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It was good see many of you last month at the Town Hall
meeting. | hope you share my encouragement from the
exciting information about Brand growth, an energized focus
on hospitality and intensity about driving sales. It is important
that each of us respond affirmatively to the call to action and
take personal responsibility for execution at each restaurant
we lead.

The leadership transition announced at that meeting was
certainly a pivotal moment for our Brand. The DFA Board has
expressed its support for the leadership transition and also
noted its confidence in the transitional leadership team that
was announced which includes two of your DFA Board
members. We have worked very closely with Debra Smithart-

Ogl esby as the Companyds Boa
be an excellent interim CE
completes its search for a permanent CEO. Debra has

significant restaurant leadership experience and brings
unigue perspective to this critical juncture for our Brand. We
are confident Debra and the
continue to engage franchise leadership with a collaborative
and constructive intensity. In fact, collaboration and inclusion
has already been integrated within the early days of her
leadership. We look forward to working closely with her to
benef it the Companyé6s franc
We share and are aligned with a commitment to leadership
that models a vibrant hospitality culture that engages our

customers where increasing sales and
cash flow are THE metrics of success.

We also want to thank Nelson Marchioli for
his passionate leadership and commitment
to our Brand. He led the effort to transform [GEICREEEED
Dennyds t o-ogentddmadelandi s e

we look forward to validating the wisdom of his vision by
successfully growing the Brand and re-establishing
Dennyds |l eader ship positioao
appreciate Nelsonds dedica
to our Brand. We wish him and his family well in their next
6chapterd of 1ife.

The current sales trends within our Brand are the highest i

priority and focus throughout our Brand and its leadership.
The current Brand leadership team is making critical
changes to drive immediate sales, help us improve our
core operational execution and ensure we evolve to a high
performing hospitality culture.
and human, are being aligned to support those key
deliverables. As we have noted many times, each of us is
responsible for providing authentic leadership throughout
our Brand 7 both within our restaurants and with regard to

| the various strategic initiatives to build sales across our |

Brand.

(Continued on page 2)
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Our DFA Board has
recently undergone
some changes. Ben Bagnas resigned from
the Board in May and the DFA Board
appointed Miles Holland to fill his unexpired
term. Mil es had bee
member of the Board and that position has
been filled by Rick Luthra. We appreciate
the competent and energetic leadership
Miles and Rick bring to the Board along with
recognition for Benbd
our Association.

(Continued from page 1)

The DFA Board, as always, has continued
their vibrant and energetic leadership on
your behalf. As we have noted many times,
your DFA Board has very capable and
diverse leadership that represents our
collective interests as a franchise community
and for our Brand. It is an honor to serve
with them and | hope you express your
appreciation to them as we are together.

Finally, we hope you register for our DFA
Convention being held in Dallas at the
Gaylord Texan on November 8 through 11.
We have already begun planning and
Dennyds |l eadership i
ensure the effectiveness of our time
together. Jim Sullivan will be with us again
to share new challenges and support our
focus on managing meal period by meal
period throughout our Brand to drive sales.
Our objectives for gathering from the town
hall meeting will carry over to the convention
- we will share community, renew our
commitments, align with clarity and hear
important calls to action.

As always, your membership in the DFA is
critical to our continuing positive impact for
the Brand. We appreciate your commitment
to the Brand and to our collective power as a
franchise community. We will win together
and achieve success more quickly by
working together! We look forward to seeing

you soon! W /}w h&\/

Best regards,
2
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Leadership

Innovate on a Tight Budget

Innovative thinking means searching for and
i mpl ementing a better
more. Do not overcomp
about pontificating on highly theoretical con-
cepts and wasting a lot of money. Innovation
is improvement-in-motion.

Dan Coughlin

A business innovation is the process of creating additional
value for your customers that they will pay for at a greater
profit for your business. Your innovations have to do both:
increase value to customers and increase the profits that your
organization makes. Creating value that erodes profit is not a
business innovat i eimducedldeath blowaa
your business. Here are four key steps in the process of inno-
vation.

Step One: Focus, dondét spend

For many years | worked with
largest companies. Each quarter we would study the busi-
ness results of the industry in a wide variety of categories.
Every quarter one of my clie
smaller and had far fewer resources than my client, would win
in several key performance categories.

I di dnot understand what wa s
client organization worked incredibly hard on a large number
of projects to create and deliver more value to the customers.
They invested enormous resources into these innovative pro-
jects. And yet this small competitor kept outperforming them
quarter after quarter.

Then one day my client hired one of the key executives from
this competitor. On her second week on the job | asked her,
AiHow in the world did your f
ing your new company?0 What

She said, iwe had very, very
try a lot of things. We had to succeed with the few projects we
could afford to do. We were forced to concentrate on deliver-
ing great value on one thing at a time. Here we have tons of
resources. And thatodés the pr
focus in order to survive. So we end up doing too many pro-
jects and overwhelming our front-line employees and custom-
ers. o

Within a few years my <c¢lien
incredible results that were lasting far longer than ever be-
fore. What was the difference? In spite of having massive
resources to work with my client narrowed their focus to a few
key areas. No longer did they allow themselves to go off on
three dozen wild tangents. They poured all of their effort and
concentration into improving just those few areas. Today they
are achieving truly remarkable results quarter after quarter.

Note: recessions are good for innovation. It forces every com-
pany to operate within a tight budget and be extremely fo-
cused. This tight area of concentration generates far more
useful innovations than the conceptual free-for-all that com-
panies often use during good economic times.

What is the one area that you are going to focus on improving
for your customers?

Step Two: Ask.

Of course, one way to find out the best area to focus on

for customers is to ask the customers. | suggest a simple
qguestion such as, Al f there
perience with this product (or service) that you would like

i mproved, what would it be?0

Now be patient. Customers |dont
tip of their tongues. Al Il ojw tl}
of anything, you can follow up with probing questions on

specific aspects of the product or service. Another ap-
proach is to ask, i Wh at was
product, what was not of value to you, and what would
have been of greater value|l t

w

o}
Step Three: See.

| Remember: insight comes from sight. If you want to un-

derstand the customer experience in order to improve it,
then go see for yourself what it is that customers go VO T |
through. Donét just ask them f

the experience. Go look for yourself.
5 mu
Earlier this year | bought a quarter-sheet cake for a Val-

entinebés Party at my church.
asked the baker if | could see the cake before | paid for
it. She opened the box, andVj
Day, St . Lucas Women in Redo.
|l ooked at the baker, and t hen
6St. Lucas Women in Red06?0

She pulled out a sheet of
her e, 6St . Lucas Women i
sai d, i meant | want ed

She said, ANo problem. o

pap
n Rec
t hje fr

She pe.

, and replaced it with vanilla frosting. At the party that night |, ¢
11 t ol

d that
experience

Someone ‘el
bakery.id dn

story.
at that
If the owner of the bakery had been a customer of the
bakery, then he or she may have gained the insight nec-
essary to create a better experience for customers.

Step Four: Sell.

At some point you have to attempt to sell your innova-
tion. You candt i nnovate i
to put your idea out in the market and see how people
respond to it. Innovation does not end with the first sale.
Innovation is an on-going process. Find out what custom-
ers |ike and dondt I ike in
then keep working to make it better and better.

n.a
vl n

y ol

About Dan Coughlin
Visit Dan atww.thecoughlincompany.étenwas the keynote speaker at

the DFA Convention in Maui in 2009. Dan is a student and teacher of pre
cal processes that improve business performance. His purpose is to w
with executives and entrepreneurs so they achieve great performances. F
a business keynote speaker, management consultant, and author of th
books on management performance, including his Tesvest,
Management 500: A Hightane Formula for Business Success
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Committee Report ~ Marketi

Denny's Inks Deal ®
-AARP

with AARP

Denny's announced it entered into a multi-year agreement with
AARP to provide exclusive discounts to its members, starting
today, June 1. This agreement was entered into based on the
positive response from members to the exclusive discount cur-
rently running in the May/June issue of AARP, The Magazine.
This offer includes 20 percent off the entire table's check be-
tween 4 p.m. and 10 p.m. daily and $1 coffee, all day, every
day, at participating restaurants nationwide.

Spartanburg, S.C., Jun 01, 2010

"This relationship enables us to promote special, targeted of-
fers to AARP's millions of members and helps AARP make
available to its members offers that are meaningful to them,"
said Nelson Marchioli, CEO and President of Denny's. "At the
same time, special offers for AARP members will help Denny's
drive increased frequency among consumers 50+."

"Denny's is a great addition to AARP's portfolio of shopping,
dining and travel benefits made available to members," said
Howard Byck, senior vice president of AARP Services, Inc.,
the wholly-owned subsidiary of AARP. "We are pleased for
Denny's to deliver special value to our members and to help
members find ways to enjoy more for less."

Special Olympics
Kick -Off Partnership

Spartanburg, SC/Washington
D.C./Dallas, TX i May 25, 2010 i

Dennyods and Sp €

announced a year-long, national

partnership to raise awareness and support for people with
intell ectual di sabil it i@ Meadal
Program, the first of two national Special Olympics initiatives,
provides guests the opportunity to benefit Special Olympics by
purchasing a paper fAGol d Med
funds raised from the Gold Medal Program will help Special
Olympics support athletic training and competitions for athletes
with intellectual disabilities.

Guests can conveniently benefit Special Olympics by purchas-

ing a paper fAGold Medal 6 at
tions across the countra/ now through July 12, 2010. Addition-
ally, starting August 24" and continuing through summer 2011,
Dennyés will donate 10 cent s-
American Slam® sold at participating locations.

theredbds a
Program in al most
Shriver, Chairman and CEO of
i mpact we , Speci al Ol ympi c s,
will have on this nation i united behind the beliefs that every-
one is valued, everyone is welcome, and everyone deserves a
chance to be celebrated. o

iJust as
Ol ympi cs

Dennyds

pennys

www.dennys.org, click the boot icon to register.
Register by July 30 to be eligible for the drawing for
2 FREE room nights at the convention.

iour recent partnershinp
consistent with our mission to serve the diverse needs
of the many communities w
stated Nelson Marchiol i,

AThrough our involvement

while campaign, we hope to be able to build awareness
for and make a distinctive contribution to an important
cause that is all too oft

The new partnership between Special Olympics and
Dennyds was celebrated ea
located on Medical District Drive in Dallas, TX. The kick-
off events included a Special Olympics Torch Run with
local law enforcement officers, an official press confer-
ence and a Dennyo6s $2 $14
tion promotion.

Dennyds guests p a&old Medal fPeot
gram will receive a special lapel sticker with the slogan:
6l dm a Fan, | gave today?é6.




Human Equation & Membership Work For You

When The Human Equation, a leading provider of online
learning for the workplace, formed a partnership with the
Dennyds Franchise Associati ol
give DFA members an opportunity to see for themselves how
e-learning could be deployed easily and effectively throughout
an enterprise to train Denny(¢

Since then, the role of technology in developing workplace
competencies and increasing employee productivity has con-

tinued to expand into what s
using various Web-based technologies to promote information
sharing and <coll aboration in

doubt that e-learning is an essential element of this learning
paradigm because it can rapidly deliver high-quality, consis-
tent training throughout an organization.

The advantages of e-learning are well recognized:

e Convenience: Learners work at their own pace, whenever
and wherever they choose. All they need is a computer
with an Internet connection.

o Affordability: The ancillary expenses associated with em-
ployee trainingd travel costs, classroom leasing fees, lost
work timed are eliminated.

e Accountability: Training can be tracked through a learn-
ing management system that enables enterprises to hold

empl oyees accountable and m
cacy.
The Human Equationds courses

ject matter experts in Human Resources, Employment Law,
and Hospitality Industry Procedures, in accordance with
proven techniques in computer-based instructional design.
Courses are fast-paced and interactive, allowing individual
learners to take a break and resume learning without having
to restart.

Courses that DFA members will have access to include:

Hiring and Orientation: Setting the Tone of the Employment
Relationship

I n todayod6s highly competitiy
challenges businesses face is hiring the right people and
avoiding the costly mistakes that can result from a bad hire.
This course teaches the optimal techniques for selecting and
on-boarding employees and includes templates for such es-
sential documents as orientation checklists, personnel data
forms, instructions for completing 1-9 forms, and many more.

The Art of Hospitality: Cultivating Hospitality in Service Es-
tablishments

Making guests feels welcome from the moment they come
into a restaurant is an artd the art of hospitalityd essential for
attracting and retaining a loyal clientele. This course teaches
restaurant operators how to create a welcoming atmosphere
in their establishment and how to train personnel in treating
patrons as valued guests.

Hospitality Establishment Safety: Preventing and Manag-
ing Risk

Safety is an issue of vital concern in all workplaces, but
in hospitality establishments, eliminating on-the-job haz-
ards is especially challenging. This course identifies the
risks often found in hospitality establishments and
teaches procedures that can prevent such problems as
cuts, burns, falls, and repetitive stress injuries, all of
which can undermine the profitability of hospitality estab-
lishments.

Communication: Effective Workplace Skills

Everyone thinks they know how to communicate, but all
too often, empl oyees donot
colleagues and customers. This course explains in simple
terms the fundamentals of human communication, ena-
bling learners to recognize and overcome communication
barriers, especially in the workplace.

Establishing Performance Standards

Typically, managers dread having to evaluate employees
because the process can be time-consuming and fraught
with charges of unfairness. Yet performance appraisals
are essential for keeping employees productive, moti-
vated, and satisfied. This course provides step-by-step
instructions for evaluating employees fairly and accu-
rately, making the process both constructive and painless.

Keep in mind that to succeed, an enterprise-wide e-
learning initiative requires more than just assigning access
passwords to employees and telling them to take the train-
ing on their own. Key components of a successful training
program include:
e defining the program goals clearly and making sure
that employees understand them;
emanagement support of empl oy
e allocating sufficient resources, including time and
access to computers; and
eusing a #dAcarrot a&mwardisgteme k o
ployees for completing the training and holding them
accountable if they donodt

Business and training profRisgg
knowledge-based economy, organizations need to provide
learning opportunities for employees on a regular basis.
Combining various forms of e-learning with instructor-led
training offers the best of both worlds because all learning

styles are accommodated, thereby increasing the chances

for the success of the training program.

co

Human Equation will be happy to help DFA members
launch their e-learning. Contact Katie Grimmer at
katieg@thehumanequation.com for more information.

Submitted: Katie Grimmer 954.888.1267
Katie@thehumanequation.com

([THE HUMAN EQUATION
transferring knowledge @ internet speed
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Employment Law Issues All state and federal statutes relating to leaves of absence should be fully
with Mergers ated in determining how to handle employees who are on a leave of ab

when a merger or acquisition takes place. The Family and Medical Lea

One of the greatest challenges associated with ¢ (FMLA) is likely the most significant federal leave statute. Whether the s
businesses is merging workforces with different sor entity had notice of pending FMLA complaints against a predecessc
policies, procedures, and benefit plans. Virtuapl oyer may be relevant to the su
employment law needs to be considered. It is ir violations. Even if the successor entity is not covered by the FMLA, the s
that both parties to the transaction conduct, with sor entity is required to evaluate eligible employees of the covered prede

a comprehensive plesing assessment of pote employer who are out on leave before the business is sold and restore tt
posttransaction liabilities. This article highlights their employment passure. If the successor employer is covered by tt
the significant employment issues to be considered as partlobithg g8 FMLA, it must count hours worked for the predecessor for purposes of det

sessment. ing employee eligibility forghostire FMLA leave.
Employee Benefit Plans Warn Act Implications

The Employee Retirement Income Security Act of 1974 (ERISA) gove The one federal employment related statute that almost every party looks
ployee benefits plans, such as profit sharing, 401(k), and employee stcto a merger or acquisition is the Warn Act. It requires employers with on
plans. Prior to closing, the parties must determine the extent, if any, dred (100) or more employees on a business enterprise wide basis to p
pension liabilities of the acquired entity and, if possible, protect the i sixty (60) days advance notice of plant closing or mass layoffs. The Wa
those liabilities. The parties must also determine the appropriate mear details the type and style of notice required and the triggers for said notice
the benefit plans of the two entities. If the transaction is an equity sa Act specifically provides that the seller should be responsible for providit
the buyer automatically assumes required warn notice when thenrne &
is taken to terminate or freeze the plan, transfer the plan out of the acqn e s s . The sellero6s liability gen
have the seller specifically retain the plan. In contrast, if the transac the sale. After the effective date of the sale, the Act shifts liability for prc
asset acquisition, the buyer generally only takes on the liabilities it s| notice to the buyer. The parties to any transaction should get specific lege
sumes. It may transfer assets and liabilities of certain employees (ance on applicability of the Warn Act and potential liabilities before alteril
merge the plan into its own. T  status of employees of either entity. one
terminated. There are, of course, several other employment laws that may be impl
when workforces combine. To avoitaso®y liabiliti

and surprises, carefully navigate these issues wit

before the deal is finished.

Submitted: Lewis King, 615.259.1366 www.lewiski | E\W/[S KING

Be aware that there may be liability associated with pension plans that

ately apparent. Financial statements may not reflect unfunded liabiliti
with employee benefit plans. The parties should obtain full disclosure
cally evaluate these potential liabilities prior to closing. Underfunded

may even warrant a purchase price adjustment or creation of escrow
address postosing issues.

Golden Parachute Agreements

Prior to the closing, the parties should review all executive agreement
fgol den parachutesod or change of
is usually triggered by an asset purchase or an equity purchase, gener
that certain options will vest or bonuses will be paid upon a change in G
asset sale, change of control liabilities often remains with the seller. Hq
equity sale, the sellerds equityy
and loss of tax deduction. A buyer may want to have the seller negoti
tion of any golden parachute agreements or adjust the purchase price o
tion accordingly.

NonCompetition Agreements

The parties must determine ioropetition agreements exist in any emplg
contracts. The enforceability of these agreements by the successor ¢
erned by state law. Many states have allowed ibespetition agreements
be enforced, especially if they include a clause providing for assignabili

other states have refused a succ VWHAT FASSION CAN INSPIRE for ce

reasoning that they are personal service contracts that are not assign  Diversified Foods & Seasonings is committed to providing the finest
consent. The parties should evaluate the governing state law to accy quality line of convenient, customized specialty foods. From key recipe
mine the rights and liabilities of the successor entity.

Liabilities for Pfeansaction Discrimination Claims

The parties must evaluate various legal theories in order to determine
surviving entity will be liable fotqsiag discrimination claims.

Successor LiabilityThe surviving entity may become liable for pendin
charges filed against the seller if (i) the successor employer had notice (

components to delicious, ready-to-serve menu items, our products are

developed to add excitement to your foodservice operation.

CORE COMPETENCIES

(ii) the predecessor had no ability to provide relief, and (iii) there wal Custom Frozen Foods
continuity in business operations. Courts, however, have refused to im
sor liability when the successor was not on notice of the claim of discri Custom Dry Blends

no charge was filed with the EEOC.

Joint employer liabillfthere is a period of time where the parties share al
to hireffire, discipline, set conditions of employment/compensation or co
ployee records, the entities may be deemed joint employers such that th o
entity may incur liability for discriminatory acts of the predecessor. Bew: 1-800-835-3374 | sales@diversified-foods.com

type of liability may arise any time there is a period of overlapped contrd 1115 North Causeway Boulevard, Suite 200 Mandeville, Louisiana 70471
Leaves of Absence www.diversified-foods.com

Premium Bakery Products




News to Know ~ From Allied

Is a Workers' Compensation Deductible
Plan Right for Your Business?

Insurance deductibles are a common feature for property
coverages such as comprehensive and collision coverage on
an auto or coverage on a building or personal property. They
are less common for coverages applying to bodily injuries.
However, some employers are finding that workers'
compensation deductibles make financial sense for their
organizations. The options vary from state to state and among
insurance companies; before deciding whether to accept a
deductible program, a business should learn the alternatives
and the consequences of each.

Small deductibles are those ranging from $100 to $10,000 or
more, depending on the particular state's laws. They may apply
to medical benefits, indemnity benefits (which compensate an
injured worker for lost wages), or both, again depending on the
laws of the state. For example, Colorado law permits small
deductibles of $500 to $5,000 applied to both types of claims,
while Hawaii allows $100 to $10,000 applied only to medical
benefits. Some states, such as Hawaii, require insurance
companies to offer small deductibles, some require them to
offer deductibles upon the employer's request (Pennsylvania),
and others require an offer only if the insurance company
determines that the employer can financially handle it
(Colorado). The employer receives a small premium discount.
Depending on state law, insurance companies may report
losses to rating bureaus on a "gross" basis (not reduced by the
deductible) or on a "net" basis (reduced by the deductible). The
amount reported impacts the employer's experience
modification.

Deductible plans can improve employers' cash flow, reduce
their insurance premiums, provide increased tax deductions,
and give them more control over their workers' compensation
costs. However, they are appropriate only for employers that
can afford the potentially large cash reserves required. Any
employer contemplating a deductible plan should implement an
effective workplace safety program and consult with a
professional insurance agent who can identify and explain the
alternatives.

Submitted: Julie DeBeikes, CIC, CPCU, CRM
818.312.7681 julie.debeikes@gmail.com

DeBeikes Insurance Agency
Insightful resolutions that deliver to your bottom line.”

Strategic Thinking in Tough Times

The ability to think and plan strategically is perhaps
the most important single skill of the effective execu-
tive. In a study of leaders who, in retrospect, made the
best and most effective decisions, the single quality
that stood out from all others was the quality of
"thoughtfulness." Thoughtfulness in this case is de-
fined as a careful concern for the secondary conse-
quences of each decision and each action. This is the
essence of strategic thinking. The most powerful tool
that you as an Executive and/or Franchise Owner
have is your mind - your thinking ability. Everything
you do that sharpens and hones your ability to think
with greater clarity before acting, will benefit you and

move you upward and onward more rapidly.

The best approach is a two-pronged approach. This
means to work simultaneously on the personal and

the corporate.

In personal terms, strategic planning is an exercise in
increasing your return on energy. Your greatest sin-
gle asset is your earning ability. And your earning abil-
ity is nothing more than the total of the mental, emo-
tional and physical energies that you can apply toward
getting valuable results
Brand. Anything that you can do to increase your re-
turn on energy invested will increase your overall lev-
els of effectiveness and contribution in every area of
your life, especially, and most importantly in your

work.

Here are two things you can do NOW to increase your

Financial Returns and your Return on Energy.

First, think about everything that you are doing in

t er ms of i ts

What are the things that you do that yield the Highest
Financial Returns? Whatever they are, do more of

them.

Second, think in personal terms about the things you
do that give you the highest Return on Energy. Where
do you contribute the greatest value and achieve the
greatest satisfaction? Whatever they are, do more of

these things.

Sounds simpl e,

ing economic times we make things to complicated,
when all we really have to do is take a real good look
at ourselves for the answers. Make another sound
decision and turn to Clipper for your Smallwares &

AlINighter Shirts.

Submitted:

Ric Quinn, 310.347.3867 ~
ric.quinn@clippercorp.com
www.clippercorp.com

financi al

doesnodt
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News to Know ~ From Allied |

My Tax Returns are on Extension

Wow, this is not a statement that a lender wants to hear from
you in a tight credit environment, difficult lending environ-
ment...or any environment, for that matter. Having your finan-
cial house in order is critical to securing the capital that your
business needs to expand, remodel and prosper. Timely ac-
counting information lets a lender know that you are well or-
ganized and thorough. As a small business owner, we view
our tax return as a necessary evil. Yes, it is a document that
that must be submitted by law that indicates what taxes are
owed to the Federal and State taxing authorities, but all too
often a small business owner also utilizes their tax returns as
the financial documents used to borrow money and not just
pay taxes.

If you will be using your tax returns as a means to borrow
money, the returns should be completed as early as possible.
In order to accomplish this goal, it is imperative that you have
good internal accounting and can move your information elec-
tronically to your CPA quickly. Preparation and planning in
the final quarter of the year is critical to expediting this proc-
ess. | knowé. | knowél
why vyou file an extension.
unless you need to borrow money.

What should | do if | must file an extension? Simple. Talk
with your CPA in the final quarter of the year and put a plan
together. (do not wait until the day that you found out about
an acquisition opportunity of a lifetime and need a $900,000
loan) Request that your CPA prepared complied or reviewed
fconsolidatedo financial sta
solidated statements are very beneficial given many franchi-
sees have multiple entities. Internal statements are ok for
store level information.

Yes, it cost you a little extra money, but so does your boat,
airplane, golf membership or classic car collection. Investing
in accounting and financial presentation will pay for itself
many times over by being able to take advantage of opportu-
nities in the marketplace.
The four fAC0b6s of | endi
Credit, Cash Flow, Collateral and Credibility.
Current financial information and a good presentation go a
l ong way in having your |
credibility box.

Submitted: Richard A. Baccaro
800.542.9330
rbaccaro@aefllc.com
www.aefllc.com
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Zone Credits~ Lucrative & Overlooked

In the wake of &8

the Allied Part- [

ner Conference !

in  Phoenix

found that some a

owners

aware of the

Work Opportu—?)’

nity Credit

(WOTC), but that many had not ever heard of Zone
Credits. Based on these conversations | found most
unaware that there are special (income tax) credits that
are readily given to owners who have locations in Fed-
eral Empowerment Zones and Renewal Communities
(low income areas). There are approximately 80 of
these communities (about 70 urban and 10 rural)
throughout the country, previously designated by H.U.D.
Places like Los Angeles, Cleveland, Chicago, Milwau-
kee, Knoxville, and El Paso have zones. Rural areas in
Northern Louisiana, Central Mississippi, the Kentucky
Highlands and more also have zones.

Some states like California also offer state tax credits
that are location based, like the Enterprise Zone Credit.
Due to the way the Denny?o
rently set up with restaurants in many states, the chance
that these credits are missed increases. It is not unusual
to find a Denny6s owner
he/ she has Dennyds (or
est) in Oregon, Nevada,
may be based in Colorado and not aware of these gen-
erous credits for Dennyods
states.

Making the potential upside of the credits even more
attractive is the fact that they are retroactive. What that
means is that iif it turns
erate a $20,000 zone credit for tax year 2009, you can
also go back (with amending) and get your credit for
2008, 2007, and maybe even 2006. Submitted:

Jeff Newcorn, CEO
866.753.3379
Jeff.newcorn@rjeffrey.com
www.rjeffrey.com
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News to Know ~ From Allied

Reduce Labor Costs & Increase Table Turns service. Tableside Service allows you to enhance customer loyalty with D
Menu promotions come and go while of Rewards by allowing use at the table all while Increasing order accurac

costs continue to ristealth Care Reform pri reducing errors. Tableside Service is also available in Spanish.

ises increased | abo . ) . o

your way to profitabiligou either raise pric Studies 'show thgt self service can increase revenue by oﬁerlng your gu:

or reduce operating cosbur solution may Suggestive seWith the new $2, $4, $6, $8 Value Menu suggestive selling

Tableside Service self ordering kiosk. menu items will increase across all dayHpaaitly: guests can visualize the
menu items before, during and after their meal. Unlike traditional menu

Tableside Service kiosks allow your gui|eave the table after the order is placed, Tableside Service delivers on <

ALLZHIGHT

view the menu and then place and pay fadverti sements to deliver an O6Eye
Orderatthetable']OWdoeS|tWO|‘menaguests to enjoy their me a l whil e
customer enters your restaurant they are on the screens.

by your staff and given the choice of full ) ) )

and self servic®nce they choose selfser T abl esi de Service will be tested

they are seated in a section with the Ta of the country. If you are interested in having Tableside Service deploy
Service touchscreens mounted at th Your restaurants please inquisevattablesideservice.oom43.552.4821.

ble. Typically this can be a few tables or Tableside Service will work with any IT staff at the restaurants to interfa
tion dedicat e@hceftheorded! esi de Service with the restaur
is placed it is routed through your POS The system is demonstrated to you
and credit payment system as if a wait sta t0 going live. Tableside Service kio

ber placed the order and accepted ele Pe under warranty for the entire ti
payment. the screens are in the restaurant.

prior

S

PAY AT THE TABLEIZ &

..,e_»% Ly
\Q.. + \ i

Tableside Service
The Evolution of POS

O] E
Finally, your guest.cané =
|

) . View a video clip that asks cust
Tableside Service promotes th84$258 44yt Tableside Service as they e

Value Menu at the table before, duringals 5 or i t e Denny
the meal is servedlableside Service tal\,\ww.tablesideservice.cd
payment at the table and the resed#liv- yennystestimonial.

eredwith the meal. Your restaurant incr g,pmitted:

table turns and guest traffic when your gue cgjvin Watkins, 443.552.4821
at the table. You also increase up sellit 5\ in@tablesideservice.com,
track customer buying habits to improve ¢l \y\ww.tablesideservice.com

57 X

TABLESIDE™
28 E R _\/ I c .E
www.tablesideservice.com

Quality Water, Quality Beverages, Quality Ice

Carbonated post mix beverages and ice play a prominent role
in your business and generate some of the highest margins in
the food service industry. Have you thought about the impact
the quality of your ice and water can have on your business?
Consistency and quality are the keys to meeting your cus-
tomer és high expectations.

Several variables affect the look, smell and taste of the post
mix beverages and ice. One of these is water, which makes
up over 80% of the post mix and of course, 100% of the ice.

Proper water filtration on your post mix dispensing systems
will remove sediments that lead to off-tastes and odors caused
by chlorine and organic material in the water. Water filtration
in ice machines will improve the look and tasted of the ice,
help prevent scale buildup and will control the build up of slime
and mold (biofilm) between ice machine cleanings.

Here are some tips to help improve the quality of water in your
restaurant and increase guest satisfaction:

e Test for chlorine in the water. Total or Free Chlorine above
0.5 ppm is detectable by taste and smell. Your Ecolab rep
can help you determine if you have a problem by using the
AquaCheck 5-1 test strip

e Look for points of use within the restaurant without a
filter (drinking water, specialty beverages, steamers,
coffee brewers, ice machines and post mix)

e Look for Ecolab or competitive filters installed, and
when they were last changed. Water filers should be
changed every 6 months for optimum results.

Understanding the benefits of keeping up-to-date with your
water filtration will go a long way in keeping guest satisfac-
tion high, as well as keep consistent results for returning
guests. In addition, a well maintained filtration system
helps conserve energy and operate more efficiently. Con-
tact your Ecolab representative if

you have any questions on water

filtration or the date of your last

filter change at 800-352-5326.

Submitted:

Kelly Cargile
kcargile@ecolab.com
www.ecolab.com




News to Know ~ From All

How Much Business Are you Losing?

Dennys

A freeway sign is one of the best ways
to bring hungry travelers into your res-
taurant. Adding an electronic mes-
sage display to a freeway sign can
increase your profits from 15% to
150%.

Fairmont Sign Company has been a

Dennyo6és qualified

years. We have Eastern and Western
United States manufacturing facilities, each with molds for all
Dennyds sign types and
als.

Easy financing is available for our quality products.

Submitted:

Dan Papais

313.269.3708
dpapais@fairmontsign.com
www.fairmontsign.com
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3 Ways to Save When Cleaning Restaurants

To instantly improve the status of a
restaurant in a pat
two key factorsd food and cleanli-
ness. Industry surveys show that in
foodservice, a customer ranks
cleanliness second only in impor-
tance to food quality. A cleaning rou-
tine is a business decision, though
itdéds often treated

m.is#n

as an aft.
Here are three tips to boost the efficiency of your cleaning
routine, and save money in the process.

Tip 10 Get Versatile

A restaurant space is a cleaning obstacle course. You need to
navigate around booths, chairs and tables, and pick up every-
thing from food scraps to microscopic dust. The equipment
utilized by staff needs to be versatile. Look for suction-only
vacuum technology that works on both hard floors and low-
pile carpets, and can collect everything from balled-up nap-
kins to food debris to dust without difficulty. Backpack and
canister vacuums offer an advantage over upright vacuums.
Instead of using beater bars to agitate carpet, backpack and
canister vacuum use suction and multi-level filtration to be
effective for several floor types, debris sizes and detail tasks.

Tip 20 Be Efficient

Map out your cleaning routine in advance, and identify the
areas you want to be cleaned on a daily, weekly and monthly

St ockK

Emerging Data on
Energy Savings

Balancing your energy savings and
glare control is important.

Your unprotected window:

e Allow maximum daylight penetra-
tion and allow minimum energy
savings.

e Allow maximum heat penetration
and increased demand on HVAC
system when in direct view

¢ Allow maximum Glare & Excessive Contrast

e Too much Horizontal lllumination

e Direct View of the Sun

It is fairly obvious that the Windows must have some form
of protection at peak time because windows are the great-
est source of wasted energy in any facility. Heat always
move from warm to cold areas. Energy efficient window
treatments are the best way you can help your business
conserve and reduce utility bills.
Submitted:

Laura Stewart 800.654.9818
Istewart@windowinteriors.com
www.windowinteriors.com

=Window
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Window Covering Specialists

basis. How can you achieve your cleaning goals with the
least amount of difficulty? Give staff the tools and equip-
ment to make the job easy, and set up clear expectations
and check lists. In vacuum equipment, look for ergonomic
design, a lightweight wand and swiveling head so staff can
easily move through the space and around furniture. Detalil
work should also be easy to perform with a tool kit and
telescoping wand on hand. Multi-level and HEPA filtration
can also improve indoor air quality.

Tip 30 Maintain and Reduce Repairs

With brushes, a beater bar and dozens of moving parts,
upright vacuums tend to break down in the challenges of a
restaurant environment. Look for canister and backpack
vacuums with a reputation for durability. Quality designs
include a high-powered motor for advanced suction and
longevity, paired with multi-level g
filtration that can be emptied and g
cleaned by the operator. Attention
to filters and basic maintenance is
often all it takes to increase the life-
span of your equipment. A multi-
year warranty provides a safety net
for an equipment investment.
Transform your cleaning routine
into a profitable business practice.

Submitted: Mike Harrington
208.377.9555 mikeh@pro-
team.com www.pro-team.com
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The Vacuum Company
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