August 2010 Newsletter – 
Welcome to the Synergy monthly newsletter! Summer is beginning to wind down and restaurants are gearing up for that last summer push. The word I find most on the lips of restaurant owners is “innovation.”  Innovation in healthy menu items. Innovation in unique products that help your business. Innovation in service and décor. 

Here are three stories covering those facets of innovation. And there are always blogs throughout the month to help back of these stories and to assist you in creating a new look, feel and image to your facility. 

Come on in and have a look! 

Technology
Retrieving Treasure from the Trash. 
Rescuing your flatware and dishes from the garbage abyss with a new tool. 
Food
Aiming Higher  
Ruby Tuesday’s goes for sophistication with new menus.

Marketing

The Colonel Conquers the World. 
China, Russia and more accept KFC as the new fast food ruler. 
Treasure in the Trash

It took 10 years and roughly $250,000 in startup costs, but Juan Pacheco finally has a product he hopes will revolutionize the restaurant industry.

He calls it the FlatwareSaver, It's a flip-top container lid that fits over a standard industrial-size trash can and is embedded with small metal detectors. When busy busboys or waiters dump a plateful of food into the tray, the sensors emit a loud beep, alerting them that silverware, serving dishes and other items are among the trash, Pacheco said. Juan Pacheco's invention, the FlatwareSaver, can even prevent the loss of nonmetallic items, like serving dishes called ramekins made for sauces. A metallic sticker is attached to the bottom of those that trigger the sensor. 

Restaurants spend about $500 million annually on lost silverware and dishes of various sorts. Most restaurant owners would call it 'the cost of doing business.’ Pacheco knew he was on to something.

Bob Westbrook, incoming president of the Texas Restaurant Association, is well-aware of the cost. Westbrook loses about $100 a month on just silverware, which eats up the profits on about 200 adult buffets. Westbrook, who owns three CiCi's Pizza restaurants, wonders, "If I'm going through so much silverware, what are some of the higher-end restaurants losing?"

Many restaurants already place magnetic devices in their trash cans to try and catch silverware that falls in. There are two things wrong with that approach, said Dean Costis, a former environmental engineer and IT professional who provided seed money to launch Pacheco's invention.

The magnet won't catch silverware if it's not close enough to it, or there's trash in between," said Costis, a longtime friend of Pacheco's. "If a magnet sits at the bottom of the trash can, no one wants to dig out silverware from a trash can filled with old rice and 

The idea to use metal detectors was born on a visit to a park, when Pacheco grew annoyed at the beep of a fellow visitor's metal detector. Pacheco remembered it while consulting with a patent lawyer about a non-restaurant device. He was able to develop a crude prototype by 2007. He tested it at six local restaurants. It also catches nonmetallic items that restaurants commonly lose, such as ramekins, by attaching small metal-coated adhesive stickers. 

Their plans call for approaching not only restaurants, but cruise ships, hospitals, caterers and other businesses that serve food.

To Your Success…
Dean Small 

Ruby Tuesday Aims High

Ruby Tuesdays has made a dramatic remake of the 900-restaurant chain. 

Four years ago, the typical Ruby Tuesday had Tiffany lamps and roller skates hanging on the walls and sold lots of burgers and beer. Now, the company is trying to cope with what they believe is the decline of the "fast casual" dining by changing its approach.

Ruby Tuesday has upgraded its menu in a bid to break out of a ferocious competition with Applebee's, Chili's and T.G.I. Friday's, with which it is often compared. In Atlanta, where it has about a dozen restaurants, Ruby Tuesday has rolled out or plans to introduce new mahi-mahi, salads, garlic cheese biscuits, steaks and trout.

In the summer of 2008, Ruby Tuesday worked on a $100 million project to renovate the interior of its restaurants. It was a risky move, especially given the chain's small size relative to larger competitors Applebee's and Chili's. Then, as now, there is the possibility that any gains will be a zero-sum game, as the crowded category continues to shrink.

But for now, Ruby’s accentuates the positive. Improved glassware, crab cakes made from $16-a-pound jumbo crab meat and the sleek all-black uniforms of the wait staff take the restaurant to a higher standard. 
The company now sells more seafood than burgers and is adding staff to its restaurants to improve customer service, as it moves into more lucrative territory.

From the end of this summer to a year ago, Ruby’s rolled out a four-course Sunday brunch and a significantly better beverage program, replete with premium liquor and all fresh juices and mixes. In addition there are five lobster entrees, serving the best lobster you can buy from Boston and the Northeast.

Steak and lobster specials start at $14.99. Their ultimate goal is to deliver a $25 experience for a $15 check. 

Ruby’s spent about $100 million just remodeling. They are investing in service. They seek to differentiate themselves, differentiate the brand and improve the quality. Eventually that leads to executing at an even higher level.

To Your Success…

Dean Small 

The Colonel Conquers All
The Colonel is on the march. It is one of the great American conquests of our time: the Kentucky Fried Chickenification of the middle classes in the world's emerging economies. Vast swathes of China have fallen under his dominion, and he is making inroads in India and Russia.

With 37,000 restaurants in 110 countries, Yum! The parent company, even eclipses that more famous icon of American colonisation, McDonald's, to rank as the world's largest restaurant chain in terms of numbers of outlets. 

They built up their supply chain and their distribution system quickly, and that gave them a real competitive advantage. When you are setting up restaurants in new territories it is often difficult to procure packaging and to develop good relationships with suppliers, but Yum! now has a nice little edge." 

China has become so important to Yum! that it now splits its sales there into a separate division ranking equal to its US market. Last year, 33 per cent of its operating profits came from China, nudging the 38 per cent from the US, and it sees much greater potential still. Adding in Pizza Hut, which is pitched as a mid-market family dining experience in China, there will be 475 new Yum! outlets in there this year, on top of the record 509 added last year. 

There are almost three times as many KFCs now in mainland China as there are McDonald's restaurants, which opened its doors there just three years later, in 1990. "McDonald's, with its well-known brand, its advertising and its scale, will be a major player. But there is room for both. This is all about the rise of the middle-income consumer in China that is fuelling the growth, the story that we hear so much about." 

All of the Yum! brands are storied American companies. KFC was founded by Harland Sanders in 1952, when he was already an established Kentucky businessman and had earned the title "Kentucky Colonel" for his services to the state. Pizza Hut traces its history back almost as far, and the younger Taco Bell, whose growth has mirrored the growth of the Mexican community and the popularity of its cuisine, was founded in 1962. The three chains were pulled together by Pepsi, the drinks-maker, which ran a restaurant division until 1997, when it decided to spin off the lot. 

In short, the stagnation of its US business does not mean that an American corporation is doomed to stagnate itself, if it can seize opportunities around the world. Yum! is on course to boost earnings by 10 per cent this year, despite falling like-for-like sales in the US. It has peppered its missives to investors with fighting talk, promising to "dramatically improve" its US brands and "aggressive international expansion," with 1,400 new outlets in 2010. It doesn't plan to lose that exclamation mark, and wants to live up to its description of itself: "The defining global company that feeds the world." 

Yum! Brands in numbers 

509 new restaurants opened in China in 2009 

2,950 branches of Kentucky Fried Chicken in China 

1,100 branches of McDonald's in China 

21 East Dawning Chinese food outlets 

$19bn Yum! market capitalisation 

440% share price rise since 2000 

2% operating profit from China in 1998 

33% operating profit from China in 2009 

$9.4 Billion annual sales 

1958 First branch of Pizza Hut opens in Kansas 

1952 Colonel Harland D Sanders opens first KFC in Utah 

11 herbs and spices in KFC's "finger-lickin' flavour" 

1962 Glen Bell opens first branch of Taco Bell in California 

1 number of Taco Bell stores in the UK 

You have to have the right marketing and as they say in Real Estate…Location, Location, Location. 
To Your Success…

Dean Small 

