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Be ready for Spring and Summer

MagnaBlend’Pro
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blending system for
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It’s Our Time to Take a Stand

STEVE LEWIS

oes anyone else feel the
same as I do in thinking that
the political process in this
country is extremely broken?

Let’s take a brief moment to examine
the last 10 months of our esteemed
political process. On the Democratic side,
there were five candidates that entered
the race for the Democratic nomination.
In what seemed to be about 45 seconds,
the field was down to two, an avowed
socialist and a candidate under investiga-
tion by the FBL

Now, how do they pick the candidate
on the Democratic side of the aisle? First
they go out to “the people” during the
primary process to see what the will of
the people might be. But, just in case the
“establishment” doesn’t like the outcome,
they have nearly 600 super delegates that
they can just arbitrarily give to the candi-
date they deem fit for the office — and that
designation has already happened on this
side. Unfortunately for Bernie, he doesn’t
seem to get the message.

On the Republican side of the aisle
there were 17 candidates running for the
nomination. Many of them had good
qualities and probably could have stepped
into the position as well ... but 17? Really?
Was there not an easier way to narrow the
field? Apparently not. And now, there is
some reconsideration and back-peddling
on early pledges signed by all Republican
candidates promising that no matter who
won the primaries, they would all support
the winner. So hard to believe that politi-
cians would not honor a promise made ...
exhausting.

So, what is this disastrous process
getting us? Seventeen individuals working
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overtime, having their staff dig up dirt on
one another, in an effort to derail like-
minded individuals, so one rising star in
the Republican Party can carry the banner
all the way to the White House. Eventu-
ally, someone will carry the banner, but
it will be a banner that is going to be
battered and shredded in a major way.
To the point where, even if a Republican
wins the election, their effectiveness may
be greatly limited ... a very sad state of
affairs.

As I said in my early statement, the
process seriously seems to be broken. So,
what are our options? While the options
may seem limited at this point in time, we
do have a couple that remain: They are to
continue giving to the BURGER KING®
Franchisee PAC and attending the
upcoming NFA/BKC Summit in D.C.

Giving to the PAC, as most of you
know, allows us to give contributions
to the individual decision-makers — the
legislators — in Washington, D.C., without
worrying about the highest office. It's the
day-to-day decision makers that we want
to know us and remember who we are.
And handing out checks and supporting
those who support us is extremely
important. So, if you haven’t maxed out
your PAC giving for the year ($5,000), I
encourage you to do so ... this is a very
important election.

Finally, the Summit! Please don't
forget to attend the NFA/BKC Summit
in Washington, D.C., June 8-10,
and if you want to come in early or stay
late for other events, please visit
www.cvent.com/d/ffqlbr/6X for more
details. Folks, even more than giving
donations to campaigns, doing our own
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campaigning on the Hill is unbelievably
effective. Being able to sit down across
the table from those making decisions
for the most powerful country in the
world is indescribable. The stories of our
lives, how we got started, the struggles,
the successes, what it is like to write a
paycheck for employees, the stress of
knowing you are individually providing
for their families and so on — only we can
tell our stories, and it’s us who they want
to hear from.

The Summit is the second week in
June. Please, set aside a few days; that’s
all we are asking. A few days to go to D.C.
and join other franchisees as we try our
best to influence how our futures might
unfold. Let’s stop looking at everyone and
everything else and focus on what’s best
for us and our businesses. We hold the
key to our own future direction, don’t let
others define it for us ... it never works.

I'll see youin D.C.



Summit 2076

ER - )
BURG :l National
NG, =NFA [

Arlington, Va. June 8-10, 2016

REGISTRATION INCLUDES:
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+ BURGER KING® Franchisee PAC golf outing
« Cocktails and dinner at Army Navy Country Club

+ Pentagon and Arlington National Cemetery tour

INTERNATIONAL

FRANCHISEES:

Visit www.cvent.com/d/ffqlbr
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It’s Time to Send Our Message!!

ANDREW MYERS

ernie, Washington, cheat,

taxes, 1099s, corporate, Rubio,

racist, liar, Cruz, religious right,

dishonest, Carson, mumbling,
experience, Ohio, Hillary, smart, Beng-
hazi, strong, clown, con man, lightweight,
sweater, big ears, Trump, wall, Mexico,
women, crook, NLRB, minimum wage,
$15 per hour, unions, African Ameri-
cans, vote, Iran, Supreme Court, budget,
America great again, disqualification,
untrustworthy, poll, conservative, lady,
corporate, Second Amendment rights,
Wall Street, establishment, Bill, crook,
arrogant, ambitious, legislation, Senate,
military, Fox News, joint employer, tax
reform, Trump University, bankruptcy,
charitable deductions, primaries, Repub-
lican, Electoral College, WOTC, Secre-
tary of State, liberal, socialist, moderate,
devious, exhausted, dependable, litigious,
sneaky, America, president, politician,
super delegate, NFA/BKC Summit,
good, determined, corrupt, God, Syria,
ISIS, children, bonus depreciation, chari-
table deductions, overtime regulations,
college tuition, unite, divide, Reagan revo-
lution, feel the Bern, Constitution, First
Amendment, amnesty, global warming,
Democrat, Bernie, Washington, cheat,
taxes, 1099s, corporate, Rubio, racist, liar,
Crugz, religious right, dishonest, Carson,
mumbling, experience, Ohio, Hillary,
smart, Benghazi, strong, clown, con man,
lightweight, sweater, big ears, Trump, wall,
Mexico, women, crook, NLRB, minimum
wage, $15 per hour, unions, African
Americans, vote, Iran, Supreme Court,
budget, America great again, disqualifica-
tion, untrustworthy, poll, conservative,
lady, corporate, Wall Street, establishment,
Bill, crook, arrogant, gay rights, ambitious,
gun rights, legislation, Senate, military,
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June 8-10, Washington, D.C.,
Fox News, joint employer, tax reform,
Trump University, bankruptcy, chari-
table deductions, primaries, Republican,
electoral college, WOTC, secretary of
State, liberal, socialist, moderate, devious,
exhausted, dependable, litigious, sneaky,
America, president, politician, super dele-
gate, scandal, ambitious, leader, good,
determined, corrupt, God, Syria, ISIS,
children, bonus depreciation, charitable
deductions, overtime regulations, college
tuition, unite, divide, Reagan revolu-
tion, feel the Bern, Constitution, First
Amendment, amnesty, global warming,
Democrat, Bern, Washington, cheat,
taxes, 1099s, corporate, Rubio, racist, liar,
Cruz, religious right, dishonest, Carson,
mumbling, experience, Ohio, Hillary,
smart, Benghazi, strong, clown, con man,
lightweight, sweater, big ears, Trump,
wall, Mexico, women, crook, NLRB,
minimum wage, Register Today

at www.cvent.com/d/ffqlbr,
unions, African Americans, vote, Iran,
Supreme Court, budget, America great
again, disqualification, untrustworthy,
poll, conservative, lady, corporate, Wall
Street, establishment, Bill, crook, arrogant,
ambitious, legislation, Senate, military,
Fox News, joint employer, tax reform,
Trump University, bankruptcy, chari-
table deductions, primaries, Republican,
electoral college, WOTC, Secretary of
State, liberal, socialist, moderate, devious,
exhausted, dependable, litigious, sneaky,
America, president, politician, super
delegate, scandal, ambitious, leader, good,
determined, corrupt, God, Syria, ISIS,
children, bonus depreciation, charitable
deductions, overtime regulations, college
tuition, unite, divide, Reagan revolu-

tion, feel the Bern, Constitution, First

Amendment, amnesty, global warming,
Democrat, Bernie, Washington, cheat,
taxes, 1099s, corporate, Rubio, racist, liar,
Crugz, religious right, dishonest, Carson,
mumbling, experience, It's Time to
Make a Difference!!, lightweight,
sweater, big ears, Trump, wall, Mexico,
women, crook, NLRB, minimum wage,
$15 per hour, unions, African Americans,
vote, Iran, Supreme Court, $15 per hour,
budget, America great again, disqualifica-
tion, untrustworthy, poll, conservative,
lady, corporate, Wall Street, establishment,
Bill, crook, arrogant, ambitious, legislation,
Senate, military, Fox News, joint employer,
tax reform, Trump University, bankruptcy,
charitable deductions, primaries, Repub-
lican, Electoral College, WOTC, Secretary of
State, liberal, socialist, moderate, devious,
exhausted, dependable, litigious, sneaky,
America, president, politician, super
delegate, scandal, ambitious, Ohio, Hillary,
leader, good, determined, corrupt, God,
Syria, ISIS, children, bonus depreciation,
charitable deductions, overtime regulations,
college tuition, unite, divide, Reagan revo-
lution, feel the Bern, Constitution, First
Amendment, amnesty, global warming,
Democrat, smart, Benghazi, strong, clown,
con man, scandal, ambitious, leader, blah
blah blah blah blah!!!
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Home of the WHOPPER and the World’s
Largest Navajo Code Talkers Exhibit

he Navajo Code Talkers are now known as America’s secret

weapon in defeating the Japanese in World War II. However,
what is not commonly known is that hidden inside the Kayenta,
Arizona, BURGER KING® is the world’s largest exhibit on this
famed counterintelligence program. Richard Mike, co-owner of the
Kayenta BURGER KING and three other BK® Arizona-area restau-
rants, is the son of revered Navajo Code Talker King P. Mike.

The Navajo Code Talkers were part of a program used by
the U.S. Marines to code messages over radio and walkie-talkies
during the war and became one of the most potent weapons used
by America in the Pacific campaign. Before the creation of this
program, the U.S. military faced a recurring problem in which
every code they developed was broken by Japanese cryptogra-
phers. The Navajo Code Talkers were so successful at translating,
transmitting and interpreting combat messages that eventu-
ally 450 of them were used in every major operation involving
the Marines in the Pacific Ocean theater from Guadalcanal to
Okinawa. During the invasion of Iwo Jima, six Navajo Code
Talkers were operating continuously and sent more than 800
messages, all transmitted without error.

It wasn’t until 1968,
during a reunion of the
4th Marine Division,
that information about
the Navajo Code Talkers
became public and their
deeds were “declassi-
fied.” Reunion orga-
nizers decided to march
the Navajo Code Talkers
from their 4th Division
membership down the
streets of Chicago as part
of their reunion activi-
ties. Before this event, neither the vast majority of the Navajo
people nor American civilians knew anything about the contribu-
tions of the Code Talkers.

The very first Navajo recruits realized they had to craft a code
from their native tongue for a government that had forbidden
them to speak their own language while they were in boarding
school. These first Navajo Code Talker recruits are referred to
as the “first 29,” or just “the 29,” as they developed the code by
taking words from the Navajo language representing the imple-
ments of war. For example, the names of different birds stood for
different kinds of planes. Different fish stood for different kinds of
boats. The initial code consisted of 211 vocabulary words, which
was later expanded to over 400. None of the code was written
down and it had to be memorized so no copy could fall into the

Code Talkers with Sen. John McCain (R-AZ),
Jan. 13, 2001.
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hands of the Japanese.
King P. Mike
graduated from
Phoenix Indian
School in 1938 and
was probably the only
Navajo Catholic Alter
Boy in existence in the
entire United States.
This would play a
significant part in his
life as most of the
Navajo Code Talkers
were raised in Navajo
religion, which
believed that there
was no life after death

Navajo Code
Talkers at work.

except for some bad spirits that might leave a curse on some of
their personal possessions. Generally, the Navajo Code Talkers
wouldn’t take any war trophies lest they be cursed. King P. Mike
believed that man had a soul and the righteous would go to
heaven so he collected trophies and sent them home without any
fear of bad spirits or ghosts associated with any Japanese trophies.
He carried these trophies in three large steamer trunks that
he hauled every time he moved. King P. Mike was assigned to
the First Provisional Brigade in Guam, and the Marines were
pretty well wiped out after they conquered Guam. All the Marine
stragglers from various platoons, brigades and companies were all
assigned to a new Marine Division — the 6th Marine Division.
After Guam, King P. Mike was reassigned to the 22nd Regi-
ment before the invasion of Okinawa. He was then part of Okina-
wa’s Sugar Loaf Hill battle, also referred to as The Battle for Sugar
Loaf Hill. More Marines lost their lives in the assault of Sugar Loaf
Hill than in any battle in the history of the Marine Corps. The Japa-
nese had taken the hill 10 times and 2,662 Marines from the 22nd
Regiment had lost their lives. King P. Mike directed naval gunfire
from the bottom
of the hill as well
as giving the Navy
flyers the bombing
coordinates to aim
for. Presently, Sugar
Loaf Hill is encased
in cement, as there

Navajo Code Talkers
take a break during
one of their training
sessions.




Thousands of Navajo males went to register for the draft after news of the
bombing of Pearl Harbor. Many of them brought their own weapons, but
unfortunately, most of them could not speak English.

are still unexploded ordnance and incendiaries inside the hill. The
6th Marine Division suffered the highest casualty rate of all the
Divisions on Okinawa with a total number of killed or wounded
reaching 9,121 men. The 4th Regiment lost 2,965, either dead or
wounded; 2,836 was the total of the 22nd Regiment; and the 29th,
who lost an excessive number of men when they fought for Sugar
Loaf, totaled 2,701 wounded or dead.

King P. Mike donated his war memorabilia to franchisees
Richard Mike and Nina Heflin. Mike and Heflin opened their
first BURGER KING restaurant in 1988, and King P. Mike gave
his memorabilia to the Kayenta location the following year. After
spending a year researching and identifying the foreign objects —
such as Japanese flags, certificates of deposit, hand grenades, post

cards, letters, battery boxes and objects labeled in Japanese — the
items were installed and exhibited in the restaurant.

“The Navajo Code Talker display definitely increased traffic
to our restaurant. Many tourists, as well as some of our local
people, have come specifically to see the exhibit because of the
photographs of their relatives when they were 40 to 50 years
younger. We were the only Navajo Code Talker exhibit back
in 1990. Presently, however, a number of Navajo Code Talker
exhibits have popped up because of their popularity. The Navajo
Nation Museum as well as the Monument Valley Tribal Park
each have a Navajo Code Talker exhibit. Also the Tuba City Tribal
Hotel has a Navajo Code Talkers exhibit. All of these exhibits are
an attraction to the tourist, and each new exhibit brings more
information and new photographs to the table, adding more
information and knowledge about the Navajo Code Talkers,” said
Richard Mike.

The exhibit is even listed as the first and most highly rated
suggestion of “things to do” in Kayenta on tripadvisor.com. A
level six contributor, The GreatDane46, described the combina-
tion of the museum and the restaurant as, “... a very good way
to get your family to a museum! The BURGER KING itself is nice
and clean. The staff is friendly and helpful and the food is great.”
It is no wonder why guests travel from far and wide to enjoy this
historical presentation alongside a WHOPPER® sandwich.

Amerex Fire Suppression Systems

Less agent, fewer nozzles, and higher
nozzle height.
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Ph: 205-655-3271
Fax: 800-654-5980
sales@amerex-fire.com
www.amerex-fire.com

Wet Chemical agent with a low pH that's
non-corrosive to stainless steel

ANSI/UL300, ULC/ORD 125.8-1995,
LPCB, CE, MEA, AND SOLAS listings
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IFA Names Guillermo Perales 2015 Entrepreneur of the Year

Guillermo Perales, president and
CEO of Sun Holdings, Inc., was named
the 2015 International Franchise Asso-
ciation (IFA) Entrepreneur of the Year.
According to the IFA, the Entrepreneur
of the Year Award is given annually to a
visionary who is willing to take risks and
who possesses the management skills
necessary to create a successful fran-
chising business enterprise. The formal
presentation of this award occurred during
the Association’s 56th Annual Conven-
tion, Feb. 20-23, in San Antonio, Texas.

Perales, a native of Mexico, traveled
to the U.S. in order to pursue a career
as a businessman and entrepreneur.

He graduated with high honors from

the Monterrey Institute of Technology
and Higher Education and received his
master’s degree in business administration
from Texas A&M University. Immediately
after graduating, Perales launched his
franchise career by founding Sun Hold-
ings, Inc. and opening his first Golden
Corral location in 1997. Perales is now

the eighth largest restaurant franchisee
and the largest Hispanic franchisee in

the United States. His portfolio boasts
BURGER KING®, Popeyes Louisiana
Kitchen®, Krispy Kreme®, Arby's®, Golden
Corral®, Cici's Pizza® and T-Mobile®. He

B s
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Printer and
Fastener Solutions

FOOD SAFETY LABELING

MADE SIMPLE

- Simplify the date-coding process compared to
conventional labeling
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- Standardize the process across all stores
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AVERY DENNISON
ELEVATE BRANDS

ACCELERATE PERFORMANCE

Guillermo Perales,
president and CEO
of Sun Holdings,
Inc., was awarded
the title of the 2015
International Fran-
chise Association
(IFA) Entrepreneur
of the Year.

now owns more than 620 businesses in
the United States and has created over
14,000 jobs.

Perales reports that 2015 was a great
year for Sun Holdings, as they were very
active in the system. “We have done
seven acquisitions of BK® stores in Texas
this year and opened eight new stores. We
have done 56 remodels in Orlando with
five scheduled for this year and over 70 in
Texas in the last few years. We still have
plans to do 50 or so remodels in Texas in
the next few years with the acquisitions
we did in 2015. We also implemented a
more aggressive bonus plan focusing on
excellence in operations and OPL.” He
continued, “I am also honored and proud
to represent the Hispanic franchisees, and
we, as a group, have been able to success-
fully increase the number of stores in

LEARN MORE

averydennison.com/food
1-800-543-6650 prompt 5
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Hispanic hands. We are also trying to
bring in new Hispanic leads for suppliers
and franchisees. I am happy with the
way sales are progressing as a system,
and hopefully we can add another $100
million in sales in 2016.”

This is by no means the first honor-
able recognition Sun Holdings or Perales
has received. The company, under
Perales’ leadership, boasts a long port-
folio of awards, honors and recognitions,
including being identified as the Top 10
fastest-growing company in the Dallas/
Fort Worth area by Southern Methodist
University’s Cox School of Business,
ranking in the top 20 of the Hispanic
Business 500 and being identified as one
of the top 10 largest franchisees by the
“Restaurant Finance Monitor.”

Perales was featured on four occasions
in “Latino Leaders” Magazine’s annual
“101 List” as one of the most influential
Latinos in the United States. He has been
recognized on three separate occasions
with the Entrepreneur of the Year Award
for outstanding leadership, as well as
honored with the International Business
Achievement Award by the Regional
Dallas Chamber’s International Business
Council. Perales was also nominated to the
position of President of the International
Hispanic Franchisee Association (IHFA).
As the IHFA president he represents the
Hispanic BURGER KING franchisees on
the BKC Inclusion Advisory Council and
has a seat on the NFA board of directors.

Outside of this robust history of
accolades and obvious tenacity to push
Sun Holdings forward, Perales is also a
big proponent of philanthropic endeavors.
He is actively involved in a number of
community groups and regularly donates
to various causes such as providing
scholarships to thousands of veteran meal
donations. He believes that a business
cannot thrive without taking an active
hand in cultivating strong communities.
This belief appears to have served Perales
well as he, and Sun Holdings, continue
to thrive while helping the surrounding
communities prosper alongside them.



Cave Enterprises Shops with Cops
and Brings the Community Together

ave Enterprises’ BK® restaurants in

and around Kingsford, Michigan,
hosted a fundraiser along with more
than 20 law enforcement officers for the
annual Shop with a Cop event, Dec. 12
and Dec. 15, 2015. During this event,
officers donated their time to take 35
children from Florence County and the
Iron Mountain/Kingsford area out to
eat, enjoy some holiday shopping and to
get to know the officers in the commu-
nity. Although this event provides gifts
for those in need, the most beneficial
result of this effort is that the officers get
the opportunity to spend time with the
children in a positive environment. The
Kingsford Police Department reached
out to Cave Enterprises to set up the
initial event six years ago and have since
continued to host the event together every
year.

“We take every opportunity to get
involved in any local community event
and try to partner with local schools and
other organizations to help raise money
and awareness through our fundraising
initiatives,” said Adam Velarde, Cave
Enterprises franchisee.

The event is put together through
local schools where the children are
nominated by their teachers to partici-
pate. Each officer is paired with one
child, and every child receives $150 to
spend while shopping. However, the
$150 is not all for them, as the children
must first buy a gift for the Giving Tree
charity, a donation program for under-
privileged youth. They then buy for their
individual family members and may
finally buy a present for themselves with
what is left over.

The officers hope it teaches the
children how to shop while considering
whose priority is first and how to budget
accordingly. The groups first met at the
Kingsford restaurant and enjoyed lunch
courtesy of Cave Enterprises. Santa and

Mrs. Claus were even able to make a
special appearance at the event. The chil-
dren were then personally escorted by the
officers in their patrol cars to a store across
the street where they enjoyed shopping
for others while building relationships
together.

Better yet, the children and commu-
nity can look forward to more events
courtesy of Cave Enterprises. The compa-
ny’s restaurants host several benefit nights
for local charities and family fun nights
with arts and crafts, free of cost, for the
neighborhood families each month.

“We are driven as a team to continu-
ally grow with our communities and give
back. General managers Karen Antill
and Carol Hagerty feel honored to be
long-standing members of the Shop with
a Cop program and will continue to do
so for many more years to follow,” said
Candis Mata, district manager. “Cave, as
a company, takes a lot of pride in getting
involved with the community; with all
their support and focus, we are looking
forward to doing many more great things
in the future.”

Mr. and
Mrs. Claus
made an
appear-
ance at the
Shop with a
Cop event,
much to the
delight of
the children.

More than
20 officers
participated
in the Shop
with a

Cop event,
beginning
with a
community
meal at two
of Cave
Enterprises’
Kingsford-
area
restaurants.
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OCEDON Hosts Successful Holiday Event and Food Drive

Santa visits with Bob Mueller, OCEDON'S office
manager.

Mpr. and Mrs. Claus spend time with the
youngest attendee at OCEDON’s Edgewater

Santa listened to the wish lists of many during his
visit at store #12921.

BURGER KING holiday event.

he Edgewater, Colorado, BURGER KING® owned by

OCEDON, celebrated the holidays by giving back this year.
To commemorate this selfless holiday spirit, the restaurant hosted
a holiday party and food drive, Dec.19, 2015. Mr. and Mrs. Claus
even appeared at the event.

A Christmas tree complete with red garland and bows
welcomed guests into the restaurant for the party. Santa sat
and talked with young and old about their Christmas wish lists,
while coloring contests were held throughout the event for the
children’s enjoyment. Several winners were selected and their
artwork remained on display for several weeks in the restaurant.

Guests were asked to bring canned food and dry goods to
the party for donations. To ensure a good turnout, the event was
promoted through fliers, bag stuffers and the “Edgewater Echo’s”

local calendar of events section. The promotion appeared to have
worked well as the people of Edgewater collectively contributed
more than five cases of canned goods during the three-hour event
to donate to local food pantries. Judging by the guests” positive
reactions to this endeavor, the Edgewater location is anticipating
that Santa will visit again next year.

“OCEDON is very pleased with this first holiday event at
our Edgewater location. Food drives are always needed in virtu-
ally every community. This necessity is more so felt by those
in need around the holidays, when they may not have much
else. Through community outreach efforts, such as this one, we
hope to not only become closer with our BK® guests, but to also
become closer to the entire community in which we are proud to
do business in,” said franchisee Elena Donahue.

Local Spotlight on BK Employee Jamie Guzman

ri-City Foods Inc. employee Jamie

Guzman was interviewed for the
“Chicago Tribune” while working a
Saturday shift at BK®, Dec. 26, 2015.
Guzman was selected randomly for the
interview for the Shout Out segment, a
weekly feature that highlights indi-
viduals from the Chicago area as a
means to introduce its readers to fellow
community members.

“It is not every day that one of our
own is featured in an interview, sporting
the BK uniform, for the “Chicago
Tribune.” Our employees are the face

BK employee Jamie
Guzman was selected
for an interview for the

“Chicago Tribune.”
10
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of our company and Tri-City Foods is proud of the way Jamie
Guzman represented us and BURGER KING® as a brand,” said
Tri-City Foods Inc. franchisee Shoukat Dhanani.

Guzman is a Melrose Park resident and a West Leyden High
School senior. She currently works at the BURGER KING located
in Franklin Park as part of a co-op program with her high school in
an effort to graduate early. The ambitious senior began working at
the restaurant in October 2015 and currently works in the kitchen.
She is aiming to attend Triton College for two years before transfer-
ring to Northern Illinois University to become a registered nurse.

During her interview, Guzman gave some advice for anyone
in the foodservice industry, “You have to be steady and know
what you're doing. Be prepared, because sometimes people order
the craziest things!”



Putting Christmas Proudly on Display

URGER KING®

brought Christmas
cheer to the town of
Cornelia, Georgia, this
year. The Christian roots
of the Christmas holiday
have become the source
of controversy in America
over the years. In today’s
age, being politically
correct, or all inclusive,
often marks the difference
between an organization’s
ability to sink or swim.
However, sometimes
taking a bold move to
represent a beloved religious holiday can bring hope and refresh-
ment to a society so focused on being inclusive that it sometimes
ends up excluding some beliefs altogether.

North GA Foods, Inc.”s Cornelia location was a success story
of such representation. Rather than plastering the more innocuous
“Happy Holidays” slogan on its restaurants, the company’s owners

North GA Foods celebrates Christmas
with painted windows that garner respect
and appreciation from the community of
Cornelia, Georgia.
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decided to embrace their Christian beliefs in hopes that others would
appreciate the display. The company paints the windows of several
of its BK® locations with distinctly Christmas-themed images and
has tried to do so every year since opening their first restaurant.

“The windows in our first BURGER KING® in Cornelia
have been painted with scenes that included camels, shepherds,
wise men, angels, the Bethlehem star and the Nativity scene
since opening in 1985. Similar paintings are now in several of
our BK restaurants every year. Different artists have been used
throughout the years; however, we have been fortunate enough
to find two very talented artists, Tom Ingraham and his daughter,
Christy Bowen, who have painted various scenes for about 10
years,” said franchisee David Irvin. “Also, there is a painting
wishing everyone Merry Christmas and a Christmas tree with
ornaments saying Peace, Joy, Hope and Love. Christmas is the
time of year we celebrate the birth of Jesus. My brother, Johnny,
and I hope people viewing the paintings will receive as much joy
from them as we did when having them painted.”

Irvin’s wish to bring joy has been accomplished, as the story
of the Christmas-filled windows and the Christmas message was
spread throughout local news outlets and many applauded the
move across various social media platforms.

2016 ISSUE 1 EnraEz 11

Flame



Republic Foods Partners with Job
Creators Network for E2E Program

epublic Foods, Inc. has partnered with

Job Creators Network (JCN) to pilot
its newest initiative called the “Employer to
Employee” Education Program, or E2E. The
E2E program aims to leverage employees’
support for free enterprise through basic
public policy education. The program accom-
plishes this goal by providing employers
across America with tools, materials and
the guidance they need to educate their
employees about the impact of govern-
ment policies on their jobs, pay, benefits, tax
deductions and the impact on their families.

The E2E program and Job Creators
Network are nonpartisan efforts that will
not endorse candidates, political parties
or partisan organizations. The objective
of the E2E program is simply to promote
a better-informed public by providing
information to employers that may then
be legally disseminated to employees. The
philosophy of this initiative lies in creating
a well-informed public to be the best
defense against bad public policy.

“We conduct employee surveys twice
ayear, and one of our significant find-
ings is that we weren’t doing a good job of
communicating throughout all levels of the
organization. We were not doing a good
job communicating our goals and objec-
tives as an organization, and we looked at
this [program] as a great way to connect
and provide education for employees and
make an emotional connection,” recounted
Eric Oppenheim, executive vice president
of Republic Foods, Inc. “It’s on public policy
issues that impact our business the most, and
we don't feel that in the mainstream world
public policy is really shared with employees.
That is why we decided to test this program
and share the many different components to
it.”

The E2E message was created through
focus groups and a national online survey of
registered voters to develop minimum wage
messaging and solutions for the business
community, the findings of which were
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L-R: Bill Mitchell, Republic Foods’ director of
operations, iPad mini winners Patrina McWil-
liams and Kayla White, and Eric Oppenheim.

presented at a meeting in Washington, D.C,,
Oct. 1. The program is an internal commu-
nications tool that uses various media, such
as paycheck stuffers, workroom posters,
email publications, an educational website
and a mobile app. To encourage employee
participation, employees who downloaded
the app and signed up for the newsletter
were entered to win prizes. Prizes included
Amazon gift cards and an iPad mini for both
employees and the store manager of which-
ever employee won. The research and pilot
program included a video brochure that

was also sent to all restaurant managers in
concert with email newsletters to managers
and franchisees.

The website component of the E2E
program, informationstation.org, is an
online warehouse of practical information
regarding policy and legislative endeavors.
The website provides information in an
easy-to-understand manner to effectively
educate employees and provide them with
policy knowledge to best make decisions for
themselves and their families. This infor-
mation ranges from taxes and interest to
interpreting the implications of legislative
issues and the effects they could have on
employers, and hence, on employees. To
ensure the information is easy to under-
stand for most people, all information on
the website is also available in Spanish. In
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addition to this component, every month,
the program sends out education cards with
anew message. These education cards are
also accompanied by e-newsletters that
contain a digital file of the education cards
and distribution instructions.

Republic Foods implemented the pilot
in October 2015 for what was originally
intended as a three-month program.
However, after its launch, Oppenheim
said they felt it best to extend the pilot to
a six-month time frame. “We were having
trouble measuring the success of the
program, and felt we needed more time
to measure its results and build commit-
ment from our field personnel. We had
full commitment from mid executive and
middle management, but it takes time
to build commitment all the way down
to field staff. We found this in our pilot
group: Getting feedback and effecting
change takes time, and so it is something
we have to communicate, monitor, ask for
continuously and build over time. But we
are committed to it, and we certainly don’t
want it to be the flavor of the month. The
information is there; it is something that
is not political and not policy-based but is
fact-based. We are privileged to have been
selected to pilot it, and the more people we
can educate on public policy and job pay,
we feel very proud about that,” concluded
Oppenheim.

The E2E program third-quarter 2015
results showed that the program provided
unprecedented access in its history to busi-
ness operations and completed interviews
with franchisees to identify commonali-
ties in their employee communications.
JCN calculates that the E2E program will
be used by 10 franchisees, more than 160
locations and nearly 4,000 employees for
the pilot in the fourth quarter. Currently,
the employers on track to implement
E2E include: The Home Depot; Georgia
Aquarium; Stanley, Black and Decker;
QEP; BURGER KING and Academica.



East Coast Snowed in by Winter Storm Jonas

Team members had to shovel the doors and walkways before being able to access the restaurant.

manager of the Adelphi, Maryland, location, was on-hand to help shovel the mountainous snow.

anuary’s epic Winter Storm Jonas left

behind a huge, snowy mess, with more
than 28 inches falling in a 48-hour period.
Here is a recount of the event from Bill
Mitchell, director of operations for the
Washington, D.C.-area franchise Republic
Foods:

Due to the very dangerous conditions,
Republic Foods had to close its stores down
Friday, Jan. 22, at 6 p.m. and remain closed
through Saturday. On Sunday morning,
the stores were buried in snow!

The back roads hadn’t been plowed
and the entrances to the restaurants were
blocked with snow piles from plowing
of the main roads. High winds Saturday
evening blew snow drifts in front of the
main entrances.

The team spent Sunday morning
digging out and got nine of our 18 stores
open Sunday — within 24 hours of the end
of one of the worst snowstorms in history!
On Monday morning, less than 36 hours
from the end of the storm, all 18 stores
were open. The team rose to the challenge
and beat competition getting open.

It will take some time to recover
from the financial impact of the storm.

Luckily, the team was on a great sales
roll before the storm, which will help
soften the blow. Republic Foods had 18.9
percent sales increases and 21.7 percent
increases in Customer Count for the
month of January going into the storm.
Despite being closed from Friday night

On Sunday morning, entrances to the restaurants,
like this one on Waugh Chapel Road in Gambrills, Maryland, were blocked by snow piles from the plowing of the main roads.

Otelia Venture, assistant

through Sunday morning in half the
stores and Monday morning in the other
half, Republic Foods was still positive

in sales for January by 3.9 percent with
positive Customer Counts of 4.5 percent.
This is a testament to the strong team of
Republic Foods, Inc.

et
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What to Expect with the GARDEN GRILL Exterior Remodel

Two of South Coast Enterprises’ Jacksonville, Florida, restaurants were recently remodeled to the GARDEN GRILL design.

f you are due to remodel any of your BURGER KING® loca-

tions and have yet to begin, the time to start planning is now.
South Coast Enterprises recently remodeled two of their Jack-
sonville, Florida-area restaurants to the GARDEN GRILL design
and offered some advice for those preparing to implement the
remodel for their own locations. President of South Coast Enter-
prises Vance Rossell advises, “I would suggest, if you have to do
it, the earlier you start the better. Because, when you get into the
fall, you're dealing with holidays, you're dealing with weather and
you're racing against the clock. You don’t want to do that. Get out
in front of this and complete it before the holidays.”

This race against the clock is especially tight as new designs
feature new products, which often involve unforeseen issues.

The GARDEN GRILL exterior remodel took two weeks longer
for South Coast Enterprises than the 20/20 design because of
ordering issues. Rossell used two different contractors for the
remodels and reports that both projects incurred the same
problem of running out of a particular material three-fourths of
the way through the job. After assessing this dilemma, it was
found that this shortage was due to the fact that the siding is
also used on the backside of the two towers, whereas in the past,
stucco was traditionally applied.

The material, Nichiha fiber cement, is a new product used
specifically for the GARDEN GRILL remodel for the tan vertical
siding on the buildings. “Part of the issue with this install [of
Nichiha] is that there are a lot of components that go into it:
corner pieces, clips, filler, corner plates — it is a lot more cumber-
some, especially as a lot of contractors don’t have experience with
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it. My general contractor said they ran out because they ordered
directly from the manufacturer, and the manufacturer did not pick
up from the drawings that they needed to use the siding on the
backside as well,” continued Rossell. “Our architectural plan is
reviewed by corporate. Perhaps their plans weren’t clear, but he
also discerned that the remodel itself is really no different from
the remodels we have done all along." There is the option to

use the Nichiha fiber cement or a faux stone for the siding of the
buildings.

Aside from the siding material issue, the most common issues
for the GARDEN GRILL exterior remodel were associated with
landscaping and drive-thru lane compliance. Jay Twilley, senior
manager of Mid-Atlantic construction, found some common issues
seen across the country for the remodels he believes were caused
by an unclear language in design specifications. “I would advise
having a preconstruction meeting with your architect and selected
general contractor to walk through the entire job to ensure all bases
are covered. That is critical,” urged Rossell.

The construction industry is becoming increasingly busy,
and as a result, costs and schedules are becoming more volatile. If
you are preparing to remodel any of your BK® locations, choose a
contractor as soon as possible and talk with other franchisees in
your area about referrals. Lastly, be sure to clearly communicate
to your general contractor and manufacturer that the siding will
also be used on the backs of the towers to avoid material issues
down the road. With these tips in mind, you will experience fewer
surprises during the process, which translates to your guests
enjoying a freshly remodeled restaurant sooner.



TOMS King Prepares First Pre-Fabricated Drive-Thru-Only BK

Although drive-thru-only BURGER KING® restaurants are
in existence, as of now, they are not common. However, given the
changing consumer demand and site landscape, they are a viable
option when considering expansion, especially when focusing on
the commuter population and lower operating costs. Through a
modernized process, these drive-thru-only restaurants are now
available in newly designed, pre-fabricated models. The first of its
kind is currently being mapped out by TOMS King Services LLC
and will be officially unveiled in spring 2016.

“This is the first in the system. It is a pre-mapped, pre-
fabricated modular construction. It is built off-site and trans-
ported. However, it is not uncommon to QSR retailers,” said Matt
Carpenter, TOMS King franchisee.

Two details drove TOMS King's decision to build the drive-
thru-only model: site characteristics and trade area characteristics.
“The parcel of land was too small for a traditional restaurant but it
is an important enough trade area that we wanted a presence on
this land,” detailed Carpenter. “The trade area characteristic is that

it is at the intersection of a U.S. highway and a very busy county
road. There is a tremendous amount of car traffic at this location,
and we believed we could get commuters coming in and out of the
city, which we consider a drive-in rather than a dine-in situation.
We are predominantly attracting the commuter customer.”

Preparation of the site will take approximately 45 days,
during which the off-site construction company will ready the
structure and assemble it onsite once the buildout is complete.
TOMS King is currently waiting to begin construction at their
Cary, lllinois, location until the harsh northern winter weather
subsides. The restaurant is scheduled to officially open in May
and will feature two drive-thru lanes.

This particular BK drive-thru is also a new prototype in itself
and will feature a fresh aesthetic. “As with other drive-thru-only
locations, this new prototype is a much smaller building compared
to traditional BK restaurants, with no public restroom or dining
rooms. For that reason, it requires less staff [to operate] and we
certainly anticipate lower labor costs,” concluded Carpenter.

BURGER KING Helps Those in Need Find Shelter from the Storms

he New Year brought torrential flooding that wreaked havoc

across Missouri in the first week of 2016. This series of storms
was the worst flooding the state had seen in 20 years. The damage
was further intensified due to the St. Louis, Mississippi, Missouri
and Meramec rivers all overflowing into the surrounding areas,
leaving a large stretch of counties in a state of emergency. One of
the areas that was severely affected by the storm was the county of
St. Louis, where many were stranded or left displaced for several
days. However, despite the grim circumstances, a silver lining was
seen in this time of need, courtesy of BURGER KING®. The St.
Louis-area BK®, owned by Drury Restaurants, fed approximately
60 volunteers who were working to assist victims and families
impacted by the flooding.

“I received a call from a contact through the National
Restaurant Association inquiring if we would be willing to assist
in feeding the Red Cross volunteers that were working the cases
for the families

impacted by the
flooding. Being
a past chair of
the Red Cross,
and knowing
the outstanding
work that these
men and women
do during times
of crisis like this,

it was an easy
decision. I drove
up in the snow,

Drury Restaurants’ employees offered to help feed
the Red Cross volunteers on a Saturday night,
including franchisee Joel Neikirk (far right).
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St. Louis County Executive Steve Stenger publicly thanked BK on Twitter
for providing relief to those affected by the severe flooding in St. Louis
earlier this year.

made the delivery of food and took a few moments to personally
thank them for their volunteering and commitment to help the
local residents of the surrounding communities impacted,” said
franchisee Joel Neikirk. “The work of the Red Cross goes unseen
many times and continues for weeks after any natural disaster
occurs. Our community was blessed and fortunate to have so
many volunteers come from all over the country to help.”

A number of BK team members were also directly impacted
by the flooding and were evacuated from their homes for
several days. Drury Restaurants helped find many of these team
members shelter in one of the hotels the franchise operates in the
area. However, this diligence to the county and its staff did not
go unnoticed — the Red Cross, Emergency Operations and local
elected officials were equally appreciative of Drury Restaurants’
efforts. The company was even publicly thanked via Twitter for
its outreach by the county executive of St. Louis County, Steve
Stenger.
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Health+

Mize Houser & Company/PayPlus+
BB&T Insurance Services/NFA* Plus
Dr Pepper Snapple Group

The Coca-Cola Company

Balboa Capital

FBD - Frozen Beverage Dispensers
HyperActive Technologies, Inc
rapid! PayCard

SICOM

Amerex Corporation

Avery Dennison RBIS

Citizens Bank Restaurant Finance
Dunbar Armored

Ecolab

Gycor International

Néstle Waters North America

RF. Technologies, Inc.

Restaurant Services Inc. (RSI)
S&D Coffee and Tea

Simplot

talentReef

TCF Equipment Finance

Tyson Foods

Wrigley Foodservice

3M Company

Allen Industries, Inc.

Alliance Payroll Services

American Security Products Company (AMSEC)
ANX

APPI, LLC

ARYZTA — Otis Spunkmeyer
Automated Equipment LLC
CCImage Group, Inc.

City National Bank

Daktronics, Inc.

DAR PRO Solutions

Direct Capital Corporation

Duke Manufacturing Co.

Elarbee Thompson Sapp & Wilson, LLP
Emser Tile

Envysion

Filtercorp

FMP — Franklin Machine Products
Franke Foodservice Supply
Frontline International

General Mills, Inc.

HME

Hoshizaki America, Inc.
Hospitality Mints

International Cold Storage

Ken’s Foods, Inc.

Kidzpace Interactive Inc./Touch2Play
Lamb Weston

Mach 5 Leasing

Manitowoc Foodservice

Marlin Business Services Corp

Partner

Partner
Diamond
Diamond
Emerald
Ruby
Ruby
Sapphire
Sapphire
Sapphire
Pearl
Pearl
Pearl
Pearl
Pearl
Pearl
Pearl
Pearl
Pearl
Pearl
Pearl
Pearl
Pearl
Pearl
Pearl

Assoc. Mbr.
Assoc. Mbr.
Assoc. Mbr.
Assoc. Mbr.
Assoc. Mbr.
Assoc. Mbr.
Assoc. Mbr.
Assoc. Mbr.
Assoc. Mbr.
Assoc. Mbr.
Assoc. Mbr.

Assoc. Mbr.
Assoc. Mbr.
Assoc. Mbr.
Assoc. Mbr.
Assoc. Mbr.
Assoc. Mbr.
Assoc. Mbr.
Assoc. Mbr.
Assoc. Mbr.
Assoc. Mbr.
Assoc. Mbr.
Assoc. Mbr.
Assoc. Mbr.
Assoc. Mbr.
Assoc. Mbr.
Assoc. Mbr.
Assoc. Mbr.
Assoc. Mbr.

Assoc. Mbr
Assoc. Mbr
Assoc. Mbr

Christy Williams
Stephanie Luke
Crystal Sanderson
Kelton Graham
Charlita Stephens-Walker
Paul Herrera

Tim Garrett
Ashley Piomelli
John Laudani
Wendy Kemmerer
Lisa Jones
Annette Slusser
John Dysart
Autumne Shannon
Diane Joyce

David Rogers
Kevin Thompson
Bruno Hilgart
George Hoffman
Glen Quintana
Ray Spedding
Abby Sandbach
Bill Johnson
Kathy Black

Sarah Glisman
Joe Ciampi

Betsy Swan

Chris Murphy
Beth Hensley
Kerri Kalfaian
Carrie Shepard
Pauline Sassine
Keith Fossen
Marc Berbenick
Subbu Viswanathan
Mary Jo Manning

William Borrelli
Richard Henderson
Rick Garriga
Douglas H. Duerr
Paul Makowski
Chris Crawley
George Montecino
Michael A. Conte Sr., CPIM
Stephen Walls
Giovanni Brienza
Randy Anders

Paul Kooser

Travis Rieken
Samantha Kerr
Lynne Clatterbuck
Nick Spanos

Tom Ralphs

Tracy Leon Pozzobon
Scott DeJong

Joan M. Salah
Steve Shaclumis

Support the Vendors
that Support Your Association

. CONTACTNAME ~ : EMAIL

christyw@nfabk.org
sluke@mizehouser.com
csanderson@bbandt.com
kelton.graham@dpsg.com
cstephenswalker@coca-cola.com
pauleh@balboacapital.com
tgarrett@fbdfrozen.com
apiomelli@gohyper.com
jlaudani@rapidpaycard.com
sales@sicom.com
ljones@amerex-fire.com
annette.slusser@averydennison.com
john.p.dysart@citizensbank.com
autumne shannon@dunbararmored.com
diane.joyce@ecolab.com
drogers@gycorfilters.com
kevin.thompson@waters.nestle.com
brunoh@rftechno.com
ghoffman@rsilink.com
quintanag@sndcoffee.com
raymond.spedding@simplot.com
asandbach@talentreef.com
wjohnson@tcfef.com
kathy.black@tyson.com
sarah.glisman@effem.com
jjciampi@mmm.com
betsy.swan@allenindustries.com
cmurphy@alliancepayroll.com
bhensley@amsecusa.com
kalfaiank@anx.com
cshepard@appienergy.com
pauline.sassine@aryzta.com
keith.fossen@autoequipllc.com
marc@ccimagegroup.com
subbu.viswanathan@cnb.com
maryjo.manning@daktronics.com

bborrelli@darlingii.com
rhenderson@directcapital.com
rgarriga@dukemfg.com
duerr@elarbeethompson.com
paulmakowski@emser.com
ccrawley@envysion.com
gmontecino@filtercorp.com
mconte@fmponline.com
stephen.walls@franke.com
gbrienza@frontlineii.com
randy.anders@genmills.com
pkooser@hme.com
trieken@hoshizaki.com
skerr@hospitalitymints.com
lynne.clatterbuck@icsco.com
nspanos@kensfoods.com
tom@kidzpace.com
tracy.leon@conagrafoods.com
dejong@ameritech.net
joan.salah@mtwfs.com
sshaclumis@marlinfinance.com

: PHONE

678-797-5160
785-233-0536
919-716-9716
561-236-8123
404-676-7436
949-553-3452
210-637-2870
412-960-4011
678-594-3366
800-547-4266
205-655-3271
937-865-2369
774-722-5261
410-498-3558
845-258-8127
630-754-8070
281-804-4791
847-495-7328
305-529-3400
704-956-4042
305-662-2300
720-399-2494
952-656-3268
410-340-3974
714-639-6646
704-771-2449
336-615-8791
281-825-4232
469-400-4554
248-447-4075
800-520-6685
773-745-1542
651-385-2271
404-808-4714
213-673-9028
605-692-0200
x56795
972-281-4406
603-433-9434
305-270-6242
404-582-8432
323-650-2000 x227
720-459-4007
770-296-4119
800-257-7737 x202
615-462-4191
330-861-1100
770-475-4513
858-535-6079
813-995-3994
800-334-5181
800-835-0001 x4126
508-229-1100
800-668-0206 x244
305-321-3892
630-774-5421
813-996-0966
856-505-4370
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COMPANY NAME

| CONTACT NAME

Marlite, Inc.

MAXIMUS, Inc.

Mood Media

MSM Global One

N3 Real Estate

National Cooperative Bank
National Franchise Sales
National Tax Credit
Netsurion

Nieco Corporation

Paycor, Inc.

Payless ShoeSource
Paymasters, Inc.
Pitco Frialator, Inc.
PLAYTIME, LLC
Prince Castle LLC
Reinhart Foodservice

RTIconnect

Corporation)
Security Lighting

Products Corp

Small Box Energy

Sprint

Strahman Valves

Scot Young Research Inc.
Taylor Company

Valley Proteins, Inc.

Pacific Premier Franchise Capital

Restaurant Technologies, Inc. (RTI)

Seattle’s Best Coffee, LLC. (a Starbucks

Shortening Shuttle®/Worcester Industrial

Assoc. Mbr  Mike Frew
Assoc. Mbr. ~ Kevin Haag
Assoc. Mbr.  Seth Remaley
Assoc. Mbr ~ Stu Holaway
Assoc. Mbr  Treva Singleton

Assoc. Mbr. ~ Dionne Bailey Moore

Assoc. Mbr.  Mike Deegan
Assoc. Mbr  Todd Griffin
Assoc. Mbr  Cody Jaster
Assoc. Mbr.  Christina Neat
Assoc. Mbr.  Sharon Soltero
Assoc. Mbr.  Rebecca Robinson
Assoc. Mbr.  Matt Lemke
Assoc. Mbr. ~ Sara Evans

Assoc. Mbr.  Mark McCabe
Assoc. Mbr.  Scott Gorman
Assoc. Mbr.  Chris Lyons
Assoc. Mbr. - James Thibodeaux
Assoc. Mbr.  Greg Swabowicz
Assoc. Mbr. - Tom Cheek
Assoc. Mbr.  Larry Metzelaar

Assoc. Mbr. = Eric Hillesland
Assoc. Mbr.  Martha Hawley

Assoc. Mbr.  David Andow
Assoc. Mbr.  Karen Corea
Assoc. Mbr. -~ Kevin Carroll
Assoc. Mbr.  Steve Bradley
Assoc. Mbr.  Tina Smart
Assoc. Mbr.  Ron Rogers

mfrew@marlite.com

kevinhaag@maximus.com
seth.remaley@moodmedia.com
stu@msmglobalone.com
tsingleton@n3realestate.com
dmoore@ncb.coop
md@nationalfranchisesales.com
tgriffin@ntcusa.com
cjaster@netsurion.com
sales@nieco.com
ssoltero@ppbifranchise.com
rrobinson@paycor.com
business@safeTstep.com
sarae@paymastersinc.com
mmccabe@pitco.com
scott.gorman@playtime.com
lyonsc@princecastle.com
jjthibodeaux@rfsdelivers.com
gswabowicz@rti-inc.com
tom.cheek@internetrti.com
Imetzela@starbucks.com

ehillesland@securitylighting.com
mhawley@shortening-shuttle.com

dandow@smallboxenergy.com
karen.corea@sprint.com
kcarroll@strahman.com
steve.bradley@syrclean.com
tina@taylorus.com
rrogers@valleyproteins.com

330-260-7623
800-274-8583 x170
678-925-7090
844-825-1500
817-552-6792
703-302-1958
949-428-0492
678-303-4621
713-929-0200 x317
800-643-2656
402-562-1801
832-515-8988
785-368-7530
248-825-4517
603-230-5509
303-662-0302
630-462-8800
504-908-8741
610-568-8218
800-937-1290
206-318-7288

800-544-4848 x420
508-757-5161

480-253-3999
305-970-6920
484-893-5110
816-752-7829
954-217-9100
540-877-3220
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Veterans of Foreign Wars Foundation Assoc. Mbr. - Richard Freiburghouse rfreiburghouse@vfw.org 816-968-1124
th Proud Supporter of
equipment Burger King
finance Franchisees Nationwide
$3,250,000 $1,050,000
Multi Store Multi Store Acquisition
Acquisition and Remodel Virginia
South Carolina
$550,000 $650,000
Remodel Refinance and Remodel
Michigan Pennsylviania & Maryland
855.617.9511
franchisefinance@tcfef.com
tcfef.com/franchise
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IN MEMORIAM

Wayne Thompson

veryone who encountered

Wayne Thompson, a long-time

BURGER KING® operator and
franchisee of Fieldstone Restaurants
Corporation, admired his compassionate
nature. He leaves behind not only a
legacy of achievement, but also one of
compassion and inspiration. His perse-
verance and passion for BK® as a brand
and franchise was a driving force that
led him to become a member of every
key decision-making committee within
the BK system over his long career. As
one of the key members who created
RSL he took immense pride in building
the organization into what it is today.

Thompson was a man whose career
motto and work ethic reflected the “work
hard, play hard” mentality. In more recent
years, he worked much harder than he
played, but remained steadfast in his
resolution to work for goals he believed in
and cared a great deal for. “Wayne simply
loved BURGER KING. He was passionate
about finding ways to make the BURGER
KING brand better and worked tire-
lessly for our association and RSI to make
that vision a reality,” reflected Dennis
Erickson, president of Mid-America Fran-
chisee Association.

However, his goodwill and care for
his fellow man was another defining
quality that made him a cherished friend
and fellow franchisee to many. “We will
all remember Wayne as a fun, loving and
charismatic man. His love of family — not
to mention his passion for BURGER KING
and RSI — will forever be embedded in
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our hearts. He will be missed by each and
every one of us,” said NFA Chairman
Steve Lewis.

From the beginning, he was an entre-
preneur in every sense of the word. His
ambitious nature led him to open his first
BK restaurant at the age of 23, eventually
moving on to build 12 more locations and
establish Fieldstone Restaurants Corpora-
tion. Despite how work-oriented he was,
Thompson was also a social and vivacious
individual who enjoyed spending time
with friends so much that he expanded
his business by building and co-owning
the local Philly’s Bar and Grill with his
close friends. He was united in marriage
to Pamela Jernell, and the couple had two
children, Christine and Ryan. He later
remarried in June 2015 to Lisa Meaney.
Thompson was an avid golfer, reader and
speaker who loved spending his spare
moments walking the white sand beaches
of Florida with Lisa.

Later in life, Thompson found a new
calling in sharing his life experiences with
others. Even before he was diagnosed
with grade IV glioblastoma, an incurable
brain cancer, he gave public speeches
and had personal conversations that were
encouraging and inspiring to countless
people. He became a man of true faith
and inspiration who continuously tried to
bring about a positive change wherever it
was needed. “Wayne was a terrific person
who cared about people and would
always reach out to help whenever he saw
the need. He will be greatly missed,” said
Jim Reddin, a fellow franchisee and friend.
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Wayne Thompson was a beloved father,
husband, franchisee and founding RSI member
who will be missed by all.

“My father was the most ambitious
person I have ever known,” said Ryan
Thompson, Wayne’s son and operator of
Fieldstone Restaurants Corp. “He sought
out challenges in business and in life.
When he set goals, he always achieved
them only to then raise the bar higher. He
was a member of Alcoholics Anonymous
and spoke both publicly and in private
one-on-one meetings, inspiring many
who were in tough places in their lives. He
inspired countless people with his words
of inspiration and wisdom. He found a
new calling later in life: to live selflessly
and help as many people as he could. He
stayed strong and was an inspiration until
the day he died.”



Regional Events

April 20
New England Franchisee Association
Waltham, Mass.

May 18
Mountain Franchisee Association
Denver, Colo.

June 15
New England Franchisee Association
Waltham, Mass.

June 15
Southwest Franchisee Association
Phoenix, Ariz.
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National Events

June 7-8
NFA Board/Committee Meetings
Arlington, Va.

June 8-10
NFA/BKC Summit
Arlington, Va.

June 10
NFA GRC Meeting
Arlington, Va.

Nov. 1-4

Global BK® Convention
Orlando, Fla.
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REGIONAL NEWS

New South Coalition Wraps up Winter in Charleston

The New South Coalition (NSC) held
its winter meeting in Charleston, South
Carolina, Jan. 24-26, at the Wyndham
Mills House. More than 45 franchisees
attended, along with roughly 75 vendor
partners. The meeting kicked off Sunday
afternoon with supplier introductions,
followed by an update from NFA CEO
Andy Myers on Elevanta (formerly
National Association Management
Group) and its array of programs that
support the NFA.

Afterward, attendees were treated
to a presentation from franchisee Mike
DeRosa on the Veterans of Foreign Wars’
Unmet Needs program — a popular
charity within the BURGER KING®
brand. “The NSC continues to increase
their participation with the Unmet Needs
program and will continue to focus on
how we can better serve the families of
our veterans,” said Eric Oppenheim,
regional president. “The meetings were
robust and packed with valuable informa-
tion involving the protection and preser-
vation of our business.”

Additional highlights from the
agenda included a Restaurant Council
update from committee chairman Joel
Neikirk and a presentation from NFA

Pete Cotter, GRC chairman, and Eric Oppen-
heim, NSC president, addressed attendees at
the New South Coalition meeting in Charleston,
South Carolina.

Chairman Steve Lewis, who provided
areport on the state of the NFA, the
progress made with the BKC leadership
team and the key initiatives the officer
group and board will address in the next
few months. Additionally, Steve Pattison
from RSI provided an economic update, a
review of the Product Line Variance tool
and an analysis of the factors contributing
to lower food cost.

Jim Myers, who leads North Amer-
ican franchising at Burger King Corpora-
tion, was on hand to provide a business
update, share strategies to improve
franchisee profitability and review the
brand’s goals and objectives for expanding

development of new restaurants. Myers
also delivered an introduction of Lawrence
Brown, the new divisional vice president.

As always, NFA Government Rela-
tions Committee (GRC) Chairman Pete
Cotter provided a substantive GRC report,
urging franchisees to increase their contri-
butions to the BURGER KING Franchisee
PAC as well attend the NFA/BKC Summit
in Arlington, Virginia, this June.

The vendor hall was filled to capacity
and the interaction between vendors and
franchisees was strong throughout the
meeting. One highpoint was the NSC’s
annual dinner at Magnolias restaurant, a
favorite spot in Charleston where franchi-
sees, vendor partners and guests enjoyed
exclusive access to the entire restaurant.

“The New South Coalition strives to
provide information from many industry
experts, as well as discussions of the
significant issues impacting our business,”
said Oppenheim. “Our meetings continue
to be a great opportunity to interact with
our colleagues and peers, with everyone
coming away having learned something
valuable to take back to their business.
Franchisees from all other associations are
always welcome. We hope to see you all at
Amelia Island this summer.”

Florida Caribbean Looks Back on 2015 during Final Meeting of the Year

he Florida Caribbean Franchisee

Association (FCFA) hosted its regional
year-end meeting, Dec. 3-4, 2015, at the
Miami Airport Marriott. This no-frills
meeting focused on news updates and
business practices for the duration of its
brief agenda. The meeting celebrated
accomplishments made during 2015,
while providing an opportunity to meet
some new members and say goodbye
to others. Not all time was focused on
business, however, as attendees were also
able to relax and enjoy a delicious dinner
together at Ruth’s Chris Steak House and
after-dinner cocktails at the Miami Airport
Marriott.

Nearly 40 franchisees and more
than 20 vendors attended the meeting,
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including noteworthy guest appearances.
One these appearances was from Scott
Garvis and Christine Pallesen, from Dale
Carnegie Training of South Florida, who
provided an engaging 45-minute discus-
sion on the leadership and training classes
offered by the company.

The meeting gave attendees a
chance to wish Shawn Thompson,
BKC southeast division vice president,
goodbye as he leaves the BURGER KING
side of corporate to take the position
of vice president of U.S. operations for
Tim Horton’s. Members also welcomed
a new name to the BURGER KING
family, Lawrence Brown, who is taking
Thompson’s position. Franchisee Alvaro
Cabrera then shared a new technology
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by Dencor Technologies that aims to
save money on equipment maintenance
and electrical costs by monitoring the
voltage of kitchen and rooftop appliances
in order to catch issues prior to machine
malfunction.

“The FCFA has engaged all of it fran-
chisee members with robust meetings that
give everyone takeaways to improve their
businesses through sharing best prac-
tices amongst the attendees. These best
practices, when put into play, will improve
bottom-line profits. These meetings allow
each attendee to gain more and give more
knowledge to other franchisees, allowing
everyone to leave with vital information
to improve their businesses,” said FCFA
regional president Glenn Levins.



CLEANING

INNOVATION‘
RAPID LOBBY MOP DRY MOP MULTI SURFACE TOOL
The ‘grab it and go’ Rapid Clean -Dry - Safe
Mop a low cost bucketless floors in seconds
ﬂat mopplng SyStem! Wet moptorytimg UsingSR Dry Mop

e Light and mobile.

e Rapid Mop provides controllable
moisture to give smear free dry
floors.

e |deal for daytime cleaning in lightly
soiled areas.

e Microfibre flat mops = incredible
cleaning power

e Always uses clean water

e Heads last up to 3 times longer
than current mop head.

e Heads are hand and machine

washable. [ g
8/

White Pad
All surfaces except
restrooms and stainless

Gray Pad
Stainless Steel

Yellow Pad
Restroom area

Fits current
mop handle

S SYR'’s Multi Surface Cleaning Tool

4 mins 5 secs

A ) h was developed to greatly reduce the
nnouncing the amount of chemical and paper used

worlds fastest floor to clean your restaurant surfaces.

drying system. The unique pad technology cleans

Never heard of drf mopping? more effectively than prfes.ent
In other countries dry mopping methods and uses the minimum

has been used effectively for years. amount of cleaning chemical.
e Colour coded for areas of use

47 ecdhaé

See melted ice and rain water
being tracked into your
location, floor not drying fast
enough after mopping. See a
minor spill or slip fall hazard

DRY MOPPING IS YOUR
SOLUTION FOR
CLEANER, SAFER
FLOORS.

Multiple Bottles Multi Purpose
} of chemical Cleaner

RAPID RESPONSE s e _
LOBBY CLEANING i

| '@E"

QUICK RELEASE

90 Rolls

For more information contact us on: Tel: 888 797 6677 Email: steve.bradley@syrclean.com
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REGIONAL NEWS

The GWFA Fall Meeting Hits a Home Run

he Great Western Franchisee Asso-

ciation (GWFA) held its fall meeting
at the Grand Sierra Resort and Casino
in Reno, Nevada, Nov. 15-17, 2015. The
meeting began Sunday evening with
the characteristic GWFA kick-off, which
included a vendor hall reception and a
Texas Hold’em tournament. A “Split the
Pot” PAC fundraiser was also initiated
at the beginning of the meeting, giving
all GWFA members a chance to partici-
pate and increase the region’s contribu-
tions to the BURGER KING® Franchisee
PAC.

On Monday, sessions of GWFA
favorite, “What are you Doing About...,”
addressed important topics such as hourly
wages for managers, PCI compliance,
1098 filings and more. After the daylong

L-R: Gary and Jennifer Geiger, and Andre Dawson showoff some of the sports memorabilia Dawson

donated to the GWFA’s PAC fundraiser.

Mid-South Gulf/South Central Add Value with Change

he Mid-South Gulf and South Central

Franchisee Associations hosted a
joint-regional association meeting Jan.
18-19 at the Holiday Inn in Atlanta,
Georgia. The format of this meeting was
altered from the traditional franchisee-
only structure to include Above Restau-
rant Leaders (ARLs) and Directors of
Operations (DOs). Mid-South Gulf
Regional President Joel Neikirk designed
the change in hopes of bringing more
value to the meetings for franchisees and
their top-tier staff.

“The decision to set up this associa-
tion meeting to include DOs and ARLs was
made since those individuals have limited
opportunities for networking and devel-
opment in the current BURGER KING®
model. The system periodically holds
restaurant manager meetings but rarely
holds meetings tailored toward content
that would impact DOs and ARLs,” said
Neikirk.

For most of the meeting the franchi-
sees, ARLs and DOs were together, but
the groups split apart Tuesday afternoon
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to allow for franchisee-only discussion
and updates. Together, the franchi-

sees, DOs and ARLs heard updates and
presentations by many NFA members,
including NFA President Steve Lewis, NFA
Marketing Council Chair Dan Fitzpatrick
and Restaurant Council Chair Joel Neikirk.
Representatives from BKC, including
Richard Blake, Eric Goldhersz and Corey
Ladusky, provided crucial industry and
brand updates. George Hoffman from

RSI and Mike Schwartz from SICOM also
presented at the meeting.

During the breakout sessions,
franchisees listened to presentations by
M.J. Lee on equipment, a presentation
by Ricardo Azevedo on Fishbowl Manu-
facturing Software pricing and a sample
Dale Carnegie Leadership workshop.
During this time, ARLs and DOs attended
a meeting with BKC representatives
to review the new Steritech inspection
system, human resources and training and
CRT changes.

Each day wrapped up with group
dining experiences at some of Atlanta’s
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premier eateries. The first night included
dinner and drinks at Kevin Rathbun
Steak, and the second night’s dinner was
held at the Sun Dial restaurant, which
boasts a stunning 360-degree view of
Atlanta from the 71st floor of the Westin
Peachtree Plaza.

BURGER KING received substantially
more feedback than usual from the ARLs
and DOs who have daily hands-on experi-
ence with the REVs, DT timers, training
and much more. Neikirk said he received
numerous emails from DOs and ARLs
who were in attendance on the insights
they received from the two-day session
and the networking they were able to do
while there with their peers. He believes
the new meeting model worked well but
will likely be implemented every other
association meeting, as the speakers and
content were directed a little more toward
the DO and ARL level versus the franchisee
level. However, Neikirk did conclude that,
“Setting up an environment where franchi-
sees can spend one-on-one time with their
DOs and ARLs is very helpful.”



meeting came to an end, members
decompressed at the National Automobile
Museum, also referred to as The Harrah
Collection. The impressive collection
boasted more 200 cars ranging from
pre-1900 to modern makes.

The following day included a special
guest appearance by Andre Dawson.
Dawson, a former American professional
baseball player with a 21-year career and
National Baseball Association Hall of
Fame inductee, is also a friend of GWFA
president Gary Geiger. As this is the last
year of Geiger’s presidency, Dawson
decided to attend the meeting to support
his friend. He shared stories, talked
about his history and signed some sports
memorabilia that was entered into the
“Split the Pot” PAC fundraiser for prizes.
This portion of the meeting was heavily
attended by franchisees and vendors alike
and was accompanied by a barrage of

REGIONAL NEWS

“This year's GWFA
fall meeting was not
only informative, it
was also lively and
entertaining.”

— GWFA PRESIDENT GARY GEIGER

questions and applause for Dawson.
Other speakers at the meeting
included RSI's vice president of
purchasing, Tony Menninger; Uri Kenig,
BKC west coast division vice president;
and Javier Gonzalez, senior legislative
director for the California Restaurant
Association. Gonzalez spoke to the group
and took questions regarding the impact

of the latest and upcoming changes in the
restaurant industry, including the legisla-
tive issues facing small businesses, such
as minimum wage. The “Split the Pot”
fundraiser also came to an end Tuesday
with franchisee Mike Whitehurst winning
half of the $2,000 pot, with the remaining
$1,000 donated to the PAC.

“I am excited to announce that Steve
Keith and Mark Escamilla were elected
to serve on the NFA board of direc-
tors,” said GWFA president Gary Geiger.
“This year's GWFA fall meeting was not
only informative, it was also lively and
entertaining. We are grateful that Andre
Dawson was able to join the GWFA this
year to talk about all that is baseball and
answer the myriad questions thrown his
way. We also enjoyed our time spent
building on existing relationships and
learning about the current status of our
industry.”
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IT'S GOOD TO BE

THE KING

* Easy-to-Find Equipment Parts
in Stock—Ready to Ship
* RSI-Negotiated Pricing

FREE SHIPPING & HANDLING

on All Domestic Regular Ground Orders Over $300.

FRANKLIN MACHINE PRODUCTS
We Wrote the Book on Kitchen Parts and Accessories™
800-257-7737 ® Fax: 800-255-9866 e rsiweb.com

Broiler Parts

Fryer Station Parts

Toaster Parts

©2016 Franklin Machine Products

Refrigeration Paris
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24 Flame 2016 ISSUE 1

|

Dale Ma

Southern California Southwest

Franchisee Franchisee

Association Association

Gary Moore

Great West
Franchisee
Association

Mikel@allahan
South Central
Franchisee

Association

26



Dennis Erickson 4 e Laurie Palmer David Sutz

Mid-America Great L.akes Tri-States Pittsburgh/New New England Metro-New York
Franchisee Franchgee Franchisee York Franchisee Franchisee Franchisee
Association Association Association Association Association Association

Mid-Atlantic
Franchisee
Association

)
=

Matt Carpenter Glenn Levins Eric Oppenheim
North Central Mid-South Gulf Florida/Caribbean New South
Franchisee Franchisee Franchisee Coalition
Association Association Association

2016 ISSUE 1 Flame ‘nraz= 25



MEET THE NEWEST MEMBERS OF YOUR NFA BOARD OF DIRECTORS

he NFA would like to welcome
T the newest members of its board

of directors. Mark Escamilla was
selected to represent the Great Western
Franchisee Association (GWFA), along
with current board member Steve Keith;
Jackie Ford was recently elected as the
president of the Minority Franchisee
Association; and Brent Northrop serves
as vice president of the New South
Coalition. Please read on to get to know
them each a little better.

Mark R. Escamilla
Managing Owner/Chief
Operating Officer

Company: FOR Northwest, LLC
Number of Units: 36
Year entered system: 1982

How did you become a BURGER KING®
franchisee? I spent 15 years in BKC
operations, started as assistant manager
at BK® #2495 in Alameda, California.

I held various positions in North
America, including district manager/area
manager. [ was also brand development
manager in Riyadh, Saudi Arabia, and a
training manager in Asia, based out of
Seoul, South Korea.

What attracted you to the brand? I was
intrigued by the growth of fast food
hamburger restaurants in California

as an alternative to full-service dining.
What closed the deal was the training
program BURGER KING outlined in
comparison to other restaurant brands.

What motivated you to hecome involved
with the NFA at this level? The confi-
dence shown by the GWFA board and
membership that I would truly repre-
sent them on issues important to our
businesses.

What do you see as your role as a hoard
member? By having had the opportunity
to work with west coast board members,
such as Skip Palmer, Len Rohde and
Wally Krone, I hope I have gained

their ability to convey the voice of our
members on issues important to our
brand in a professional manner.

What would you most like to see
accomplished during your term?
Sustained profitable growth of our great
brand for the benefit of all franchisees.

How did you hecome a BURGER KING®
franchisee? I was a food service
management major in college, and from
that time on, I knew I wanted to be a
franchisee. After researching several
brands, my husband and I keyed in on
BURGER KING.

What attracted you to the brand? I

fell in love with BURGER KING with
the first bite of a WHOPPER® sand-
wich on Macon Road in Columbus,
Georgia. BURGER KING began pulling
at my heartstrings at that time. When
an opportunity presented itself to us,
we went for it. The brand’s national
reach and quality product made it very
attractive.

What motivated you to hecome involved
with the NFA at this level? T was elected
as president of the Minority Franchise
Association, which holds a position on
the NFA board. The Minority Franchise
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Association is a 44-year-old organiza-
tion that advocates on behalf of diversity
throughout the entire system.

What do you see as your role as a hoard
member? My role is no different from
any other board member’s: to ensure
that franchisees are healthy. I would

like to continue to support and assist all
franchisees.

What would you most like to see
accomplished during your term? I would
like to see a smooth transition for those
wanting to exit the system and continued
support of those dedicated to expanding
the reach of the brand. As our businesses
continue to evolve, I would also like to
see more services added to cope with the
ever-changing governmental regulations
and ubiquitous technological advances.

How did you hecome a BURGER KING
franchisee? Having grown up in the
brand, I thought it was a great oppor-
tunity. So, after finishing college and
spending a few years working in insur-
ance claims, I joined the family business
in 1999.

What motivated you to become involved
with the NFA at this level? I was inter-
ested in seeing the bigger picture within
the brand and broadening my knowl-
edge of the system. Being a part of the
NFA board is a great way to accomplish
that.

What do you see as your role as a hoard
member? Helping support my fellow
franchisees, as well as sharing ideas

and information between my coalition
members, the board and BKC to help
further the growth of our brand.

What would you most like to see
accomplished during your term? I want
to continue to see sales and profitability
growth for the entire system. I also want
to sustain a healthy relationship with
BKC while still keeping them informed
of our issues and ideas.

[ |
n National
N FA Franchisee
Association

An Association of BURGER KING® Franchisees

Optimum Food Quality at your fingertips with Frymaster’s FilterQuick’ fryers

Frymaster’s FilterQuick®
uses 40% less oil

using 30lb vats &

10% less energy.

With the fully automatic
filtration and optional

integrated oil quality
sensor, caring for oil and
optimizing food quality
is at your fingertips.
Your customers will
notice the difference and
so will your bottom line.

EQUIPPING BURGER KING FOR OVER 40 YEARS

Convotherm® - Delfield® - Frymaster® - Kolpak® « Manitowoc®Ice  Merco®

anifowoc

Foodservice

mtwfsusa.com
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Spotlight on the 114th Congress:

Rep. Phil Roe (R-TN-01)

What can be done to counteract

the amount of legislation and
regulations that are impeding the
potential success of small-business
owners?

Small businesses are the backbone

of the American economy and I'm
always impressed by the tenacity and
work ethic of the entrepreneurs around
the country. Unfortunately, under the
Obama administration, small businesses
have faced uncertainty in everything from
the regulatory climate to their health care
benefits over the last seven years.

The House Education and Workforce
Subcommittee on Health, Employment,
Labor and Pensions (HELP), which I chair,
has held hearing after hearing to shine a
spotlight on the harm the president’s poli-
cies are causing to our job creators, and
based on what we've learned, I'm working
to provide regulatory relief and bring
certainty to business owners. I've been
working to rein in the activist National
Labor Relations Board (NLRB) and stop
harmful proposals like the joint employer
decision, the ambush elections rule, or the
effort to replace secret ballot union elec-
tions with“card check,”to name a few.

I've also worked to repeal the presi-
dent’s health care law and pass legislation,
like the REINS Act, which would require
the administration to submit any regulation
with an economic impact of $100 million
or more to Congress for an up or down
vote. One of my biggest frustrations is the
fact you have bureaucrats in Washington
who have never run a business in their life
writing rules that are nearly impossible to
follow. I hope our next president, whoever
it may be, starts rolling back some of the
Obama administration’s out-of-control
regulations on day one.
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From my experience,
| believe most small-
business owners want
to do right by their
employees, but the

federal government is
making it harder, not
easier, for small busi-
nesses to help their
employees and grow.
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What do you see as the
current biggest threats to
small-business owners?

I believe big government interfering

with the way small businesses
are managed is a huge threat to small-
business owners. The federal government
shouldn’t be in the business of influ-
encing union elections, mandating what
kind of benefits a business provides to
their employees or dictating how much
a business owner pays their employees.
From my experience, I believe most small-
business owners want to do right by their
employees, but the federal government is
making it harder, not easier, for small busi-
nesses to help their employees and grow.

How has your role as chair of

the Subcommittee on Health,
Employment, Labor and Pensions
committee influenced your opinions on
the current threats to small business?

Serving as chairman of the HELP

subcommittee has given me the
opportunity to hear firsthand how regula-
tions and legislation impact people and
businesses. It has also sharpened my
awareness of the threats that this adminis-
tration’s labor agenda poses to workers and
employers everywhere. Whether it’s card
check, ambush elections, microunions, or
disrupting legal advice employers receive,
there’s been no stop to the onslaught this
administration is providing. At the end of
the day, the actions of Congress and the
administration have a real impact on people,
and most of those people are just trying to
provide a good life for their families and
make ends meet. Theyre not concerned
about whether an R or D is behind your
name, they just want policies that work, and
serving as chairman has provided me with
that important perspective.



Braddy Hosts Lunch for Republican Legislators

number of congressional members visited franchisee Ed

Braddy of Winlee Foods at one of his Baltimore, Mary-
land, restaurants, Thursday, Jan. 14. The congressional troupe
included Rep. Luke Messer (R-IN-06), Rep. Andy Harris
(R-MD-01), Rep. Rick Allen (R-GA-12), Rep. Virginia Foxx
(R-NC-05), Rep. Tim Walberg (R-MI-07), Rep. Buddy Carter
(R-GA-01), Rep. Phil Roe, M.D., (R-TN-01) and Maryland
House of Delegates member Kathy Szeliga.

Roe and Braddy met in September 2015 when Braddy
testified on the Joint-Employer Standard at a congres-
sional hearing led by Chairman Roe to the U.S. House
Committee on Education and Workforce’s Subcommittee on
Health, Employment, Labor and Pensions. After the hearing
concluded, Roe realized that a January meeting of the Repub-
lican members of Congress was to be held in downtown
Baltimore, very near Braddy’s restaurant. The chairman’s
chief of staff, Matt Myers, and the Education and Workforce
Committee assistant, John Martin, contacted Braddy and
Misty Chally, NFA vice president of legislative affairs, to
coordinate a lunch on behalf of Roe.

The day of the conference, the congressional entourage
came to Braddy’s restaurant for a tour and casual lunch. The
group took the time to speak with several customers and even
went into the kitchen and took photos with the staff. “What
really impressed me was that they were all so nice to me, my
customers and my crew. My crew is still beaming about it,”
said Braddy. Once rounds were made, the assembly gathered
in the dining room and enjoyed a leisurely lunch and conversa-
tion. “It was casual. We didn’t get into the issues really. They
wanted to talk to me about how the store was doing, how I
was doing, sales and the neighborhood. I let them know that
we were coming up to the Hill and would be stopping by to
meet with all of them.”

Roe agreed that the experience was positive for all
involved, saying, “Mr. Braddy’s story resonated with me and
the members of our subcommittee who heard his testimony
last year, and my colleagues and I were glad to visit this real-
life example of the American dream. Stories like Mr. Braddy’s
transcend politics, and it’s important for members of Congress
to meet and hear from the small-business owners we should
be fighting to protect. I thank Mr. Braddy and his entire team
for their hospitality, and I hope we can visit again soon.”

During their lunch, Foxx invited Braddy and his wife, Lesia,
to attend the conference at the Baltimore Marriott Water-
front that evening. The Braddys readily agreed and enjoyed
dining with Foxx, Roe and Kline while listening to two keynote
speakers discuss the ethics of representation. Braddy even met
Speaker of the House Paul Ryan during the dinner.
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L-R top row: Harris, Braddy, Allen, Roe, franchisee Eric Oppenheim and

Szeliga. Bottom row: Messer, Lesia Braddy, Walberg and Carter.

Simplot

From french fries to avocados

and mashed potatoes to roasted

fruit and vegetables, our extraordinary
selection features delicious,
convenient menu items perfect

for today’s consumer preferences.

Ray Spedding, Simplot

INFORMATION 305.662.2300 )
raymond.spedding@simplot.com

©2014 Simplot
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NFA GRC Data used on the Senate Floor

n Tuesday, Dec. 1, using specific

information and data provided
by your NFA Government Relations
Committee (GRC), Sen. Lamar Alexander
(R-TN) presented a speech on the Senate
floor regarding the impact of the Afford-
able Care Act (ACA). As chairman of the
Health, Education, Labor and Pensions
Committee (HELP), Alexander urged the
president and congressional Democrats
to work with Republicans on proposals
to take health care “step-by-step in a
different direction — one that emphasizes
more freedom, more choices and lower
costs.” This speech was presented to the
Senate at the beginning of the debate on
repealing the ACA.

Alexander discussed what Repub-
licans warned would happen if ACA
became law and outlined what this
“historic mistake” of a law looks like for
millions of Americans today. In an excerpt
from his speech, he stated, “Republicans
said ... Medicaid would destroy state
budgets, that premiums and taxes would
go up and that jobs would be lost. This
has all, unfortunately, come true.”

"Republicans said...
Medicaid would
destroy state budgets,
that premiums and
taxes would go up and
that jobs would be
lost. This has all, unfor-
tunately, come true.”

— REP. LAMAR ALEXANDER

To support his argument, Alexander

obtained data via Peter L. Oppenheim,
the brother of franchisee Eric Oppenheim,
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who is the education policy director and
counsel for the Senate HELP Committee.

Eric Oppenheim received a call from
a member of the HELP Committee asking
for examples and facts on how health care
reform has affected his business since its
implementation in 2011. “My brother has
worked with the senator for five years or
so. He has given the GRC an intro to the
office through our relationship, and he
has been able to set up meetings with the
Health and Labor Departments. We met
with the senator and staff many times,
and one thing we have always provided is
facts, figures and real stories of what we
can describe to the senator. We are able to
give statistics that are real and humanize
an issue,” he said.

This particular request for informa-
tion had a hurried turnaround. “I called
the GRC, explained the situation, received
the information and was able to send the
write-up to the senator’s office by 11 p.m.
that night. He referenced our brand and
our franchise the next day on the floor
of the Senate. My contact in his office
who handles health care issues is Mary
Sumpter Lapinski. Our GRC has devel-
oped a relationship over the past few years
and she reaches out to us frequently on
behalf of the senator for personal stories
and data from small business in regard to
the impact of the health care law,” said
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Oppenheim.

Alexander’s speech outlined the
true impact of the law and attempted to
dispel any myths that the ACA is a posi-
tive initiative for America. He then went
on to offer some Republican proposals
to amend the ACA’s issues. Some of the
proposals offered included:

e Allowing individuals to buy a health
plan that meets their needs in any state.

¢ Reducing junk lawsuits against
doctors that only increase costs.

* Expanding Health Savings Accounts
and other mechanisms that allow indi-
viduals to control how they spend their
health care dollars.

e Returning power to the states to
regulate their markets and lower costs.

¢ Allowing small businesses to assist
employees in purchasing insurance and
look at other ways to support employers
offering health care benefits to their
employees.

e Lowering barriers at the Food and
Drug Administration so that innovative
drugs and devices can get to patients
faster.



LEGISLATIVE NEWS

e Dutting the private sector in charge of
health information technology to deliver
better data and greater transparency.

¢ Ensuring that Americans with pre-
existing conditions have access to afford-
able coverage through high-risk pools or
other insurance incentives.

Before presenting these proposals,
the senator provided a series of facts and
testaments to support the argument for
ACA amendments. A central argument
against “Obamacare” — that it has and
will continue to cost jobs — was backed
up using data provided by the GRC.
However, per the GRC and Oppenheim’s
request, the senator did not explicitly cite
the company name or brand name for
protection purposes.

“"We are going

to continue as a
committee to advocate
on behalf of all fran-
chisees, and we would
like for more franchi-
sees to get involved
with the PAC and the
GRC.”

— ERIC OPPENHEIM

“That is an example of the critical
connections and relationships that
the GRC has established through our
hard work on the Hill. We are going to
continue as a committee to advocate
on behalf of all franchisees, and we
would like for more franchisees to get
involved with the PAC and the GRC,”
urged Oppenheim. “Seeing the results
of our hard work can take time. But as a
congressional member said to me on the
Hill regarding our efforts, ‘they may not
be immediate ... it may not be apparent
... but you do make a difference.” That
is the perspective of our committee,
and is why we continue going up on
the Hill and educating members on
the issues that impact our business and
employees.”

™
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Burger King restaurants

Contact us today to learn why Nieco's broilers

lead the industry in both taste and reliability.

More Great Taste
at a New Low Price

The JF93’s improved higher capacity design
and new introductory low price make it a
perfect fit for your @’ﬁ restaurant.

NIECO’'S CUSTOMERS ENJOY:

The JF93 offers 33% more capacity when cooking WHOPPERS®, WHOPPER JRS.®
and hamburgers simultaneously

Reliable long-lasting equipment - no flame arrestors or burners to replace

Working with Nieco - a company that has a 40 year history of serving

(800) 643-2656
wwWw.hieco.com

Superior quality - serve customers juicy, seared, flame broiled perfection every time

New a la carte pricing that makes owning a Nieco broiler more affordable than ever

Shown with optional stand and Incendalyst™

(nIeco)

THE TASTE YOU CAN COUNT ON
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BURGER KING
FRANCHISEE PAC UPDATE

In 2015, the BURGER KING® Franchisee PAC raised $186,098 toward electing and supporting pro-business legislators.
The generosity of everyone who contributed throughout the year is greatly appreciated. Thank you to the following donors:

Amir & Tami Allison
Jay E. Amarosa
Gary Andrzejewski
Joseph Anghelone
Bennie Arbour
Brian Arnold

Tom Barnett

Perry Beaton

Emily Bennett
Darryl Berry

Hugh Bigham
Nathan Blau
Howard Bowen
Randall Bradley
Dick Brening
Michael Callahan
Peg Canniff
Thomas Cardarelli
William M. Carpenter
Joseph Chong
Walter Chuda
Thomas Clarke
Diane L. Clayton
Joseph Clements Jr.
Karen Clements
Jerry Comstock
Raymond Conn
Thomas Connolly
David Cooley
Peter J. Cotter
Carla Cribb
Braddy Billy Crim
Juan Cruz

Jim Cunningham

Greg Darby
Carlos De La Rosa
Bill Degen

Kathie Degen
Robert & Lonni De La Rosa
Michael DeRosa
Eduardo Diaz
Robert Diaz
Michael DiSeveria
Gregory Dolphin
Elena Donahue
Shawn Downs
Nicole & Eric Dreier
Gary M. Edwards
Kevin Egnatuk
Keith Egyed
Willard G. Eldred
William Ellis

Mark Engelhart
Dennis Erickson
Mark Escamilla
Daniel Fitzpatrick
Dominic Flis
Jacqueline Ford
Kelvin Ford

Paul French

Jim Froio

Clifford W. Galen
Tom Garrett
Craig Giangrande
Gary Giangrande
Bill Gill

John Gordon

Marcus Greene

John Gross
James Gullo
Diane Harloe
David Harper
Eugene L. Hatfield
Richard Mike & Nina Heflin
Thomas Herman
Matthew Herridge
William Holtzman
David Irvin
William Janikies
Scott Jasinski
Ramesh Jethwa
Ranjana Jethwa
Roopali Jethwa
Greg Johnroe
Chris Johnson
Julian Josephson
Steve Keith

Bill Keller

Calvin Keller
Charles Kirby Jr.
Brek Kohler

Ken Kopischke
Mike Kovac

Nick Kraft
Rochelle Krispin
Laura LaClair
Mitch Laird

Dave & David Laslow
Glenn Levins
Steven M. Lewis
John Lintz

Dale Ma

Bradley Mailloux
Mark Malenchik
Rod & Patti Martin
Alan Martinson
Thomas McDonald
Ray Meeks
Raymond Mehringer
Colleen Meyers
David J. Mitchell
Alfred Morin

John Muirhead
Chris Murphy
Andy Myers
William Neblett
Joel Neikirk

Kevin Newell

Brent Northrop

Ed Northrop

Gavin O’'Neill
Michael Olander
Bill Oldershaw

Eric & Ronni Oppenheim
David Ostrowe
Laurie Anne Palmer
Carol A. Parks
Andrew Paterno
William Patterson Jr.
Stan Paulauskas
Bruce Pavlikowski
Bob Reardon

Bob Reid

Brian Robison

Gary Robison

Tom Roose

Jeffrey Rose
Mike Rothman
Philip Ruggeri
Tom Saia Jr.
Alex Salgueiro
Myrna Schultz
Todd Schuster
Maruti Seth
Glenn Seyfert
Richard Shaw
Mike Showalter
Craig Shultz
Patrick Sidhu
Norm Spalding
Robert Spalding
Timothy Strott
David Sutz
Maria Sutz

Amir Syed
Daniel Tapia
Gary Tiedeman
Brian & Cindy Vaughn
Anthony Versaci
Tom Walsh

Jim Walther
Claude & Camilla Warren
Matthew Warren
Byron Wheeler
Michael L. White
Mike Whitehurst
David Williams
Wilma & Leola Williams
Sally Wilson

Kim Zeller
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Florida/Caribbean Franchisee Association.............

Great Lakes Franchisee Association ...........cc........... $5,300
Great West Franchisee Association ..................... $23,536
Metro-New York Franchisee Association.................. $8,800

* * * * Mid-America Franchisee Association
F RAN C H I S E E Mid-Atlantic Franchisee Association...................... $24,250

POLITICAL ACTION Mid-South Gulf Franchisee Association................. $39,690

Mountain Franchisee Association............cc........... $11,791
CO M M ITTE E New South Coalition $41,600

New England Franchisee Association.................... $8,255
For the 2015-2016 election cycle, North Central Franchisee Association.................. $2,050
your NFA Government Relations Pittsburgh/New York Franchisee Association.......... §1,600
Committee (GRC), has set a goal of Southern California Franchisee Association .......... $2,870
raising $300,000. Here is a recap of Southwest Franchisee AsSOCIatON................ $14,452
where each region currently stands South Central Franchisee Association................... $2,585
in the fundraising efforts as of Tri-States Franchisee ASSOCation. ... $11,475
March 11, 2016. Other Contributions $1,378

MANAGE

CONFIDENTLY

_

$210,000

$180,000
$150,000
$120,000

$90,000

$60,000

$30,000

Serving more than 28,000 organizations, Paycor is
known for delivering amazing client experiences
combined with modern and intuitive HR and
payroll solutions.

Call Rebecca Robinson today at
832.515.8988 for more information

>
Paycor
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Mitch Laird Elected to Head Citizens
Clean Elections Commission

FA Chairman Emeritus Mitch Laird was recently elected to

serve as chairman of the Arizona Citizens Clean Elections
Commission. Laird was appointed to a five-year term as commis-
sioner by Arizona Gov. Jan Brewer in 2012.

The Citizens Clean Elections Act was passed by the people of
Arizona in 1998 to promote participation in the political process
and to help ensure the state’s politics are free from corruption.
The Commission was established to administer the act fairly,
faithfully and fully.

The Commission is an independent body made up of
individuals that meet once a month in a public hearing format.
Commissioners are appointed alternatively by the governor
and the highest ranking official of the opposite party. Commis-
sioners must not have served in, or run for, public office for five
years, nor have been an officer of a political party. No more than
two members of the commission may be from any one party or
county.

“The Commission has four significant responsibilities with
respect to Arizona elections. The Commission receives and
adjudicates complaints regarding the violation of Arizona election
laws. The commissioners act as administrative law judges and
hear evidence and legal arguments regarding alleged violations of
Arizona election laws,” said Laird.

He continued, “The Commission has substantial enforce-
ment powers regarding Arizona election laws, including issuing
fines, removing a candidate from the ballot and even removing an
elected official from office. The Commission also has a legisla-
tive function and passes rules and regulations to support and
administer the Arizona Clean Elections Act. The Commission
also provides voter education programs and materials on every
statewide candidate and issue, and provides public funding for
candidates that do not take large donations. The idea behind
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public campaign funding is to reduce the influence of special
interest groups on elections in Arizona.”

While Laird recently sold his company and 31 restaurants to
his son, Michael, he continues to have numerous responsibilities.
In addition to being a lawyer and Chairman Emeritus of the NFA,
Laird’s portfolio of voluntary positions is impressive. He serves on
the board of directors of the Arizona Chamber of Commerce and
is past president of the Grand Canyon University (GCU) Alumni
Association. He taught business law at GCU for 13 years and
served for over 30 years as the university’s general counsel. He
also served as general counsel to the Arizona Republican Party.
Furthermore, he currently serves as the CEO of Canyon Institute,
a not-for-profit organization that promotes education and other
charitable endeavors.



NFA/BKC, Take matters into your own hands
Summ it 2016 by attending

@ nraze the 2016 NFA/BKC Summit!

Arlington, Va. June 8-10, 2016

“With the upcoming 2016 election, we have an opportunity to impact our businesses in a positive way.
Members of Congress need to see you face-to-face as they listen to YOUR business story. Without hearing
your story, they do not understand your day-to-day struggles and how laws and regulations are detrimental
to your bottom line. The NFA/BKC Summit is an ideal time and venue for the BURGER KING® franchisee
community to stand together and be heard.”

- PETE COTTER, NFA GOVERNMENT RELATIONS COMMITTEE CHAIRMAN

69%

of small-business
owners say taxes
are too high

Obamacare puts an

undue burden on
$11 ,724 - small-business owners

. Coffee shop % cite health care costs as
cost of regulations 70" op concern
per employee for

R 1 ( 63% say employers shouldn’t
businesses with less be required to offer

than 50 employees health insurance to all full-time

employees and pay 60% of the
premium.

3,297

federal regulations are
in the pipeline.

RESTAURANT

Almost 10 new regulations are
finalized every day.
Hundreds will impact small
businesses directly.

Source: Opinions of Small Employers, NFIB Research Foundation

nowXatiwww:cventZcom//d/fifqlbrs




NEW YEAR.

NEW GROWTH
OPPORTUNITIES.

Your Coca-Cola® Field Business

Development Team Congratulates

BURGER KING® on a Fantastic 2015!

2016 brings a new year and new opportunities. Your Coca-Cola® Business Development Team is fully

committed to collaborating with you and supporting your business growth. Thank you for your partnership,
and we look forward to all the successes we will celebrate together in 2016 and beyond!!

WEST DIVISION

BUSINESS DEVELOPMENT
Jennifer Buckert
678.314.8638
jenniferbuckert@coca-cola.com

OPERATIONS

Mark Harrison
925.580.7244
maharrison@coca-cola.com

CENTRAL DIVISION
BUSINESS DEVELOPMENT

MJ Sheldrick
602.317.6365
msheldrick@coca-cola.com

OPERATIONS
Richard Lemke
651.329.6481
rlemke@coca-cola.com
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NORTHEAST DIVISION
BUSINESS DEVELOPMENT
Julie Schumaker
404.594.9942
Jjuschumaker@coca-cola.com

OPERATIONS

Mary Beth Smith
443.510.4609
m.smith@coca-cola.com

. 1SOUTHEAST DIVISION

BUSINESS DEVELEOPMENT
Bryan Verhoef
404.290.8662
bverhoef@coca-cola.com

OPERATIONS

Mary Beth Smith
443.510.4609
m.smith@coca-cola.com

VICE PRESIDENT, FIELD BUSINESS DEVELOPMENT
Charlita Stephens-Walker

404.713.7060
cstephenswalker@coca-cola.com

DIRECTOR, CUSTOMER OPERATIONS
Ginny Parler
407.271.0162

L vparler@coca-cola.com )

The BURGER KING logo and trademarks are used with permission of Burger King Corporation. All rights reserved.
©2016 The Cq Cola Company. “C Cola” is a of The C Cola Company.




KEEP YOUR GUESTS

COOL

Cool down your guests
this summer with an
icy cold frozen Coke®

or frozen Fanta®

Wild Cherry. With an
80%+ gross profit
margin, this unique
product is a profitable
menu item and a
category differentiator
for BURGER KING®

Take advantage of the

selling season by
promoting frozen treats

in your restaurants.

Contact your
Coca-Cola®Business
Development Team today
for all the details.

TM"&®©2016 Burger King Corporation. All rights reserved.
©2016 The Coca-Cola Company.
“Coke”and “Fanta” are registered trademarks of The Coca-Cola Company.
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The BUSIness of

Buying

ollowing a burst of business activity beginning in 2013 and
F peaking in 2014, BizBuySell.com reported a slight down-

turn in annual business transactions in 2015 Q4, showing
a 3.6 percent decrease from a record high in 2014.

The small decrease suggests a more balanced and stable
environment is taking root, possibly a reflection that the flurry
of business owners seeking to sell their companies during the
recession have now exited the market. BizBuySell.com’s report
measures small-business sales and is considered a national indi-
cator for the health of the U.S. economy.

"Overall, the business-for-sale market remains strong. Busi-
ness financial indicators are strengthening and owners are receiving
stronger valuations, leveling out what has been a strong buyer's
market in recent years," said Bob House, group general manager of
BizBuySell.com and BizQuest.com, in a release accompanying the
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Selling

2015 annual and Q4 reports.

Further, the National Small Busi-
ness Association found that “75 percent of
small-business owners are confident in the
future of their own businesses, up from 71
percent six months ago and the highest this
indicator has been in four years,” according

to its 2015 Year-End Economic Report. The
report also highlighted that access to capital
has improved: The number of small firms able to garner financing
today is at its eight-year high of 73 percent.

Rod and Patti Martin, who have been BK® franchisees for 40
years, watched the value of their BK business go up and down
several times throughout the years.

“We sold 30 BK restaurants in 1997 when the value was high

by KELLY BINGHAM



and got them back in 2003 when it was very low,” Rod Martin
said. “The enterprise value of BK restaurants has risen again in
the last couple of years, and that is one of the reasons we have
seen a lot of franchisees selling their restaurants.”

Multi-Unit Ownership Trend Continues

Historically, franchises were an obvious next step for
someone hoping to own their own business. But, as competition
in all franchise sectors — particularly in fast food — has stiffened,
franchisors have learned that multi-unit operators pose far less
risk than just anyone who can afford a franchise fee.

Multi-unit operators tend to have access to more financial
resources, often bring more extensive industry experience and
achieve economies of scale. After all, logic dictates that running
100 stores would be more efficient than just one.

Today, multi-unit owners control 76 percent of franchised
restaurants, and multi-unit franchisees currently own 53 percent
of the 450,000 franchise units in the U.S., according to industry
research firm FranData. Further, some franchisors only sell to
multi-unit operators or “area developers” at this point, according
to Forbes.

Dave Harper, president of HR Restaurants, LC, believes this
is a new paradigm. “A good, well-run company creates more
opportunity for all involved,” he said. “It creates opportunities
for more lending. It builds opportunity for employees looking for
advancement. Smaller groups have a hard time competing.”

Harper speaks from experience, as he began as a fran-
chisee with BURGER KING® in 2001 with 14 restaurants. Today,
Meridian Restaurants owns more than 80 locations in Utah,
Montana, Wyoming, North Dakota, Minnesota and Arizona.

While small-business lending can be frustrating, Harper
found that the more his business grew, securing financing became
easier (although never easy).

“Even though a couple million dollars sounds like a lot of
money to most people, many banks don’t want to bother with
deals of that size,” he said. “Bigger groups may have it easier
when it comes time to find a financial partner. But you can also
become too big and appear as too great a risk. We’ve found
success in identifying a couple of financial partners that we
worked hard to develop a good relationship with.”

Harper’s career in franchising and restaurants began much
earlier, though. Harper worked his way up to general manager
with Ivar’s Seafood Bar based in Seattle. He then spent 16 years
with Godfather’s Pizza. Now, as president of his own multi-unit
operation with BK restaurants across five states, he recognizes the
growth potential for others in his restaurants.

“There’s a general manager with a store we recently acquired
who we promoted to district manager,” Harper said. “He’d been
with BK for 35 years and didn’t necessarily see any additional
doors opening, but now he’s got a brighter future with more
opportunity.”

Considerations if You’re Buying Restaurants
The first order of business when buying a restaurant is
determining why it’s being sold. Many times, owners retire, want
a change of pace or have some other lifestyle reason for selling
their business. In these cases, owners are very upfront with their
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reasoning. However, these reasons may also be given for owners
who are selling because their restaurant(s) is not performing well,
and it’s up to you to determine the true facts.

Ray Meeks, along with partners Alex Sloane and Matt
Perelman, operates 85 restaurants in six states. They plan addi-
tional acquisitions in 2016 and beyond, but availability and timing
are concerns as they evaluate their next expansion opportunity.

In terms of acquisitions, Meeks says it is imperative to always
complete the needed due diligence. “Get to know the strengths
of the current team members, both at the individual restaurant(s)
and leadership levels. Research the trade area(s) and gauge
potential expansion opportunities. Estimate what administra-
tive (office/supervisory) teams will be needed for the present and
future,” he said.

When purchasing struggling restaurants, it’s particularly
important to evaluate if the issues can be fixed with good owner-
ship or if there are other issues at play beyond your control as
an owner. This is not to say that purchasing poor-performing
locations is always a bad idea. But due diligence allows buyers to
determine if good ownership can rectify operational deficiencies
and turn the store into a good investment.

Meeks also suggested that buyers look at what additional
opportunities will be available for growth, determine what financial
requirements will be needed, both for present and future opportu-
nities, and assess the potential costs of remodels and new builds.

Harper agreed, and even though his company is open to
additional acquisitions in 2016, HR Restaurants will focus on
remodeling and building new stores this year. If the restaurant is

Continued on page 40

RESTAURANT
FINANCING
SOLUTIONS

One Relationship
at a Time

Call us at 855.782.8242 or visit
citizensrestaurantfinance.com

2% Citizens

Commercial Banking®

©2016 Citizens Financial Group, Inc. Al rights reserved. Citizens Commercial Banking is a brand name of Citizens Bank, N.A. and Citizens Bank of Pennsylvania. Member FDIC.

2016 ISSUE 1 Flame “nraz=. 39



Buying & Selling
Continued from page 39

outdated, it will take more work to remodel and get the location
up to corporate standards. Evaluating the physical location and
potential necessary improvements includes evaluating the kitchen
equipment, landscaping, condition of the parking lots, building
roof, lot drainage and plumbing, and electric wiring.

Above all else, Harper emphasized flexibility, because “every
deal is different.”

Considerations if You’re Selling Restaurants

“The eventual sale of your franchise should be something
you consider and plan for, even early on in your operations,”
states Vasilis Georgiou, entrepreneur and Huffington Post writer,
“because the eventual sale will account for a large piece of your
overall return on investment.”

Valuation is the cornerstone of any sale and arguably the
place where you stand to make the most money from your busi-
ness. However, it's important to approach valuation with little
emotion and lots of facts. The market will determine the value of
your business regardless of what anyone tells you or even what
you think personally about your business.

Buyers will end up dictating a lot of the value of your busi-
ness based on what they see both in visiting the restaurant(s)
and from seeing the financial picture. From a buyer’s perspective,
sustainability and continuity are important considerations when
deciding whether to buy someone else’s business.

“Sellers should bear in mind that when prospects are consid-
ering an investment in a franchise or business, they are typi-
cally evaluating the demand for its products or services, industry
trends, complexity of the model and people requirements, among
other things,” Georgiou writes. “They also typically have a
preconceived notion of how much they want to pay for it. That is
why prudent sellers need to also investigate and have a good idea
of the type of multiples that the enterprise can be valued at based
on market demand.”

If you've decided to sell restaurants, Meeks suggests estab-
lishing a relationship of respect with the purchaser with open
communication about a variety of things.

“Make sure they understand what you have built in the
community, the institutions, schools and causes that you have
supported, and discuss how they will treat your employees in
terms of pay and benefits,” Meeks said.

Above all else, make sure they have the financial ability to
finance the transaction, Meeks recommends.

Whether you're buying or selling restaurants, the process
requires the same patience, diligence and effort that is required
to grow a business over time. For sellers, planning ahead and
being prepared can help increase valuations and ensure you get
the most out of the sale of your restaurant(s). For buyers, being
prepared in advance and gathering all the necessary information
to make a logical decision will allow you to move quickly once
you've decided to make the purchase.

KELLY BINGHAM is a contributing author.

FIT FOR A KING!

Call Tim Garrett today at
210.637.2870 for more information.

THE RIGHT COURT TO INCREASE PROFITABILITY!

For years, FBD, the leaders in frozen carbonated beverages, has partnered with the leaders
in flame-grilled burgers to provide them with the very best frozen drinks.

Keep your pouring capacity high with our expanded frozen
portfolio to keep your stores turning hot profits all year long.

With short lead times and dedicated best-in-class customer service,
the partnership between FBD and Burger King can't be beat.
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restaurant operator must have high-quality equipment

that meets consumers’ needs and optimizes profit. Many
operators own Frozen Carbonated Beverage (FCB) machines
that are quickly approaching 18 years old and are unknow-
ingly losing potential revenue. That is why FBD is dedicated to
providing the highest quality FCB machines that offer the most
innovative and trusted technology in the industry.

Aging machines typically require expensive repairs more
frequently than new equipment and will continue to create
challenges for operators, including reduced profitability due to
increased downtime during peak hours. On average, $950 or
more a year is spent in maintenance costs for aged equipment.
New machinery reduces downtime, keeps operations func-
tioning efficiently and significantly lowers maintenance costs.

FBD’s reliable manufacturing and engineering is avail-
able to operators in a variety of models, including either two-or
three-barrel 352, 353, 562 and 563 models. The different sizes
and configurations ensure that every operator’s needs will be
met. For example, if an operator is worried about initial cost and
has limited space for new equipment, FBD recommends the
352 model. The 352 has the smallest footprint, is the lowest-cost
option and will have the fastest return on investment (ROI) for
restaurant operators. When purchasing a 352 model, the average
operator can get the highest ROl in less than nine months,
while selling only 22 drinks a day, the current average number

In order to achieve new levels of growth and success, a

of frozen drinks sold in a BURGER KING® restaurant. With the
increased reliability of new equipment, the average number of
drinks sold will undoubtedly increase, thereby escalating return
and increasing profits.

On average, $950 or more a
year s spe:mi: . maintenance

costs for aged equipment.

The importance of having up-to-date equipment is
pertinent to the restaurant business. In order to successfully
meet the needs of consumers, restaurant operators must have
reliable and fully operational machinery. Restaurant operators
will always have access to FBD’s Customer Service and Tech
Support Teams, ensuring constant optimal profit from FBD
equipment.

Start the 2016 year as a win-win for your franchise and
your consumers by offering quick and consistent drinks, while
earning quick and consistent profits. To learn more about
upgrading to an FBD machine, please call 210-637-2870 for
more information.

TIM GARRETT is the director of strategic accounts for FBD.
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Preparation is Key
When $eeking
Financing

ust like franchisees face an increasingly competitive envi-

ronment with new quick-service restaurants entering the

marketplace seemingly every day, lenders today are facing

many of the same issues. With an improving economy,
new lenders are entering the space as financial institutions seek
ways to put the excess capital sitting on their books to work for
them. When that is coupled with a rising rate environment, along
with the various capital needs of the franchisees, it can make the
lending process more complicated than it should be.

Franchisees need to do two things. First, be prepared.
Second, decide what is important.

On the first point, regardless of which lender ultimately
makes the loan, franchisees will need to provide information.
Even if your lending need is six months away, history doesn’t
change and there are certain documents that you already have in
your possession that you will likely need, such as copies of your
franchise agreements, company organization documents, real
estate leases, past years’ financials and tax returns, etc.
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It might make sense to create a file that
includes an extra copy of all of this historical
information so you can quickly provide that
information to your lender. That way you
don’t have to rack your brain to remember if
it’s in the storeroom file cabinet in store No.
5432 or 1647. When you are in the midst of

working with contractors and permitting, it
is one less stress to add to your process. It also
appears to the lender that you run a tight ship.
In terms of the second point, each franchisee may value a
lender’s attributes differently. For example, some may want the
lending process to go as quickly as possible and are willing to pay
a higher rate to avoid spending more time on the process.
Franchisees with this mindset need to make sure they fully
understand all of the requirements and restrictions. What if there
is no ability to pay off that note early, even with a high prepay-
ment penalty? Believe me when I say that every lender out

by SHARON SOLTERO



Franchisees need to do two
things: First, be prepared.
Second, decide what is
important.

there wants to move each loan application from start to finish as
quickly as possible. By doing so, the lender is freed up to do more
business.

On the flipside, franchisees who want to pay the lowest rate
possible, may end up wasting weeks trying to educate the lender
on how to review the financial performance of their business.

Or they find out at the last minute that the loan structure needs
to change, making the loan much less favorable than originally
proposed. Experience really does matter in the debt structure and
underwriting processes.

As aresult of the financial crisis, the regulations on banks
and lenders increased substantially. Lenders face more over-
sight and must make sure they have appropriate appraisals and
documentation, and conduct periodic reviews of their borrowers’
financial condition. Expect that to continue as the economy
improves. What that means for the franchisee is the need for
cooperation. If your lender asks for information or quarterly

Put our brand to work for yours.

‘PurelLife B G
i N

Nestis )
Waters
N——
Contact Kevin Thompson at

281-804-4791 or kevin.thompson@waters.nestle.com.
http://www.nestle-purelife.us/

*Beverage Marketing Corporation, 2009; includes retail PET, retail bulk, home and office delivery, vending,
) domestic sparkling and imports; excludes flavored and enhanced waters.
NESTLE, PURE LIFE, GOOD FOOD, GOOD LIFE and the Nestlé NEST are trademarks of Société des Produits
Nestlé S.A., Vevey, Switzerland.
©2013 Nestié Waters North America Inc.
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reporting, provide it. The less time and money they spend on
keeping their existing files up to date, the easier the process is the
next time you go back to them with a capital need. You are essen-
tially shoring up the reliability of your long-term capital supply.

Another key to long-term borrowing success is fostering
a positive relationship with your lender. Is it important to you
that your lender returns your calls in a timely manner? Are they
upfront and honest with you about what they can or cannot do?
Do they let you know up front if and where your weaknesses are
as it relates to your ability to borrow so you are not surprised if
your underwriting process might be challenging? Do they look to
structure your financing in a way that takes into account not only
this upcoming project, but also your capital needs for the next few
years? If you answered yes to any or all of these questions, make
sure the lender you select knows your expectations.

Finally, things change rapidly in the franchise restaurant
business. Does your lender make it easy for you to adapt? For
example, do they set up a line of credit for you for development
that allows you to quickly jump on securing a fantastic real estate
site that just came on the market?

Let’s face it: There are so many lenders out there these days.
Franchisees have a multitude of choices. Regardless of your
choice, it behooves you to be prepared and know what you want
to ensure you get what you need, when you need it.

SHARON SOLTERO is first vice president, franchisor relations
and marketing, at Pacific Premier Franchise Capital.
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CONSIDERATIONS
FOR VALUING A
RESTAURANT FRANCHISE

3l . any restaurant operators
(vl A " have attracted an invest-
[ V.7 ment partner to infuse

AR S capital into their business

and fund growth or to simply extract

some value out of their business. Due
to the strong financial markets recently,
franchisees have taken advantage of
these opportunities when they present
themselves. Historically, the primary
buyers of franchised restaurants have
been the franchisor or other franchi-
sees within the same system, and the
only way to extract partial value from
the business was through debt or
monetizing owned real estate. Over the
last 10 years or so, new potential buyers
have emerged for franchisees — private
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equity investors. Several contributing
factors include increasing recognition of
the positive cash flow characteristics of
an established restaurant company, large
amounts of money available to private
equity firms to invest, and dwindling
viable investment alternatives in tradi-
tional retailing as a result of the Internet.
A franchisee’s motivation to sell
typically falls into two categories: (1) to
take advantage of the value created in
building out a territory; or (2) having
no viable succession plan for the busi-
ness. Once a decision to sell or partner
with an investor has been made, there
are several steps the franchisee should
take to maximize the value of their
transaction. These include clearly

identifying unusual
expenses that will
not be incurred by
the next owner and
having financial
statements audited,
or at least reviewed,

by a reputable
accounting firm.
Identifying unusual expenses will
support higher cash flow and a higher
valuation for the business, and audited
or reviewed financial statements will
increase the credibility of the numbers

STEVEN ROCKWELL

Continued on page 46




What Matters To You?

EXPERIENCE,MATTERS

With decades of franchised restaurant
lending experience, we can quickly
review your business performance
and financing requirements, and then
recommend a loan structure that best
fits your needs.

Member

FDIC

47

Working with PPFC gave me a lot of
confidence. They really understand the
restaurant business. They helped me move

through the loan process quickly and

were great to work with.

— 6-Unit Midwestern Franchisee

PACIFIC PREMIER

FRANCHISE CAPITAL
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Valuations
Continued from page 44

and raise the buyer’s confidence that

he is buying what is presented by the
seller. On the flip side, a seller should be
realistic about any deferred maintenance
or other costs a buyer will incur as these
will reduce the ultimate value received
through the investment.

Determining the value of a restau-
rant-operating company that owns a
particular brand is a combination of art
and science. The science is applying a
multiple to cash flow. The art is deter-
mining the right multiple based on a
variety of factors, including overall
market position of the brand, unit
level returns, portability
of the brand to additional
markets and same-store
sales growth. For a franchise
of an established brand,
such as BURGER KING®,
much of the art is eliminated and
science takes over based on
precedent transactions. The
art has clearly been applied
by numerous investors as
evidenced by the multiples
paid for franchisees of a variety of brands
recently.

Currently, for example, Taco Bell
is a brand in high demand by investors
and they are willing to pay upward of
eight times cash flow for a well-operated
franchise. Contributing to that relatively
high multiple are strong unit-level
economics (high sales/investment ratio
and quick investment payback) of a
typical Taco Bell location, a strong track
record of sales growth, and a dominant
market position. Other brands with less
favorable qualities are valued at lower
multiples.

For BURGER KING, the going
rate is in the 4-5 times cash flow range.
Impacting its lower multiple are the
competitive dynamics of the quick-
service burger sector and the potential
capital expenditures required to remodel
existing restaurants. This range is consis-
tent with other quick-service hamburger
brands. For example, I am aware of a
franchisee of a prominent fast-casual
burger brand with above-average sales
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and the potential to double the number
of units in its franchise territory who has
reached an agreement to be acquired for
4.5-5 times cash flow.

An issue that can have a mean-
ingful impact on the value received for a
franchise business is real estate owner-
ship. The 4-5 multiple is applied to the
cash flow of the business, regardless
of whether the locations are owned or
leased. Cash flow of owned restaurants,
though, will be higher because there
is no rent. Consequently, there is an
implied value for the real estate that is
equal to the cash flow multiple times the
implied rent. If a franchisee who owns

W@@uﬂ@“
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out for a higher purchase price or selling
the business for less, while retaining
the real estate and securing income by
leasing it back to the buyer.
Franchisees seeking to sell their
business should understand that the
value of the franchise is largely deter-
mined by other transactions within the
same brand. There are still some steps
they can take to ensure they receive the
highest and fairest value. Those include
enumerating nonrecurring expenses,
having audited or reviewed financial
statements, and developing a strategy
for owned real estate that best fits their
individual financial objectives.

'ﬁ‘[: \/QH,L.J
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the real estate elects to retain ownership
of it, the rent charged to the buyer would
need to be subtracted from the cash flow
to determine the value of the business
being sold.

The value of real estate income is
currently very high because interest rates
are so low. Depending upon the market
and the stability of sales from an indi-
vidual restaurant, cap rates — the rates by
which annual cash flows are divided to
determine value — are very low and can
be in the 6-8 percent range. For example,
Bob Evans Farms recently announced a
sale-leaseback for 145 properties. They
received $200 million (pretax) in return
for paying the buyer’s rent of approxi-
mately $15.4 million. This equates to
about a 7.7 percent cap rate. There is
a meaningful arbitrage between a 5
multiple of cash flow and a 6-8 percent
cap rate on the real estate that a fran-
chisee can leverage to his/her benefit.
This can take the form of either holding

This information should not be
regarded as a solicitation or recommen-
dation of any particular security or to
engage in a particular trading strategy.
This was prepared for informational
purposes only and is not believed to be
sufficient on which to base an invest-
ment decision.

STEVEN ROCKWELL is the managing
director of Consumer Investment
Banking at BTIG. Commanding a
deep understanding of the restaurant
industry landscape, he has more than
30 years of experience in the space.
As a highly accomplished restaurant
investment banker, his diverse resume
includes positions in investment
banking, equity research, portfolio
management and corporate financial
management. Learn more at
www.btig.com/InvestmentBanking.aspx.




You manage your business.
We'll manage your risk. From every angle.

As a BURGER KING® owner, you already have to think about service, food preparation, productivity, laws and regulations,
time management and the everyday challenges of running a business.

Insurance shouldn’t be one more concern. Especially given the wide range of protection you need in this day and age.

At BB&T Insurance Services, the exclusive property and casualty insurance provider for NFA members nationwide, we make
sure owners like you have the very best in claims assistance, loss control services — and every line of coverage you need. That
means we go beyond the basics.

Your business will be supported by a dedicated team of franchise insurance specialists who are knowledgeable about your
industry and will develop a plan that includes the following additional coverages you may not have considered:

B Cyber/Data Breach Liability — Protects your business B Property Coverage Enhancements - As a restaurant
from sensitive data compromise, including customer owner, additional coverages such as “Business Income
credit card information and private employee data for Off-Premises Utility Services,” “Outdoor Signs,” and

“Food Contamination and Spoilage” are vital. Be sure to

B Employment Practices Liability — Coverage for
review your limits

wrongful employment practices, such as harassment,
discrimination and wrongful termination B Coca-Cola Freestyle coverage - Additional coverage
for your touch screen soda fountain added to your

property policy

| |
11NN Insurance Services EIN FA oo | NIFAC
Global Resources — Client Focused Association PeLeU®S

An Association of BURGER KING® Franchisees

ServiceNow: 888-399-2040 | ServiceNow@BBandT.com
NFA* Plus: 866-402-7952 | nfaplus@nfabk.org

© 2015, Branch Banking and Trust Company. All rights reserved. Insurance.BBT.com
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MANAGING CHANGE THROUGH THE

SALE OR PURCHASE OF RESTAURANTS

reek philosopher Heraclitus said, “There is nothing

permanent except change.” Why, then, does change

seem so hard for most people? According to James

O'Toole, author of “Leading Change” and the Daniels
Distinguished Professor of Business Ethics at the University of
Denver's Daniels College of Business, “People resist change due
to the fundamental human objection to having the will of others
imposed upon them.”

Put more simply, people like predictability and routine in
their lives. Anything that disrupts that routine is typically met
with at least some resistance, particularly if people perceive the
change to be negative.

“We’re human and generally resistant to change,” said Nate
Shannon, SHRM-SCP, SPHR, a senior certified HR professional
and 25-year hospitality veteran. “In addition, poor (or lack of)
strategy, including proper communication and buy-in, are the
biggest roadblocks to managing change.”

In the workplace, when a change looms on the horizon,
the first fear of many employees is that they might lose their
job. People will also be resistant if there is a lack of clear
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communication about a change. Poor
communication may lead to fear of the
unknown and feeling like they’ve lost
control. Employees want to know with some
degree of certainty what to expect.

Further, a lack of understanding
about upcoming change may make some
employees wonder if they possess the skills
or competencies needed to adapt. (Will my
job change? Will I be expected to do more, and do I have the skills
to perform the new duties?)

A change in ownership — like what occurs with the purchase
or sale of a business — is perhaps the most significant change that
could happen in the workplace.

To best manage change of any kind, “you need to have built
a solid foundation of trust which has already resulted in a healthy
work environment,” said Kelly Anderson, co-author of “Flip-N-
Burgers: Our Guide to Success in Restaurant Management.”

As aleader, it’s important to be confident and meet any resis-
tance from employees as a problem to solve and not necessarily

KELLY BINGHAM



a flaw in character, Anderson added. People resist change for
myriad reasons, many of them very justifiable. The question
becomes, then, “how can outgoing and incoming owners work
with employees to manage the change effectively?”

Managing Change When Selling Restaurants

Anderson emphasizes the most important thing you can do
for your staff if you're selling your restaurants is to provide clear
communication.

Identify key trusted staff early in the process. Be sure you can
trust these individuals to keep the information confidential until
the timing is right to tell others.

“Often, prospective buyers will want or need stability and
key operators to remain in place after the transfer of ownership,”
Anderson said. “I've seen cases of poor communication that
lead to a negative domino effect that can linger for a long time
[following a sale].”

It’s very important to choose the right timing to share news
of the sale with your entire staff. Typically, that time is when a
buyer is under contract and you are moving toward a closing date.

Anderson strongly suggests coming to an agreement on
this timing with your buyer as well, because employees will have
many questions once they learn of the sale. Having a thoughtful
plan in place with the buyer that includes specific detail helps
employees feel less anxiety about the impending change. It can
be especially helpful to express confidence in the buyer, as well
as educating staff that BURGER KING® has an extensive vetting
process for new franchisees.

“Be sure to let your employees know why you are selling,”
Anderson said. “We all know that any change can be difficult and
reassuring employees that this is the best decision for them and
the future of the business can go a long way to easing concerns.”

“We all know that any change can be
difficult and reassuring employees that
this is the best decision for them and the
future of the business can go a long way

to easing concerns.”
- KELLY ANDERSON
co-author of “Flip-N-Burgers: Our Guide to
Success in Restaurant Management.”

Managing Change When Purchasing Restaurants

When purchasing restaurants, communication is still a
significant part of managing through change.

“Communicate early and often with all involved, ensuring
everyone knows their roles,” Shannon said. “Be aware of poten-
tial barriers in order to stay ahead of problems.”

It is likely that employees will come along as part of the
purchase of an existing restaurant. Once you are under contract
and moving toward a closing date, spend some time “inter-
viewing” the staff and getting to know them as individuals.

“In a very fast-moving industry, it’s easy to rely solely on
experience and steamroll existing employees during change,”
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Shannon said. “While it should be done quickly, first seek

to understand how the business got to where it is by actively
listening, especially to high performers. When you're ready to
initiate change, educate the appropriate employees so they have
the appropriate line of sight.”

Anderson agreed: “This is a great opportunity for you to get a
feel for the culture that you bought, and a great time for the team
to get to know you as well. Taking the time to introduce yourself
and get to know them — as well as letting them get to know you
— goes a long way in converting ‘the team’ to ‘your team.”

Not only do those in the quick-service restaurant industry
know to expect change, but many have learned to accept it
with open arms. However, developing or executing a people
plan without investing the time to fully understand the existing
culture, systems and the “nuts and bolts” of the restaurant you've
purchased can be risky.

“We get as many changes as we want with LTOs, menu and
building designs,” Anderson said. “But we only get one oppor-
tunity with people, so make it count. Put a lot of thought into
with whom and how you communicate, whether that’s in person,
email, letter or other means.”

Regardless of which perspective you're coming from, buying
or selling restaurants is a big change for all involved. Using best
practices for managing these changes will keep the process as
smooth as possible.

KELLY BINGHAM is a contributing author.
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hen you purchase an item for

your business, you probably

pay sales tax unless it’s some-
thing you're reselling to your customers.
However, if you purchase online or from
a vendor outside of your state, they may
or may not charge you sales tax. Woohoo
— you just saved money, right? Don’t
celebrate prematurely! If you are not
following Use tax rules, your celebration
may come at a high cost later. We are all
familiar with “speed traps”— Use tax is
what we call a “tax trap!”

When you're not charged sales tax
for a taxable item, you are responsible for
determining if Use tax is due, normally
at the same rate you would have paid
sales tax. Use tax has long been consid-
ered to apply only to “tangible personal
property” and not services. Not so true
anymore! The taxable amount would not
only include the total cost of the goods
purchased, but in many states, it will
include postage, shipping, handling and
other transportation charges.

Think you won't get caught? Sales
tax auditors are trained to find the places
where Use tax “hides” and some of these
are easy to miss! Here are some examples:

* In many states, canned software is
taxable, including online support, mainte-
nance and warranty agreements, software
for your register system, and cloud-based
computing software.

e Items used or consumed as part of
doing business are subject to Sales and Use
tax. This includes not only office supplies,
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but could also include
free meals provided
to your employees.
Free meals would be
reported on your Use
tax return based on the
cost of the food. Many
states expect you to
remit Use tax on the cost
of food given away because
free meals to your employees
are deemed to be “consumed
by you.”
e Promotional items can be
tricky. In a situation such as “buy one,
get one free,” sales tax is not assessed for
the free item, as both items are simply
considered to be purchased at a discount.
However, free items without an accom-
panying purchase are subject to sales tax
in many states. For example, a customer
has a coupon for a free drink and doesn’t
purchase anything else — Use tax is due.
However, if the customer purchases a food
item with that free drink, the purchased
item is considered to have been discounted
and no additional tax is due. Along the
same lines, toys that normally come with
ameal are not taxed, but toys purchased
separately are subject to sales tax.

In addition to the previous examples
of where Use tax can “hide,” please keep
in mind the following tips when preparing
a Use tax return:

Rules and interpretations of sales
tax rules differ by state, locality and
auditor. We recently assisted a restaurant
client in a city where the sales tax rules
were more restrictive than the state law
on a certain item. The sales tax auditor
delineated the difference between indi-
vidual packets of salad dressing that
come with a salad, as compared to sauce
packets (such as for chicken nuggets or
fries), which some customers use and
some do not. The auditor determined that
individual sauce packets were not part of
the food item because they were given
away, based on the customer’s preference.
Since the customer did not pay extra for
optional sauce packets (i.e., they were not
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being resold), they
were taxable to the
restaurant.

Keep receipts.
In a sales tax audit,
you're presumed
guilty until you can
prove your inno-
cence! Receipts
showing sales tax paid are critical — keep
all of your receipts! If you purchase items
using your credit card, keep the backup
documentation for each item.

Out-of-state vendors. When you
purchase from a vendor located out of
state, check to see if sales tax was charged
at your local rate. If the vendor has a
business presence in your state, they are
generally required to charge you sales
tax at your delivery location. If not, you
should self-assess Use tax.

When and how to file. The frequency
of your filing requirement depends on your
anticipated Use tax due over the course of a
year. Monthly and quarterly filing deadlines
are common for restaurant businesses. Use
tax is sometimes called “Consumer’s Use
tax” or “Compensating Use tax.”

Your state may differ. We said
it before, and we'll say it again — look
at your state and locality rules on what
they consider taxable. There are states
without sales taxes (at this writing, they
include Alaska, Delaware, Montana, New
Hampshire and Oregon). Municipalities
and counties may be allowed to assess
their own sales tax. That is when rules

LETA COLLIE, CPA

may vary. Did you know there is sales tax
charged in North Pole, Alaska?

The information in this article
is intended as a general overview of
potential “tax traps” to be aware of.
Check your state website and your taxing
jurisdiction(s) for more details.

LETA COLLIE, CPA, is the senior manager
of the Technical Tax Services department
of Mize Houser & Company P.A. — a full-
service accounting firm that has provided
PayPlus+ Accounting and Payroll Solutions
for NFA members since 2003.



White-glove payroll processing
ACA compliance reporting
Full accounting and tax services

PayPlus+, offered by Mize Houser & Company P.A., was selected by the NFA
as its exclusive payroll processing and ACA compliance reporting partner.
Our mission is to provide franchisees with personalized service combined

with the time-saving benefits of exceptional web-based technology.

Full-service payroll processing at one monthly fee.

A dedicated service professional to manage your
payroll processing—no call centers.

ACA compliance reporting services—made even simpler when
you choose Health+ for your employee benefits package.

Payroll tax deposits, quarterly and annual payroll report filing and W-2s.

Pay

or visit payplusforfranchisees.com to get a payroll processing quote.

In business since 1956, Mize Houser is a full-service CPA firm
that has dedicated staff and unrivaled technology to serve
the unique needs of the franchisee restaurant industry.
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BKC and EverFi Bring Critical Life
Skills and Education to Students

urger King Corporation (BKC) is proud to be an organiza-

tion that is deeply embedded in the communities we serve.

One of the key components of BKC’s community involve-
ment is a digital education initiative that has changed the lives
of thousands of students across our footprint. BKC has made a
commitment to fund the Burger King Financial Scholars Program,
a high school financial literacy program, and, for the first time,
306 — African-American History™, which offers in-depth knowl-
edge on important African Americans and events that helped
shape America. These programs provide students with eye-

opening skills in money management and multiculturalism.

This endeavor is made possible through BKC’s partner-
ship with EverFi, Inc., a leading education technology company
committed to bringing critical life skills to students through
engaging digital learning opportunities. More than 12,000
schools across the U.S. and Canada have adopted EverFi’s online
programs. Through our partnership with EverFi, BURGER KING®
franchisees have the opportunity to sponsor the Burger King
Financial Scholars Program and 306 in schools in their area. So
far, more than 16,500 students across Florida, North Carolina,
West Virginia and Ohio have been impacted by these innova-
tive courses in their classrooms at no cost thanks to BKC and
BURGER KING franchisee sponsorships.

Every day, the Burger King Financial Scholars Program and
306 — African-American History reach more and more students
across the communities we serve — our employees’ children,
our customers’ children and children who otherwise might never
have access to quality financial education and digital multicultural
studies. It's not only an investment in our future employees and
our future customers, but also an investment in the economic
well-being of the communities we care about most.

“Things that may have seemed confusing before [taking the
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program] were explained
perfectly,” said one
Burger King
Financial
Scholars
Program
student. “I
can safely
say that I can
now under-
stand all the
financial talk
my parents do!”
As a BURGER KING
franchisee, you have the
opportunity to join our
commitment to digital
education by bringing
the Burger King Financial Scholars
Program and 306 — African-American History to your commu-
nity. We are offering these opportunities to help you and your
team forge deeper relationships with the communities we serve.
View a demo of the financial literacy program at
https://vimeo.com/125510925 and a demo of 306 — African-
American History at https://vimeo.com/140801945 or
http://everfi.com/k12/306-2/. To find out how you can be a part
of this endeavor, please contact Trey Medbery, vice president of
EverH, at trey@everfi.com or 504-330-4328.
For any general questions about BKC’s national community
or diversity efforts, please contact Natalie Norfus, chief diversity
officer, at nnorfus@whopper.com or 305-378-3889.



Farzad Aliabadi of Yekta Fortune

arzad Aliabadi, franchisee of Yekta Fortune Inc., has a

career and family history that is deeply entwined with

BURGER KING®. Aliabadi moved to California from Iran
35 years ago and has worked with the brand since 1987.

During college, Farzad first began operating a BK® restau-
rant owned by his brother, Nasser Aliabadji, in San Francisco.
However, Farzad wanted to explore other interests and left the
franchise to move into operations in the fine-dining industry. This
venture lasted for a couple of years until he decided to come back
to the quick-service industry and work in the family business.

In 2006, he was approached with a BURGER KING franchise
opportunity in the southern California area. He seized the prospect
and became a franchisee in a joint partnership with his brother, in
which they were able to take the restaurant from bankruptcy to a
positive standing. Aliabadi stayed there for 10 years, and then in
May 2015, he was presented with the opportunity to purchase three
Sacramento-area BK restaurants of his own.

Aliabadi went after the opportunity and enjoys owning 100

Specializing in the Resale of
Franchise Restaurants since 178

We Provide A Variety of Services for Both Buyers & Sellers
O Valuation Assessment
O Screening & Securing Qualified Buyers
O Facilitation of Franchisor Approval
® Secure Financing

O Transaction Management

Mike Deegan

md@nationalfranchisesales.com

(949) 428-0492

Call Today for a Free,
Confidential Valuation

ational
ranchise
ales

M&A |Advisory Services

www.nationalfranchisesales.com

95

percent of the three additional locations, while still jointly oper-
ating the first two with his brother.

Aliabadi is a new member of the NFA; however, he is already
very familiar with the association. “I've been going to the NFA
meetings for many years since the store’s partner, my brother,
was the member. Ever since I got my own restaurants, [ wanted
to become a member on my own,” he said. He believes one of the
greatest assets of membership is sharing information with other
franchise owners.

Outside of his BK endeavors, Aliabadi’s main passion and
source of joy is spending time with his family. He is married to
Ghazaleh and has a 2-year-old daughter, Yekta, after whom he
named his franchise. Aliabadi also volunteers at a local Persian
community school every Saturday helping children from first
through fifth grade learn how to read and write.

Welcome to the NFA, Farzad!
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Capital is Critical for U.S. Small Businesses

Findings from the Lending Club State of Small Business Financing Survey

44 55%

44% of small-business
owners want financing,
but can’t get the
financing they need.

If they could get
financing, 55% would
hire at least one more
person.

each business who wanted to hire an employee hired

If each business who can’t get funding could, and
just ONE, together, they would create 3 MILLION jobs. <

Small businesses
need transparent rates.

We asked...

“If you borrow $100,000
and pay $10,000 interest
over one year, what’s
your interest rate?”

77% of small-
business owners

say an affordable
interest rate is the
most important factor
when choosing a

83% of those
business owners who
said that the loan was

loan. But almost none
are able to correctly
identify a loan’s
interest rate if it's

not transparently
disclosed to them.
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93% believed the
interest rate was lower
than it actually is!

Hint: It’s 18%, not 10%!
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acceptable would have
changed their minds
or looked for other
options if they had
been shown the

actual interest rate.




Available

Now
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RSI Distribution
THE DRIVING FORCE BEHIND THE SUPPLY CHAIN

o Ensure Supply at the Best Cost — that is

the mission of the entire team at Restau-

rant Services, Inc. (RSI). As the exclusive
purchasing agent for the BURGER KING® system
in the U.S., RSI effectively manages the brand's
supply chain and monitors supplier and distrib-
utor performance.

RSI’s distribution team is critical to the supply chain. Aside
from negotiating contracts and managing performance of 29
BURGER KING®-approved distributors across the country, the
team also helps manage inventory levels for new products and
promotions, and conducts restaurant invoice audits for pricing
errors — all to increase our members’ restaurant profitability.

In fiscal year 2015 alone they delivered $6 million in logistics
savings and cost avoidance through effective freight management,
mode of transportation (truck/rail/ocean/parcel), minimum order
requirements and redistribution, to name a few.

Behind the Numbers

At the heart of these
accomplishments is RSI's
distribution and logistics
team, led by vice president
Mike Burns and executed,
at the field level, by four
regional managers (RMs).
Each RM is responsible
for six to seven distribu-
tion centers, ensuring
best-in-class distributor
performance.

RMs organize year-
round Local Distribution
56
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F’15 Distribution & Logistics

Accomplishments

- $100,000 in savings during distribution of new Duke
Airbrake using RSI distribution model

- $239,000 in savings on distribution costs for several
smallwares, e.g., hash-brown salt dispensers

- Developed five-year strategic plan, highlighting plan
for expiration of 17 Distribution Service Agreements
by 2017

- Negotiated Distribution Service Agreements for five
centers with minimal to no impact on fees

- Managed a center move
- Grand opening of one center

- %6 million in logistics savings and cost avoidance

Committee (LDC) meet-
ings where they keep
attendees — operators and
distributors — up-to-date
on distributor performance,
benchmarking data, cost-
savings enhancements

and other RSI activities

and initiatives. Last year,
the RMs organized 79

LDC meetings in addition
to attending more than

30 franchisee association
meetings, all in their tireless




efforts to maximize distribution services
for members.

This small, but fierce, team is RSI’s
resident experts for all-things supply and
distribution to your restaurants. Their
expertise and dedication is reflected in
their results, and RSI encourages you to
reach out to your RM with any questions,
to sign up for your next LDC meeting or
to simply get to know them.

In the interim, we would like to
introduce you to our new Northwest
Regional Manager George “Skip” Biltz.
Skip phoned in from his office in New
Berlin, Wisconsin, for a candid interview
with RSI Communications and shared his
passion for operations, foodservice and
how energized he is about the opportuni-
ties ahead.

Here’s an edited transcript of that
discussion:

Skip Blitz

When did you join RSI?

My first official day was Sept. 14, 2015, and I'll never forget
that amazing day. I woke up, jumped on an airplane before 6 a.m.
and flew to California for my first Local Distribution Center (LDC)
meeting.

Having been in operations and foodservice distribution for
more than 30 years, I spent most of my time behind a windshield
in an automobile. So that day’s five-to-six hour commute to the
LDC told me this was going to be different. And it was — being
on the other side, thinking like a franchisee and what was best for
them was incredible. I'll tell you one thing, I couldn’t wait for the
second day to begin.

Where is your home base?

I live in New Berlin, Wisconsin, a suburb outside of
Milwaukee. I was born in New York and moved to Milwaukee at
the age of 8 and have been in or around the area since then.

What drives you?

I'll tell you — and I say this from the bottom of my heart — I
was raised by two of the best people. It was my father’s example
of a strong work ethic and commitment to excellence that drives
me every day.

My father was a World War II veteran. He knew the kind
of determination needed to build a great country and to turn a
horrific experience into a great one. He had an incredible sense of
right and wrong, and that’s exactly what he taught me: Do what’s
right and then do more than just enough.

I apply his teaching, his enthusiasm and promise to excel in
the way I lead my team and how I keep my customers” — our
members’ — best interests at heart. I never want to let anyone
down ... I don’t want to let my dad down.

Northwest Regional Manager,
Restaurant Services, Inc.

In your opinion, what is RSI's
biggest asset?

The value we bring to distribution
and the BURGER KING® system overall.
We offer a wide range of services, infor-
mation and an incredible level of support.
I can pick up the phone and someone at
RSIis immediately on the other side.

We are very much the central
support for our members and anyone
else we interact with. I've just been
blown away by how hard and dedicated
everyone at RSl is.

How do you like to share ideas
with your team and keep them
motivated?

Well, at this point, I'm the new guy.
I'm drinking from the RSI fountain of
knowledge on a daily basis ... I have so
much to learn. But, aside from my tenure
in the industry, I like to bring a sense of
joy and happiness. I have a wicked sense
of humor and like a vibrant, enthusiastic and positive environ-
ment to surround me ... the same one RSI embodies.

Is there something people may be surprised to
learn about you?

Yes ... and I'm not embarrassed about this. Many years ago, I
was part of a barbershop quartet, sang lead vocal in a barbershop
choir and competed at a national and international level. In fact,
I'still have a brother that competes and participates — he’s been
doing it for 40 years now. Sometimes when I'm in my car, I may
belt out a song or two.

Tell me about “Skip” — do you prefer George or
Skip?

My real name is George; I was named after both my father
and grandfather. So, I'm actually a third! When my mother was
expecting she didn’t know what she was going to have, but if it
was a boy, it was going to be John.

However, dad brokered a last-minute deal with mom to
name me George. She agreed, but with one condition: They
were not calling me junior or the third. My dad had a friend from
the war they all used to call “Skip.” So from the day I was born,
family and friends called me “Skip.” It's always been my name.

Besides, the only time my parents called me George was
when I was in a lot of trouble!

If you had to choose just one, which is your
favorite BURGER KING® menu item?

BURGER KING®, hands down, has the BEST burger out
there! Ilove a good bacon double cheeseburger. Being from
Wisconsin, I have to have the cheese. And being from the
Midwest, I have to have the bacon!
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Making a Change with ... Change!

Franchisees Round Up For Education

ne way to drum up more

scholarship dollars to award

through the BURGER KINGM
McLAMORE Foundation’s BURGER
KING®M Scholars program is a “round
up” campaign.

Two franchisees chose to implement
the “Round Up for Scholars” campaign
in their restaurants late last year. Erie,
Pennsylvania’s PEC Management and
Orlando’s Magic Burgers supported this
initiative, raising nearly $20,000, collec-
tively, that they can award this spring.
The campaign asks guests at participating
restaurants if they’d like to round up their
check to the nearest dollar — donating
their change to help make Scholars in the
local community. Magic Burgers held the
campaign in the latter half of the year,
raising more than $16,000 that will stay
in the Orlando community as scholar-
ships for deserving students.

PEC Management launched their
second annual “Round Up for Scholars”
campaign during the first week of
December, leveraging Giving Tuesday
and the giving time of year. They raised
nearly $3,200 in just a week!

“We've always been huge supporters
of the Foundation and what it stands for
— it’s easy to get excited about it,” said
Keith Egyed, PEC Management oper-
ating partner. “The feedback we get is
positive — guests get the connection to it
and we operate the entire market of Erie,
so the community awareness is there. It

just reinforces our beliefs that supporting
education is the right move.”

Not only did the PEC Manage-
ment team easily train their employees
to execute the sell, but noted that the
process is simple — just the push of a
button — all for additional scholarships
in the local community.

“We raise more scholarship dollars
and employees see more scholarships
being awarded in their community.

They see the tangible benefit,” said

Karla Mazza, marketing director for PEC
Management. “We hope to increase the
awareness (of this campaign) in the fran-
chisee community. The training is simple
and SICOM just has to turn on the key
— it’s not difficult to just ask a question!”

For more information on the Round
Up campaign and to get started yourself,
contact the Foundation’s Natalie Giles-
Klein at ngiles-klein@whopper.com.

TEE OFF FOR EDUCATION
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An Easy Way to Make a Difference

ou sign up only once, but the
change you can make is forever.
The BURGER KING

McLAMORE™ Foundation offers fran-
chisees the opportunity to sign up their
employees for its payroll deduction
program. By doing so, BURGER KING®
employees across the system can support
the brand’s charity and its programs —
like BURGER KING®*™ Scholars and BKS™
Family Fund. Franchisees can work with
their payroll departments and the Founda-
tion to activate the program. All employees
have to do is sign up with the form found
on the Foundation space in the BK®
Gateway and turn it in to their franchisee.

Strategic Restaurants has participated
since 2012. Since then, they have included
the one-page payroll deduction enrollment
form in new-hire packets. Managers review
what the Foundation does for them — like
scholarships and emergency relief grants.

“We include it in the new hire
process, but also do reminders twice a
year,” said Tammy Johns, vice president of
human resources and training for Strategic

Restaurants. “We talk to employees and
make sure they know their own dollars
are going to this good cause. We mention
that their own colleagues have been
helped by the BK Family fund, and talk
about their situation, making it a real
scenario.”

In 2015 alone, Strategic Restaurants
employees contributed nearly $10,000
in employee payroll deductions. That’s
10 BURGER KING Scholars awards or
additional BK families that can be helped
in times of need. The Strategic Restau-
rants family recently suffered the loss of
an elderly employee who was hit by a car
walking home. The employee’s family
didn’t have the means for an appropriate
funeral — the BK Family Fund was able
to help.

“I think it’s those kinds of things that
open our managers’ eyes to the fact that
we are a giving organization,” Johns said.
“Personally, I believe in the Foundation.
I wish we could reach the masses more,
but it’s a little tougher with such a big
organization. I still think the Fund, and
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the scholarship program, help many of
our employees.

Payroll deduction is an easy way to
have franchisee employees engage with
the Foundation each month. A simple $1,
$3 or $5 deduction out of each paycheck
can really add up and make a difference in
the lives of many. Take Jovannie Ganda-
rilla from a St. Juste Management restau-
rant in San Antonio. She donates to the
BK Family Fund out of each paycheck and
actually needed the Fund in an emergency
situation herself.

“I saw the video of the employee
whose house burned down, and I was
like, “You know what? That’s actually a
good cause,”” Gandarilla said. “Just $5 a
paycheck, it’s nothing — might as well
help somebody else.”

CONTACT ANA GONZALEZ
(agonzalez@whopper.com) from the
Foundation team for more information
and to help get your employees started
on a payroll deduction program.
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Examining the
24 BARRIERS

to Execution

o you've trained all your managers

on the Key Performance Initiatives:

Same Store Sales, Customer Service,

Cost Control, Labor, Throughput,
Hiring, Retention, Training, Marketing,
Repair and Maintenance. You've collectively
set and shared the annual target numbers
relative to profitability and sales. You're
pretty sure they know what to do and have
the tools to get it done. Morale is strong;
heck, you even sent them all to that seminar
focused on those steps by that guy who
wrote that book. They seemed to enjoy it
and it sounds like they even got something
from it.

But for some reason, they’re just not
applying what they know. Despite the
recent uptick in customer visits, your unit
manager’s performance and numbers are
not keeping pace. Transactions are up,
but sales are down. Turnover is high and
ticket average low. They don’t seem to be
using what they’ve learned. Why not?

Seasoned foodservice trainers will tell
you that managers or team members will
not perform up to expectations for one of
three reasons:

1. they don’t know,
2. theycan'tdo, or
3. theydon't care.

If they don’t know or can’t do,
those issues can typically be resolved by
investing in more training or providing
additional resources. (If they fall into
the don’t care category, my prescrip-
tion is as down to earth as home
plate: give those people a job at the
competition.) And I also think there
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are two additional reasons why people
underperform:

4. no accountability and

5. no consideration of

circumstantial obstacles.

In other words, if you don’t hold
people accountable for their performance,
that performance will vary. And if you
don’t consider (and offset) the specific
extenuating circumstances that routinely
hamper execution, performance will
suffer.

Some executives blame training
curriculum or teaching frequency when
manager’s performance wanes. But
that’s as misguided as blaming a driver’s
education instructor if your 16-year-old
had a minor car accident on a rainy night.
You have to dig deeper and question the
situations that
cause teams to
abandon what
they know.
Classroom
training can
prepare you
intellectually
for situational
leadership, but
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only experience
itself will determine
if you can — and
will — apply what
you know during
each shift. Chal-
lenging, unexpected
and stressful shift
situations will readily
marginalize knowledge and constrict
ability.

We polled 115 foodservice unit
managers and 58 multiunit managers
and asked them this question: “Under
what circumstances do managers do the
wrong thing even though they know how
to do the right thing?” Here are the most
common responses based on frequency:

by JIM SULLIVAN

1. When I'm understaffed or under
pressure

If I'm in a hurry

During high-volume periods
Poor time management
Lack of prioritization
Procrastination

N OO R oD

When it costs me (or us) more money

to do the right thing

Lack of a daily plan

9. Ifit requires some new process and I

don’t trust it

10. When I feel overworked

141. When I abandon shift
routines if the day isn’t
going according to plan

®

12. When something doesn’t
make sense




It is an immutable law in
business that words are
words, explanations are
explanations and promises
are promises but only

performance is reality.

- HAROLD GENEEN

13. When some new procedure, process
or rule has only been communicated
to one person and it’s not been
shared

14. WhenIdon't value the training I got

15. If they don't believe in what they're
taught/told

16. When I hear different things from
different managers or supervisors

17. Ifit’s likely to impact my bonus by
driving up costs

18. When I want my supervisor to think
I know what I'm doing instead of

asking for help

19. When the right thing takes more
time, seems more difficult or is less
familiar

20. IfI'm over in labor, I might take
shortcuts in training or try to fudge
inventory numbers

21. When I think no one will notice

22. If there’s no follow-up, notice or
consequences.

23. When the district manager fails to
consistently follow up

24. The evening shift (less accountability
and no surprise visits from corporate)

This list provides unique insight into
common situational leadership hurdles.
The responses align into three distinct
categories:

1. Focus/time management issues

(responses 1-11);

2. Training/communication issues

(12-19); or
3. Accountability issues (21-24).

The lessons learned? If you want to
help your managers excel at situational
leadership, stress the skills related to

better time management, focus, commu-
nication and accountability. This makes
training more effective and productivity
spike.

It's been said that experience is the
best teacher, but in some ways it’s the
worst; it gives the test before presenting
the lesson (and don’t forget that experi-
ence only teaches the teachable). Review
the list above with your managers and
see if these circumstances sound familiar.
Ask them the same question we did and
see what additional situations they might
identify. Have them discuss and share best
practices, and learn how to anticipate and
control challenging circumstances when
they arise.

Take a closer look at when perfor-
mance drops and you'll gain keener
insight into why performance drops.

JIM SULLIVAN is the author of the
Amazon best-selling book, “Funda-
mentals,” and a sought-after speaker at
leadership conferences worldwide. You
can follow him on Twitter @Sullivision
and get his training product catalog at
Sullivision.com.

RTIconnect Back-Office: Proven in BURGER KING® Restaurants

A growing number of BURGER KING® franchisees rely on RTlconnect to help their managers
lower food and labor costs, report an accurate ideal, and much more.

Let’s connect... Call 800.937.1290 for a live demo or visit RTIconnect.com

@
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Since workplace bullying isn'tillegal,
you ve got nothing to worry about,

here has been a lot of attention on

workplace bullying over the years.

What is a workplace bully? Workplace
bullying refers to repeated, unreason-
able actions of individuals (or a group)
directed toward an employee (or a group of
employees), which are intended to intimi-
date and create a risk to the health and by DOUGLAS H. DUERR
safety of the targeted employee(s).

Workplace bullying often involves an abuse or misuse of
power. Bullying includes behavior that intimidates, degrades,
offends or humiliates a worker, often in front of others. Bullying
behavior creates feelings of defenselessness in the target and
undermines an individual’s dignity at work. Although aggres-
sion can be part of bullying, bullying is different from aggression.
Aggression may involve a single act, but bullying involves repeated
attacks against the target, creating an ongoing pattern of behavior.
“Tough” or”“demanding”bosses can be, but are not necessarily,
bullies; it depends upon whether their primary motivation is a
good-faith effort to obtain the best performance by setting high
expectations. Many bullying situations involve employees bullying
their peers, rather than a supervisor bullying an employee.

Now that you know what workplace bullying is, you might be
surprised to learn that bullying by itself is not illegal in the United
States. Thus, if you discount the negative impact bullying can have
on workplace results, you might decide to refrain from”getting
involved” in what appears to be merely a personality dispute or

“justifiable” conduct by a“good” performer or simply employees
“kidding around.” Several cases involving payment of six-figure
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damage awards, however, are good examples of why you may
want to think again.

In both of the cases, the targets of the bullying were consid-
ered by their supervisors and co-workers as not being sufficiently
“manly.” There was no suspicion that the victims were homo-
sexual, only that they were too”feminine.”On a daily basis, they
were subjected to foul language, derogatory name-calling, criticism
regarding manner of dress or mannerisms and mocking. When the
victims complained, no action was taken, and the supervisors, who
also engaged in the conduct, claimed they were just “playing.”

When the claims reached court, the employers were found
liable for harassment, which is illegal. To be actionable, harass-
ment must be unwelcome and so severe or pervasive as to alter
the conditions of one’s employment. The U.S. Supreme Court has
stressed that Title VII is not a general workplace civility code and
that simple teasing, offhand comments, sporadic use of offensive
language and occasional gender-related jokes will not support a
Title VII claim. By contrast, discriminatory intimidation, ridicule or
other verbal or physical conduct may be sufficiently extreme to do
so. Because of the nature of the abuse the victims were subjected
to, the fact that they often complained of it and it occurred
several times a day for several months, the courts upheld the jury
verdicts that the conduct was unwelcome, severe and pervasive.
That is, these instances of workplace bullying had morphed into
successful claims of unlawful harassment.

While these two cases centered on victims who were not
considered sufficiently masculine, it does not take much imagina-
tion to be concerned about“teasing” directed at someone because

MARLIN

FRANCHISE FINANCE GROUP

of their religion, national origin or disability. In fact, such banter is
unfortunately not uncommon in many workplaces and, because it
is characterized as having fun or building camaraderie, it is often
not taken seriously by supervisors or bystanders.

So what does this mean for you? Even if bullying is not
illegal, harassment is. Thus, you need to be on constant guard to
ensure that you have a current policy prohibiting unlawful harass-
ment, that your managers and supervisors are trained on issues of
harassment, and that the policy is enforced. Supervisors should be
aware that“jokes” denigrating someone on a protected charac-
teristic (e.g., race, national origin, sexual identity, religion, etc.)
are not funny and are not part of team building or camaraderie.
While this does not mean that an employee has to be written up
or fired for a single inappropriate joke or comment (unless it is
really severe), it does mean that your managers and supervisors
should not engage in that conduct themselves and should remind
subordinates when an incident occurs that it is not appropriate.
Of course, if the conduct is repeated, then corrective (including
perhaps disciplinary) action should be taken.

While workplace bullying is not per se illegal, it has docu-
mented adverse impacts on morale and productivity, and can
result in expensive claims for illegal harassment. Therefore, take
steps to discover and end any bullying in your clubs.

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

FINANCE YOUR COMPLETE RESTAURANT
REMODEL WITH MARLIN

MADE TO ORDER

FINANCING FOR YOUR BURGER KING® FRANCHISE

Marlin™ is a nationwide provider of commercial lending. We are
publicly fraded (NASDAQ: MRLN) and a direct lender. Since
1997, we have serviced over 10,000 franchisee customers in over

* Equipment & Software
¢ Furniture
* Remodels 500 brand concepts and have relationships with all the major

¢ New Unit Expansion suppliers of equipment and software for a franchised business.

» Working Capital

FOR MORE INFORMATION, CONTACT:
Chris Holland at 888-479-9111 x4206 or

visit our website: www.marlinbank.com/nfa

Marlin is an Associate Member of the National
Franchisee Association an Association of Burger
King® Franchisees.

CORPORATE OFFICE » 300 Fellowship Road ¢ Mt. Laurel, NJ 08054
P: 888-479-9111 « F: 888-479-1100 « www.marlinfinance.com

IEMARLIN
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Boost Sales and

Employee

Engagement

ngaged employees are your

greatest asset as their investment

translates to an overall greater
ROYI, lower attrition and return customers
for your business. When an employee is
engaged, there is no shortage of positive
effects they are capable of producing in
a work environment. While there are
many means to increase and improve
employee engagement, some are better
than others. The standard ideas of staff
outings or recognition strategies are
common suggestions in how-to articles
and HR toolkits. But what if there were
even better tactics to reach your objec-
tives in employee engagement?

One tool that is extremely effec-
tive in accomplishing a laser-focused
engagement campaign: Leveraging
your employees’ competitive spirit. By
utilizing internal employee competitions,
you are able to engage your staff while
simultaneously encouraging sales of a
particular product, increasing produc-
tivity and promoting teamwork.

So, how can you best harness
the competitive spirit amongst your
team to build engagement? One of the
best tactics to galvanize a successful
competition, regardless of location, is
to pull ideas from current events and
pop culture. Your employees are likely
already tuned in and focused on these
areas, so by constructing competitions
that focus on these topics, creating
excitement will be an organic and seam-
less step.

With the vast number of sporting
events and pop culture trends, it may
seem challenging to sift through it all
and find the best focus for your team
competition. But once you've found it,
the results speak for themselves.

For example, as March Madness
winds down and the baseball season is
up to bat — pardon the pun — let’s focus
on the realm of sports and how it can
provide exceptional internal competi-
tion opportunities. Several of your fellow
NFA members already utilize this tactic

with

and have seen great
success with such
competitions.

David Harper,
franchisee of HR
Restaurants, LC,
implemented a
sports-focused
employee sales competition in his
restaurants last year. The competition,
the March Madness Cookie Contest, was
a company-wide challenge held during
the National Collegiate Athletic Associa-
tion (NCAA) men’s basketball season to
encourage cookie sales. The contest was
composed of two brackets: one for all 54
general managers at the time and one for
Above Restaurant Leaders (ARLSs).

The individuals who sold the most
cookies during the March Madness
period earned a $500 prize, and the
success of this promotion was stag-
gering, reaching well-beyond expecta-
tion. The company’s cookie-sale average
improved 93 percent versus the prior

KRISTEN PEREZ
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month, equating to an additional $50,000
in revenue during the three-week contest,
with the winning restaurant increasing
their cookie sales by 283 percent!

“It was a fun contest that our
managers really enjoyed. We consistently
run contests in our company, and this
is one that worked very well,” enthused
Harper.

While your cookie sales may not be
your top priority at this time, this tactic
may be implemented for a variety of areas
in your business. You could also focus
on an area outside of sales, like customer
service. Employee competition campaigns
can target these types of operational areas
and drive positive results there, too.

Michigan Multi-King utilizes a diverse
range of sports-centric competitions
among employees to boost everything
from team morale to alleviating operational
issues. Director of Operations Kevin Barnes
shared that many of the activities imple-
mented by Michigan Multi-King keep staff
motivated and engaged while boosting the
company’s bottom line.

“We find that the more interest we

One-hour credit decisions
100% financing available

Franchise business loans

Application-only up to $250,000

show in [team members], the better our
restaurants perform,” said Barnes.

Michigan Multi-King encourages
a wide variety of competition-based
incentives, from staff golf tournaments
to weight loss challenges based on the
Super Bowl schedule. One of these events
includes a competition for the assistant
managers with regard to the B2 Guest
Track score. All assistant managers who
went an entire month without any nega-
tive complaint received $100; two consec-
utive months received $200; and three
months received $300.

“We dialed it back after three months
and started again at $100,” said Barnes.
This incentive yielded such fantastic
results that Michigan Multi-King decided
to apply the same format to another area
they wished to improve: speed of service.

“This year we changed the bonus to
reflect the BK® emphasis. [We offered] a
similar payout, but the goal is 2 minutes,
45 seconds speed of service for the month
or less,” Barnes said.

Other sports-related topics around
which you could build competitions

Re-imaging/remodeling financing

include football playoffs for both college
and NFL, NBA basketball playoffs, the
Kentucky Derby, the Major League Base-
ball World Series, the Olympics, NCAA
men’s basketball March Madness and
many more. Other ideas for competitions
include award seasons (think the Oscars
or the Emmys), reality TV series that may
be popular with your team members and
any other pop culture trend you may see
happening in the news. This is also a
great chance to demonstrate your interest
in getting to know your staff to find out
likes/dislikes that may make for great
competitions.

Internal employee competitions can
be a wildly successful tool to encourage
sales and staff engagement simultane-
ously. Competitions are not only enjoy-
able for the staff, but are also successful
out-of-the-box tactics that you can imple-
ment to boost sales performance or solve
operational challenges.

KRISTEN PEREZ is the NFA communi-
cations coordinator. She can be reached
at kristenp@nfabk.org or 678-797-5160.

Recommended Lender for Burger King® Franchisees Nationwide

Balboa Capital is one of the largest independent financing companies that
specializes in franchise financing. With our considerable guick-service restaurant
{QSR) industry experience and immense lending power, we can help you meet,
and exceed, the diverse needs of Burger King® Franchisees. Apply quickly and
easily af www.balboacapital.com/burger-king.
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t is quite common today to hear and see reports of data

breaches from businesses and organizations you assumed

had sophisticated systems, the experts and the technology to
safeguard their (and your) online data. The lesson here is even with
world-class technology and expertise, your business is still at risk
in our increasingly online world.

What many businesses don't realize until it is too late, is the
number of risks they need to consider. Even if you are a small- or
medium-sized business (SMB), you are at significant risk of being
hacked. In fact, your business may even be a more likely target
because SMB's system security and capabilities tend to be less
extensive than larger businesses. Don't be fooled into thinking
your business’data is not attractive to cyber thieves.

In a recent article, Steve Haase, president of INSUREtrust, a
cyber-insurance firm, cited a Ponemon Institute 2013 survey that
found 55 percent of SMBs had experienced a data breach.

Haase went on to say,”“Every business has confidential infor-
mation on employees, if not customers, that hackers can sell on the
black market ... SMBs in the retail space have even more post-
breach headaches than their non-merchant peers, because retailers
are subject not just to fines and penalties of government agencies,
but also those of the payment card industry (PCI).”

In response to the cyber threats businesses and other orga-
nizations face, the insurance industry has been developing risk
management products that deal with these new challenges. In
the early days of cyber insurance, which date back to 1997, the
policies were strictly written to respond to the third-party liability
of a network security breach. As risks became more apparent, the
coverage has evolved.

66 “Nrazz Flame 2016 ISSUE 1

Many policies now include regulatory
penalties, PCI penalties, extortion demands
and website media liability (including social
networking exposure), as well as business
expenses for crisis management, including
legal, forensics, call centers and notification
costs, etc. Coverage can even be expanded
to include business interruption and data
restoration.

Originally, technology companies were the first to be consid-
ered highly vulnerable to these risks due to their online presence
and related exposures. The risk quickly expanded to many other
types of businesses with large amounts of personally identifiable
information (PII), such as hospitals and universities. Now; it seems
any company is a target for a breach. If you use email, you may
be the target of a”spear phishing”attack and receive a fraudulent
email that appears to be from a trusted source. The aim of the
attack is to convince you to unwittingly give your data to the bad
guys.

Some businesses believe their risk is managed since they
have general liability coverage. But, if you have a website, you are
exposed because a general liability policy excludes website media
under advertising liability. Many professional classes of busi-
nesses, such as law firms, have relied on their Errors & Omissions
coverage in a belief it will address a network security breach. While
there is the potential for some third-party coverage if related to
“failure to act as a professional,” this type of policy would not
respond to all aspects of a security breach and offers no reimburse-
ment of crisis management expenses.

by SYLVIA MENETRE
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Many businesses believe they are not responsible for a security
breach if their data is in a“cloud” environment. In fact, the obliga-
tion to notify those with breached PII from a cloud environment
lies with the owner of the data. The cloud may also make a breach
more of a threat as the information is now part of a vast pool of
highly desirable information. If a business has made a decision
to transfer their data to an off-site provider, they are still respon-
sible for notifying those affected and covering related expenses.
Consider any type of outsourced vendor that has your corporate
confidential data and PII, such as payroll service providers or
accounting firms, as a risk.

These are issues all organizations are facing, even the most
capable and tech-savvy. Still, businesses and particularly managers
with responsibility for systems and network security deficiency, feel
insuring for these risks means their capability is being called into
question. It is now evident no network is totally secure. Managing
your business’s cyber risk is just like managing property and
casualty risk — you don’t want a breach to happen and you plan to
avoid it, but your business is far better off if you've prepared.

The good news is the costs can be mitigated with a broker
partner to help you manage your cyber risk. First, the insurance
industry has brought many products and coverage options to
the market. In fact, their effort to address the issues has created
a buyer’s market. The cost of coverage is small in comparison
to property and casualty coverage. More importantly, with the
proper guidance, the process of anticipating your risk areas helps
you in two ways: (1) it identifies where the risks lie. If the risks
are identified, you can improve operational management and

FLIP THE SWITGH

T0 SAFER, SMARTER KITCHENS

Managing your cyber risk is just like
managing property and casualty risk
— you don’t want a breach to happen,
you plan to avoid it, but your business
is far better off if you've prepared.

reduce the risk; (2) with the risks identified, you can structure
coverage that mitigates your risk, but doesn’t overburden you
with unnecessary cost.

Start the process now. Think through your cyber challenges
and work with your broker to create a plan to manage your risk in
an online world.

SYLVIA MENETRE, vice president, BB&T Insurance Services,
has more than 25 years of experience in agency account
management, production, marketing and corporate risk
management. She focuses on cyber coverage including network
security liability, privacy, website media and related crisis
management. Menetre won the Cyber Risk Management Lead-
ership award from INSUREtrust in 2014.

If you could automate one of the most
dangerous and time-consuming tasks
in your kitchen, wouldn’t you?

Instead of making your employees carry
hot oil across the kitchen and out to the
rendering tank, why not do it with the
flip of a switch? Get back to what matters
most: delivering the food and dining
experience your customers crave.

Restaurant Technologies handles the entire
process of managing your shortening with
the Total Oil Management solution.

Gontact us today to flip the switch.

RESTAURANT
TEGHNOLOGIES

www.rti-inc.com 1-888-796-4997
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WHY CLARITY
AND

CONVICTION ,
sma

BEAT

ommunication is obviously essential to being an
effective leader. So what makes for really effective
communication? Here are three definitions plucked
from Merriam-Webster’s dictionary to consider:
® CHARISMA - a special magnetic charm or appeal.
* CLARITY — the quality of being expressed, remembered
and easily understood in a very exact way.
* CONVICTION - the feeling of being sure that what you
believe or say is true.

Two of these three are essential to being a great commu-
nicator, and the one that I leave out might surprise you.
Many companies still list charisma as an essential leadership
competency. I really disagree with that.

CHARISMA is a personality trait. It is largely inherent
in the individual and can be nurtured further over time.
Charisma is about how you look and how you carry yourself
and how you dress and the tone of your voice and the ability
to change the speed and volume of your words. It is not an
essential variable of great leadership. Some great leaders
had charisma. Some great leaders did not. Some terrible
leaders did have charisma. Some terrible leaders did not.

CLARITY is the ability to make a clear and memorable

=]
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statement that another person can easily
repeat and explain to other people.
CONVICTION is to believe in what
you’re saying so strongly that you actu-
ally do what you tell other people to do.
Conviction happens when you act with
integrity; when you're genuine; when

you're real. by DAN COUGHLIN

Mohandas Gandhi did not have
great charisma, but he had incredible conviction. Martin
Luther King Jr. had incredible charisma and conviction.
They both believed in their core that nonviolent resistance
was the key to massive civil rights change, and they were
both two of the greatest leaders in the history of the world.
Charisma was not the key factor.

People say Steve Jobs had great charisma. I actually
think he spoke very clearly with great conviction. Think
of a person who had great charisma, but his or her words
rang hollow. I was going to throw a few politicians from the
past 50 years under the bus, but I've decided not to.You can
choose your own examples of ineffective leaders who had
charisma, but lacked in clarity and conviction.




Ask People to Explain What You Just Said

If you're wondering whether you're clear, ask someone to repeat
what you said and what it means to him or her; then don’t blame
the other person if he or she can't articulate what you just said. The
problem isn’t with the other person. The problem is with your state-
ment. It is not clear.

How Buzzwords Kill Clarity

We're going to tackle that mountain. We're all in this together.
When things get tough, the tough keep going. When all is said and
done, it’s better to have a lot more done than said. We will leave our
mark on history. We fly like birds in formation. We stick together.
One right behind the other. Now, let’s go charge into the market-
place with a renewed sense of purpose and determination. Let’s
take down the enemy and write our name in the history books.

So, exactly what are we trying to do? Who is going to do what
and what objective are we trying to meet?

Just talk clearly. Explain what you want the group to accom-
plish, why it’s important and who is going to do specific things to
make it a reality.

Metaphors are the Power Tools of Language

A power tool is something you use to get a job done faster
than you otherwise could have done it. In communicating, a
metaphor can save a ton of time in explaining an idea so that
people understand it.

When personal computers were first coming out, Steve
Jobs said, “It’s a bicycle for your mind.” That helped people
understand why it was useful to have one. They could relate to a
bicycle giving them independence and freedom to do what they
wanted when they wanted, and now they understood how a
computer could help them.

A metaphor is a word or phrase for one thing that is used to
refer to another thing in order to show or suggest that they are
similar. When President John F. Kennedy wanted to accelerate the
growth of math, technology and engineering in the United States,
he simply said, “We'll put a man on the moon by the end of the
decade.” That did happen, but the much bigger result was the
massive growth in electronic technology.

Twenty years later, Jobs described a laptop computer as
“something you throw in your backpack.” People could visualize
that what you would do with it made sense. You would carry it
around with you like a paperback book or a snack. It made the
laptop computer a part of your normal activities.

Do You Really Believe in What You're Saying?

If you tell your audience that integrity is the key to long-term
success and then you cheat on your financial report, you lack
conviction. If you tell people you believe in the power of innova-
tion, but you refuse to change anything your company is doing,
then you lack in conviction. If you tell people you believe in the
power of collaboration, yet you always explain to other people
why they’re wrong and you're right, then you lack conviction.

If you are going to be convincing to other people over the
long term, then you have to have enough conviction in your
words to actually do what you are saying. Charisma is a short-
term attribute. Charisma can win votes in a political campaign or

71

with corporate board members, but charisma cannot sustain itself.
Sustainability requires clarity and conviction.

Insights from “The Grinder”

There’s a television show called“The Grinder”starring Rob
Lowe and Fred Savage. It's funny because it makes a whole parody
around the difference between a charismatic person (Lowe) and
a person who speaks with clarity and conviction (Savage). Lowe
portrays a television actor who plays the part of a lawyer and then
joins his brother’s law firm and tries to act like a real lawyer. He’s
charismatic, but doesn’t know what he’s talking about. He asks
questions with a penetrating stare and a dramatic pause, but the
questions make no sense. On TV, it’s amusing to watch.

Sadly, this can happen in real life too. Some people get a part
in business or politics because they have charisma, but they quickly
lose effectiveness because they lack in clarity and conviction. After a
while people don't know what this person is talking about and/or the
person doesn’t back up his or her statements with actual behaviors.
It's all just charismatic fluff and bluff.

Be clear. Do what you are saying. Back up your words with
your own decisions and behaviors. That will make you a vastly
more effective leader over the long term than being magnetically
charming and appealing.

DAN COUGHLIN believes any person can make a posi-
tive difference in an organization of any size. He serves as a
management consultant, keynote speaker, seminar leader
and executive coach. Visit his free Business Leadership Idea
Center at www.thecoughlincompany.com.
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building the Value Fropasition of Tour franchise

ven if you don’t plan to sell your business in the near future,

now is still the best time to prepare for the possibility of a

future sale. Inc.com states that “the number one mistake
business owners make is not starting succession planning soon
enough.”

There are a number of things you can do now to ensure that,
when the time does come to sell, your business will be valuable in
the eyes of potential buyers — and more importantly, that you can
realize the sales price you hope to get.

“The number one advice for anyone who may sell their
business is to make sure you know your business really well,”
said Manny Portuondo, founder of DeepBlue Advisory, LLC, a
mergers and acquisitions and management consulting firm in
the restaurant industry. “The sale process is lengthy and can be
excruciating in terms of getting a deal done. The more the seller
knows about the business, and the more he can provide business
and financial logic behind the valuation they seek, the higher the
likelihood they will get their desired price.”

Portuondo emphasizes knowing what assets you have and
their condition, information about the underlying leases and
being able to tell a story about your financials.

“What are your sales and traffic trends? Are they growing or
not growing and why? Is the market or region not a great region
for whatever reason?” he said. “Understand your competitive
landscape and the macroeconomic dynamics. Be able to project
those into the future.”
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If you don't already have an advisory
team in place, the point at which you decide to
sell your franchise is the time to establish one.

You will need individuals with specific
expertise to advise you on the sale in various

capacities, from a financial advisor to an KELLY BINGHAM

accountant to a business lawyer. These individuals assist you in
the complex and time-consuming sales process, allowing you
to better continue running your business up until the time the
transaction is completed.

Some franchisees choose to employ an additional expert
during the sale process who can help identify potential buyers
and oversee the entire sales transaction, freeing up your time and
that of your key staff to continue managing your business.

Two important clauses in your Franchise Agreement are the
“First Right of Refusal” and “Right of Approval” clauses.

In many cases, the franchisor will have the first right of
refusal, or the first opportunity to buy back your franchise, at
whatever terms you may agree upon with a buyer. That means,
essentially, that a buyer could do all the legwork of researching
your business to prepare for purchase only to have the deal
cancelled because the franchisor chose to exercise this option.
Be sure to review your Franchise Agreement to determine if this



clause exists and, if it does, if the franchisor intends to exercise
that right.

Likewise, most franchisors have a Right of Approval clause in
the Franchise Agreement stating that the franchisor has the right
to approve franchisee successors. Any sale that does not adhere
to this franchisor’s right may nullify your Franchise Agreement, so
it is imperative to understand the ins and outs of this clause, if it
exists in your agreement.

In the franchise business, “you are in essence leasing a
brand from the franchisor for a period of time, and as such, have
a responsibility to manage the brand within the standards that
franchisor determines,” said Portuondo. “This creates an obligation
to collaborate with the franchisor — and having a good relationship
is key.”

While you, the franchisee, are only half of the relationship
with your franchisor, there are several ways you can work to build
a positive relationship, such as through regular communication,
being active with the corporate office, making consistent on-site
visits with corporate and taking advantage of the franchisor’s
resources for franchisees.

It goes without saying that one of the most significant factors
in building the value of your business is to increase profitability.
While you certainly don’t want to cut corners, finding effective

ways to increase efficiencies or decrease costs will be attractive to
potential buyers.

“What I see happen often is the seller is so caught up with
selling the business that he forgets to manage the business,”
Portuondo said.

Until the deal is completed, continue on with business as
usual. Don't avoid making investments you'd already consid-
ered or hiring key personnel because you may sell the business.
Anything you do will only help bolster value going into the trans-
action, but anything you neglect can enact downward pressure on
your business valuation.

It's important to have key employees in place to aid in a
smooth transition for the buyer. Further, if you have very few key
team members with knowledge of the business — meaning most
of that knowledge lies in your own head — buyers will be wary of
a purchase.

Establishing and continuously cultivating a high-quality
workforce will increase your company’s worth. Have a good
understanding of the status of your team to assure a buyer that
the transition will be as smooth as possible.

Whether you are considering a sale in the short-term, or
want to foster a valuable business for a sale farther down the road,
following these tips will help ensure you get the most value out of
the sale at any point in time.

KELLY BINGHAM s a contributing author.

QUALITY CHICKEN IS

ONLY THE BEGINNING.

2016 ISSUE 1 Flame 71

73



Advertisers Guide

The 14th Annual Jim McLamore Golf Invitational 58
ngiles-klein@whopper.com
2016 NFA/BKC Summit 3,35
678-797-5160 cvent.com/d/ffglbr
Allen Industries, Inc. 7
800-967-2553 www.allenindustries.com
Amerex Corporation 7
205-655-3271 www.amerex-fire.com
Avery Dennison RBIS 8
800-543-6650 averydennison.com/food
Balboa Capital 65
Balboacapital.com/burger-king
BB&T Insurance Services/NFA* Plus 47
888-399-2040 servicenow@bbandt.com
BURGER KING McLAMORES™ Foundation 59
aisrael@whopper.com
Citizens Commercial Banking 39
855-782-8242 citizensrestaurantfinance.com
The Coca-Cola Company 37
800-241-coke www.coca-cola.com
Direct Capital Corporation 19
888-501-6846 https://bk.directcapital.com
Dr Pepper Snapple Group Cw, BC
253-845-0599 www.dpsg.com
Dunbar Armored 69
www.DunbarArmored.com
Ecolab 49
800-529-5458
FBD Partnership, LP 40
210-637-2870 www.fbdfrozen.com
FMP—Frankin Machine Products 23
800-257-7737 Rsiweb.com
Gycor International 1
800-772-0660 www.gycorfilters.com
Health+ 5
678-797-5160 nfa.yourhealthplus.org
HyperActive Technologies 9
1-877-33HYPER Gohyper.com
J.R. Simplot 29
305-662-1300 raymond.spedding@simplot.com
Manitowoc Foodservice 27
800-221-4583 mtwfsusa.com
Marlin Franchise Finance Group 63
888-479-9111 www.marlinbank.com/nfa
National Franchise Sales 53
949-428-0492 www.nationalfranchisesales.com
NTC — National Tax Credit Cs
678-303-4621 tgriffin@ntc.usa.com
Néstle Waters North America 43
281-804-4791 www.nestle-purelife.us/
Nieco 31
800-643-2656 Wwww.nieco.com
Pacific Premier Franchise Capital 45

402-562-1800 www.ppbifranchise.com

72 Flame 2016 ISSUE 1

Paycor 33
832-515-8988 paycor.com
PayPlus+ 51
785-233-0536 payplusforfranchisees.com
Prince Castle IB
630-462-4906 www.princecastle.com
R.F. Technologies 43
800-598-2370 www.rftechno.com
rapid! Paycard 13
678-594-3366 rapidpaycard@nfabk.org
Restaurant Services Inc. (RSI) 55
305-529-3440 www.rsiweb.com
Restaurant Technologies Inc. (RTI) 67
888-796-4997 www.rti-inc.com
RTlconnect 61

800-937-1290
The Shortening Shuttle®/

RTlconnect.com

Worcester Industrial Products Corp 17
800-533-5711 www.Shortening-Shuttle.com
SICOM 11
800-547-4266 www.sicom.com
Sprint 53

sprint.com/joinsprint
SYR Clean 21
888-797-6677 steve.bradley@syrclean.com
talentReef 71

www.talentreef.com
Taylor Company IF
800-940-4848 taylormagnablend.com
TCF Equipment Finance 17
855-617-9511 tcfef.com/franchise
Tyson Foods 71

800-4-chicken www.tyson.com
*IF=Inside Front, CW=Cover Wrap, IB=Inside Back, BC=Back Cover

2016 Editorial Calendar
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Products & Services Aug. 24 October

Directory
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Call for Franchisee News

FLAME Issue 2 is due out in June. We want to highlight any news
or events associated with our members. If you have ideas for
potential stories, please contact communications@nfabk.org or
678-797-5160 by May 5. Our editorial staff can assist in writing
the story for you.
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