
effectiveness, interpersonal effectiveness, leadership, teamwork
and management. Visit his free Business Performance Idea Center
at www.thecoughlincompany.com.
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2022 editorial calendar

Issue

Ad Reservation Publication Date
Deadline

Fall

January

Call for Franchisee News

We want to highlight any news or events associated with

QDOBA Mexican Eats® franchisees. If you have ideas for potential
stories, please email communications@gdobafa.org or call
678-797-5160. Our editorial staff can assist in writing the story for you.
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WE'RE PROUD TO PARTNER WITH

0DOBA

US Foods® is one of America's great food companies and a leading
foodservice distributor, partnering with approximately 300,000 restaurants
and foodservice operators. We provide a broad and innovative food offering
and a comprehensive suite of e-commerce, technology and business
solutions to help our customers make it.

US.

FOODS



