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Pizza is a giving industry. The people behind the 

pizza business care, and we show it every day 

in myriad ways. All across the country, pizzerias 

sponsor Little League baseball teams, Girl Scout troop 

events, adult volleyball leagues … you name it. Pizza 

shop owners donate money and gift cards to local fund-

raising efforts and provide pizza to community events. 

They cater birthday parties and business lunches. They 

get to know their customers by name and become inte-

gral parts of the neighborhoods they serve.

Point blank: pizza cares.

Call me a man on a mission, because I think it’s high 

time we paint pizza pink later this year. October is 

both National Pizza Month and National Breast Cancer 

Awareness month. Breast cancer research happens to be 

an issue near and dear to my heart — my mother and 

mother-in-law are both breast cancer survivors. I bet 

you know someone who has been affected by the disease 

as well. While strides have been made, approximately 

40,000 women still die from breast cancer each year. 

That’s roughly 110 deaths per day.

 I believe that this hideous disease will one day be 

cured. Research centers across America work on promis-

ing new treatments daily. When will a cure be found? 

I don’t know. But you and I are going to help that day 

come sooner rather than later.

 In October, I’m going to be part of a small group that 

cycles from Portland, Oregon to Seattle, Washington 

to raise money for breast cancer research. Pizza Today

is proud to sponsor the cycling event. Publisher Pete 

Lachapelle and Art Director Josh Keown will both be 

making the ride with me, as will Mama Mimi’s Take ‘N 

Bake Pizza co-owner Jeff Aufdencamp. Jeff is an avid 

cyclist who happens to be a two-time Ohio state cham-

pion in the age 40 and over racing division — and his 

wife, Jodi, is a breast cancer survivor.

 How can you help? For starters, you can hop on your 

bike and ride along for all or part of the trip this Octo-

ber. I promise it’s going to be scenic, fun, challenging 

and rewarding all at the same time. 

 Beyond that, this fall I will be humbly asking Amer-

ica’s pizzerias to donate 10 percent of their single-day 

sales on the date we fi nish our ride into Seattle. Or, if 

you’d rather donate a specifi c amount in advance or 

immediately after, you will be able to do that as well. 

The exact dates are not yet hammered out, but I will 

announce them here quite soon, along with informa-

tion on how you can make those potentially life-saving 

donations.

 If you are able, please give to the cause when the 

time comes. In the meantime, if you think you can help 

out in another way, I want to hear from you. E-mail me 

[jwhite@pizzatoday.com] and let me know how you 

think you can be of service … I’ll put you to work.

Best,

Jeremy White, editor-in-chief

jwhite@pizzatoday.com

Pizza Today® (ISSN 0743-3115) is published monthly. Domestic U.S. 
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“Packed from Fresh Tomatoes, 
Not from Concentrate”

Since 1942, our Restaurateur customers’ success 
has depended on the superior taste of the food they 
serve and of our products.

As a family-owned business, it feels good knowing 
that so many of our customers have relied on our 
“Packed From Fresh Tomato” products from
generation to generation.

President Tom Cortopassi (kneeling) and “Coach” Dino Cortopassi (standing) in one of our              

Whether your restaurant has a long family history, 
or whether you’re the founder, you can depend on our 
family making the best “Real Italian” tomato
products...always Packed From Fresh Tomatoes, 
Never From Concentrate...generation after generation!

Tom Cortopassi
President/Owner

Dino Cortopassi
Coach/Owner



Generation after Generation.

             tomato fields in Stanislaus County, California

1202 “D” Street Modesto, CA  95354   Toll Free  1-800-327-7201

TANISLAUSS
The “Real Italian” Tomato Company

©2006 Stanislaus Food Products

See us at International Pizza Expo® 2011 Booth 513
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32 Order Up – Pamela Mills-Senn
Effi cient counter service keeps customers happy.

37 Where’s the Party? – Heather Larson
Sometimes, seating large groups takes fi nesse.

40 Stand and Deliver – Robyn Davis-Sekula
The right footwear makes a major difference.

In the Kitchen

48 Spicy Alternative – Pasquale “Pat” Bruno Jr.
Give this pepperoni alternative a try.

46 All Choked Up  – Melanie Wolkoff Wachsman
Artichokes give pizza an upscale fl avor. Try them out.

50 Weights & Measures – Dave Ostrander
Practice perfect portion control and watch profi ts soar.

54 Keep it Neat – Jeffrey Freehof
Kitchen organization is crucial to productive workfl ow.

58 My Bad! – Pasquale “Pat” Bruno, Jr.
We take a look at common pizza mistakes and how to 
correct them.

60 Fruits of the Sea – Melanie Wolkoff Wachsman
Seafood pastas offer customers a new perspective.

63 Let’s Get Happy – Katie Ayoub
Menu, pricing make happy hour a success.

 Back Offi ce

66 It’s All Relative! – Sarah Hodon
Working with family has challenges and rewards.

70 Hiring a Manager – Daniel P. Smith
Find a good a manager and get out of the kitchen so that 
you can do big-picture thinking!

74 Tip-Top Shape – Lee Erica Elder
Accurate tip reporting keeps your business on track.

78 Private Practice – Lee Erica Elder
Protecting employee privacy is important, but often over-
looked — particularly in small pizzerias.
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"The most energy efficient oven."
– PG&E TESTING

"Blazingly fast"
– GUINNESS BOOK OF WORLD RECORDS

#1 Conveyor Pizza Oven"
– BANK OF AMERICA STUDY

"Greatest Conveyor Oven"
– CHICAGO INNOVATION AWARD

"All that is left to say is thank you pizza operators."
MARK SIERON • PRESIDENT, MIDDLEBY MARSHALL

See us at International Pizza Expo® 2011 Booth 621
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Are you passing your business on to family 
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A well-conceived mascot deepens brand awareness 
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 90 The Tax Man Cometh – Howard Scott
Tackle your taxes proactively and get ahead. 
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                Think gloves are safer than bare hands?   

 98 Catering to Kids – Amanda Wolf Detwiler
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upscale pizza experience.
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Begins
                                With the 
     World’s Best Ingredients

It

World class pizza begins with the world’s best ingredients. Bellissimo’s

comprehensive line of premium products, national buying leverage and

locally-owned distributors, provides the comprehensive advantage you 

need to compete in any environment.

Bellissimo distributors deliver unmatched service and product expertise.

Please visit BellissimoFoods.com or call 800-813-2974 to locate your nearest distributor.

See us at International Pizza Expo® 2011 Booth 747
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In challenging economic times, it’s 
not just about knowing how to produce 
a quality pizza and understanding your 
customers’ needs and wants to maintain 
and grow your pizzeria. Attending 
an industry tradeshow – even during 
an economic slowdown – can be the 
best vehicle to obtain new knowledge, 
insight and ideas that can help you 
position your pizzeria for future growth. 
As an independent pizzeria owner, you 
may be under pressure and/or worried 
about how your pizzeria is going to 
survive. The fact is you may need to 
slow down in order to speed up your 
business. You may also need to do 
some creative thinking to come up with 
some innovative ideas to boost your 
bottom line. Attending Pizza Expo can 
stimulate that creativity and provide 
the momentum you need to move your 
business forward.

Below are a few tips that will help 
you get the most out of your tradeshow 
experience:

◆ Time is at a premium. Come 
prepared with a plan of attack. Schedule 
appointments with key contacts you 
want to meet with. Make a list of what 
you want to learn and see. Review 
the seminar program and pre-show 
workshops to see what’s being offered 
that will have the greatest benefi t and 
impact on you and your business.

◆ Take charge! You may want to 
arrange to meet with suppliers and/
or other pizzeria operators to fi nd out 
what they’re doing and what they see 
happening in the future. Or better yet, 
just make plans to attend the Beer & 
Bull® idea exchange. 

◆ Take time to walk the show fl oor 
thoroughly and completely. Jot down 
the products, companies and booth 
numbers that grab your attention. Pay 
particular attention to new products 
being offered at the show, as well as any 
new exhibitors.

◆ Knowledge is Pizza Power! Gather 
as much information as possible while 
at the show. Find out what products, 

services and techniques are available 
to you that will improve your product, 
productivity and best of all, your 
bottom line.

◆ Take time to talk to industry 
consultants and experts to pick their 
brains to fi nd out what they’re thinking 
and doing. What are the new trends 
and how can they help or hurt your 
business?

◆ Last but not least, this may be 
one of the best times ever to purchase 
new equipment … certainly a buyer’s 
market. The fact of the matter is no 
one wants to take their equipment and 
products back to the warehouse. Take 
advantage of the show specials and 
steep discounts being offered by our 
exhibiting partners. You may not have 
an opportunity like this ever again.

◆ What is the competition doing and 
how does your pizzeria compare?

◆ Can you leverage vendor/supplier 
expertise?

◆ Is there an opportunity to expand 
your menu?

◆ What can you do differently 
to outshine and outperform your 
competition?

Finally, write down what you learned 
at the show and rethink or analyze your 
business strategy and philosophy. How 
can you better position your pizzeria in 
the marketplace? What new ideas can 
you implement to achieve your goals?

There will always be winners and 
losers, but only those pizzeria owners 
and operators that arm themselves with 
new industry knowledge and are willing 
to take action towards positive change 
will have the ability to compete and win 
in today’s economy. At International 
Pizza Expo® you’ll gain new industry 
insight, as well as the knowledge 
that will help you strategize, improve 
operations and make the right decision 
for you to compete and WIN!

We mean business!

Bill Oakley, Executive Vice President



888-443-2751 |  www.xltovens.com

Exceptional SERVICE

With our industry-leading 5-year warranty for our ovens and 2-year  
warranty for our hoods, along with the XLT Fast Parts Program that is  
devoted to sending replacement parts quickly, XLT gets our customers  
swift, lasting attention and solutions.

Our oven and hood systems are delivered and installed by authorized  
technicians that are able to complete the plug and play system, answer  
questions and test oven and hood functions. We continually evaluate our  
installation process and service to ensure that XLT has the best in the industry.

          Visit us online or call for more information. 
See  at i a Expo a c oot
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Inbox

How to submit your letter
Submit your letters via email [ jwhite@pizzatoday.com ]
or Facebook keyword search: Pizza Today

]
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Diggin’ the New Look [February 2011]

My name is Dominic Bartolini. My brother and I have an 
Italian restaurant in Midlothian, on the south side of Chicago. 
We have been reading Pizza Today for years, and I always 
look forward to every month. We just opened February’s 
issue and “bravo” to you and your people. I love the new 
cover!! We have a motto at Bartolini’s, “If you’re not growing, 
you’re dying.” I like the new look. We’ve expanded fi ve times 
in the past 16 years, and we were just spotlighted on Food 
Network’s Outrageous Foods for our home-made 10-pound 
meatball sandwich. A great mile marker for our family. Com-
pliments are sometimes few in our business, and when we 
get them we cherish them. So keep up the good, sorry, great 
work!!! Thanks for your time.

 Always a Pizza Today fan,

Dominic Bartolini
Bartolini’s
Midlothian, IL

Dominic, thank you, thank you, thank you! We agree, all too often 
you only hear from customers and readers when you screw up. It’s 
nice to cherish a compliment from time to time. And congratula-
tions on your Food Network appearance. That’s big news indeed.

What a Ride  [December 2010]

Each year FUEL takes part in a 24-hour local event, 24 
Hours of Booty, that raises money for the Lance Arm-
strong Foundation. It is a pretty cool event and gets a lot 
of hype locally. I think they do an event in Atlanta and 
Baltimore now too.

 Keep me posted on the discussion and I’ll share any 
ideas or thoughts I have with you. Concerning starting 
a new ride, obviously FUEL would love to have the bike 
ride right here in Charlotte, NC, or be some leg of the 
ride.

 I look forward to seeing you in Vegas, if not before.

Zach Current
FUEL Pizza
Charlotte, NC

In case any of our readers missed it, Zach is referring to the 
page 3 Commentary from our December 2010 issue. In that 
column, Editor-in-Chief Jeremy White mentioned that he is 
going to start a charity cycling event to benefi t breast cancer 
research. October is both National Pizza Month and National 
Breast Cancer Awareness Month. Jeremy intends to set up a 
non-profi t foundation that will raise money and donate it to 
breast cancer research facilities. To draw awareness to the 
foundation, Jeremy is organizing a charity cycling event that 
will be proudly sponsored by Pizza Today. For an update, 
read his column on page 3 of this issue. There will be more 
updates to come in the future, so stay tuned!

Portion for Profits [February 2011]

I just read your “Business Solutions” page in the Feb. 
issue. It struck home for me! I started weighing cheese 
this summer. For my fi rst three years we just sort of 
winged it with a few handfuls until it looked right. I’m 
now saving about $400 a week on cheese. I’ve promised 
my wife a Hawaii vacation this year, and I’m paying for it 
with my portion control savings!

Ralph Esker
TX

Let’s hope other operators heed the advice, Ralph, and fi nd 
the same success you’ve found. We’ve been portion-control 
proponents for years — yet it still seems like an uphill battle 
at times.



©2009, Escalon Premier Brands.

Imported, extra virgin olive oil…hand-crafted mozzarella made on site…fresh basil and garlic…only the finest, 

freshest ingredients go into La Bella’s signature Pizza Marghertia. So it makes sense that third generation pizza 

maker, Joe Calcagno, insists on using vine-ripened, hand sorted Escalon tomatoes. “It’s like dad always said–you 

gotta start with quality if you want to end with quality. So we start with Escalon.”

To sample a better tomato today, call 1-888-ESCALON or visit www.Escalon.net/handsorted.

        Above All, 
                  A Better 
          Pizza Margherita.

Joe Calcagno 
Owner, La Bella

See us at International Pizza Expo® 2011 Booth 1275
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Social Media

PizzaToday.com // twitter.com/pizzatoday // Facebook Search: Pizza Today

Pizza Tweets PizzaToday.com
>> Recipes
Recipes >> Pizzas >> 
California BLT Pizza: Find
this amazing pizza recipe and 
many others at 
www.PizzaToday.com.

Facebook Pizza Feeds

Tired of cooking for large 
parties? Give our special 
events a call for details on 
our delicious catering menu 
options! 815-356-5559!

Why it works: Catering is one of the 
best options available to pizzerias for 
growth today. It isn’t terribly diffi cult to 
cater to large parties once you get the 
routine down. But the fi rst step is sim-
ply making sure your customers know 
you can fulfi ll their large order requests. 
Again, like the previous Tweet from 
GoodFella’s, a phone number is crucial 
to close the sale.

GoodFella’s Pizza
@goodfellaspizza

It is frigid! But our pizza is 
steaming hot. Call and get it 
delivered fresh from the oven. 
592-9000

Why it works: It gets the customer 
thinking about pizza. Plus, this tweet 
essentially says, “Don’t bother getting out 
in the cold. We deliver. We’ll bring a hot 
pizza right to your door and you’ll never 
have to leave your house.” The phone 
number is essential to making this post 
work. Without it, the customer can’t 
place an order easily.

@

Nick’s Pizza
@Nickspizza

Arella Pizzeria:  We have a couple of new lunch specials avail-
able — 6” Personal Pizza with Fountain Soda $5.99 — Spaghetti 
with Meat Sauce and Fountain Soda $5.99

Why it works: Increasing the lunch daypart is essential for growth in 2011. 
This feed gets right to the point: Arella has classic lunch plates available at 
a great price. Neither a personal pizza nor a plate of spaghetti will have cus-
tomers waiting around too long, which makes them ideal for lunch specials. 
While we recognize there are space constraints, either an address or a phone 
number would have given this post even more value.

SPIN! Neapolitan Pizza:  The roads are awful; we have 
closed and sent our staffs home to be safe. Look for a crummy 
weather coupon tomorrow!!!!!

Why it works: Okay, as editors we had to fi rst look past the deplorable 
overuse of the already tired exclamation point. Once we did that, however, 
we saw a winner with this one. While no operator wants to close, every 
once in a while Mother Nature demands it. SPIN! was not only proactive 
in protecting its employees, but it also quickly let customers know why the 
phones weren’t being answered. Facebook is all about interacting with your 
customers, and SPIN! did just that with this post. It even made amends for 
its early closure by promising to deliver a “Crummy Weather Coupon” the 
next day. We later found out SPIN! did in fact deliver on its promise. It post-
ed a 20 percent off coupon the next day, good for one day only. Co-owner 
Gail Lozoff says the promotion was a resounding success. In fact, it worked 
so well that SPIN! repeated the offer when a second snowstorm hit.

Each month we pull the best social media posts by our readers — then tell you why they work!

“

“
“

“



When you partner with Burke on a custom meat solution, you get the fully
cooked pizza toppings your operation needs to maintain quality and consistency
as you grow. And, you’ll get the responsive service you need to worry less.
Burke fully cooked meats are the key ingredients for consistent success, flavor,
appearance and safety. 

TAKING A BITE OUT OF YOUR WORRIES.
NOW THAT’S IRRESISTIBLE. BUT PLEASE STOP BITING THE MAGAZINE.

800-654-1152
WWW.BURKECORP.COM/PT

MAKE YOUR JOB EASIER

BURKE
FULLY COOKEDMEATS

HAND-PINCHED STYLE® |  ITALIAN SAUSAGE  |  PORK & BEEF TOPPINGS  |  MEATBALLS  |  PEPPERONI  |  CHICKEN & BEEF STRIPS  |  MEXICAN-STYLE MEATS  |  NATURAL & ORGANIC TOPPINGS

See us at International Pizza Expo® 2011 Booth 1025
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5 Questions Manny & Olga’s Pizza 
Washington, DC

Bobby Athanasakis is president of Manny & 

Olga’s Pizza, which is based in the Wash-

ington, DC area. The company is currently 

expanding and has 10 stores.

Q: While most pizzerias are 
steeped in the Italian culture, 
Manny & Olga’s has Greecian 
roots. How does that extend 
throughout the business? 

A: The culture of Manny and Olga’s is 
steeped more in the family values and 
work ethic of the chain’s owner and 
founder, Manny Athanaskis. While the 
family may be Greek in nationality, our 
Italian foods are founded in recipes 
that were developed by the Athanaskis 
family. Hard work, attention to detail 
and customer satisfaction are the values 
Manny has instilled throughout the 
organization.

A: We maintain consistency by con-
ducting monthly store inspections, 
using quality raw materials to include 
private labeling of several products 
and, most importantly, we listen to our 
customers. Our customers are encour-
aged and consistently give us feedback 
through comment cards, e-mails and 
Tweets.

Q: Your pizza menu offers some 
traditional and non-traditional 
offerings. What is your best-
selling pizza and why is it so 
popular?

A: The best selling pizza by far is our 
Supreme Pizza. Our customers say 
they like the Supreme the best 
because of the combination of 
ground beef, pepperoni, green pep-
pers, mushrooms and onions.

A: Current expansion plans are focused primarily in the mid-Atlantic 
states of Maryland, Virginia, Delaware, Pennsylvania and North Caroli-
na. We will also consider areas outside the mid-Atlantic for experienced 
operators for multi-unit expansion.

Q: How well do your Greek
specialties sell?

A: We currently offer fi ve Greek items 
on our menu. They are Chicken Sou-
vlaki, a Greek Calzone, a Greek Salad, 
“My Big Fat Greek Pizza,” and Gyros. 
They account for approximately 20 
percent of sales, with Chicken Sou-
vlaki being the most popular Greek 
item.

Q: You started in the Baltimore/ DC area, 
but expansion has taken the company 
as far as Nevada. What are your current 
growth plans? 

Q: As Manny & Olga’s grows, how 
are you maintaining consistency 
across the brand?



PREMIUM CHEESE PRODUCTS

GRATED. SHREDDED. SHAVED. 
WHEELS. SPECIALTY CHEESES.

For more product information visit www.cheesemerchants.com or call 630-221-0580

Visit us at Pizza Expo
Booth #546 • March 1–3
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BY DAVE OSTRANDER PHOTOS BY RICK DAUGHERTY

Q&A: Making My Own Dough

Ask Big Dave

Dave, when is it time to consider 
making my own dough balls? I’m 
currently buying frozen.  

Anonymous
(Editor’s Note: we are not printing 
the operator’s name and location at 
the operator’s request.)

Hey, Anon! Here is my take: when 
you sell over 40 pies a day, make your 
own dough. A 25-pound bag of fl our 
will yield approximately 40 dough 
balls. Dough should be made fresh 
every day. Frozen dough balls cost 
about 4 cents an ounce to purchase. 
Fresh dough costs less than a penny 
and a half per ounce to make. If you 
use a 20-ounce dough ball, for in-

stance, you would save more than 60 
cents per pie by making your own. At 
50 pies a day, the savings would be 
around $10,000 a year. Each batch will 
take 20 minutes of labor, but you won’t 
need those freezers anymore — and 
you’ll make a superior product at a 
fraction of the cost.  This savings will 
more than pay for a mixer. 

Making fresh dough is easy. Trust 
me, there is nothing to be afraid of. A 
scale for ingredients, a proven formula 
and a $6 thermometer will assure every 
batch is perfect. My recipe takes two 
days to develop fl avor as it ferments 
under refrigeration. Then it lasts four 
more days before it over-proofs and 
‘blows’.

I’m confused on how to determine 
labor cost.  What is the right way to 
compute it?

Ron Haas,
Martino’s,
Stanley, WI

This is a tricky question.  For years 
I simply took the word of my POS 
system.  When I got a ‘snapshot’ Labor 
Cost Report, I saw how much money 
I had spent, to the minute, based on 
sales.  This was displayed as Labor Cost 
Percent, as well as dollars.  According to 
the NRA, as well as my go-to account-
ing expert (CPA Jim Laube), labor is the 
sum of the following costs:

1. The gross wages and salaries paid 
to staff; 

2. Employer’s contribution to unem-
ployment, workers’ comp insurance and 
matching Social Security monies;

3. Any bonuses and spiffs given to 
employees;

4. Vacation pay;
5. Any other money paid to employ-

ees. These are referred to as soft costs 
and usually add 7 to 10 percent to labor 
cost percentage.  

This dollar amount is divided into the 
gross sales, minus sales tax.  So many 
operators count state sales tax as part of 
their sales.  This can skew reports big 
time.  Be sure to remove sales tax before 
any computations are made.  ◆

Big Dave Ostrander owned a highly 
successful independent pizzeria before 
becoming a consultant, speaker and 
internationally sought-after trainer. He is a 
monthly contributor to Pizza Today.

You’ve got questions … our expert has the answers. Submit your 
questions via e-mail to Jeremy White (jwhite@pizzatoday.com) — 
make sure to put “Ask Big Dave” in the subject line. We’ll pass the 
best questions on to Dave each month for his highly sought-after 
advice.

Ask



See us at International Pizza Expo® 2011 Booth 735



Sweat the Small Stuff
Business Solutions

If you’re about to open the doors of a new pizzeria, you’ve no doubt given lots of thought to your oven and POS selection, but 
have you taken the time yet to thoroughly examine the massive amount of smallwares you’ll need to run your new location? 
Whether it’s your fi rst restaurant or your 10th, sometimes the little things are the ones that surprise you the most. Use this check-
list to help ensure you have all the smallwares you need for your grand opening. In all, this total inventory will cost somewhere 
around $6,500 to $7,000:

1 5  Refrigerator Thermometer Horizontal -40F to +80F
2 1  Ice Scoop with Holder
3 2  Dunnage Rack Flour - Cheese 48x24x8
4 6  Bus Tubs w/ lids
5 100 Aluminum Sheet Pans 18 x 26”
6   Food Storage Containers w/ Lids Clear Poly
7 12   6 qt Round
8 12   8 qt    “
9 12   12 qt  “
10 6   18 qt  “
11 6   22 qt  “
12 24   Lids for 6-8 qt
13 12   Lids for 18 - 22 qt
14 1  Cheese Shredder for mixer
15 1  Cheese Cuber 3⁄4 inch cube / spare blades
16 1  Aliminum Foil Roll 12” x 1000’
17 1  Can Opener  Screw Mount Deluxe
18 1  Aluminum Collandar 16 qt.  10 gauge
19 1  Stainless Steel Mixing Bowls 6 assorted
20 4  Pan Grabber Mitts
21 1  Measuring Pitchers; 2 cup-1qt.-4qt Clear
22 3  Pastry Brush Nylon  1.5 inch
23 2  Pastry Brush Nylon  3.0 inch
24 4  Tomato Shark Corer
25 1  Square Cheese Grater
26 1  Zyliss Cheese Crank Grater
27 2  Chop - Chop  12 x 18”
28 2  Chop - Chop  18 x 24”
29 1  Cutting Boards Convenience Pack (3) Color
30 2  Cutting Boards 18 x 24”  White
31 1  Storage Stand - Cutting Boards
32 1  Butcher Knife Steel - Diamond
33 2  Knife - 8” Cooks’
34 2  Knife - 4” Paring
35 2  Knife - 10” Scalloped Bread
36 2  Magnetic Knife Bar   18”
37 1  22” Broiler Fork - Wood Handle
38 1  French Whip  16”
39 1  Piano Whip    12”
40 2  Spoodle  8oz.
41 1  Spoodle  6oz.
42 3  Stainless Steel Solid Spoon 13”
43 1  Stainless Steel Slotted Spoon 16”
44 2  Rubber Spatula 10”
45 2  Rubber Spatula 13”
46 2  Rubber Spatula 16”
47 1  First aid Kit
48 2  Spoon Stirs Rubber  16”

49 1           Sheet Pan Dolly
50 2 Pot & Pan Nylon Brush 8”
51 1 ScotchBrite Green Scrubbers 1 - Box
52 2 Oven Thermometer  200-600F
53 1 Infra Red Oven Thermometer Digital Held
54 3 Dial Thermometer 0 - 220F
55 1 Disposable Pastry Bags (200 ct)
56 1 Pastry Bag Support
57 3 Bagel Board  9x27 “
58 1 Dough Docker  5” plastic Pin
59 2 Ingredient (Flour) Bin 26 Gallon
60 6 Rubber Bowl Scraper
61 1 Aluminum Rolling Pin - Ball Bearing 15”
62 2 Tongs Heavy Duty 12”
63 1 Tongs Heavy Duty 16”
64 20 Aluminum Sheet pans  9” x 26”
65 1 0-32oz. Heavy Duty Platform Scale dash pot
66 8 Pizza Delivery Bags  (special order)
67 3 Delivery Car Signs
68 1 Oven Brush w/ Scraper & Handle
69 3 Pizza Cutter Wheel 4”
70 1 Mop Bucket
71 3 Mops
72 3 Brooms
73 1 Floor Squeegee
74 2 Cleaning Bucket 3-4 gallon
75 1 Wire Grate for Full Size Steam Table Pan
76 1 Full Size Steam Table Pan 4” deep
77 1 Pail with Bail  22 qt
78 1 Lobby Dust Pan
79 1 Heavy Duty Dust Pan
80 1 Mop - Broom Holder
81 2 Hand Towel Dispenser - Motion Sensor
82 2 Hand Soap Wall Dispenser w/ cartridges
83 1 Step Stool Ladder 4 foot
84 1 Receptical Step On Bathroom
85 3 Slim Jim Garbage Cans
86 1 Slim Jim Garbage Can Liners
87 1 Sidewalk Cigarette Butt Urn
88 1 Neon OPEN Sign
89 1 20 Gal.Brute Container, w/Dolly - White & Lid
90 1 3-Comp Sink Pre Rinse with add-on faucet
91 1 Plastic Air Strip Curtain Walk In
92 1 Electronic Receiving Scale 150# 
93 1 Anti-Fatugue Floor Mat
94 1 Security Corner Mirror
95 2 Guest Check Rails - 36”
96 1 Wire Rack Walk In Shelving w/ casters
97 1 Insert Pans for Pizza & Salad table-Divider 

# Quantity Description # Quantity Description
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Branding

Marketing MattersMarketing

What does the word “brand” mean to you? 
Unless you are the marketing director of a large 
organization, it may carry little importance, as 

people will likely not make the mental connection when 
they hear your name. Your marketing dollars are in short 
supply and the economy is uncertain at best, so why should 
an independent operator care about branding their concept? 
In a very fundamental sense, branding makes a consumer 
associate a specifi c product –– pizza –– with a specifi c 
manufacturer –– YOU. 

Think of it this way: (B)e (R)emembered (A)nd (N)
oticed (D)ominantly. When looking at branding in its basic 
form, this is not only an attainable goal, but also necessary 

to gain consumers’ confi dence and have the competitive 
edge. Howard Schultz of Starbucks says: “Customers must 
recognize that you stand for something.”

Your brand is something that will run throughout every 
way you represent yourself. Notice how a concept from 
Chicago is able to open fi ve locations in the huge Los 
Angeles market in just a few short years. Fresh Brothers 
Pizza’s brand is stated in their name — they are known for 
using only the freshest ingredients. Their stores have a fresh 
new look, different from your typical pizzeria. The fresh 
theme runs dominantly through their logo, menu, graphics, 
stores, Web site, e-mail, etc. There is no “disconnect.” What 
I see in the menu is what I expect, and it’s what I get when I 
visit any of their locations. The brand is reinforced at every 
junction and therefore remembered.

What can grow to be your brand? Secret recipes, family, 
unique location, cooking methods, any one of these aspects 
can be turned into a brand. Cocca’s Pizza of Youngstown, 
Ohio, builds brand around family.  The company’s ads 
feature a relative making pizza and enjoying the family 
atmosphere. Owner Steve Cocca personally voices his own 
radio spots. Backing this with a quality product, Cocca’s four 
locations have grown by 30 percent thru branding, proving 
that his stores are a dominating force in their markets.

Branding is seen in word and deed. My pizzeria’s USP is 
“From Our Den to YOUR Den.”  It conveys a warm family 
tone with strong ties to the community. To build that brand, 
my menu features a local landmark along with professional 
pictures of my actual product. What you see is what you get. 
My dining area is designed with this in mind. We use the 

same warm, inviting color scheme when choosing wall color, 
tablecloth design and décor.  A den is a warm and nurturing 
place where food is dispersed with a little TLC.  Our staff is 
trained to refl ect that, to participate in community events and 
remember customers’ names.  This strengthens our brand 
and gets us noticed. I have learned to not just stick my logo 
on any ad slick. In order for my brand to make a consistent 
impression on consumers, I need to have my menus, mailers 
and box-toppers all have the same unique look and feel.  If 
you do not have the experience, a professional marketing 
partner can help you accomplish that. ◆

Scott Anthony is a Fox’s Pizza Den franchisee in Punxsutawney, 
Pennsylvania. He is a monthly contributor to Pizza Today and a 
frequent guest speaker at the Pizza Expo family of tradeshows.

Not just a pretty word

BY SCOTT ANTHONY

PHOTO BY RICK DAUGHERTY
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American Grana®        Asiago        Auribella®         Burrata         CreamyGorg ®       Crescenza-Stracchino        Crumbly Gorgonzola             
Fontina        Fresh Mozzarella & Curd        Italico™        Kasseri         Mascarpone        Parmesan        Pepato        Peperoncino ®       

Provolone          Ricotta con Latte ®        Romano        Tiramisú Mascarpone         Unwrap & Roll™       Vegetarian Parmesan

Fresh MozzarellaFresh Mozzarella

Classic Margherita Pizza with BelGioioso Fresh Mozzarella

See us at International Pizza Expo® 2011 Booth 875



Did You Know?

575 Pizzeria
2803 Civic Circle
Amarillo, Texas 79109
(806) 331-3627
www.575pizzeria.com

This upscale pizzeria proves there’s 
more to Texas than barbecue and 
beef. Baked at –– you guessed it 
–– 575 F, the folks here use fresh 
ingredients to create the pies 
for their lengthy list of gourmet 
offerings. We especially like the 
microbrewery beers on tap, and the 
menu boasts both red and white 
pizzas. With names like the “Johnny 
Drama” and the “Edelweiss,” 
575 seems to have a fl air for the 
unconventional!

Spin! Neapolitan Pizza
6541 W. 119th St.
Overland Park, Kansas 66209
(913) 451-SPIN

This small chain of Neapolitan 
pizzerias takes its pizza seriously, 
crafting dough from three types of 
fl our and hand-stretching it. That’s 
why it has established a loyal 
following on social network sites. 
We’re also a fan of the company’s 
branding and logo, which is as 
creative as its menu. What caught 
our eye? The Patate Pizza, which 
features roasted potato, Italian 
bacon, roasted red peppers, goat 
cheese and scallions. Spin! proves 
gourmet pizza doesn’t have to 
be built in a stuffy environment, 
and we love that they don’t take 
themselves too seriously. After all, 
pizza is supposed to be fun! 

Barley’s Taproom & Pizzeria
42 Biltmore
Asheville, North Carolina 28801
(828) 255-0504
www.barleystaproom.com

When we visited this eclectic 
pizzeria, we certainly got the gist of 
the company’s tagline, “Where suit 
and tie meet tie dye.” On a Friday 
at lunchtime, we saw tables of 
tourists interspersed with offi ce and 
construction workers looking for a 
quick bite on their lunch breaks. At 
night, Barley’s becomes a hot spot 
for live music in Asheville, known 
for its vibrant arts scene. We love 
the fact that just about everything 
–– from the nachos to the pizzas and 
sandwiches –– can be customized 
by the company’s generous toppings 
menu. We topped them with black 
beans and jalapeños and they 
rocked!

Places that Rock // 575 Pizzeria / Spin! Neapolitan Pizza / Barley’s Taproom & Pizzeria

Th is month,

of pizzeria 
owners said they 
expect positive sales 
growth in 2011.

94%
Delaware
has 235
pizzerias

According to a 
PizzaToday.com 
Web poll,

50
pizzerias

will compete at

to see who has
America’s best

pizza box.

Texas-based 
buff et chain 

Gatt i’s Pizza has 

stores in 11 states.
130
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© Copyright 2011 800-55-FLOUR    www.baystatemilling.com

GrainEssentials®           OrganicEssentials®           BakingEssentials™           EthnicEssentials™

Meeting changing consumer trends alone  

can be overwhelming. That’s why at Bay State  

Milling, we work seamlessly alongside you,  

utilizing the finest ingredients to develop 

custom mixes that meet current health and  

flavor trends while staying true to your own  

original recipe. Like no other, our mixes reflect  

the consistency, performance, and value 

that can only be found in more than 100 

years of experience. Call 1-800-55-FLOUR 

or visit www.baystatemilling.com and see 

what we can add to your mix.

Is there something 
missing in your mix?

Zero trans fat?

Product consistency?

Whole grain?

Certified organic?

Gluten-free?

Optimal flour protein?

Visit us at Pizza Expo  
booth #1369
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In the Thick of It
Dough Doctorgh Doctor

BY TOM LEHMANN PHOTOS BY RICK DAUGHERTY & JOSH KEOWN

From time to time, I get questions from 
operators wanting to know what the 
secret is to making a decent thin-crust 

or thick-crust pizza. To answer this question, 
I’d like to share some tips for making both 
thin- and thick-crust pizzas.

Thick-crust pizzas always seem to be a 
bit problematic for those who haven’t made 
them before. The key to making a great thick 

crust pizza is to increase the dough scaling 
weight by 40 to 50 percent over that which 
you would use for the same size thin crust 
(and then incorporate plenty of fermentation 
into the dough, using only a medium strong 
fl our rather than a typical, high protein 
pizza fl our). The fl our should have between 
11.7- and 12.8-percent protein content. This 
would be better described as a bread fl our 

Want a thin crust –– or thick? Read on



28  Pizza Today / www.pizzatoday.com / March 2011 

rather than a typical pizza fl our. The 
reason for using lower protein content 
fl our is to provide the fi nished crust 
with a more tender eating characteris-
tic, whereas a higher protein content 
pizza fl our would tend to promote, if 
not be down-right responsible for, a 
tough, chewy eating characteristic in 
the fi nished crust.

Fermentation also plays a crucial 
role in making a great thick crust in 
that it helps to promote an open, po-
rous internal crumb structure, which 
really helps the crust to bake out well 
while providing a great fl avor to the 
crust at the same time. I’ve always 
found it amusing when a pizzeria 
has to include some type of dipping 
sauce with their thick crust pizzas so 
the customers can dip the edge of the 
crust to give it some fl avor as opposed 
to just leaving it on the plate to go into 
the trash. When the dough is given 
good, solid fermentation –– 24-hours 
or more in the cooler –– the fi nished 
crust will develop a wonderful fl avor 
along with a lighter eating charac-
teristic, resulting in your customers 
devouring every last bite.

Additionally, fermentation also helps 
in the forming of the dough in the 
pan as it reduces or eliminates dough 
memory, or snap-back, while fi tting 
the dough to the pan. The type of fat 
that you use in the pan also plays an 
important part in making a quality 
thick-crust pizza. If you use oil in the 
pan, your pizzas will achieve a more 
crispy characteristic than if you use 
shortening. But, be forewarned that 
the dough will slide around in the pan 
like a hockey puck on ice while you’re 
trying to press the dough into the pan. 
Before you give up and go back to 
making thin crusts again, just use the 
old trick of forming the dough to fi t 
the pan outside of the pan, then plac-
ing the fully shaped dough piece into 
the oiled pan.

The only down side to using oil 
in the pan is that it imparts an oily 
texture to the fi nished crust. If you 
want a dry texture, no, you don’t use 
less oil — you just substitute the oil 
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with shortening like Crisco. Wipe or 
brush the shortening into the pan and 
place a fully fermented dough ball into 
the pan. Press the dough ball out to 
fi t the pan. This will be quite easy as 
the dough will adhere to the short-
ening like paper sticking to contact 
cement. We’re now ready to allow the 
dough to proof/rise in the pan. To get 
the actual thickness of the crust, now 
you’re going to need to set the panned 
dough aside in a warm place to rise for 
anywhere from 45 to 75 minutes. This 
“proofi ng” of the dough will provide 
the characteristic thickness to the 
dough that distinguishes it apart from 
a thin crust. For a little added appeal, 
my own personal preference is to add 
a sprinkling of shredded Parmesan 
cheese to the edge of the dough just 
before placing the pizza into the oven.

Making a great thin crust 
takes a few tricks of the trade, 
too. Flour selection is typically a high 
protein pizza fl our and, again, fer-
mentation is important as it helps to 
promote crispiness, fl avor and ease of 
shaping the dough. Correct fermenta-
tion for most thin-crust pizza doughs 
will probably be in the 18- to 24-hour 
range, in the cooler. The amount of 
water adder to the dough (dough 
absorption) is an important factor in 
making a crispy crust as well as avoid-
ing the development of a gum-line just 
beneath the sauce layer on the fi nished 
pizza. You want to have suffi cient 
water in the dough to provide good 
handling and stretching properties 
while forming the dough and to allow 
it to rise a little during the fi rst minute 
or so of baking. This provides both 
lightness and crispiness to the fi nished 
crust.

The method used to shape the 
dough will also infl uence the fi nished 
crust characteristics. For example, the 
use of a sheeter/dough roller to fully 
shape some types of dough can degas 
the dough to the extent that it has all 
of the unique properties of a piece of 
cardboard — and baking doesn’t do 

much to improve it. With cracker type 
doughs, sheeting is probably the best 
way to form the dough. Plus, it helps 
to provide the unique bubbly, crackery 
characteristics in the fi nished crust. 
When making a thin, crispy type of 
crust, it’s best to sheet the dough out to 
only about two-thirds of the fi nished 
diameter. Then fi nish opening the 
dough by hand. This helps to retain 
much of the gas from fermentation 

within the dough, which provides the 
desired lightness and crispy texture. 
Pressing the dough, as well as hand 
forming, retains most of the gas within 
the dough. So, once shaped, the dough 
is ready for dressing and baking. 

The oven will also have a great 
impact upon the quality and eating 
characteristics of any pizza dough. 
Space does not allow me to go into 
baking of both thin and thick crust piz-

WORLDS FINEST DOUGH PROCESSING 
EQUIPMENT SINCE 1886
Model JN Semi-Auto Dough Divider/Rounder
~ Great for Pizza, Tortillas, Buns, Rolls and More.
~ Reduce Labor - Improve Consistency.
~ 36, 18, 9 & 6-Part Heads for Wide Range of Product.
~ 1-ounce up to 26-ounces Each Piece.
~ Minimal Training for Accurate Results.
~ Easy to Clean - Minimal Maintenance Required.
~ High Hourly Output - Up to 5000 Per Hour.
~ Made in the USA.

Model BMIH Dough Divider
~ Produce Pizza, Tortillas, Pie,

Rolls, Cookies and More.
~ 36 & 18-Part Heads.
~ 1-ounce up to 8-ounces Ea.
~ Lightweight and Portable.
~ Manually Operated.
~ Two Year Warranty.

Model DUT/DXM-SS
~ Press Pizza, Flat Bread, etc.
~ Cam-Overlock - Infinite Range.
~ Top Heated Platen - 18” Dia.
~ Swing Out Design Saves Space.
~ Easy to Clean.
~ Manually Operated.
~ Digital Controls.

Model DUT/DM-18
~ Press Pizza, Bread.
~ Clamshell Design.
~ Digital Controls.
~ Economically Priced.
~ Easy Operation. 
~ Up to 18” Pizza.

web: www.dutchessbakers.com
e-mail: sales@dutchessbakers.com
Ph: 1-800-777-4498     Visit us on Facebook
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za in all of the different types of ovens we have 
available to us, so I will limit my discussion to 
just fast and slow baking. Fast baking thin crust 
pizzas at very high temperatures, with baking 
times of 2 to 3 minutes, will result in a crust 
that is initially crispy when fi rst removed from 
the oven — but it quickly loses the crispiness 
and becomes soft and chewy. Slow baking the 
same pizza at a lower temperature for closer to 
5 minutes, or a little more, will result in crispy 
crust that better retains its crispiness for a longer 
time. When it comes to baking thick crust piz-
zas, due to the thickness of the dough, there is 
only one way to bake it — and that is until it’s 
done throughout. A properly baked thick crust 
will be fi rm enough to support the weight of the 
toppings without sagging or collapsing, and it 
will have a soft, dry texture in the center while 
being crispy at the outer edges and across the 
bottom. ◆

Tom Lehmann is a director at the American Institute 
of Baking in Manhattan, Kansas.
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©2010 General Mills

Show your pizza dough who’s boss. Be a Doughminator.
With flours like All Trumps,® Full Strength,® Supreme,® and
Harvest King® – plus technical help if you need it – you’ll defeat
crazy dough for good and create perfect crust every time.

To dominate your dough, call 1.800.426.2760.

See us at International Pizza Expo® 2011 Booth 1475



Order Up! Effi cient counter service 
keeps business in line

BY PAMELA MILLS-SENN   
PHOTO BY JOSH KEOWN

After 55 years in business, they 
have their counter service down 
to an “art form,” says Randy 

Wesley, owner of Pastime Restaurant 
Lounge and Pastime Jr., both in Baton 
Rouge, Louisiana. Good thing, be-
cause in an average noon hour, around 
150 orders fl ow across the counter at 
Pastime.

Pastime has a 10-foot-long counter. 

Customers walk in, spread out along 
the counter and write down their 
orders (pens and paper are situated at 
the start of the counter; local printers 
donate the pads). 

“The good thing about this system is 
that the fi rst one who writes their order 
and turns it in, gets their order fi rst,” 
says Wesley. “There’s no standing in 
line behind a big party waiting for all of 
them to order.”

Completed orders are reviewed by a 
counter person. Once confi rmed, cus-
tomers sign their names and the order 

is processed, arriving to the expediting 
station where the manager calls out the 
order by name (this makes it more per-
sonal, says Wesley) and puts anything 
extra on it. 

Some fi ne-tuning was required 
to get their counter service mov-
ing more effi ciently, says Mac 
MacDonald, manager for Your 
Pie, in Charleston, South Caro-
lina. The restaurants (there are seven 
in the franchise, mostly located in 
Georgia) have a Subway-style set-up. 
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T O P P I N G S D O U G H S  &  C R U S T S W I N G S M O R E

Sales of extra thin crust are anything but fl at. In fact, no other crust type has seen more 
growth over the past fi ve years*. Consumers love it because thinner crust enables them 
to enjoy more of the delicious pizza fl avors they crave. You’ll love it because BONICI ®

par-baked extra thin crust gives you more time to perfect your own signature pizza recipes. 

1-800-248-9766    www.bonici.com    Follow us on Twitter @ pizzaroadie.

*Based on 5-year compounded annual growth rate. Source: The NPD Group/CREST® YE March 2010.

©2011 Tyson Foods, Inc. CREST is a registered trademark of The NPD Group. All other trademarks and registered trademarks are owned by Tyson Foods, Inc. or its subsidiaries. 

EXTRA THIN CRUST.    
EXTRA LARGE OPPORTUNITY.

See us at International Pizza Expo® 2011 Booth 613
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Customers move down the line select-
ing from 40 toppings, eight sauces 
and 10 cheeses, customizing their 
personal-size pizzas (there’s also a 
menu board with other offerings). The 
cashier writes the customer’s name on 
a laminated piece of paper that cleans 
off with a dry eraser and the order is 
delivered to the table.

“One huge challenge was ringing 
up all the toppings,” says MacDonald. 
“That’s where we were getting killed.”

Formerly, the pizzas were put in 
the oven before getting to the cashier, 
who would ask people what toppings 
they ordered. Recall was fuzzy. Now 
the cashier actually sees the pizza (“or 
the last pizza builder in line tells her,” 
MacDonald says) and orders are cor-
rectly charged. 

Employees also used to walk the 
dining area, calling out the customers’ 
names, but this slowed things down. 
Switching to name tags placed on tall 
stands has made fi nding customers 
much easier, he says.

Annette Fazio, founder of 
Using Your Noodle Business 
Consulting in York, Maine, 
thinks delivering orders to the 
table, rather than having cus-
tomers pick them up, makes 
counter service more effi cient 
since this keeps people from 
hovering around the counter and 
getting in the way. Ted Dorr, co-
owner of two Double D’s Sourdough 
Pizza restaurants (located in Louisville 
and Westminster, Colorado) agrees. 
They initially tried having customers 
pick up their orders at the counter, but 
found it wasn’t working.

“It was hard to get their attention,” 
he explains. “They didn’t hear their 
names being called, and a lot of times 
the employees ended up bringing the 
orders to the table anyway.”

About six months in, they switched 
to table delivery. This didn’t require 
hiring more staff, and Dorr found the 
customers liked the contact.

Another advantage with table 
delivery is that the dining area stays 
cleaner, says Fazio, explaining that 
when restaurants use a counter-pick-
up approach, bussing is frequently ne-
glected. If restaurants are going to use 
this approach, she advises assigning an 
employee to monitor the dining area.

Other strategies? Consider how the 
line is working for employees, says 
Izzy Kharasch, president of Hospitality 
Works, Inc., a Deerfi eld, Illinois-based 
consulting company.

“An ineffi cient system is one that 
causes employees to have to take 
more steps or the owner to have to 
hire more people,” he says. “If I see 
an employee stepping around another 
employee to get something, or hav-

ing to leave their station or turning 
around more than once to get an 
order started, that’s a fl aw.”

Restaurants can also err by plac-
ing the ordering station too close to 
the door, Kharasch says. When busy, 
this can cause a line to back up to the 
door, and if visible from the parking 
lot, could deter people from coming 
in — a problem one of his clients 
had. Kharasch relocated ordering to 
the end of the line where custom-
ers used to pick up, and moved this 
towards the door instead, which 
had the added benefi t of making it 
quicker for customers to leave once 
they had their orders.

Cross-training is essential 
for effi cient counter service, as 
is education, says Fazio. Train 
counter staff to repeat orders and ask 
if the customer has forgotten any-
thing. This reduces the likelihood the 
customer will walk away and then 
return to the line because he forgot 
something. Also, train employees 
to tell customers how your process 
works.

The latter has been a challenge, 
says Dorr. His customers pick up 
plates and utensils at time of order, 
taking these to the table with them. 
Getting employees to remember to 

tell customers this has been diffi cult.
“If the customers weren’t familiar 

with the restaurant and employees 
didn’t tell them, they’d go to the table 
without these and wonder why, when 
the food was delivered, they didn’t 
have plates,” he says.

Putting signage around the restau-
rant telling customers what to do has 
largely alleviated this problem, Dorr 
says. ◆

Pamela Mills-Senn is a freelancer spe-
cializing in writing on topics of interest to 
all manner of businesses. She is based in 
Long Beach, California.

EFFICIENCY TRAINING

Consultant Izzy Kharasch takes 
counter service employees through the 
same training as he does a fi ne-dining 
staff .

“This is too tough of a world to com-
pete in without providing something 
extra — and that extra is customer 
service,” he explains.

Consultant Annette Fazio says this 
edge starts with people skills, and hir-
ing with these skills in mind. Owners/
managers should also demonstrate 
these qualities. If management is 
unfriendly, or training is slipshod, 
staff  will behave the same towards the 
customers. 

Fazio suggests that owners/manag-
ers role play with staff .

“The staff  has to be clear about what 
to tell customers,” she says. “Let them 
practice on you. Train the staff  to help 
the customer at the time of ordering 
to remember everything they might 
need.” 

Keep processes consistent, says Kha-
rasch. He’s been to restaurants where 
one visit they’ll call names and the next 
visit numbers — confusing for staff  and 
customers alike.



To request a complimentary Bacio Product Demonstration,
visit www.baciocheese.com or call 855-BACIO85

Visit Bacio at Pizza Expo® - Booth #913



®

®

Flavor, Freshness and ConsistencyFlavor, Freshness and Consistency

The item numbers that will help you
achieve this great pizza are:

RA1 Salt, pepper and fennel.
RG2 Salt, pepper, fennel and garlic.
RP3 Salt, 3 types of pepper, garlic and fennel.

Thank you Papa Murphy’s for awarding us Supplier of theYear. Congratulations to the Papa Murphy’s team - Best Chain of theYear.
Thank you, Gene and Joanne Fontanini

Call us to schedule a representative to cook our sausage on half and yours on the other:1-800-331-MEAT.

Set your operation apart with the Italian Sausage that guarantees

The famous taste of Fontanini’s authentic Italian meats will bring your customers back for more.

See us at International Pizza Expo® 2011 Booth 535
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BY HEATHER LARSON   
PHOTO BY JOSH KEOWN

Seating // Front of the House

WHERE’S THE PARTY?
Large groups take consideration when seating

Planning ahead for how you’ll accommodate 
big groups saves time and prevents confu-
sion. Having a system in place for seating 

parties of six or more can eliminate chaos in your 
dining room and add to your word-of-mouth 
marketing success. Not having an approach spells 
trouble. Whether you opt for allowing reserva-
tions, calling ahead or you endeavor to make 
waiting for a table fun, being prepared means 
you’ll attract more customers and generate added 
revenue.

“We like reservations,” says Chef Mi-
chael Bologna, co-owner of Vingenzo’s in 
Woodstock, Georgia. “But we do ask that all 
of the party be present before seating, so we can 
use that table ahead of time, if need be.”

Bologna explained that he and his partner 
arrived at this solution through trial and error. 
Without reservations, customers kept piling up at 
the door, he recalled. Because all the menu items 
at Vingenzo’s are made from scratch and take 
longer to prepare, there was usually a wait for a 
table.

“We wanted what worked best for our custom-
er and for our property,” says Bologna. “We got a 
great deal of feedback from our customers.”
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Reservations won out.
Onesto Pizza in St. Louis, Missouri, 

“only takes reservations for parties of 
six or more, and that works for us,” 
says owner Michele Racanelli. “Other-
wise, taking reservations can become a 
full time job.”

The staff at Onesto’s encourages big-
ger parties to come earlier to avoid the 
dinner rush. They can even preorder 
the antipasto plate so they have food 
right away. If people do have to wait, 
they are given free canapés and have a 
good view of the kitchen staff throwing 
pizza dough.

Home Run Inn, with eight pizzerias 
in the Chicago area, doesn’t take reser-
vations, but instead encourages patrons 
with larger groups to call ahead and let 
the hostess know when they are com-
ing. She gives them a time by which 
they need to arrive and holds the table 
until then. If it’s close to that time, she 
calls to see if they are still on their way.

Once you’ve decided on a plan, 
you need to get the word out to 
your regular customers so they 
are not surprised. Bologna sends 
out a weekly e-mail blast and reminds 
regulars about Vingenzo’s reservation 
policy and that calling ahead is encour-
aged. That information is also on the 
pizzeria’s Web site. 

“When groups come in without res-
ervations, we let them know about our 
policy of taking reservations for six or 
more,” says Racanelli.

Home Run Inns prints information 
about calling ahead on fl yers and their 
business cards, plus servers and host-
esses mention it to groups.

If you’re opening a new piz-
zeria or redesigning what you 
have, thinking about your con-
fi guration of tables and booths 
can make the seating of groups 
easier. Home Run Inns’ dining rooms 
were designed with 80 percent drop-

leaf tables (and 20 percent booths) that 
can quickly be moved to accommodate 
larger parties.

Bologna says most of his restaurant’s 
tables are rectangular two-top or four-
tops with a couple of eight-tops. 

“Sometimes we can get large groups 
in if we split their tables –– seating half 
the party at one table and half at anoth-
er –– not side by side,” says Bologna.

Because Racanelli planned for big 
parties before opening her pizzeria, she 
chose banquette seating and moveable 
tables to begin with.

If you decide to go the reserva-
tion route, make sure your staff 
is trained in how to take reserva-
tions, says Racanelli. Otherwise, 
you take the chance that an employee 
will write the reservation on a scrap of 
paper, get busy and forget to write it in 
the reservation book. Then, when the 
party arrives, there’s no table for them, 
leaving you to scramble to accommo-
date them. Not good.

“In the beginning, think about 
whether you want to cater to large 
parties or not,” says Costello. “Restau-
rants focusing on single-serve, upscale 
gourmet menu items may not want 
big groups, and some kitchens aren’t 
designed to handle them either.”

Customers like to know what’s going 
on, says Bologna. If they understand 
what’s going on and why, they will try 
to help you out. If they’re left in the 
dark, they draw their own conclusions 
(and not necessarily the right ones).

“If the wait is going to be 35 min-
utes, tell them that, but try to exceed 
their expectations and seat them in 25 
minutes,” says Bologna. “Give your 
customer the most pleasurable experi-
ence they can have.” ◆

Heather Larson is a freelance writer 
in Tacoma, Washington, who frequently 
writes for trade publications.

Performance where you need it most.

Phone: 800 258 6358 
Fax: 800 356 5614
www.univexcorp.com

QUALITY
YOUR MIXER, SLICER, PIZZA AND BAKERY 
FOOD PREPARATION EQUIPMENT SOLUTIONS 
SINCE 1948. UNIVEX CORPORATION
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It Takes More
Than a Great Crust

to Be Competitive

It Also Takes the Best Delivery Insurance

To be the best in the business, you've got to get the best.

Affordable pizza delivery insurance keeps your business

competitive today. Choosing insurance that also offers safe

driver programs can keep you competitive tomorrow.

With more than 20 years experience insuring pizza delivery operations,
Willis HRH helps minimize costly delivery problems to maximize profits. 
Backed by Fireman's Fund, Willis HRH offers Limits of $1 million for your 
delivery insurance needs.

Our insurance package includes affordable protection for your property and
liability needs.

For more information, contact our Pizza Department at Willis HRH.

www.willisdelivery.com

Formerly HRH

See us at International Pizza Expo® 2011 Booth 608



BY ROBYN DAVIS SEKULA  PHOTO BY RICK DAUGHERTY

SAFE STEPPING
Shoes can make a big difference for employee 

comfort, accident prevention

Once a year, Los Angeles-based Rosti Tuscan 
Kitchen buys new shoes for kitchen employ-
ees at its two locations. As owner Kevin Gold-

fein sees it, it’s an investment in his staff that pays off. 
Good shoes with non-slip soles prevent accidents, 

particularly falls, which can be common in a kitchen 
where oil and fl our are used liberally. Goldfein orders 
the shoes from a specialty manufacturer of work shoes. 
They aren’t quite as attractive as street shoes, he says, 
but they do a much better job of taking care of his 
employees. “It’s function before form,” Goldfein says. “I 
think the small deterioration in style is certainly worth 
it, and they’re really not that bad. They’ve come out 

with some new styles and they’ve continued to improve 
on them over the years. Guests don’t even notice they’re 
special work shoes.”

For front of the house employees, Goldfein buys 
one pair initially, and then employees must pay for 
subsequent pairs. He requires slip-resistant shoes even 
for the waitstaff because they are often in the kitchen. 
Some even purchase orthopedic inserts for shoes, 
which increase the comfort of the shoes. The cost of the 
shoes comes out of pre-tax dollars from the employees’ 
paychecks, Goldfein says, giving them a little bit of a 
cost break. “We just want our employees to be safe,” he 
adds.

40  Pizza Today / www.pizzatoday.com / March 2011 

Front of the House // Shoes



What does it take to make pizza with 
the power to please?

Thanks to their unending commitment to quality 
ingredients, Giovanni’s pizza has grown to 110 franchises 
in 6 states. Patrick Cudahy is proud to be Giovanni’s choice 
for quality meats. Find out what we can do for you.

Call Patrick Cudahy at 1-800-486-6900.
Or visit us online at www.patrickcudahy.com
www.giovannispizzapower.com

Pictured from left to right: James Lemaster, Founder;
Vicki Barrett, Administrator; Dave Grant, Franchise Director;
Nancy Lemaster, Co-Founder; Tom Lemaster, CEO/President

See us at the 2011  
Pizza Expo 4 4 8/450
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It may not seem to be the most pressing topic, 
but good shoes can make a big difference for 
the comfort and health of employees in a fast-
paced workplace like a pizza restaurant. Ted Travis, 
marketing manager for TredSafe in Upland, California, 
says slip-and-fall accidents are among the largest liabilities 
a restaurant has. Restaurants “are very susceptible to fl oor 
contaminates from the public walking into the facility 
and bringing in snow, mud and water, and typically in the 
kitchen area, behind the counter, are contaminates like veg-
etable grease and oil and a combination of fl our and water 
on the fl oor,” Travis says. 

Shoe policies for a restaurant should include requiring 
closed-heel and closed-toe shoes, particularly in kitchens. 
“If someone drops a hot dish, you want to have the foot 
protected,” Travis says.

Goldfein also points out that when he has a workers’ 
compensation inspection at his restaurant, one of the ques-
tions he’s asked is if the staff is required to wear slip-resis-
tant shoes – and he can confi dently answer yes, giving him 
a discount on the insurance.

It’s also worth noting that the Occupational 
Safety and Health Administration requires that 
employers ensure that anyone whose feet are ex-
posed to hazards or potential injuries from falling 
or rolling objects, electrical hazards or piercing 
the sole wear protective footwear, according to 
the Web site for O.S.H.A., which is part of the U.S. 
Department of Labor.

At L’asso in New York City, owner Robert Benevenga 
wears sneakers with a slip-resistant sole to get him through 
long days in the restaurant. His chefs make a different 
choice. “We have two chefs, a pastry and the main chef,” 
Benevenga explained. “The main chef likes to wear those 
wooden clogs that help support his lower back and keeps 
him standing up straight. I personally don’t like those. The 
other chef likes to wear (a slip-on shoe with an open heel, 
commonly marketed as Crocs).”

Because his restaurant is located in Manhattan, servers 
and front-house staff do tend to wear dressier shoes than 
they might in other areas of the country, Benevenga says. 
Most employees wear black shoes, as the shoes look dressi-
er and work better with the restaurant’s décor, although he 
doesn’t require it. Benevenga added a no-exposed-toes rule 
after customers complained that they had no interest in see-
ing a server’s feet.

Benevenga doesn’t specifi cally require no-slip shoes, because 
he uses non-slip rubber mats throughout the work areas (al-
though he does prefer it). He thinks more about the ergonom-
ics of shoes than anything else in his own shoe selection.

“If you’re on your feet for 10 hour days, your feet will 
hurt you at the end of the day,” Benevenga says. “If people 

3FOR1
Get 3 Shows for the Price of 1!
Pizza Expo® 2011 is partnering with two other shows that are 

also being held in the Las Vegas Convention Center:
• Catersource Conference and Tradeshow

• The 2011 Amusement Expo
Registered attendees will have free admission to their exhibits 

during the following times:
• Catersource 2011 Conference & Tradeshow

Tue, Mar 1, 3PM-6PM
The 2011 Amusement Expo 

Thu, Mar 3,  3PM-5PM

March 1-3, 2011 • www.PizzaExpo.com
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SHOE
CHARACTERISTICS

When you’re shopping for 
employee shoes, pay atten-
tion to the details, says Ted 
Travis, marketing manager for 
TredSafe, a manufacturer of 
workplace shoes. Look for the 
following characteristics: 

◆ Leather construction up-
pers. Shoes with vinyl uppers 
keep the foot from breathing, 
and are more inclined to trap 
bacteria.

◆ Slip-resistant. Sole design 
and special rubber compound 
are the elements that make a 
shoe more resistant to falls.

◆ Oil-resistant. This refers 
to the top of the shoe, and 
indicates dropping oil on it 
won’t stain it.

◆ Arch support. Proper 
construction will support the 
entire foot, but particularly the 
arch.

◆ Mark II F-177 tested. This 
indicates that the shoe’s slip-
resistant qualities are eff ective 
both when dry substances are 
spilled as well as wet.

◆ Anti-microbial footbed. 
Wicks away moisture and pre-
vents bacteria from growing.

don’t have good arch support, it defi -
nitely could turn into a foot problem.”

 Ergonomics are an important part of 
shoe selection, Travis says, and a good 
shoe should have plenty of arch support 
and be lightweight with a cushioned 
sole. An orthopedic insole, particularly 
one custom-designed, can provide huge 
benefi ts over the long term. That invest-
ment may be well worth it for those with 

back problems or for those working the 
longest hours, such as managers or own-
ers. Over-the-counter insoles can provide 
a bit more cushioning, but really don’t 
do much long-term good for the feet or 
back, Travis says.

 Travis cautions restaurant owners that 
shoe choice isn’t everything in preventing 
costly accidents. No shoe can be entirely 
slip-resistant. Good fl oor practices are 

still crucial. “There is no such thing as a 
shoe that is 100-percent slip-resistant,” 
Travis says. “Most slip-resistant shoe com-
panies have a disclaimer. It’s impossible 
to provide.” 

Robyn Davis Sekula is a longtime 
contributor to Pizza Today. She lives in 
New Albany, Indiana.

“SpeedLine was a godsend. When sales 
picked up by 40%, we were actually 
able to cut back on staff because we’re 
that much more ef cient. It saved our 
business.”

PAUL & KACI KNAYSI, PABLO’S PIZZA

GET A FREE DEMO:  
www.speedlinedemo.com
888.400.9185

Come see us:

March 1-3, Booth 1127Feb 20-21, Booth 421

S
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People who know “pies”
prep with Randell.

Free Freight!

Limited Time Offer!

Call Today!



“

It’s what the 
big guys use.sm

1 888 994 7636
              x 4102
www.unifiedbrands.net

This is one of the busiest Pizza 

Hut’s in the country. Watching 

our make line prepping pies 

on a Friday night, seeing them 

deal pepperoni like cards, well, 

that’s a pretty impressive sight. 

But it can get messy. One of 

the things we like best about 

our Randell prep tables is how 

easy they are to clean. Few 

nooks and crannies to trap 

food, an oversized rail drain–

they clean up twice as fast as 

any other make table I’ve used. 

That saves us time, footsteps, 

and money...and I like that.”  

-Dave Ritenour,   
 Pizza Hut of Fort Wayne,    
 Director of Maintenance for  
 47 Pizza Huts in IN and OH

Visit us at Pizza Expo Booth 1665



In the Kitchen // Toppings
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SOPPRESSATA
Fragrant and spicy, this ingredient is an upscale pepperoni alternative

BY PAT BRUNO PHOTOS BY JOSH KEOWN
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What exactly is soppressata? In 
a nutshell, it’s a form of dry-
cured salami. A specialty of 

southern Italy, it is traditionally made 
using pork (beef is used on occasion). 
The basic seasonings include cracked 
red pepper and garlic. Depending on 
who is making it, some versions are 
hotter than others (in other words, 
more red pepper is used). Overall, I 
love the fragrant, spicy fl avor of sop-
pressata.

A number of Italian restaurants in 
Chicago use soppressata as part of 
a salumi (cured meats) and cheese 
platter. And when used as part of this 
style of antipasti platter, soppressata 
should be sliced thin (even thinner 
than pepperoni).

Speaking of pepperoni, sop-
pressata works as a perfect 
stand-in or substitute for pep-
peroni –– it can be used on a 
pizza the same way you would 
use pepperoni. Romance it a bit, 
though, by saying something like “sop-
pressata calabrese –– a spicy salami” on 
your toppings list. Test a few slices to 
see how much fat it throws off (some 
fat is a good thing, since it adds to the 
overall fl avor) and if there is excessive 
“cupping.”

When I am replacing pepperoni with 
soppressata on a pizza, I fi nd that a 
coarse chop works great. I scatter the 
chopped soppressata atop the cheese 
and across the pizza. It makes for a great 
presentation and a fl avor that is hard 
to beat. Having said that, I should also 
point out that, on average, soppressata 
has a higher food cost than pepperoni.

Beyond using it for pizza, I also use 
it to kickstart a red sauce by sauteéing 
chopped soppressata in olive oil and 
crushed garlic. Then I add crushed all-
purpose tomatoes, oregano and basil. 
That’s it! You’ve got a delicious, gently 
meaty red sauce. 

Soppressata has a variety of 
uses beyond pizza or the afore-
mentioned meats platter. Try using 

it in a sandwich, for example. Check 
out this Panini recipe and see what you 
think:

PANINI CALABRESE

Yield: 8 sandwiches 
(scale up in direct proportion)

8 to 12 ounces (about 16 to 24 slices) 
thinly sliced soppressata (dry-cured 
Italian salami)

¼ cup extra-virgin olive oil 
8 thin slices prosciutto
8 thin slices fresh mozzarella
8 panini buns or rolls, toasted or grilled
1 cup roasted red bell pepper strips
16 large fresh basil leaves

 
In a nonstick sauté pan set over medi-

um-high heat, fry the soppressata until 
lightly crisp and some fat has rendered, 
about 2 minutes per side. Remove it to a 
plate.

Lightly brush the buns or bread with 
extra-virgin olive oil.

Layer each bun this way: the soppressa-
ta, 2 slices prosciutto, 2 slices mozzarella, 
2-3 strips of roasted red bell pepper strips 
on one slice of the bread. Top with the 
other slice and place the sandwich in the 
pan, pressing down on the sandwich with 
the palm of your hand. When that side is 
lightly toasted, about 3 to 4 minutes, fl ip 
the sandwich and toast the other side. 
(Alternatively, use a sandwich press or 
panini grill.)

Remove the sandwich to a cutting 
board and open the sandwich. Lay down 
four basil leaves on each sandwich. Close 
the sandwiches, then slice them in half to 
serve.

PASTA WITH SOPPRESSATA 
AND EGGPLANT

Yield: 4 servings 
    (Scale up in direct proportion)

2 tablespoons extra-virgin olive oil
1 eggplant (about 1 pound), trimmed and 

cut into ½-inch dice
1 cup chopped yellow onion
¼ pound soppressata in chunks about 

¼-inch thick
3 cups canned plum tomatoes with juices
¼  teaspoon (or to taste) dried red pepper 

fl akes
Freshly ground black pepper to taste
1 pound farfalle pasta (or other short 

pasta such as penne, rigatoni)
½  cup grated Parmesan cheese

 
Rub a baking sheet or sheet pan with 

the olive oil. Arrange the eggplant in one 
layer on the pan. Sprinkle the onion over 
the eggplant. Roast the eggplant and 
onion for about 20 minutes until it is 
barely tender (can be prepared up to 2 
hours ahead and held).

While the eggplant is roasting, make 
the sauce. In a large saute pan set over 
medium-high heat, cook and stir the 
soppressata until it throws off  some fat 
and starts to crisp, about 4 minutes. Add 
the tomatoes and red pepper fl akes. Add 
the pepper. Simmer the sauce vigorously 
for about 20 minutes or until the sauce is 
reduced to about 2 cups (can be prepared 
several hours ahead and held). 

Add the roasted eggplant and onions 
to the tomatoes. Turn the heat down to 
maintain a low, steady simmer. 

Cook the pasta in plenty of boiling, 
salted water until it is al dente. Drain the 
pasta and turn it out into a large heated 
serving bowl. Pour the sauce over the 
pasta and toss to combine. Divide the 
pasta among four heated serving bowls. 
Top each serving with grated Parmesan 
cheese. ◆

Pat Bruno is Pizza Today’s resident chef 
and a regular contributor. He is the former 
owner and operator of a prominent Italian 
cooking school in Chicago and is a food 
critic for the Chicago Sun-Times.
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ARTICHOKE APPEAL

Baby artichokes
1⁄3 cup olive oil
2 cloves garlic, minced
2 tablespoons tomato paste
¼ cup chopped fresh basil
Salt and pepper
One (10-ounce) pre-baked 

thin pizza crust 
¾ cup shredded mozzarella 

cheese
¼ cup shredded Parmesan or 

Romano cheese

Prepare baby artichokes by 
rinsing under cold running 
water. Cut off  top 1⁄3 of petals 
and cut off  stems. Snap off  
leaves, about 3 leaves at a 
time. Make a quarter turn 
and continue to snap, work-
ing around until pale yellow 
leaves remain at center. Cut 
artichokes in half. 

Preheat oven to 450 F. In 
large skillet over medium-
high heat, heat olive oil. Add 
garlic and tomato paste. Cook 
and stir two minutes. 

Add baby artichokes and 
cook, stirring occasionally, 
for 3 minutes. Cover tightly, 
reduce heat and cook 3 more 
minutes. Stir in basil. Season 
to taste with salt and pepper. 

Spread baby artichoke 
mixture evenly over crust. 
Sprinkle with cheeses. Bake 
until cheeses are melted and 
lightly browned, about 5 to 8 
minutes.

BABY ARTICHOKE PIZZA ///////////////////////////////////////////////////////////////////
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Artichokes add an upscale element to menus

Sure, pepperoni, onions and mush-
rooms will always be beloved 
pizza toppings. But as patrons’ 

palates evolve, so does their desire for 
trendy toppings. Filling this of-the-
moment-ingredient spot is the arti-
choke. The artichoke is a member of the 
thistle or sunfl ower family. While it is 
a formidable plant to tackle, the edible 
“heart” provides a nutty, slightly bitter 
fl avor to the dishes it adorns. It also 
elevates a dish’s status from ordinary to 
upscale. Since artichoke cultivation is 
concentrated mainly in Italy, Spain and 
France (California provides nearly 100 
percent of the U.S. crop), artichokes are 
considered a specialty ingredient — and 
operators can price them as such. 

This high-end ingredient need not 
intimidate operators. Artichokes, in fact, 
can be very low-maintenance. Operators 
can fi nd an artichoke to fi t any need –– 
from baby to jumbo. They are available 
year-round. Processed artichoke hearts 
and bottoms are available canned (in 
brine or oil) as well as in jars (in an oil 
marinade). Artichoke hearts are also 
available frozen and fresh.

According to Gus Veshi, who 
works at the East Rutherford, 
New Jersey-based Inteco Inter-
national Trade Corporation, the 
most popular artichokes sold to 
foodservice include 30/40 whole 
artichoke hearts, quartered 
artichoke hearts and marinated 
whole artichoke hearts. (Hearts are 
marinated in a blend of oils, vinegar and 
spices.) “Whole artichokes are great for 
stuffi ng. Quartered artichoke hearts are 
great pizza toppings since they are 
already cut, while marinated hearts 
come with the addition of fl avor that 
adds a nice kick to dishes,” he says.

Quartered artichoke hearts are the 
least expensive; whole artichoke hearts 
are the most expensive. “The product is 
fully sterilized. Once opened, just drain 
and refrigerate,” says Veshi, who recom-
mends using open product within two 
to three days. The shelf life of unopened 

canned product is three years. Canned 
artichokes are preserved in citric acid 
and salt, so Veshi encourages gently 
rinsing the product so it does not alter 
the fl avor of its intended dish. When 
using quarters, however, operators must 
practice caution since the delicate prod-
uct could fall apart. 

“It’s a very versatile product,” says 
Veshi. “You can roast it, grill it, and stuff 
it. The list goes on.” Artichokes also 
take well to sautéing, frying, steam-
ing or marinating. They can be served 
cold in salads or antipasti, or blended 
into hot dips or hummus. They are also 
suited for appetizers: Quarters can be 
battered and deep-fried; hearts can be 
stuffed with crabmeat, garlic, cheese and 
breadcrumbs.

“We use artichokes several places on 
our menus,” says Marc Baltes, executive 
chef of the four-unit Pi Pizzeria based 
in St. Louis, Missouri. The antipasti 
appetizer displays prosciutto, salami, 
Parmesan, Asiago, green and kalamata 
olives and artichoke hearts. The Euclide-
an salad is built with romaine, artichoke 
hearts, olives, red peppers, feta and 
Greek yogurt dressing. While the Buck-
town pizza layers mozzarella, roasted 
chicken, artichoke hearts, red bell pep-
pers, green olives, red onions, feta and 
sun-dried tomatoes. “We use marinated, 
quartered artichokes. They are great on 
salads, and have the fl avor I associate 
with ‘pizzeria.’ I’ve used fresh artichokes 
over the years, but for this pizza, these 
are the right artichokes,” says Baltes. 
“They are ready to eat, straight from 
the jar. We drain them and chop them 
rough for pizza toppings, but eat them 
as is for the other applications.”

About 20 percent of the cus-
tomers at Willy O’s Pizza & Grill in 
South Haven, Michigan, order the 
spinach and artichoke dip 
appetizer on a regular basis. “It’s 
very popular,” says chef William Olund, 
who also uses artichokes as a pizza 
topper and in pizza sauce, upon request.

“To prepare the artichokes we cut the 

hearts into halves or thirds, (depend-
ing on size), and bring them to a boil 
for one minute,” says Olund, who uses 
canned, quartered hearts packed in 
water. Trial-and-error led to the decision 
to use canned product. “Frozen falls 
apart and has an unappealing texture. 
Fresh are more expensive, require more 
prep time and quality varies through-
out the year. Bottled is usually pickled 
and/or seasoned, which changed our 
dish’s fl avor. Artichokes canned in water 
works best. They are picked and packed 
during peak season, and we get con-
sistent quality,” continues Olund. He 
estimates that the average food cost for 
an artichoke is $.90 on a 14-inch pizza 
or $.48 per serving of dip. 

Carolyn Redendo, owner of Redendo’s 
Pizzeria & Pasta in Fountain Hills, Ari-
zona and Redendo’s Pizzeria Ristorante 
in Scottsdale, Arizona, calls artichokes 
a great menu additive. She sautés 
chopped artichokes, sour cream, fi nely 
shredded Monterey Jack and pepper 
together and serves it as a bruschetta 
topping. In addition, artichokes 
appear on pizzas, and on her antipasta 
salad (made with tomatoes, mozzarella, 
pepperoni, and pecorino on romaine 
dressed in balsamic vinaigrette). When 
working with artichokes, Redendo 
discourages pairing artichokes with 
other salty items. “It does release a 
bit of liquid, so spread it more evenly 
and drain it well prior to placing it on 
pizza,” she adds. Due to the large quan-
tities of artichokes she goes through, 
Redendo prefers using canned. She 
estimates her food cost for artichokes is 
26 percent, but more like 20 percent for 
the bruschetta. 

“Artichokes provide a great way to 
add a more diverse item to your menu 
that is often overlooked,” Redendo 
says.◆

Melanie Wolkoff Wachsman is a 
freelance writer in Louisville, Kentucky. 
She covers food, business and lifestyle 
trends.
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BY BIG DAVE OSTRANDER 

PHOTOS BY RICK DAUGHERTY & JOSH KEOWN 

Very early in my career I was 
referred to as a “pizza boy.” 
After about a year of learning 

the ropes, you earned the title of “pizza 
man” –– or washed out. The differ-
ence was a couple of thousand hours 
of being the gopher, grunt, zip, trainee, 
etc. The attrition rate was very high. 

The instructors would rival a career 
boot camp drill instructor. They weren’t 
into explaining much. No coddling, no 
excuses. This wasn’t Namsie-Pamsie 
Land. Verbal and physical abuse was 
totally expected. If you couldn’t stand 
the heat, get out of the kitchen. Interna-
tional chef Gordon Ramsey is a gentle 

soul compared to my bosses. This was 
Detroit, Michigan, circa the late 1960s, 
the birthplace of many of the baddest 
and best pizza independents and chains 
found anywhere, even to this day. The 
business was so intense that you had to 
keep up –– or get out of the way.  We 
opened at 4 p.m. and closed at 

WEIGHTS & MEASURES
Weighing ingredients is crucial –– are you doing it?
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2 a.m. on weekends –– 
600-minute shifts. 
We consistently made 
300 to 400 pies an eve-
ning, in deck ovens, 
all hand-tossed, no 
sheeters or machines. 
I had found my calling, 
and I loved it.

After my fi rst year, 
I had graduated from 
high school and was 
spotted by the franchise 
owner and offered a 
position at the fl agship 
training shop. I got 
a little raise and was 
working in a manage-
ment trainee role. This 
place was the launching 
spot for new operators. 

One day, as I was 
setting up the pizza 
line the owner of the 
franchise, my immedi-
ate boss, had a quickie 
stand-up meeting with 
me. He told me that 
he had counted how 
many pizzas I made 
from one tub of cheese. 
His calculation was I 
was only making 30 pizzas from a tub 
rather than the ideal of 40. He quickly 
demonstrated how he wanted it done 
by free-throwing cheese on a few piz-
zas. End of training lesson. 

I was taken aback and scared. I 
really wanted to please this guy. He was 
in control of my immediate future. I 
wanted to own my own location. He 
could make it happen for this poor boy 
from the ’burbs. I thought to myself, 
“How am I supposed to put the exact 
amount of cheese on every pizza to 
keep my job?” After all, I was making 
a buck and a half a week. My boss told 
me his expectations but didn’t totally 
explain how I was supposed to do it. It 
took me the next 20 years to solve the 
problem. It hit me when a fellow pizza 
restaurant owner and board member 
of the Michigan Restaurant Association 
showed me his solution to the prob-

lem of consistent portioning of cheese, 
every pizza, every time. 

Alex turned me on to his meth-
od of pre-weighing out cheese 
into rubber cups. This was a daily 
function of prep, just like weigh-
ing out dough balls. He estimated 
how many pizzas he was going to sell, 
pre-loaded the appropriate number 
of cups and refrigerate them until he 
needed to restock the make line. No 
more loose cheese or free throwing. It 
was too easy. I adapted this method into 
Big Dave’s Pizza over the next month 
and never looked back. This one, 
simple, hands-on lesson realistically 
reduced my cheese purchases by 20 
percent a week. That newfound extra 
$200 to $300 a week made all the 
difference in my profi tability. Since 
then, I have shared this system with 

hundreds of opera-
tors. I have tucked 
rubber cups in my 
luggage and carried 
them from coast to 
coast and around 
the world. I was 
fl attered when a pre-
mier cheese manu-
facturer borrowed 
my idea and made 
their own version of 
cheese portion cups 
available to their 
customers.

For the last 20 
years, I have made 
it my mission to 
simplify operations, 
reduce food cost 
signifi cantly and 
help operators make 
more than just a 
living.

This year at Inter-
national Pizza Expo, 
I promise to teach 
you in a hands-
on setting how to 
grasp how impor-
tant weights and 
measures are. This 

will be the theme of most of my Expo 
seminars and workshops this year. I’ll 
have something for those who are en-
tertaining opening their fi rst shop and 
those who have been working harder 
for less and less lately, as well as some 
new tricks for old grizzly pizza boys 
and girls like me. 

What happens in Vegas this year 
could profoundly impact your future. I 
guarantee it. ◆

Big Dave Ostrander owned a highly 
successful independent pizzeria before 
becoming a consultant, speaker and 
internationally sought-after trainer. He is 
a monthly contributor to Pizza Today and 
leads seminars on operational topics for 
the family of Pizza Expo tradeshows.
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KEEP IT NEAT
Kitchen organization key to good work fl ow

A neat, clean and organized kitchen is always a happy kitchen. Life in our pizze-
rias can be hectic. When compared to other restaurants, I think we put out a larger 
menu with a much smaller space, for the most part. It creates a lot of work and a lot 
of prep –– all in tight spaces. We want to make sure that we’re also keeping up with 
board of health regulations. That’s why it’s so important that we are organized in ev-
erything we do. Not only does everything need to have its own place, we as leaders 
need to make sure our staff is aware of it and follows the plan. 

BY JEFF FREEHOF PHOTO BY JOSH KEOWN 
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The one thing I’ve learned in 
my 30-plus years of doing this 
is that even though we may try 
to fi nd responsible and mature 
individuals to work with us, we 
still need to bring our proce-
dures to an elementary level.
It’s really the best way to make sure 
things get done properly and con-
sistently. First and foremost, daily 
prep lists and checklists are critical to 
ensure everything gets done properly. 
Also, closing checklists have saved me 
from so many headaches. Sure, we can 
assume that our staff should know 
what to do by now — but the check-
list is king! Have a place for them to 
initial each item that gets done.

Once we know those tasks are being 
completed thoroughly, we now want 
to take a look at the streamlining of 
our operation. I’ve actually designed 
menus around equipment that I had 
at a restaurant that I would take over, 

and I’ve had the opportunity to move 
some equipment around to better 
suit the fl ow of the operation. Look 
at your menu mix and the tasks that 
need to be done during high volume. 
Do you fi nd yourself running around 
like a mad man or woman from one 
end of the kitchen to the other just to 
complete a dish? Where do you keep 
your plates or to-go boxes? Are they 
at your fi ngertips, or are they around 
the corner? Here are some ways to 
streamline your actions: 

◆ Add inexpensive shelving in your 
work area to put things like plates, to-
go boxes, bags, dressing cups and fork 
kits. This can save hundreds of steps 
per shift, which increases productiv-
ity drastically. When everything is at 
arm’s length, ticket times speed up. I 
promise your customers will love get-
ting their food quicker. 

 I was a chef at a restaurant many 
years ago where the kitchen was actu-

ally way too big for the volume we 
were doing. On a slow Monday night, 
I felt like I was running a marathon 
because things were spread out too 
far. The most effi cient kitchen I ever 
worked in was a small, tight kitchen 
where I could practically reach every-
thing with a little side step to the right 
or left. Whatever your space is, make 
sure you design your space where 
everything is stocked and at your 
fi ngertips!

◆ How about your reach-in refrig-
erators? Are they neat with everything 
accessible, or do you have to move 
everything around just to fi nd the 
anchovies? Having smaller containers 
for all the ingredients needed for the 
menu is an excellent choice so that 
you’re not fumbling around looking 
for what you need. Obviously, you’ll 
need large enough containers for the 
items that you go through more of, 
like a small container for pineapple 
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and anchovies and a larger space for 
mozzarella. Set it up so you have 
enough for the shift. I think it’s bet-
ter to have to restock for each shift 
because it allows you to clean your 
containers and shelves while you’re 
re-stocking.

◆ Think of your kitchen set-up in 
the same way you have your pizza 
make station set up. You certainly 
wouldn’t have your pizza makers put 
the cheese before the sauce. You want 
a nice, continuous fl ow. Every aspect 
should be prepared in the same way 
from start to fi nish when making the 
dishes on your menu. It also helps 
tremendously when it’s time to have a 
co-worker step in to help during peak 
times.

◆ Once you have fi gured out where 
you want everything, make laminated 
labels. That keeps everyone on the 
same page.

Now that you’ve created your 
daily prep lists and check lists 
and you are ensuring they are 
getting done daily, and you’ve 
got your shop neat, clean and 
organized with everything in 
its place, there’s just one more 
philosophy I want you to adopt: 
“close to open.” As the end of the 
night approaches, what’s on everyone’s 
mind is usually, “how quick can I get 
out of here?” So many times the day 
crew will come in and have to re-stock 
everything, along with their prep, and 
that starts the shift with a less-than-
perfect attitude. Once the night crew 
understands that before they leave the 
entire store needs to be stocked and 
ready to open the next day, the faster 
they’ll get it done. They will learn to 
stock as they go during their shift, 
which saves labor dollars. Now, the 
day crew can focus solely on prep and 
get off to a very quick and happy start. 
This can even allow you to bring some 
morning crew in a little later, saving 
even more labor dollars.

Hang the NCO –– neat, clean and 
orderly –– signs up around the 

restaurant. Make it a priority and make 
it happen. Then you, as a leader, will be 
able to focus on other important areas of 
your operation. ◆

Jeffrey Freehof owns The Garlic Clove in 
Evans, Georgia. He is a frequent speaker at 
the Pizza Expo family of tradeshows.
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Common pizza mistakes –– and how to avoid them
BY PAT BRUNO PHOTO BY JOSH KEOWN 

MY BAD!
We all make mistakes 

(ever forgot a birthday 
or anniversary?). Usu-

ally we can make amends in some 
fashion (roses? dinner out?) and life 
goes on. In the business we are in, 
mistakes can cause a deeper prob-
lem –– like a customer not coming 
back –– so we strive to get it right 
the fi rst time and every time. 

Here are some common mistakes 
that I have experienced in my many 
years of pizza making and instruc-
tion. The point, of course, is to 
examine how to fi x those mistakes 
once and for all.

◆ Mistake: the soggy crust 
syndrome.

◆ Solution: It probably has to 
do with too much water in the 

tomatoes (canned or fresh) or 
using more tomato than is called 
for. Don’t treat a pizza shell like a 
pond. Know your tomatoes. Top-
ping overload can result in a soggy 
crust. Vegetables with high water 
content (bell peppers, mushrooms, 
spinach), if used too aggressively, 
can result in a soggy crust, too. 
Oftentimes, less is better. 
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◆ Mistake: pools of fat on top of 
the pizza.

◆ Solution: use a sausage or pep-
peroni with less fat. Or use precooked 
sausage crumbles. And don’t overload. 

◆ Mistake: Underbaked pizza.
◆ Solution: Oven is not hot enough, 

or pizzas are placed in the wrong part 
of the oven. Example: the hot zone for 
a deck oven is toward the back. For 
conveyor ovens, check the fi nger loca-
tion (impinger fi ngers). In a wood-fi red 
oven, you are probably not rotating the 
pizzas closer to the fi re. In true Nea-
politan fashion, the pizzaiola will fi nish 
off a pizza in wood-fi red ovens this 
way: Slide the pizza peel under the fully 
baked pie, then raise the peel and the 
pie so that the pizza is almost touching 
the dome of the oven (because that’s 
where the oven is the hottest). Finito! 
Perfetto! Know your oven. 

◆ Mistake: overbaked pizza (fi n-
ished product is too dry and crunchy, 
no fl avor).

◆ Solution: I will say it again –– 
know your oven. Know where to place 
(or not) pizzas, especially when using 
a deck or wood-fi red oven. Rotation 
of pizzas is the key to putting out the 
perfect pie. Too close to the heat is 
okay, especially with a wood-fi red oven 
where you sometimes want to pres-
ent a blistered crust that exhibits some 
charring.

◆ Mistake: crust is dry, no texture, 
cardboard syndrome.

◆ Solution: Try using a higher ratio 
of water to fl our. For example, gener-
ally speaking, the old benchmark was 
20 pounds of fl our to 10 pounds of 
water (50 percent). Try this using 10 
pounds of fl our and 6 pounds of water 
(60 percent). The dough will be a bit 
wetter and a little harder to handle, but 
it’s worth it. Also, in this situation, use 
a fl our that has a protein level of 13 to 
14 percent.  

 ◆ Mistake: miserable veggie pizza 
(soggy, no fl avor).

◆ Solution: Sauté the vegetables –– 
bell peppers, onion, mushrooms, etc. 
in olive oil and garlic (that’s the prep). 
Or, in the case of mushrooms, don’t 
slice fresh mushrooms too thinly. Also, 
bury some of the mushrooms under the 
cheese. Mushrooms are almost 100-per-
cent water, so excessive heat will dry 
them out and turn each slice into a 
piece of fl avorless cardboard. 

◆ Mistake: fi nished pizza is puffy 
and bland. 

◆ Solution: A puffy and bland pizza 
shell is the result of rising time and 
temperature. To avoid a puffy crust, do 
not let the dough rise at room tem-
perature. After mixing and balling the 
dough, get it into the cooler as soon 
as possible. Now let it undergo cold 
fermentation for at least 24 hours. Give 
the pizza dough a bench proof time 
(out of the cooler) of one hour before 
rolling or stretching. And, this method 
makes it easier to shape and stretch 
the dough (it will not shrink or get 
“bucky”).

◆ Mistake: no 
fl avor fresh basil.

◆ Solution:
Don’t chop the 
basil; rather, tear 
or snip it using 
scissors. Also, 
add the fresh ba-
sil after the pizza 
comes out of the 
oven. Alterna-
tively, put the 
fresh basil leaves 
under the cheese. 
Keep the fra-
grance. Add some 
more basil after 
the pizza comes 
out of the oven 
for the perfect 
presentation.

◆ Mistake:
pizza looks slop-
py (tomatoes and 
cheese running 

together, because too much of both –– 
tomatoes and cheese –– were used). 

◆ Solution: This happens more 
often than not when using fresh moz-
zarella. Don’t use more cheese than is 
necessary to put out a great tasting pie. 

◆ Mistake: dried oregano and dried 
basil with no fl avor or fragrance. 

◆ Solution: No, I don’t have a prob-
lem with dried oregano and basil. What 
bothers me is when over-the-hill dried 
herbs are used. Or a poor brand of 
either is used. In either case there is no 
fl avor. You might as well be throwing 
dried grass on the pizza. Use top-draw-
er Greek oregano, and never use any 
dried herb that has been sitting around 
the kitchen or pantry for months on 
end. ◆

Pat Bruno is Pizza Today’s resident chef 
and a regular contributor. He is the former 
owner and operator of a prominent Italian 
cooking school in Chicago and is a food 
critic for the Chicago Sun-Times.
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BY MELANIE WOLKOFF WACHSMAN PHOTOS BY JOSH KEOWN & RICK DAUGHERTY

Frank McCarron, general manager/
chef at Portino’s Fresh Italian in 
Valley Center, California, wanted 

to freshen up his menu. So he decided 
not to introduce a new type of pizza, 
but instead opted to incorporate seafood 
pasta specials. “Seafood pasta spices up 
the menu and offers variety for cus-
tomers,” says McCarron. At Portino’s, 
seafood pasta specials mean shrimp 
sitting in a pool of scampi, cacciatore or 
primavera sauce; clams soaking in red or 
white sauce, or salmon swimming in dill 
butter and lemon pepper sauce.

There are very few reasons not 
to consider enhancing menus 
with seafood pasta. Seafood pro-
vides a healthy, vegetarian-appealing 
menu option. Plus, there’s a plethora of 
cost-effective seafood to choose from, be 
it calamari and salmon to shrimp and 
clams available fresh, frozen or canned.

Seafood pasta is easy to prepare. For 
example, for McCarron’s shrimp scampi, 
he sautés shrimp with garlic, extra virgin 
olive oil, onions and mushrooms. Then 
he deglazes with white wine, adds heavy 
whipping cream, reduces and adds 
in additional seafood (depending on 
availability it could range from scallops, 
clams or white fi sh), which is served 
over pasta. Shrimp seafood cacciatore 
begins similarly. Shrimp brown in a pan 
fi lled with garlic, extra virgin olive oil, 
onions, green peppers and mushrooms. 
Then McCarron deglazes with Burgundy 
wine, reduces and adds marinara, water 
and black olives. After that cooks, he 
adds available seafood (see above), 
seasons and serves over pasta. Tossing in 
additional seafood to each dish not only 
creates menu interest and customer-
perceived value, but it also prevents 
potential food waste. 

Troy Mains, executive chef at No. 
10 Water Restaurant at the Captain 
Daniel Stone Inn in Brunswick, Maine, 

is known for serving shrimp pasta. He 
poaches it (to give it a “mesquite’ fl avor) 
in a smoked tomato sauce and serves 
it with creamy polenta. He also pairs 
shrimp with plum tomatoes, bacon, 
peas, white wine, Parmesan and garlic 
with farfalle. He estimates a $4 food cost 
for the shrimp. 

Matthew Danaher, executive culinary 
director at GR Restaurant Management 
Group, incorporates seafood in many 
pasta dishes at Table 42 Italian Kitchen 
+ Wine bar in Boca Raton, Florida. “We 
like to use seafood that is indigenous to 
Italian culture, such as shrimp, clams 
and mussels, to include in our signature 
pasta dishes,” says Danaher. “We utilize 
cooking methods that extract the best 
fl avors from the freshest local seafood 
available. For example, we fry our cala-
mari and grill our branzino.” Popular 
seafood pasta dishes include linguini 
with shrimp paired with pink vodka 
sauce, cherry tomatoes and peas; and 
Frutti di Mare, which showcases clams, 
lobster, mussels, calamari and shrimp 
amongst a sauce built with extra virgin 
olive oil, garlic, basil, tomatoes, white 
wine, clam juice and tomato sauce. 
Customers may also add shrimp ($7) or 
calamari ($5) to any pasta dishes.

While Danaher is a proponent of fresh 
seafood, McCarron prefers using individ-
ual quick frozen wild caught seafood. “I 
like that it’s kryovaced and portion con-
trolled so there is no waste. I can order 
specifi c portions. It defrosts quickly and 
there’s consistency,” says McCarron. Mc-
Carron does admit, however, that “fresh 
is always the best quality when you have 
high volume. Canned product such as 
clams or salmon is also okay to use.”

Keeping food costs down when work-
ing with seafood isn’t a challenge. Just 
price it right. “Look at your costs, the 
selling point, your ingredients used, 
and portion size,” says Danaher, who 
estimates that his seafood food cost for 

pasta dishes is 28 percent.

Of course, bad seafood means 
lost profi ts. Before diving in, it’s 
important operators learn proper 
seafood handling tips since seafood is 
extremely perishable. According to the 
U.S. Food and Drug Administration, 
fresh seafood should arrive packed in 
crushed or fl aked ice, depending on its 
form. It should be stored in the coldest 
part of the refrigerator, rotated often and 
be in an area with drainage, since melt-
ing will occur. Upon arrival, operators 
need to evaluate its quality by making 
sure it has fi rmness, bright bloodlines, 
fresh aroma, clear eyes and red gills. 
Indicators of poor quality fi sh include a 
fi shy, stale or iodine odor, mushy fl esh, 
dry skin, discoloration, belly burn or 
dark gills. Canned seafood should arrive 
without dents, bruises, bulges or leaks. 
Avoid frozen seafood if its package is 
open, torn or crushed on the edges. If 
the package cover is transparent, look 
for signs of frost or ice crystals, which 
could mean the fi sh has been stored a 
long time or thawed and refrozen — in 
which case, choose another package. 

Mains advises operators keep seafood 
on ice in the walk-in. “It will make the 
seafood last twice as long,” he says. He 
rinses seafood daily and pre-portions it 
with delicatessen paper. “That way the 
fi sh doesn’t touch each other. Otherwise, 
having protein upon protein multiplies 
bacteria faster and makes fi sh deteriorate 
faster,” he continues. 

Another way to stretch the dollar on 
seafood, says Mains, is to create a shell-
fi sh stock that can be turned into crab, 
lobster or “seafood” bisque. “Bottom line 
is: Don’t waste anything,” he says. ◆

Melanie Wolkoff Wachsman is a 
freelance writer in Louisville, Kentucky. She 
covers food, business and lifestyle trends.

Dive into seafood 
pasta possibilitiesFROM THE SEA
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For more 
Seafood Pasta

recipes
log on to 

pizzatoday.com

FRUTTI DE MARE

2 ounces extra virgin olive oil
1 ounce sliced garlic
1 tablespoon basil
1 ounce cherry tomatoes, no seeds
2 ounces white wine
6 ounces clam juice
6 ounces San Marzano sauce or tomato sauce
4 clams
½ Maine lobster tail split in half
4 mussels
3 ounces calamari rings
3 shrimp
2 ounces butter
10 ounces cooked pasta

In a large sauté pan add oil, garlic, basil and tomatoes 
and sauté over medium heat until translucent. Add white 
wine and reduce by half. Add clam juice, San Marzano 
sauce, clams, lobster and mussels. Simmer for 3 minutes or 
until clams and mussels open.

Add calamari and shrimp, simmer until cooked. Season 
with salt and pepper and reduce. Add butter and toss with 
pasta of your choice.

Recipe courtesty of Matthew Danaher, executive 
culinary director, GR Restaurant Management Group.

Pasta PuttanescaShrimp Linguini

Fruitti de Mare
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HAPPY HOUR
Menu, pricing make happy hour a success
BY KATIE AYOUB  PHOTOS BY JOSH KEOWN

Today’s consumers seek a big bang for 
their bucks. They also snack more than 
ever –– enjoying everything from snack 

wraps to small plates. Operators can capital-
ize on both of these fl ash points with enticing 
happy-hour promotions driven by savvy value 
strategies. The benefi t for the operator is clear. 
Reaping the profi ts from increased traffi c thrown 
into the typically slower part of the operational 
day is an attractive proposition. Pizza Today 
talked to several folks who boast successful 
happy hours that are contributing signifi cantly 
to the bottom line.

ZA’s Pizza Pub in Louisville, Kentucky, 
offers happy hour every day from 4 p.m. 
to 7 p.m. with daily specials. Each day sees 
$1.50 Bud Light draft. Monday brings half-price 
appetizers, which has become the most popu-
lar happy-hour promotion. “Big Beer Tuesday” 
boasts one-dollar off 22-ounce drafts and “Get 
Well Wednesday” offers patrons $2.75 well 
drinks. “Offering the promotions is a loss leader 
for us,” says Jim Rigby, owner and general man-
ager of this 100-seat pizzeria that specializes in 
traditional Sicilian pizza. “But, it gets people in 
the door early, and we get to sell a lot to them. 
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And then about half of them stay for 
dinner after happy hour. It’s a win-win 
for us.”

The Highlands, Colorado, loca-
tion of Pasquini’s Pizzeria was having 
a tough time fi lling the quiet period 
between 5 p.m. and 7 p.m. “We’re in a 
neighborhood, so (there are) not a lot 
of businesses to support us,” says bar 
manager Jacqueline Aragon-Combs. So 
she started a happy-hour promotion 
to drive traffi c and increase sales. On 
the pizzeria side of the restaurant, the 
happy hour runs from 4 p.m. to 6 p.m. 
In the adjunct Zio Romolo’s Alley Bar, 
a space dedicated to grown ups, happy 
hour runs from 5 p.m. to 7 p.m. “The 
impetus was to get people drinking and 
eating when we normally didn’t see 
activity,” she says. The impact on sales 
during those hours? A 40-percent 
increase in liquor sales and a 300-per-
cent increase in food sales.

Pasquini’s runs various happy-
hour promotions, including all-
night happy hour on Mondays, 
$3 margaritas on Tuesdays and 
$3 shots of Jameson on Wednes-
days. It developed a happy-hour 
menu, where everything is priced 
between two and fi ve dollars. Meatball 
sliders are made with pizza dough 
formed into buns, sliced meatballs and 
marinara. Stuffshrooms are mushrooms 
stuffed with spinach or prosciutto. 
Cheese and pepperoni slices are avail-
able, too. “People end up spending 
as much as they would without the 
happy hour prices because they share, 
and they order more because of the 
value presented with each special,” 
says Aragon-Combs. “Happy hour is a 
great way to surprise and delight your 
customer.”

To promote and underwrite happy 
hour, Aragon-Combs recommends 
working with purveyors. “Recoup the 
cost on your liquor by parntering with 
your vendor. Ask them if they can sup-
port happy-hour promotions that fea-
ture their brands.” Pasquini’s broadcasts 
its specials on Facebook and through 
mailings.

Tutta Bella Neopolitan Pizze-
ria’s newest location in Seattle needed 
to increase sales. “We opened our 
fourth location in an emerging neigh-
borhood, and we needed to attract new 
neighbors,” says R.C. Jennings, wine 
buyer and general manager of this 120-
seat store that boasts authentic pizza 
napoletana. “Happy hour has become 
extremely competitive in this economy. 
We wanted to create one that fi t with 
our culture and our vibe, recreating the 
happy-hour experience found in Italy.” 
As part of that vibe, “complimentary 
nibbles” are served with drinks dur-
ing happy hour, which runs from 3 
p.m. to 6 p.m. on weekdays. Beer gets 
a complement of candied hazelnuts. 
Wine, marinated Italian olives. Tutta 
Bella offers $2 off draft beer and wine 
and $3 off cocktails during happy hour. 
It combines a menu pulled from the 
restaurant, peppered with happy-hour 

exclusives (which Jennings says 
will increase this summer). One 
of the biggest attention-getters is 

the happy hour offer of $6 margherita 
pizza ($11 on the regular menu). “We 
get a lot of buzz with that promotion,” 
says Jennings.

Tutta Bella (named Pizza Today’s 2010 
Independent of the Year) went from no 
customers in the late afternoon to an 
average of 50 a day. “Good happy-hour 
promotions get butts in the seats,” he 
says. “We have about 50 percent that 
just come in for cocktails and nibbles, 
which is great, but the other 50 percent 
stay for dinner. They can stretch their 
dollar.” To promote happy hour, Tutta 
Bella promotes on Facebook, but fi nds 
good old-fashioned A-frame sidewalk 
signs the biggest magnet. ◆

Katie Ayoub is a frequent contributor to 
Pizza Today. She lives in Toronto, Ontario.

LATE NIGHT HAPPY HOUR

Urban Crust in Plano, Texas, sits in a 
residential area, so attracting the after-
work crowd wasn’t a good option. “Com-
muters would miss an afternoon/early 
evening happy hour here, so we needed 
to come up with a diff erent strategy,” 
says executive chef/partner Salvatore 
Gisellu. “We decided to focus our eff orts 
on bringing in a late-night crowd.” Urban 
Crust introduced its “Reverse Happy 
Hour” during the height of the recession 
in the summer of 2009. It runs weekdays 
from 10 p.m. until 1 a.m., featuring one-
dollar off  appetizers and drinks. Urban 
Crust’s rooftop bar, 32 Degrees, boasts 
a 30-foot-long ice bar with frozen liquor 
taps as a selling point. 

Appetizers spring from the regular 
menu, ranging from Tuscan blue-cheese 
fries and mussels to antipasto plates and 
fried calamari. “We have lots of regulars 
now, who come because of happy hour,” 
says Gisellu. He reports that the 145-
seat restaurant’s happy-hour promotion 
has increased revenue by 10 percent. 
“Because they get a good deal on the 
appetizers, they order more than they 
normally would,” he says. The labor costs 
of keeping the kitchen open a bit later 

than before is more than off set by the 
extra dollars brought in. 

Urban Crust markets the happy hour 
through Constant Contact, table tents 
and its Facebook page. “We also 
motivate our staff  to spread the word 
by off ering them prize incentives,” says 
Gisellu. The server tells the customer 
about happy hour, and if that customer 
mentions the name of the server during 
happy hour, he or she gets a free dinner, 
bottle of wine or gift certifi cate. “Texting 
is another great way to broadcast one-
night-only deals,” he says. The restaurant 
asks its staff  to text friends, promoting 
a special, such as 50 cents off  of vodka 
shots. “We’ll do it on a slow night, and 
it’s amazing how busy we can get from 
a staff  texting promotion! I think it’s 
because we give it a sense of urgency, 
‘Tonight only,’ kind of thing,” he says.  
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Running a pizzeria is more than 
a labor of love — for many 
operators, it’s also a family affair. 

Working with family can be the perfect 
arrangement for your business, but it 
also comes with its share of challenges. 
As many veteran family-owned pizzeria 
operators and human resource experts 
will agree, it’s important to set some 
guidelines when working with relatives.

Managing a pizzeria with family 
members has a different set of advan-
tages and challenges as opposed to 
hiring a relative as an employee. In 

both cases, everyone involved has to 
understand that the business will affect 
your relationship as family members 
in some way. Although it’s best to keep 
work and family separate, it’s diffi cult 
to do in a family-owned business. 

“When you make the decision to 
work with family, you’ve signed on 
for the accelerated program and you 
need to know that going in,” advises 
Sylvia LaFair, president of Creative 
Energy Options (CEO Inc.) and author 
of Don’t Take It to Work. “Have a clear 
set of agreements of how you’re going 
to work together — who is leader-
ship, who reports to whom, what time 
should everyone be there, etc. Don’t 

just assume. Think it through fi rst.” 
As managers or co-operators, you 

want to sit down as a management 
team and determine everyone’s role in 
the business so that clear-cut respon-
sibilities are set from the beginning. 
Brothers Danny, Franky and Gaspare 
Maniscalchi, co-owners of Leo’s Pizza, 
with three locations in upstate New 
York, successfully used this strategy 
when they took over the operation from 
their father, Leo. “My brother, Danny, 
does the bookkeeping, my brother, 
Franky, runs the kitchens, and I run 
the front of house — the managers and 
wait staff,” Gaspare said. He added that 
each brother has his own area of re-

It’s All Relative!
Keeping it in the family? There are challenges and rewards
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sponsibility but have to cover the other 
areas when one of the brothers is off. 
This sometimes leads to clashes, as each 
has his own management style, but 
Maniscalchi says they’re able to work 
out their differences. They meet every 
other week — sometimes with staff, 
sometimes just as a management team 
— to discuss their goals for each month 
and long-term plans for their operation.

 If you’re hiring a family member as 
an employee, as a manager your job 
is to divide the workload evenly and 
avoid special treatment — everyone 
needs to carry their own weight and be 
responsible for keeping the operation 
running smoothly. It’s a lesson John 
Guglielmo of Eddie’s Gourmet Pizza 
in New York’s Hudson Valley can’t 
emphasize enough. He’s employed 
various family members over the years, 
and said his sister put things into bet-
ter perspective when she felt she was 
being singled out and given the harder 
work that he wasn’t giving to the other 
employees. “It was a challenge,” he 
says. “At fi rst it was a problem, but the 
longer we worked together, it got better. 
You really have to be fair and equal — 
at the end of the day, they’re still your 
family member. You have to see them 
on the holidays.”

Running a business is a 24/7 
operation, and it’s easy to over-
look the fact that you’re family 
fi rst. Set aside some time every week 
to be family fi rst. Even though you see 
each other seven days a week, most of 
your discussions might focus on the 
business. When not on the clock, keep 
conversations on the family side of your 
relationship like the DeMaio family, 
whose Hellertown, Pennsylvania-based 
operation DeMaio’s Family Ristorante 
and Pizzeria recently celebrated 25 
years in business. Sisters Anna, Rose 
and Daniela, and their mother, Maria 
DeMaio, use Sundays as their family 
day.  “We’re closed Sunday so that’s 
our ‘family day,’ ” Maria says. “At 
Sunday dinner we don’t talk about 
work — that’s our day for us. And any 
other time, we try to take care of any 
problems at the pizzeria.” The DeMaios 

agree that it’s important to respect each 
other’s function in the business, which 
has helped their operation’s longevity. 

Sometimes business problems do 
come up that don’t have an easy fi x. If 
you manage your operation with family, 
call a staff meeting and try to work out 
a solution. If the problem at hand is a 
family member’s work performance, 
handle the problem directly, but work 
out your approach beforehand. It’s also 
important to keep any issues contained 
to those family members directly 
involved with the business. Known in 
HR circles as “splitting,” this is when 
a third party (usually another relative) 
gets pulled into the issue. “The person 
in charge is often seen as a ‘bully’ and 
the other person is seen as a victim, and 
the mediator or ‘rescuer’ will run to the 
victim. This is where it gets ugly and 
family members often don’t talk to each 
other, sometimes for years,” LaFair says. 

Family members’ work performances 
are just as important as other employ-
ees, and they need to be accountable 
for any declines. “It’s the same qualities 
as any other employee — not showing 
up, not carrying their weight, not doing 
their work. We do tend to give our fam-
ily members a longer rope because we 
don’t want dissention,” explains LaFair. 

In most situations, termination is 
a last resort, but it may be the only 
option. If this is the case, plan your 
strategy carefully. “The key is to inform 
others in the family of what’s going 
on,” LaFair says. “I believe the best way 
to do this is in a paper trail, such as a 
well-crafted letter to the other fam-
ily members. This is not to get them 
involved but just so that there’s clarity,” 
LaFair says. She also strongly suggests 
having a third-party witness present at 
the time of termination for everyone’s 
protection and keep “he said/she said” 
dynamics to a minimum, since there are 
bound to be hard feelings. “So much 
of what’s said will be misconstrued 
and used against you. Know that some 
people will be so angry, they won’t talk 
for awhile. Don’t go into it thinking 
everything will be easy and forgotten in 
a short time — it won’t be.” A cooling-
off period might help to ease some of 

the tension. This might mean skipping 
a few family gatherings, but it might be 
worth it to keep the peace among the 
relatives. ◆

Sara Hodon is a freelance writer based in 
Northeast Pennsylvania. She specializes in 
lifestyle and human interest features.

.......
,

5 TIPS FOR WORKING 
WITH FAMILY

HR experts agree that running a 
successful family business can be 
an extremely satisfying and positive 
undertaking—when a strong foun-
dation is in place. James Sinclair of 
OnSite Consulting and Sylvia LaFair, 
President and CEO of Creative Energy 
Options, Inc., off er these fi ve tips for 
building a strong family-owned piz-
zeria operation:

1.  Set yourself up for success 
or failure from the beginning. A 
family-owned operation takes a lot 
of forethought in the form of “what 
if?” scenarios and plans for eff ective 
damage control should confl icts 
come up. 

2. Understand your exit strategy. 
Depending on your role in the busi-
ness, how will the structure change 
should you decide to leave? What are 
your options for terminating your 
role in a partnership? 

3. Have a clear understanding 
of job duties. “It is when the ‘job 
description and requirements’ are 
hazy that it creates the most tension,” 
Sinclair says. Everyone should have 
clearly-defi ned roles and responsibili-
ties in the operation.

4. Understand what happens when 
life changes. “At fi rst someone can 
work 18 hours, but what happens 
when someone gets married or wants 
to have a family and wants to be 
home by 6 p.m.? How will this impact 
your business? People often forget 
that life changes—what can happen 
to a happy relationship is often just 
life,” Sinclair says.  

5. Agree on things like hours, vaca-
tions, and bonus structure. “These 
are things that you would do with 
any employee, but we tend to get a 
little lax if it’s a family member.  There 
has to be a family member who’s in 
charge,” LaFair says.
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Seek and Find
Hiring a manager opens up new opportunities, 

but owners need to know what they want in the frontline leader

In 1993, Tony DiSilvestro and his wife, Cyn-
thia, opened Ynot Pizza and Italian Cuisine 
in Virginia Beach. “We were 24 years old and 

doing it all,” DiSilvestro recalls, operating a store 
with little more than hope, previous experience 
and used equipment.

Within the fi rst year, DiSilvestro had a revela-
tion. Neither he nor his wife could maintain the 
breakneck pace. He promoted one of his delivery 
drivers, an entrepreneurial young man with 
promise and a responsible nature, to manager, 
asking the newly installed leader to motivate 
employees, enforce store policy, and learn all 
areas of the business.

 “In the beginning, it was tough to let go, 
tough to let someone else close the store and 

make decisions, but … I had to trust,” says DiSil-
vestro, who still didn’t take a full day off until the 
store’s fi fth year. 

The decision to hire a manager was central to 
Ynot’s success then and now. 

In 1996, the DiSilvestros opened a second 
location. In 2010, they opened a third. A fourth 
spot opened earlier this year. All locations have a 
general manager who oversees a team of opera-
tional managers (driver manager, server manager, 
counter manager, bar manager, and so on) and 
up to 80 staff members. 

 “These managers are in the trenches every day 
and their presence has freed me up to do big-
picture thinking,” says DiSilvestro, who holds 
weekly meetings with his managerial team.
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For many independent pizzeria 
owners, DiSilvestro’s early plight 
is a familiar one. The owner-
operator model, though invigorating 
to some, can leave one wearied and 
absent the gusto to pursue new oppor-
tunities, a reality making a managerial 
hire an important — even critical — 
step as the business seeks growth and 
prosperity. 

 “As an owner-operator, you just 
can’t work all the hours,” says Adam 
Goldberg, who opened his fi rst of fi ve 
Fresh Brothers in southern California 
in June 2008. “If the business was 
going to go where we wanted it to go, 
we knew we’d have to bring someone 
into the store to give the daily tasks 
undivided attention.”

When hiring a manager, many 
owners insist on previous restaurant 
experience. Goldberg’s fi rst managerial 
hire was a longtime server. Subse-
quent managers at Fresh Brothers have 
come from other front- and back-
of-the-house positions at chains and 
independents. Jill Mather of Trifecta 
Management Group, a California-
based agency that helps restaurant 
concepts maximize their operational 
effi ciencies, sees benefi ts in experience 
on both fronts.

“Those from the independent 
climate often have a spirit of entrepre-
neurship and self-guided work history, 
while applicants from a corporate 
structure have experience reporting 
and responding to a higher up. The 
challenge is to then fi gure out what 
and who fi ts with your business,” says 
Mather, who recommends creating hy-
pothetical scenarios and asking mana-
gerial applicants for their response.

Mather will also assess the longevity 
of one’s employment in previous posi-
tions. In Mather’s world, “job hoppers” 
lose points.

“You’re putting a lot of investment 
and responsibility into this individual’s 
hands,” she says. “You want to know 
that they’ll plug away at the work.”

DiSilvestro hires most of his manag-
ers from within, which not only allows 
him the opportunity to learn their 

character and show them growth op-
portunities in the business, but also 
grounds them in the Ynot system and 
culture. 

Hiring from within “allows 
managers to learn in our trench-
es and understand what we’re 
about,” DiSilvestro says. While
the owner will handle big-picture 
issues and fi nancial decisions, the 
manager directs the operation’s daily 
tasks, being visible to both guests and 
team members throughout the shift 
to troubleshoot, lend a hand where 
necessary, coach staff, and promote 
restaurant opportunities, such as par-
ties, fundraising, or catering. 

Managers at Ynot, who can receive 
401k contributions as well as health 
care, must be focused on details, 
treat others with respect, have a rap-
port with fellow staff members, and 
motivate the restaurant team. DiSil-
vestro leans on his various operational 
managers, most overseeing eight to 
10 employees, to manage labor costs, 
uniform discipline, policy upkeep, and 
provide hands-on training for team 
members. He then wants the general 
manager to be a hands-on, jack-of-all-
trades type able to jump in or delegate 
responsibility as needed.

“They’re cutting pizzas, walking the 
fl oor and fi lling beverages,” DiSilvestro 
says of his GMs. “When the store’s on 
fi re, you need someone who can fi ll 
any position.”

Mather wants a manager to embrace 
what she terms the Four Fs: fi rst, to 
demonstrate skills and communicate 
to team members what needs to be 
accomplished; fi rm, by enforcing rules 
and protocols without exceptions; fair, 
in treating team members as equals 
and not playing favorites; and fl exible, 
in understanding the uniqueness of 
individual situations and respecting 
the lives and responsibilities staff have 
outside of the restaurant.

“You want managers to feel as if that 
restaurant is their own when they’re 
on duty,” says Mather. “You want them 
to share in your vision.”

Adds Goldberg, whose new mana-
gerial hires endure several weeks of 
training and a 90-day probationary 
period: “They need to know our heart, 
mind and temperament as well as they 
know our product. It needs to be a 
good fi t because we’re going to lean on 
them to do the right thing.” ◆

Chicago-based writer Daniel P. Smith has 
covered business issues and best prac-
tices for a variety of trade publications, 
newspapers, and magazines.
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WHAT TYPE OF 
MANAGER DO 
YOU NEED?

The general manager is a direct 
extension of the owner and, quite 
often, the key cog in a restaurant’s 
development. An excellent com-
municator and motivator, the GM 
is eager to train staff  members 
and develop talent. Needing to 
write checks and maintain the 
restaurant’s numbers, the GM also 
possesses fi nancial knowledge.

Operational managers oversee 
specifi c areas of the restaurant. A 
kitchen manager, for instance, is 
often a culinary-trained individual 
who understands quality stan-
dards and performs the hands-on 
kitchen work, including training 
and directing back-of-the-house 
staff . The kitchen manager moni-
tors inventory, examines margins 
and handles the kitchen’s immedi-
ate and long-term tasks. 

Similarly, operational manag-
ers in other areas of the pizzeria 
environment, such as the bar, 
delivery and customer service, 
possess the narrow job descrip-
tion, frontline experience, and 
know-how to direct employees in 
their specifi c area with complete 
focus and attention. Depending 
on the restaurant’s structure, op-
erational managers report to the 
GM or owner.
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TIP-TOP SHAPE
Keep your business on track with accurate tip reporting 
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BY LEE ERICA ELDER 
PHOTOS BY JOSH KEOWN 

As an employer, you have a 
responsibility to your busi-
ness to make sure that 

employee tips are accurately re-
ported. Employees are required by 
law to report 100 percent of tips 
received, both via cash and credit. 
In 2002, the Supreme Court ruled 
that the IRS has the right to assess 
employers additional FICA (Federal 
Insurance Contribution Act) taxes 
on tips that they determine are 
underreported, using an aggregate 
method. It’s much easier for the 
IRS to investigate businesses whose 
numbers don’t add up than to audit 
the thousands of individual employ-
ees who are potentially underreport-
ing tips.

Because pizzerias have tradition-
ally operated as cash businesses, 
they raise a red fl ag to the IRS. 
Pizzerias are a profi table, bustling 
business option — but what makes 
them so lucrative — quick and easy 
cash purchases — places them in 
a vulnerable position. Navigating 
tip-reporting regulations can be con-
fusing, and with the high-employee 
turnover often associated with 
pizzerias, it can be tough to stay on 
top of employee education. Pizza
Today spoke with pizzeria owners, 
fi nancial and legal experts for their 
“tips” on making sure your business 
is on the right track. 

First, pizzeria owners would be 
wise to consult with a tax attorney 
and/or an accountant familiar with 
the restaurant industry to make 
sure they are compliant with all 

income legalities. “Restaurant employers 
should consult with their attorney or 
tax advisors early on so that they clearly 
understand the tip reporting and alloca-
tion requirements, in the event volun-
tary reporting by tipped employees is 
too low,” says James Coleman, partner 
with national labor and employment law 
fi rm Constangy, Brooks & Smith LLP 
and an expert in wage law. “They also 

need to understand which employees 
are considered tip employees, how to 
comply with the tip allocation require-
ments and when such requirements are 
triggered. There is no substitute for hav-
ing advance knowledge of tip reporting 
requirements, and a plan for how best to 
comply as a restaurant employer.”

Employees must report tip income 
(via IRS Form 4070: Employee’s Report 

Editor’s Note: Th is is the fi rst 
installment of a two-part series 
on tip reporting. Part II will 
run in our April issue.

TO MOVE AHEAD
To learn more about products that can take your operations to a new 
level, please contact a CSS representative today at (800) 342-3033 x333  
or visit us at www.remotecashcapture.net.
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©2011 CSS  |  14800 S. McKinley Ave  |  Posen, IL 60469
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of Tips to Employer, or comparable 
method) once a month. A large number 
of businesses, such as Blue Moon Pizza 
in Marietta, Georgia, and Stone Hearth 
Pizza in Belmont, Massachusetts, also 
track employee tips through their POS 
systems, where credit tips are automati-
cally captured during each transaction, 
and employees must enter any cash 
tips received before they can clock out 
at the end of a shift. “Because accurate 

documentation is key, it’s a good idea to 
use a professional payroll service whose 
reports are timely, accurate and legible,” 
says Mark Strippy, executive director of 
payroll services for Heartland Payment 
Systems. “Sometimes the fi nes imposed 
by the IRS can be so onerous as to 
force closure of the pizzeria, so having 
the backing of a professional fi rm can 
save the owner from headaches and 
paperwork they may not fully under-

stand.” Blue Moon employs about 
45 employees at each of two stores, 
and owner Kelvin Slater counts on 
a reliable payroll service to oversee 
income reporting. “You have to bite 
that bullet and fi nd a payroll company 
that can do all of those things for you 
while you’re trying to run the business 
and maintain things on a day-to-day 
basis,” says Slater.  

Employers must collect income tax, 
employee social security tax and 
employee Medicare tax on tips re-
ported for each payroll period. Total 
tip income reported during any pay-
roll period must equal, at a minimum, 
eight percent of total receipts for that 
period. If totals reported are less, you 
must allocate the difference between 
the actual tip income reported and 
eight percent of gross receipts (pend-
ing eligibility, you can request a lower 
rate via the IRS — see IRS.gov for 
more.) 

“The biggest tip reporting issues 
facing pizzeria owners is the need for 
their employees to accurately report 
their cash tips,” says Strippy. “The 
sooner you can consult with a profes-
sional tax advisor or payroll provider, 
the sooner you can take the steps to 
mitigate issues as they relate to cash 
tips.” ◆

Lee Erica Elder is a freelance writer in 
New York City.

From small shops to large franchises, 
ArrowPOS offers the best in POS with 
integrated marketing features at 
a very affordable price!

Visit www.arrowpos.com or call 877.277.8875 for a demo!

“With a 25% increase in revenues, 
 Arrow keeps our goals on target!”
                                     
  -Michael Rosati
            Rosati’s Pizza Franchise, Woodstock, IL
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It’s not pizza if it’s not made with

POLLY-O mozzarella is the premium pizza cheese that holds up to high oven temperatures 
to perform deliciously every time – even when reheated. With its uniform melt and excellent stretch 

POLLY-O mozzarella cheese delivers authentic taste, slice after slice.  

Pizza cheese you can trust, every day, slice after slice.

For more information call 1-888-450-7158 © 2010 Churny Company

VISIT US AT PIZZA EXPO BOOTH 646 

Watch master cheese maker Pasquale Guarella demonstrate the 
art of making fresh mozzarella from Polly-O Curd 

Learn more at polly-ofoodservice.com
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Private Practice
Protecting employee privacy is important, but often overlooked

In a business setting, the importance 
of maintaining privacy extends 
beyond the scope of one’s personal 

privacy to that of each employee. Con-
fi dentiality should be at the top of every 
pizzeria owner’s maintenance checklist. 
How safe is your staff’s personal infor-
mation?

Regulations vary by state, but 

all employees have a general 
right to privacy. Consult an employ-
ment and labor lawyer if you’re 
uncertain that your business is a 
privacy compliant. “Generally, most 
states provide individuals with a com-
mon law, or case-law-created, right to 
privacy,” says J. Hagood Tighe, partner 
in the Columbia, South Carolina offi ce 
of national labor and employment law 
fi rm Fisher & Phillips. “While the types 
of protections vary, the idea is that indi-
viduals have a right to keep some parts 

of their personal life from the public. 
Additionally, state and federal law may 
also impose a burden on employers to 
keep employee information confi den-
tial.”

Information that should be kept 
secure includes, but is not limited to: 
social security numbers; drivers’ license 
numbers; background search results; 
salary information; performance evalua-
tions; and disciplinary and legal issues 
(garnishment actions, workers’ comp 
matters, employment discrimination) 
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Are you unwilling to aggressively 
out-promote, out-maneuver, and
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are FED UP with lame, no-results advertising.
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leave your competition choking on your dust
using a proven system of pizza promotion that
starts working fast... and actually saves you
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keep the new customers we send. They’re simply
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yet you know you could be doing better, I can help
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“The results are outstanding! The only form of advertising
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private, which is covered under several 
laws, including the Americans with Dis-
abilities Act (ADA), Family and Medical 
Leave Act (FMLA), Health Insurance 
Portability and Accountability Act 
(HIPAA), etc. “Medical information, 
including doctors’ correspondence, 
FMLA paperwork and the like should 
be kept confi dential in a separate fi le 
for each employee under lock and key,” 
says attorney David Gevertz, vice-chair 
of the labor and employment depart-
ment of Baker, Donelson, Bearman, 
Caldwell & Berkowitz, PC.

Some items that might be 
overlooked but that should be 
kept private are sales invoices to 
major customers and from major 
vendors, training materials 
including managers’ manuals, 
and routine fi nancial data, ac-
cording to Gevertz. Joe Crowley of 
Pisa Pizza in Malden, Massachusetts, 
relies on a combination of a POS sys-
tem and other privately located fi les to 
protect employee information. He also 
keeps a close eye on other confi dential-
ity issues, such as staff gossip about sal-
ary discrepancies and personal matters, 
both of which are frowned upon at Pisa 
Pizza. “I’ve had to pull employees aside 
and say, ‘Money is confi dential and 
personal information is confi dential,’” 
says Crowley. 

Many pizzeria owners fi nd it easier to 
keep employee info private via electron-
ic means. “I’ve always been meticulous 
about our employee information, mak-
ing sure we have the right documents 
and that they are protected,” says Ben 
Nighswander, owner of B. Antonio’s 
Pizza in Fort Wayne, Indiana. “The 
best thing I ever did was convert all 
of our paper fi les to electronic. I can 
restrict access very easily so that certain 
employees can see specifi c information 
and keep certain info in separate folders 
with separate access. Before, I would 
have had to have multiple fi le cabinets 
with multiple keys. This way the infor-
mation is kept centrally, I can access it 
from anywhere, and I can keep people 
out based on their security settings.” 

In the event that you know or sus-

pect that an employee’s security has 
been breached, make sure you inform 
the employee as well as researching and 
investigating any potential action that 
could have occurred on your business’ 
premises or among employees. Not 
only is this a sign of good faith to your 
employees, it will provide you with a 
paper trail or record of activity record-
ing your efforts should there be any 
further inquiry by authorities. 

“We typically advise companies to 
provide notice to the affected employ-
ees, even if they are not sure the infor-
mation has been compromised,” says 
Tighe. “There are now some federal and 
state laws that, in some circumstances, 
require notice to the individuals so 
that they can take steps to protect and 
monitor against identity theft. Informa-
tion regarding these issues is available 
at www.FTC.gov.” 

Background checks or other 
inquiries are also a target for 
potential security breaches. “We 
only provide minimal information, 
such as confi rming whether or not the 
person was employed, dates of employ-
ment, job title and salary,” says Robin 
Gittrich, human resources consultant 
for Toppers Pizza, headquartered in 
Whitewater, Wisconsin.

Does your business monitor employ-
ees through visual or electronic means? 
Certain legal stipulations apply to these 
situations as well. “Visual monitor-
ing is generally allowed in most states 
provided that employees are made 
aware that the monitoring is occur-
ring, and so long as the monitoring is 
in public places (e.g., not in a dressing 
room or restroom),” says Gevertz. “Au-
dio recording is likewise permissible, 
although video plus audio recording 
is prohibited under federal law absent 
extraordinary circumstances, as it 
constitutes a wiretap. The lawfulness of 
searching an employee’s property is so 
highly contingent on the circumstances 
(e.g., state law, whether the search is 
conducted on company property, the 
urgency of the search, the employee’s 
reasonable expectation of privacy, 
whether an existing policy is in place, 

whether all employees undergo the 
same search, etc.) that it is almost never 
a good idea to conduct such a search 
without prior legal clearance.”

The jury is still out on what 
constitutes private when it 
comes to the online world. “The 
law is developing and trying to keep 
up with social media,” says Tighe. “If 
an employee posts information on their 
Facebook page or blog about a supervi-
sor, the law is unclear as to whether it is 
protected. If the Facebook page was not 
open to the public, and the employer 
obtained access surreptitiously, this 
could be unlawful. On the other hand, 
if the supervisor was a ‘friend’ of the 
employee, the access may be legiti-
mate.”

Employees should be made aware 
of any and all policies pertaining to 
monitoring. “Toppers Pizza employees 
must assume that everything that is said 
over a company phone and everything 
that is written on a company computer 
is public,” says Gittrich. “The electronic 
equipment that we provide and its con-
tents are owned by Toppers Pizza, and 
we have an electronic communications 
policy because we are concerned with 
protecting our confi dential information 
and avoiding misuse of our electronic 
systems.”

We take privacy for granted, 
often underestimating its impor-
tance until it’s compromised. It’s 
important to have a managerial staff in 
place that is trustworthy, knowledge-
able and well trained in privacy prac-
tices to prevent confi dentiality breach-
es. “You have to have trust in your 
managers, but they are human too,” 
says Jeff Varasano, owner of Varasano’s 
Pizzeria in Atlanta, Georgia. Mistakes 
and crimes can and still do happen, 
and your business should be prepared 
to handle such instances. 

“If you are proactive, you avoid 90 
percent of problems, rather than wait-
ing for it to happen,” adds Crowley. ◆

Lee Erica Elder is a freelance writer in 
NYC. 
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Passing the Torch
Preparing to hand over your business takes planning

BY ANNEMARIE MANNION

PHOTOS BY JOSH KEOWN
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Features // Ownership

What do you want to be 
doing 10 years from 
now? If you’re the 

owner of a family-owned pizzeria, 
and your dream is to kick back on 
a sunny beach with an umbrella 
drink in your hand while a suc-
ceeding generation continues the 
business, then it’s not too early to 
start planning. 

Ample time, along with open, 
honest communication, are key 
elements when it comes to pass-
ing the legacy of a family pizzeria 
from one generation to the next, 
according to experts who consult 
with family-owned businesses. 

The risks of not planning a suc-
cession are great. Only about 30 
percent of family businesses sur-
vive into the second generation, 
12 percent are still viable into the 
third generation, and only about 
three percent operate into the 
fourth generation or beyond, says 
Wayne Rivers, president of the 
Family Business Institute, a North 
Carolina-based fi rm that consults 
with family-owned businesses. 

The demise of businesses from 
one generation to the next also has 
been noted by Andrew Keyt, 
executive director of the Loyola 
University Chicago Family Busi-
ness Center.  “There’s huge at-
trition,” he says. “It’s not due to 
business issues. It’s due to family 
issues.”
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Part of the excitement surrounding 
the International Pizza Challenge is 
anticipating what innovative ingredient 
combinations our entrants will bring to Las 
Vegas. 

Our list of competitors is set, and the 
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Rivers says 10 years is how long 
it takes to plan a succession and 
work through any of the many kinks 
that may arise. “It gives you time 
to weather economic storms, fam-
ily crises or the revelation that your 
kids can’t handle it,” He adds. “Just 
because your children know how to 
bake a pizza doesn’t mean they know 
how to run a business.” 

Expect the unexpected is how 
Keyt would describe preparing 
for succession. “You can’t have a 
succession plan that’s written like a 
book that you follow,” he says “There 
are always new issues that come up.”

Transferring ownership between the 
generations is usually the easy part.
Deciding who will manage the busi-
ness is a bit harder. “The key element 
is deciding who’s going to run the 
operation profi tably in your absence,” 
Rivers says. 

Mark Malnati, owner of Lou Mal-
nati’s Pizza in Chicago, knows what 
it’s like to face a diffi cult transition. 
His father, Lou, who founded the 
company, died in 1977 at age 48 — 
without making a succession plan.

Malnati was a newly minted college 
graduate so his mother, Jean, took 
a lead role in the business while he 
operated one of their stores. 

“My mom got really involved,”  
Malnati says. “And we had two people 
who were like family in management. 
Between my mom, me and them, we 
rode out the storm.” 

The storm included nearly fi l-
ing bankruptcy. The company had 
opened a store just before the elder 
Malnati died that, unlike two other 
sites that were thriving, was operating 
in the red. 

Eventually, the failing store was 
closed and the Malnatis worked out 
an arrangement to re-pay $500,000 to 
vendors over fi ve years.  

Having been thrust into a large role 
and responsibility in running a pizza 
business, which he luckily loves, 

Malnati says he has some ideas about 
how to plan for succession. 

“You have to start the conversation 
early and continue it, and you have to 
judge talent and skill level,” he says. 

Anyone in the family who wants a 
role in managing the business needs 
to prove they will be an asset. 

“Your relatives have to earn their 
place just like anyone else, otherwise 
they won’t have the respect,” says 
Malnati, whose company has grown 
to have 30 restaurants. 

 Patty Tubbs, president of Italian 
Fiesta Pizza, which has fi ve stores in 
Chicago’s south suburbs, says suc-
cession was easy from her parents to 
the current generation because she 
was the only one of her siblings who 
was really interested in running the 
business.

She has a sister who is a school-
teacher and is not in the business at 
all, as well as a sister who keeps the 
books for the business and is an equal 
owner in it. 

“It was only fair to do it equally 
because our father owned it,” says 
Tubbs, who nonetheless acknowledg-
es that she has all the say-so in terms 
of business operations and decisions.

Rivers says when deciding which 
of your children will take the lead 
in the business, and which will not,
“you’ve got to fi nd a way to treat them 
fairly and equitably, but probably not 
equally.” 

Deciding who will manage the 
business takes time and observation. 
Leaders will tend to emerge, Keyt and 
Rivers agree. 

“They way you know who is (the 
next leader) is by increasing their 
responsibility and seeing how they 
handle it,” Rivers says. “Mom and 
Dad need to get out of the way and 
give their kids responsibility in the 
business. They need to be working 
themselves out of a job.” 

Tubbs says she is currently in the 
phase of seeing who may show them-
selves as her company’s next leader. 

Her son and nephew are working for 
the company. 

She says she would never force her 
children or any other family member 
into the business. 

“It has to be in their heart,” she 
says.

Being open to the new ideas 
from the younger generation 
also is a way of testing and 
challenging them. Tubbs remem-
bers when she was young, struggling 
to convince her father to computerize 
aspects of the business such as pay-
roll. She says Italian Fiesta recently 
started accepting credit and debit 
cards at its newest store because her 
son and nephew pushed the idea. 

Still, with two young people inter-
ested in the business, Tubbs, 52, says 
she is worried that the “transition 
won’t be as easy as the one I had.”  

Rivers would urge her and others 
who will make succession decisions 
to use a bit of tough love. Don’t 
underestimate the next generation. 
He said they often already know 
whether or not they are suited to 
successfully taking the helm of the 
business. “You’ve got to have blunt 
conversations with your adult chil-
dren,” Rivers says. “They’re not babies 
anymore.” 

Malnati says his business, which 
has 30 stores, has grown to such a 
degree that his children may decide 
not  to be involved in the day-to-day 
operations when he decides to step 
aside.

“It’s grown to such a size that we’d 
likely employ professional manage-
ment,” he says. “We have a great team 
that could continue.” ◆

Annemarie Mannion is a freelance 
writer living in the Chicago area. She 
specializes in business and health 
stories.



Mascot Marketing
Mascots give identity to business, add marketing bang

BY NORA CALEY

PHOTOS BY JOSH KEOWN
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Features // Marketing

Amascot can help you boost sales, but you 
have to create the right mascot and use it  
effectively. Whether it’s a costume that an 

employee wears or a cartoon character on your 
logo, the mascot can help you differentiate your-
self from competitors. 

“A mascot adds personality to the brand and 
helps you  to connect with customers for the long 
term,” says Arjun Sen, president of Restaurant 
Marketing Group in Centennial, Colorado. He 
points to one of the giants in restaurant mascots, 
Chuck E. Cheese. The mouse celebrates birthdays 
with kids, poses for photos, and gets people to 

think of Chuck E. Cheese’s as a fun place to eat 
pizza.

It helps if the person inside the costume has the 
right personality, says Jim Fox, president of the 
300-location Fox’s Pizza Den, based in Murrys-
ville, Pennsylvania. The fox mascot interacts with 
customers at grand openings, and also appears at 
high school games throwing miniature footballs, 
soccer balls, or basketballs with coupons into the 
crowd. 

Some Fox’s Pizza Den locations offer home 
birthday party packages. Customers can choose a 
three-, four- or six-pizza package. “We have little 
t-shirts done up with Happy Birthday from Fox’s 
with our logo,” he says. “The mascot goes into the 
house and kids get their pictures taken with him.” 
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A mascot can serve as the restaurant’s 
ambassador at community events. Dave 
Krolicki, marketing manager for the 
500-location Hungry Howie’s Pizza, 
based in Madison Heights, Michigan, 
says Howie was a grand marshal at the 
Shrine Circus and Parade. The Shriners 
invited Howie to participate in an 
autograph session where kids could 
meet circus performers. “Little kids 
came up screaming for Howie and hug-
ging Howie at the knees, and parents 

would say, ‘Can you take a picture with 
my son or daughter?’ ” Krolicki says. 

Dee Ann Bowen, whose family owns 
Signs & Shapes International, says 
off-premises appearances can pro-
mote goodwill. “If Joe’s Pizza is always 
out at community events and Sam’s 
Pizza is never there, people associate 
that with the brands,” she says. The 
Omaha, Nebraska-based company 
makes WalkAround infl atable mascot 
costumes. She says restaurants that buy 
the costumes do everything from hav-
ing the character stand in the store and 
hand out coupons to traveling to local 
tourist sites and posting the videos on 
YouTube. 

She cautions against overdoing 

it. “Everybody thinks the best thing 
is standing outside your place and 
waving,” Bowen says. “That’s one use, 
but it’s not the only use. I’m not sure 
if you did that every day it would be 
effective.” She suggests hosting mascot 
nights, and offering free photos with 
the mascot at the restaurant. 

If the mascot appears at a local game, 
the character doesn’t have to stand on 
the sidelines for the entire game. The 
mascot could instead appear during 

breaks in the action, throwing t-shirts 
into the audience. Krolicki says at foot-
ball game halftimes, Howie hosts kids’ 
running races, with the winner earning 
a free pizza. 

Sen points to another giant of the 
mascot realm. “At Disney World, you 
don’t see Mickey and Minnie every-
where. They rotate the characters 
because overexposure is never what 
you need,” he says.

Bowen suggests designing a mascot 
costume based on a character and/or 
the business’s logo. Meanwhile, Carol 
Flemming, whose Avery, California-
based company created the Fox’s 
costumes, says a mascot should be kid 
friendly. It should also be larger than 

life, and have bright colors. “People 
don’t see signs, but they do see a 
mascot in front of your restaurant,” she 
asserts. “If you put a mascot costume 
on a fi ve-foot, two-inch person, the 
mascot will be six-foot-two because — 
the head is a foot tall.” 

Also, she says, don’t forget to put 
your restaurant’s logo on the costume, 
front and back, so it will appear in 
photos.

Fox says some franchisees own a fox 
costume, and others rent the costume 
from those franchisees. A costume 
can cost several thousand dollars, but 
he says the new materials are more 
comfortable and cool than the heavy, 
heatstroke-inducing costumes of old.  

Some mascots exist only in logos. 
Hideaway Pizza, based in Tulsa, Okla-
homa, has Kahuna, a cartoon character 
that has big hair, wears a bow tie and 
carries a pizza. Marketing director Janie 
Harris says Kahuna has been around 
for decades, with slight changes over 
the years to his apron and other details. 
“Our mascot is what people think 
about us,” she says. “It’s a complete and 
simple way to communicate what our 
restaurant is about — hot, fresh pizza.” 

Kahuna appears on the menu, pizza 
boxes, kids’ coloring sheets and the 
Web site. Kahuna’s wife, Karma Fiona, 
and son, Junior, also appear on materi-
als. Some of the newer locations of the 
nine-unit Hideaway have six-foot rep-
licas of Kahuna. Harris says the fi gures 
have never been stolen, but sometimes 
they are vandalized. “One time his 
hair was stuffed with tennis balls, and 
another time he was wrapped in silly 
string,” she says. 

There are no plans for a costume. 
“He is not coming alive,” she says. “We 
want to leave in the mystery.” ◆

Nora Caley is a freelance writer special-
izing in food and business topics. She lives 
in Denver, Colorado.

TIP:  It’s a good idea to create trade-
mark protection for your mascot to 
make sure no one else can use that 
design. A trademark is a word, name, 
or symbol that identifi es your business. 

“The fi rst thing with any logo, 
mascot, or cartoon you want to protect 
is, is it confusingly similar to someone 
else’s?” says Gerry Norton, a registered 
patent attorney with Fox Rothschild, 
LLP in New York. He suggests doing 
some research. 

You can search the U.S. Patent and 
Trademark Offi  ce Web site to see if 
anyone has registered a trademark 
similar to your mascot. However, the 
search will not necessarily mean the 
mark is clear for your use, says Susan 
Neuberger Weller, a trademark 

attorney with Mintz, Levin, Cohn, Fer-
ris, Glovsky and Popeo P.C. in Wash-
ington DC. “That might mean no one 
is using the identical name or design 
mark,” she says. What’s problematic 
is a similar name or design. Consider 
hiring a lawyer, because law fi rms have 
access to databases that consumers 
don’t have to conduct broad trademark 
searches. 

Then fi le a trademark application 
with the USPTO. Be sure to list the 
ways you plan to use the mascot, such 
as on t-shirts and pizza boxes, and all 
the services you will provide using the 
mascot design, such as entertainment 
services by an individual in the mascot 
costume. For more information, visit 
www.uspto.gov. 
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It’s that time of year again. You know 
the drill. You hope to pay as little 
as possible while staying within the 

rules. Your CPA, accountant, enrolled 
agent, or tax preparer does the calculat-
ing, gives you the results and you write 
out the checks. This year, don’t just 
comply with his instructions. Make the 
exercise a painless process as well as a 
learning experience. Here’s how to go 
about it:

◆ Don’t make your accountant the 
bookkeeper. Keep the books yourself, 
or hire someone, so that the accountant 
can come in and work with the 
summaries.

One possibility is that the accountant 
trains a staffer to keep the books. 

This separation of paperwork and 
interpretation will save you quite a bit 
of money.

◆ Pay estimates on time. Estimated 
taxes are an educated guess at how 
much taxes you will owe at the end 
of the year. If you don’t put in enough 
estimates, you will be penalized. So 
be sure to put in, on the due dates –– 
April 15, June 15, September 15, and 
January 15 –– 100 percent of what you 
will owe, or not less than 90 percent 
of last year’s tax liability. If you comply, 
you won’t be penalized. But the penalty 
isn’t the worst problem. It’s easy to 
get behind the eight ball at tax time, 
making it hard to catch up.

◆ Set up a home offi ce in your home 
and obtain a write-off. Since millions 

BY HOWARD SCOTT PHOTOS BY RICK DAUGHERTY

12 Ways to 
Maximize the 
Tax Season

Features // Taxes

TIP: Set up a home offi  ce in your 
home and obtain a write-off . Since 
millions of employees work at home, 
this is now a commonplace strategy. 
It is no longer a red fl ag. Most could 
comply by setting up a desk in a 
room and using it to do paperwork 
regularly and exclusively.
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of employees work at home, this is 
now a commonplace strategy. It is no 
longer a red fl ag. Most could comply 
by setting up a desk in a room and 
using it to do paperwork regularly 
and exclusively. The home offi ce 
deduction allows one to deduct a 
percent of home costs (mortgage, 
taxes, insurance, maintenance/ 
repairs, and depreciation) as a 
personal deduction on Schedule A. 
The percent is determined by the 
home offi ce square footage divided 
by total house square footage. So if 
it costs $30,000 to maintain a house 
and your home offi ce calculation 
is 15 percent, you have a $4,500 
deduction.

◆ Because of your home offi ce, you 
can now take all commuter mileage. 
Commuting back and forth from 
work is generally not a deduction. But 
because your home offi ce is now your 
principal place of business, all miles 
to and from count. So if you drive 
30 round-trip miles six days a week, 
that’s about 9,000 commuting miles a 
year, which would result in a $5,000 
expense.

◆ Include travel that could be 
business related. Go to conventions? 
Attend association meetings? Visit 
other pizza shops? Do you combine 
business with pleasure on vacations? 
Some of the expenses associated 

with this travel could be deductible, 
as long as there is a business 
component. So if you take a road 
trip, but visit several pizza shops, 
some of the cost could be a travel 
expense. Your accountant should 
make the determination. For example, 
only your portion of cost could be 
included as an expense, not your 
spouse’s.

◆ Use Section 179 to take full capital 
deductions up to $250,000. Purchase 
new ovens? Buy expensive equipment? 
The costs can be allocated over time 
(usually fi ve to seven years) or can be, 
through Section 179, taken in full in the 
year of purchase. So if you’re showing 
too much profi t, you might reduce the 
sum by taking off 100 percent of the 
capital purchase. It’s a judgment call 
between your cash fl ow needs this year 
and anticipated profi ts in the future.

◆ Hire your children and gain 
a write-off. You could hire your 
children, pay them up to $5,750, take 
out Social Security, but they wouldn’t 
have to pay income taxes because 
the amount is under the standard 
deduction. In this way, the company 
receives a write-off, and your children 
learn the value of hard work.

Of course, they do have to work.
◆ Re-examine the rent vs. own 

decision of your property. Times 

TIP: ◆ Go to conventions? 
Attend association meet-
ings? Visit other pizza 
shops? Do you combine 
business with pleasure on 
vacations? Some of the 
expenses associated with 
this travel could be de-
ductible, as long as there 
is a business component.
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change. What was a prudent decision a 
few years ago might be foolhardy now.  
If you’ve owned the property for years, 
this might be a good time to sell, and 
arrange for a long-term rental contract. 
If you’ve been renting, building values 
are really low today. This might be a 
perfect time to buy, and increase your 
deductions. It pays to sit down every 
few years and re-examine this issue.

◆ Search for other expenses. If you 
search through your checkbook, you 
will probably fi nd other deductions. 
Such charges as professional 
subscriptions, Rotary membership, 
taking staffers out to eat, helping 
employees in other ways, and donating 
pizzas for town races and the like are 
often overlooked.

◆ Take advantage of the self-
employed health insurance deduction. 
Now, self-employed owners are allowed 
to deduct 100 percent of their health 
insurance premiums. It appears as a 
deduction in the adjusted gross income 
section of your 1040. This is a dollar-
for-dollar reduction of income, so it is 
not to be missed. Of course, if you’re 
incorporated, your health insurance 
will be a fully deductible expense. 

◆ Have your accountant explain the 
income and balance statements. Don’t 
just write a check. Make your fi nancial 
expert show you why profi ts were 
down, what the depreciation charge 
consists of, or why utilities were 25 
percent above last year’s. In the after-tax 
review, arrive with a list of questions. 
Should I open a second shop? Am I 
over-paying my crew? What would 
I gain by offering delivery? Is a store 
make-over cost-effective?

◆ Ask what else the accountant can 
do for you. Remember, your accountant 
is also a savvy businessman. Can he 
help you hire a key manager? Does 
he have any advice on resolving an 
employee dispute? If his clients include 
other pizza shops, can he print out 
a comparative evaluation without 

revealing names? Would he help you 
set up an ownership group? Might 
he advise you on your retirement 
planning? Does he have advice for the 
diffi cult divorce you’re going through? 
Tap all of your accountant’s knowledge.

   Do all this and you’ll get your 
money’s worth at tax time. ◆

Massachusetts-based Howard Scott 
is a long-time tax preparer specializing in 
small businesses. He is also a writer who 
has published 1,400 magazine articles and 
four books.
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        Safety // Features

Handle
With Care
Gloves may provide a sense 
of safety, but recent studies 
debate their effectiveness

BY NATALIE HAMMER NOBLITT

PHOTO BY JOSH KEOWN

There’s a lot riding on the safety of the food you serve: 
the health of customers, your reputation and costly 
citations, just to name a few. While many pizza 

restaurant owners and managers turn to disposable serving 
gloves to prevent these problems, do they really stop con-
tamination? The answer is no, according to recent studies 
that show arming your staff with gloves won’t remove the 
risk of serving unsafe food. 

Despite the questions that revolve around gloves and 
food safety, disposable gloves remain a fi xture in many 
restaurants. State and county laws may or may not require 
the use of disposable gloves but likely do “prohibit bare 
hand contact with ready-to-eat foods,” as is written on the 
New York Department of Health’s Web site. That means 
clean utensils, deli paper or napkins can replace bare hand 
contact, but the public’s perception of safety with gloves 
may make the difference in what restaurants choose to do.

In the Los Angeles area, Kevin Goldfi en, owner of two 
Rosti Tuscan Kitchen locations in Santa Monica and Encino, 
California, says the consequences of contamination would 
be “catastrophic” to his business. “We do have our staff 
wear gloves, and my thought is that it certainly helps,” he 
says.

But the challenges of maintaining high standards for 
training and cleanliness among gloved staff — especially 
during a busy service — can make compliance diffi cult. In 
order to use gloves properly, they must be changed very 
often, says Chef Christopher Thielman, coordinator of 
hospitality administration for the college of DuPage in Glen 
Ellyn, Illinois. Thielman also teaches sanitation. 
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“Many restaurant owners like the 
gloves because the public sees them 
and thinks the conditions must be 
more sanitary. In actuality, that may 
not be the case,” Thielman says. “In 
order to properly use gloves, you must 
change them in any instance where 
there’s a possibility of contamination. 
In a busy setting, that could mean 
changing gloves every few minutes, 
which starts costing the restaurant a lot 
of money.”

Gloves often don’t prevent 
contamination and can even 
make it more likely, according 
to research published in the 
November Journal of Food 
Protection. The study found that 
handwashing decreased in instances 
where gloves were used. Add in the 
fact that gloves can easily break or 
be contaminated, and the likelihood 
bacteria will be spread increases as 
well. Gloves can provide a false sense of 
safety, the study says. Many employees 
do not complete proper handwashing 
or change gloves at appropriate times 
because of reasons that vary from 
laziness to limited access to sinks to 
lack of supervision. 

Goldfi en acknowledges this weakness 
when donning gloves and says Rosti 
staff learn to take things further. “Being 
clean and knowing how to be safe, 
that’s the stuff that keeps sanitation,” he 
says. “Just because you put on gloves 
doesn’t mean you handle food properly 
or are trained correctly. For us, going 
to serve-safe classes is the fi rst step and 
wearing gloves adds a precautionary 
layer on top of it.”

William Manzo, owner of Federal 
Hill Pizza Corp. in Cranston, Rhode 
Island, agrees that in everyday practice, 
proper glove compliance and costs 
are hard issues to tackle. “Glove use 
is important after cooking and for 
serving food. But in the big picture, 
I’m sorry to say, it’s also a cost factor 
that isn’t easily liked by the majority 
of restaurant owners,” Manzo says. 
“Employees don’t use gloves or use 

them so much it becomes an out-of-
control cost.” While he agrees that 
proper use is very important, he also 
says there are many times when gloves 
are impractical, like when using a knife, 
taking pizza out of the oven and many 
other serving tasks. 

To protect your business 
and your customers, there are 
steps you can take beyond 
just handing out gloves and 
hoping for the best. Researchers 
concluded that training and access 
to sinks and supplies is at the heart 
of the solution for preventing unsafe 
serving conditions. But training 
alone is not suffi cient for maintaining 
these conditions. The culture of the 
restaurant must encourage safe hygienic 
practices, and employees must use peer 
pressure to help enforce practices with 
noncompliant coworkers. Management 
can make this happen by offering a 
reward and/or penalty system in the 
restaurant and by making sure the 
design of the workfl ow incorporates 
good practices.

Many restaurants help customers feel 
better about what they eat by designing 
open-format kitchens and workspaces. 
Having the proper tools and gloves are 
important in these instances because 
customers see everything that takes 
place, says Carolyn Redendo, president 
of Redendo’s Ristorante Group in 
Fountain Hills and Scottsdale, Arizona. 
“We have received comments from 
customers that they appreciate seeing 
the use of gloves,” she says. “If staff are 
using a topping that is shared with a 
salad, they are required to get it with 
gloves or tongs. If someone orders a 
slice with added toppings, the servers 
will use gloves to get the toppings 
since they also handle money and must 
prevent contaminating the container 
holding the toppings.”

 While the studies don’t suggest 
restaurant staff stop wearing gloves, 
diligence is required — even when 
gloves are in place. Thielman, who 
teaches many foodservice employees 

the basics of sanitation, says he 
personally thinks bare, properly 
washed hands are as safe as gloves. 
“That means you have to wash your 
hands properly and at the right times,” 
he adds. “An employee in gloves 
can still touch raw meat and touch a 
sandwich bun or vegetables for a salad. 
Just as you would wash your hands 
between the tasks, so you must also 
change gloves.”

Rob Benevenga, owner of L’asso 
Restaurant in New York City, says the 
topic of gloves is hot right now because 
New York is nearing implementation 
of a restaurant grading system similar 
to what is in place in California. 
He believes he must stay on top of 
employees’ food safety practices, and 
that supervision is key to making sure 
staff remember to correctly use gloves. 
Managers will need to watch employees 
even more closely once the new 
inspections take place, he says. “Right 
now there is not a need to use gloves 
when placing pizza dough in the oven, 
but we are enforcing it with our staff 
when they span dough because there’s 
been speculation this may be necessary 
with the new system,” Benevenga says. 

For Goldfi en and the staff at Rosti 
Tuscan Kitchen, a culture of food safety 
compliance is a source of pride. “We 
believe in cleanliness and sanitation, 
and we have specifi c things we check 
for daily, weekly and monthly,” 
Goldfi en says.

“Over time, restaurants have lost 
the idea that what goes on in the back 
should be a mystery to customers. 
People now feel more confi dent 
about what they eat because places 
are showing them we take food safety 
seriously.” ◆

Natalie Hammer Noblitt is a freelance 
journalist based in the western suburbs 
of Chicago. She frequently covers the 
gourmet food, foodservice and food retail 
industries.
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Kidding Around
Pizza is king for tots of all ages
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Features // Kids

When Ray Perkins, owner of 
Chubby Ray’s Louisville 
Pizza Company in Louis-

ville, Kentucky, was approached by a 
group of Girl Scout Brownies to do a 
pizza workshop for one of their badges, 
Perkins agreed, even though he’d never 
really worked with kids before. In fact, 
his establishment is known more for 
game day excitement, poker tourna-
ments and live music. Still, Perkins saw 
an opportunity to cater to new clien-
tele, so he agreed.

Rather than let 15 fi rst-graders take 
over his kitchen, Perkins set up a con-
ference table in an area usually inhab-
ited by his week-day buffet. He brought 

out tubs of cheese, sauce and peppero-
ni, and used personal-pan-sized dough 
skins his staff had previously rolled out. 
Though he only had eight kid-sized 
pans, he used the same size dough on 
larger screens so each girl would receive 
the same pizza once baked. He then 
allowed each Brownie to build her own 
pizza. The workshop was priced at $5 a 
girl, including a soda and a tip for each 
of the two servers who assisted in the 
project.

“Our kids’ meals are $3.99 plus tax, 
so that just added a little bit of a tip for 
the servers,” Perkins says.

The fact that Perkins offers a 
kids’ meal as part of his regular 
menu isn’t surprising –– most 
kids between the ages of 3 and 

11 list pizza as their top food 
choice. But did you know that fami-
lies with children account for 14 billion 
meals and $70 billion in sales, accord-
ing to marketing research fi rm The 
NPD Group?

“We do a lot with the youth football 
and youth baseball here,” Perkins says. 
“We host a lot of the parties here. It 
exposes (kids) to a place they maybe 
haven’t been before, and it’s all about 
the fun. It’s about the experience –– 
you want them to come back, and Mom 
and Dad will come with them.”

Kids are important at Washington-
based Farelli’s Wood Fire Pizza, where 
Clayton Kreuger, director of marketing 
and communications, says each kid is 
given an unrolled doughball to play 
with at the table. “We have a special 



 You know the pizza business.
 We craft the finest Mozzarella cheese.

Together we create the best pizza
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kids menu that is fi lled with fun coloring activities and 
such,” Kreuger says. “We have game rooms at all of our loca-
tions with video games and candy crane machines.” 

Does focusing on family help the company’s bottom line? 
“Absolutely,” Kreuger says. “We are even exploring more new 
ways to engage with kids this year. After all, it is them who 
decide where their parents take them to eat.”

If you’re not catering to kids, here are some quick 
tips to get you started:

◆ Offer at least one healthy meal option. A grilled chicken 
breast and veggies with a side of dressing is an easy choice.

◆ Train your staff to alert parents if your meats (pepper-
oni, sausage, etc.) are spicy. Different brands have different 
heat levels, and this can be a deal breaker for future visits.

◆ Offer cups with lids, and train your servers to ask about 
refi lls. Since the cups may be smaller than adult-sized cups, 
they may need more refi lls.

◆ Preprinted kids’ menus should be brought to the table 
upon seating –– don’t wait for parents to ask. And use fresh 
crayons –– used crayons get grubby, aren’t visually appealing 
and carry germs.

◆ If you’re handing out toys, brand them. When they’re 
taken home, they’re obvious advertisements. “We also have 
a balloon artist come in once a week to make special balloon 
creations for the kids,” Kreuger says. “We give every kid a 
balloon on their way out the door that is branded with our 
logo.”

◆ Consider menuing at least one kid-friendly appetizer 
–– such as breadsticks or mozzarella sticks –– and train your 
servers to point them out on the menu.

◆ Offer one or two reduced portions from the adult 
menu. “We’ve expanded our menu for the fi rst time to 
include a kids’ menu because we’ve gotten so many kids 
in here,” says Dave Elliot, who owns New Hampshire-
based Zacky’s Pizzeria.

◆ Not non-smoking? Consider voluntarily doing so. 
Perkins says although he was mandated to go smoke-free by 
county law, “it changed our demographic. We were really 
more adult-oriented. I found out there were a lot of families 
who wouldn’t come in if we allowed smoking.”

Finally, consider putting together a birthday party 
package. Zacky’s offers kids at parties a personal pan pizza, 
a beverage and a bag of chips. They hand out a bottle of their 
private-label soda as the kids leave. “They’re actually going 
back to mom and dad and saying ‘Here. This is what’s left.’ ” 
says Elliot. “We’ve had a lot of parents come back because 
the kids like it. The parents may never have been here.” ◆

Mandy Wolf Detwiler is managing editor at Pizza Today.

PEPPADEW®
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Award-winning, all-natural cheese from certified 
Wisconsin Master Cheesemakers, carefully crafted to provide  
outstanding flavor, color, texture and stretch. Dairy-based  
dough conditioners that make dough handling easier,  

saving you time and money without sacrificing quality. 

Trust Foremost Farms premium-quality Wisconsin cheeses and dough  
ingredients to deliver consistently exceptional pizza performance, pie after pie. 

Call 800-362-9196 to learn more about the advantages of using premium quality Wisconsin cheese and dairy ingredients from Foremost Farms. www.foremostfarms.com

Visit us in Booth #1220 at the International Pizza Expo, or
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Pull out your wallet or pocketbook. 
What’s in there? Probably your driver’s license, 
some receipts, a few photos ... and lots of plastic. 

But is there cash?
For many Americans, the answer is no. Business 

owners know that cash is no longer king for a large 
portion of their customer base. While lots of pizzerias 
already accept plastic, there are still plenty of operators 
who don’t want to make the switch. It means payment 
fl exibility for customers, of course, but it also adds up to 
a lower take for every sale (thanks to transaction fees). 

Plastic fees are certainly big business: In the U.S. 
alone, merchants fork over about $20 billion each year 
in fees for debit transactions; for credit transactions, 
that number more than doubles to $48 billion. But that 
doesn’t change the fact that many customers no longer 
carry cash. So what’s the right choice for you? 

Here are fi ve things you need to know about pizza and 
plastic to put you on the path to better understanding 

how these payments might work (or not work) for your 
restaurant. 

1. Know what you’re getting into. If you’ve only 
taken cash and checks until now, you’ve probably had 
a few people at a local bank who have handled your 
business. With credit cards, it’s a new level of outside 
involvement. You have equipment to acquire, you need 
to fi nd a processor to authorize transactions, and you’re 
dealing with the major card companies and their rates. 

It can all be a little overwhelming, according to Darrah 
Brustein, a partner at Equitable Payments, a company 
that advises smaller business owners on choosing 
the best processing partner for their credit and debit 
transactions.

“Don’t let a rep confuse you with industry jargon,” 
Brustein says. “It can be confusing, but they should 
be able to break it down into plain English so you’re 
comfortable.”

5 things you need to know
about taking credit cards

BY ALYSON MCNUTT ENGLISH

PHOTO BY RICK DAUGHERTY

PIZZA&Plastic

Features // Credit Cards
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2. Find the right-sized partners… 
What a processor does is pretty simple: 
every time someone swipes a card at 
your register, the processor authorizes 
the transaction and makes sure you get 
paid. While the idea is simple, however, 
choosing a processor can be anything but.

So what should an independent 
restaurant operator look for when 
shopping processors? “Your processor 
should be proactively looking at your 
costs and making sure you’re getting 
the best possible rates,” says Scott 
Anderson, CEO of OMEGA Processing, 
a Cincinnati-based credit card 
processing company. 

3. … but look for someone who 
can do it all. Finding a processor 
who treats you as a valuable customer 
is critical for a lot of reasons. Just make  
sure you choose someone who can 
handle everything you need. 

“Each vendor relationship costs 
time and money,” says Rick Stanford, 
Senior Vice President for Sage Payment 
Solutions in McLean, Virginia. “It’s 
usually more cost-effective and effi cient 
to use a full-service payments provider 
who offers the technology necessary to 
process all payments.”

4. Understand ‘discount rates’ 
and fi nd a good one. “Discount rate” 
sounds like a good thing, but when it 
comes to credit cards, your discount rate 
is actually how much of each transaction 
you pay toward fees, like the interchange 
fees that go to credit card companies like 
Mastercard and Visa. And this rate isn’t set 
in stone — your processor actually sets it. 

“Just like death and taxes, Mastercard 
and Visa raise interchange fees 
regularly,” Anderson says. “Those fees 
won’t be consistent, but your other fees 
shouldn’t change.” Anderson says you 
should look for “cost-plus pricing.” 
It’s similar to what many people have 
on their credit cards, where interest 
rates are set at prime plus a certain 
percentage. That’s how your discount 
rate should work, as well –– the fees 
the credit cards charge may change, but 

your basic payment structure should 
stay consistent for the contract term.

And remember, credit and debit 
transactions may feel the same to the 
customer using a bankcard, but they 
look very different to merchants. The 
customer’s bank carries the bulk of the 
fee load when a customer uses a PIN 
to pay, while your store pays higher 
fees with credit. Many merchants now 
automatically run bankcards as PIN 
transactions and only switch it to credit 
if a customer specifi cally requests it. 
The more customers who choose debit, 
the lower your processing fees will be.

5. Don’t be discouraged that fi rst 
month. When a merchant starts taking 
cards for the fi rst time, the fi rst thing 
they usually see is just higher fees, says 
Anderson. “It usually takes about 90 days 
for the business to start seeing an uptick 
in sales from customers coming in who 
wouldn’t have before they took plastic,” 
he explains. “But eventually, many places 

see about a 20 percent lift  — and not 
just in customer sales but also tips. A 
person using plastic just tips more than 
the person pulling cash out of their 
pocket. They don’t worry as much about 
every penny, and they end up having 
higher receipts.”

If you’re thinking of making the leap 
but still aren’t sure, talk to your local bank 
and ask them if they’ll give you a trial run: 
“Say ‘I want to try this for six months,’” 
Anderson says. “If it doesn’t work, tell them 
you’ll return the equipment and we’ll just say it 
didn’t work.”

But if you get past those fi rst few weeks, 
you’ll probably keep going. “I’m 52 and I 
always have cash, but my sons, who are in 
their 30’s, never do,” Anderson says. “It’s 
the way things are going. And once you see 
the convenience, the increased foot traffi c, 
and the bigger average ticket size, most 
merchants will decide they like it.” ◆

Alyson McNutt English is freelance writer in 
Huntsville, Alabama.
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Features // Staten Island

THE ISLAND
BACK TO

Six hours, seven pizzerias, four hungry pizza lovers: 
Pizza Today took on Staten Island’s own venerable institutions 

TOUR OF
STATEN
ISLAND



                                                                                                                                                                        March 2011 / www.pizzatoday.com / Pizza Today  105

We rolled up to Denino’s Pizza 
Tavern –– an unassuming pizzeria 
in a working-class neighborhood on 
Staten Island –– at about two on a 
bright Wednesday afternoon. A few 
regulars peppered the granite coun-
tertop, and we took seats at a high 
table overlooking the street.

This is a no-delivery, cash-only 
place with a long and storied history. 
First opened as a pool hall, it started 
serving beer in 1933 after the repeal 
of Prohibition. Within four years, 
Denino’s was operating as a full-
service bar.

Pizza was added in 1951 –– much 
to the delight of locals. Since then, it 
has won local and national acclaim 
and has even been Zagat-rated.

We kept our order simple at 
Denino’s, opting for a large classic 
margherita, a beer, a glass of Chi-
anti and a couple of sodas. What we 
got was close to a perfect meal. The 
Denino family uses the same formula 
on which the pizza was founded. 
The crust here is crispy but tender, 
and the sauce is sweet. There’s not an 
overabundance of cheese, but rather 
dollops of fresh mozzarella that melt 
to perfection.

Aside from their classic margherita, 
sausage is a favorite. Looking for 
something gourmet? Denino’s can do 
that, too, with toppings ranging from 
broccoli raab to meatballs and fresh 
peppers.

In 2007, Denino’s won a coveted 
AOL award for “City’s Best” pizza for 
all the boroughs, a feat they repeated 
in 2008.

Last year, Denino’s made a big 
decision –– to open a new location in 
Bricktownship, New Jersey. Denino’s 
South now offers a taste of Staten 
Island to the Garden State.

DENINO’S
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From the outside, Joe & Pat’s Pizzeria is spartan –– the 
striped awning claims that the restaurant was 
established in 1960, but there’s little else glaring about 
this Staten Island mainstay. Yet, this pizzeria is literally a 
staple in the NYC pizza scene. Sure, there’s pizza by the 
slice, but the dining room –– dressed in Greecian garb 
–– appeals to families and groups alike.

It was at another SI pizza establishment that we were 
told by a bartender to “go to Joe & Pat’s, but don’t tell 
anybody I said that.” Here, we saw diners looking 
beyond the pie to enjoy veal Parmesan and grilled snap-
per, but it was pizza we were after. We asked our server 
what the restaurant was known for but her 
response –– “everything!” –– didn’t narrow down our 
fi eld of choices (and yes, we admit we had to Google 
scungilli in order to rule it out). We settled on a half-pep-
peroni, half-spinach and were delighted with the thin, 
chewy, slightly charred oversized pie we received.

Delivery is available, and we saw several runs going 
out during the rush hour. The dining room is ample, and 
there’s a designated waiting area –– less common among 
the famous NYC pizzerias. And yes, Joe & Pat’s is also 
Zagat-rated, a feat they proudly display in-house.

Joe & Pat’s
TOUR OF
STATEN
ISLAND
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GOODFELLA’S
Goodfella’s was last on our Staten Island tour of 

pizzerias, but founder Scot Cosentino welcomed 
us in with open arms –– and a piping hot order of 
fried mozzarella, glasses of wine and beer. We left 
the ordering to this Brooklyn native, who opened 
his pizzeria in 1992.

What we got was was a half-and-half, a combina-
tion of two of the restaurant’s award-winning pizzas. 
The pizza alla vodka hails back to the restaurant’s 
opening and features Goodfella’s tomato cream 
vodka sauce, seasoned fresh mushrooms, peas and 
prosciutto di Parma. The second half ––
divided nicely by a braid of dough –– was the 
Smoking Goodfella, which we recognized from its 
fi rst place honors at the International Pizza Chal-
lenge in 2007. It’s not common that a half-and-half 
comes out of an oven so perfectly. We have to give 
props to Goodfella’s brick oven, which takes center 
stage in its dining room.

On a Wednesday night, the place was packed, 
and we saw a multitude of demographics –– from 
tiny tots clutching chewy crusts to a group celebrat-
ing girls’ night out. It’s good the menu transcends 
traditional pizza and pasta –– Goodfella’s has a taste 
for everyone. 

TOUR OF
STATEN
ISLAND
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PIER 76

Just steps away from the famed Staten Island Fer-
ry is Pier 76, a relatively new foray into the Staten 
Island pizza scene. Aside from its excellent location 
on busy Bay Street, Pier 76 boasts a wide delivery 
area –– a novelty on the NYC pizza circuit.

The bar is hoppin’. It brings in live music on the 
weekend and hosts nightly drink specials. There’s 
a separate carryout window for pizza by the slice. 
Meanwhile, inside the dining room, tables are 
covered with traditional checkered tablecloths.

The bartender-cum-server took our order 
promptly –– an order of spicy hot wings and a 
16-inch pepperoni pizza. What we got was a set 
of wings drenched perfectly in buffalo sauce and a 
geneous side of bleu cheese and Ranch dressings.

The pizza itself was more on the traditional side 
–– a bit chewier than thin crust. The small pep-
peroni curled under the heat of the ovens. Still, the 
menu boasted a suprisingly large array of appetizers 
ranging from Italian antipasto to entrées like the 
baby lamb chops (really? In a pizzeria?) and veal 
alla Milanese.

Still, paper plates and napkins and a laid-back 
atmosphere prove Pier 76 isn’t into fuss.

TOUR OF
STATEN
ISLAND
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LEE’S TAVERN

Lee’s Tavern is known as something of a local 
hangout (there’s no sign outside), the kind of place 
where a pint and a pizza seem to go hand-in-hand. 
The white clam pie is legendary here and “well 
worth the wait,” according to online reviews.

You won’t be innundated with choices –– Lee’s 
sticks to tried and true Italian favorites. Pizza is 
available in a large and a smaller bar size (which is 
just perfect for one).

Lee’s pizza is chewy, charred and fresh. And 
although we didn’t try the calamari, it gets rave re-
views. We especially like that the prices –– in a city 
where an entrée can top out at $40 or more –– are 
affordable at less than $15.

Beyond the bar is a separate dining room that is 
employed by families and groups alike. Private din-
ing is available –– a novelty for most pizzerias, but 
especially so in NYC and its boroughs, where space 
is a premium.

Better tuck away that plastic, too –– this is a cash-
only establishment.

NUNZIO’S PIZZERIA

While Nunzio’s is a bit off the beaten path, Staten 
Island residents rank it among the top offerings 
in the borough.  A mainstay since 1943, Nunzio’s 
features the requisite thin crust pizza, the kind 
that locals rave about. There’s a McDonald’s across 
the street, but why choose boring chain food over 
a true Italian pizzeria? Nunzio’s mixes it up a bit 
by using cubed mozzarella and a slightly peppery, 
acidic tomato sauce. It’s a refreshing departure from 
the sweet sauces used at other establishments. 

Like many of its Staten Island counterparts, 
Nunzio’s is no nonsense, specializing in pizza by the 
slice and offerings crafted from family recipes. Key 
ingredients here include San Marzano tomatoes, 
fresh basil and a hint of olive oil, all of which add a 
delicate fl avor. And the chewy crust keeps custom-
ers coming back year after year.

TOUR OF
STATEN
ISLAND
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BROTHER’S PIZZA

Slices reign supreme at this fast-casual pizzeria 
known for its by-the-slice offerings (bring cash –– 
here’s another spot that doesn’t accept credit cards). 
Slices aren’t all Brother’s can do, though –– with six 
well-worn deck ovens, they’re able to push out pan, 
Sicilian, Grandma (yum!) and thin-crust pies alike. 
It’s the Sicilian that locals rave about, a departure 
from the oversized thin-crust slices offered all over 
the region.

The second generation of the Italian-born Giove 
family mans the helm at today’s Brother’s, which 
operates just a block away from its original location. 
The company celebrated its 35th anniversary last 
year by hosting three days of opening-day prices. 
While word-of-mouth advertising is the bread and 
butter of places like Brother’s. It certainly doesn’t 
hurt to create newsworthy events that bring in 
locals and new customers alike!

TOUR OF
STATEN
ISLAND
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EXTRA  STEP
Former fi ne dining chef fi nds success in scratch pizzeria



BY JEREMY WHITE PHOTOS BY JOSH KEOWN

Ask Thomas Marr if he launched his business with 
a massive advertising campaign, and he shakes his 
head and offers a slight smile. His company, Pete’s 

New Haven Style Apizza in Washington, D.C., is a well-
branded concept. As for marketing, though, Marr keeps it 
basic. He prefers to divert his resources elsewhere.
   “We try not to advertise too much,” says Marr. “We simply 
can’t get the value from advertising that larger companies 
can get. The larger guys can put out an ad and cover 300 
stores with it, but that value isn’t there for us. We can’t get 
enough out of the ad to make it worthwhile.
    “So instead, what we try to do is get involved in our local 
communities. We had a night recently where we gave 25 
percent of our proceeds to a high school crew team. Basical-
ly, they advertised it to the whole school and the community 
list that they have. We got our name out there and got credit 
for the goodwill. Plus, a lot of people that didn’t know us 
came in and tried us out.
   “Then, a couple of weeks ago I did a ‘Farm to School’ 
cooking demo for a local elementary school. I went there 
and put together one of our antipasti dishes for all the kids. 
I talked to them about the benefi ts of eating locally. We buy 
produce from a local, organic, co-op farm. So I told the kids 
about the farms, told them that there are several farms all 
around that provide fresh produce that is healthy.
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Marr and his business partners 
also refrain from the discount 
game that pervades the pizza 
industry.

“When you discount your product,” 
says Marr, “I don’t know how much 
that is perceived in a positive way. I 
think people just say, ‘Oh, great ... wow. 
I get 10 percent off’.”

What customers at Pete’s New 
Haven look for, insists Marr, isn’t a 
cheap price, but a high-end twist on a 
comfort food. Before entering the pizza 
category, Marr was a fi ne-dining chef. 
He says people might be surprised at 
just how much the two sectors cross 
over. At least that’s how it works out at 
Pete’s, where Marr takes a from-scratch, 
quality-fi rst approach.

“We caramelize our onions, for 
example,” says Marr. “There’s a lot 
of labor in getting in whole onions, 
peeling them, julienning them, and 

then cooking them for two hours in 
pots until we get them caramelized. We 
don’t just take onions and cut them up, 
or buy them already sliced and throw 
them on a pizza. We roast our peppers. 
Our mushrooms are a blend of wild 
mushrooms that are sauteed with herbs 
and garlic and oil. 

“I’ve had plenty of people walk in 
here — higher end cooks from higher 
end restaurants — and they look at it as 
a part-time job. Then they come to me 
and say, ‘We cook more from scratch 
here than we do in the fi ne-dining 
restaurant that I work in at night.

“That’s what really helps us, though. 
We go that extra step. We only use 
all-natural ingredients. We only use 
antibiotic- and hormone-free dairy 
and meat products. We use china and 
glassware in the restaurants, and we 
use biodegradable to-go ware. Those 
are some of the big things we do to set 
ourselves apart.



Tear it open. 
Taste the spice.

High quality, portion controlled spice packets that are clean, convenient and cost-effective. 

Finally, something EVERYONE can agree on.

Call for your FREE SAMPLE and a chance to win a trip to Pizza Expo! 1-866-291-5455

New Yorkers can’t agree on anything except

Kenny Fellus
Bravo Pizza Shops

Dominic Abitino
Abitino’s Pizza Shops

www.pizzapacket.com

Marko Dashev
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“I mean, we really make pretty much everything 
in house. We make our own sausage, we grind 
the meats ourselves, we make our own gelato and 
desserts. We’re a casual restaurant — we’re just 
a quick-casual pizzeria — but we really focus on 
going that extra step.”

That thinking extends to the soda listing as well.
“We don’t use Coke or Pepsi or any of those 

products, because we don’t want high-fructose 
corn syrup,” says Marr. “We use an all-natural 
soda company.”

The menu at Pete’s, as the company’s 
name implies, is stocked with New Haven-
style pizza. Salads, panini, pasta and 
house-made desserts also tempt diners.

The pizzas are mostly priced in the $18.95 to 
$24.95 range, though there is a $7.95 offering 
highlighted on the menu and designed to 
appeal to value-conscious consumers (it features 
soppressata, ricotta and mozzarella). Slices are 
a popular option as well, particularly at lunch 
($2.50-$3.25).

“Most of the credit for our pizza goes to my 
partner (Joel Mehr — there’s also a third partner, 
Tri Nguyen),” says Marr. “His wife is from New 
Haven, and my wife’s family is from Connecticut 
as well. I never thought much about pizza in the 
general area, but when my partner came to me 
about opening a pizza place, we ended up coming 
together on a hybrid concept where we offer New 
Haven pizza, but do it in more of an Italian setting 
where we offer salads, pastas, panini and things 
like that on the menu.”

Marr adds that while he always wanted to own 
his own business, he knew he didn’t want to 
dabble with a fi ne-dining establishment. 

“It’s the least profi table segment of our 
business,” he asserts. “And it’s the hardest hit in 
economic downturns. I’ve worked all over. I’ve 
worked in these places, and I’ve seen it.” ◆

Jeremy White is editor-in-chief at Pizza Today.

“When you discount your product, I’m 
not sure how much that is perceived in 
a positive way.”
   - Tom Marr
   Pete’s New Haven Apizza



Although Seviroli is among the world’s largest 

tortellini producers, we are also a premiere 

manufacturer of specialty pastas such as:

 Sacchetti          Manicotti

 Agnollotti  Cavatelli

 Cappelletti  Pasta Sheets

 Ravioletti  Stuffed Shells

 Gnocchi  Tortelloni

 Specialty Ravioli 

 (Chicken Pesto, Lobster, Mushroom, etc.)

When considering upscale suppliers for your menu 

choices, contact Seviroli Foods. We deliver on 

authentic Italian taste, quality and value.

Please visit Seviroli.com 
or call 516-222-6220 
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2011 Preferred Suppliers

Accounting/Bookkeeping/Payroll Services
SelbySoft, Inc. 
800-454-4434 
www.selbysoft.com 
Booths 843/845

Advertising/Marketing
Arrow POS
888-378-3338
www.arrowpos.com 
Island 1069

AutoSox USA, Inc. 
dba Cassel Promotions and Signs

800-729-7769 
www.autosox.com 
Booth 509

Bellissimo Foods 
952-223-8620 
www.bellisiofoods.com 
Island 747

CFM Concepts 
866-439-4030 
www.cfmconcepts.com 
Booth 431

Fidelity Communications Corporation
248-426-7000
www.fi delitycom.com
Booth 1529

Granbury Restaurant Solutions 
800-750-3947 
www.granburyrs.com 
Island 313, 217

Menu-Cast 
866-681-2971 
www.menu-cast.com 
Booths 152/864/866

Message on Hold 
800-392-4664 
www.messageonholdservice.com 
Booth 809

Moving Targets 
800-926-2451 
www.movingtargets.com 
Booth 606

MPP Marketing Group Inc 
866-889-8745 
www.mppmarketinggroup.com 
Booths 1244/1246

Taradel, LLC 
888-569-8955 
www.menupowerhouse.com 
Booth 807

Vision Marketing, Inc. 
(Peel-A-Deal®) 

877-563-5654 
www.peeladeal.com 
Booth 771

Apparel/Footwear/Uniforms
Action Images, Inc.
847-763-9700
www.actionimagesinc.biz
Booth 1767

Appetizers
Broaster Company (The)
608-365-0193
www.broaster.com
Booth 1750

Pierce Chicken
970-506-8203
www.poultry.com
Island 147

Windsor Foods
713-843-5212
www.windsorfoods.com
Island 1019

Bags, Paper/Foil/Plastic/Custom
Covertex Corp 
800-968-2310 
www.covertexcorp.com 
Booth 1237

Baking Supplies/Bakeware/Stones
Lloyd Industries, Inc.
509-468-8691
www.pizzatools.com
Booth 222

Banners
AutoSox USA, Inc. dba Cassel Promotions 

and Signs 
800-729-7769 
www.autosox.com 
Booth 509

Preferred Suppliers
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Banners (cont.)

CFM Concepts 
866-439-4030 
www.cfmconcepts.com 
Booth 431

MPP Marketing Group Inc 
866-889-8745 
www.mppmarketinggroup.com 
Booths 1244/1246

Taradel, LLC 
888-569-8955 
www.menupowerhouse.com 
Booth 807

Bar Equipment
Autofry/MultiChef-Motion Technology, Inc.  
800-348-2976 
www.mtiproducts.com 
Booth 215

Continental Refrigerator
800-523-7138
www.continentalrefrigerator.com
Booth 218

Beverage Carriers/Totes
National Marketing, Inc.
734-266-2222
www.nminc.com
Booth 851

Boxes, Pizza Delivery
Bag Solutions 
866-224-8646 
www.deliverybags.com 
Gold Coast 375

MPP Marketing Group Inc 
866-889-8745 
www.mppmarketinggroup.com 
Booths 1244/1246

Star Pizza Box
863-647-2818
www.starpizzabox.com
731/830

Calzone Equipment
Somerset Industries
978-667-3355
www.smrset.com
1445

Cash Handling Systems/Registers
Granbury Restaurant Solutions 
800-750-3947 
www.granburyrs.com 
Island 313, 217

PDQ Pizzeria System / Signature Systems 
Inc. 

877-968-6430 
www.pdqpos.com 
Island 247

Radiant Systems
877-794-7237
www.radiantsystems.com
Booth 463

Revention, Inc. 
877-738-7444
 www.revention.com 
Island 635

Signature Systems Inc. Inc 
877-968-6430 
www.pdqpos.com 
Island 247

Catering Supplies/Equipment
Check Corporation 
800-927-6787 
wwww.hotbag.com 
Booths 1348/1350

Covertex Corp 
800-968-2310 
www.covertexcorp.com 
Booth 1237

M Press Packaging, Inc 
541-548-9889 
www.mpresspac.com 
Booth 1613

RediHeat, Inc. 
888-556-2024 
www.rediheat.com 
Booth 1065

Thermal Bags by Ingrid, Inc. 
800-622-5560 
www.thermalbags.com 
Booth 819

Tomlinson Industries 
216-587-3400 
www.tomlinsonind.com 
Booth 1428

Central Number System
Fidelity Communications Corporation
248-426-7000
www.fi delitycom.com
Booth 1529

Cheese/Cheese Alternatives
Bacio Cheese Company
855-Bacio85
www.BacioCheese.com
Island 913

BelGioioso Cheese Inc 
920-869-2123 
www.belgioioso.com 
Booth 875

Bellissimo Foods 
952-223-8620 
www.bellisiofoods.com 
Island 747

Cheese Merchants of America
630-221-0580
www.cheesemerchants.com
Booths 546/548/550

Churny / Polly-O Italian Cheese Co.
800-876-5596 
www.polly-ofoodservice.com 
Booth 646

CMAB (California Milk Advisory Board) 
650-871-6455 
www.realcaliforniamilk.com 
Gold Coast 1775

Grande Cheese Company 
920-269-7200 
www.grandecheese.com 
Island 413

Kronos Food Inc.
224-353-5317
www.kronosfoodsinc.com
Booths 568/570

Leprino Foods
800-Leprino 
www.LeprinoFoods.com 
Island 1263 

Saputo Cheese USA, Inc. 
847-267-1100 
www.saputousafoodservice.com 
Island 1313

Chicken
Bonici from Tyson Food Service 
800-248-9766 
www.bonici.com 
Island 613

Broaster Company (The)
608-365-0193
www.broaster.com
Booth 1750

Burke Corporation 
800-654-1152
www.burkecorp.com 
Island 1025

La Nova Wings, Inc. 
716-881-3355 
www.lanova.com 
Island 735

Pierce Chicken
970-506-8203
www.poultry.com
Island 147

Chicken Wings
Broaster Company (The)
608-365-0193
www.broaster.com
Booth 1750

Pierce Chicken
970-506-8203
www.poultry.com
Island 147

Coffee Equipment
Tomlinson Industries 
216-587-3400 
www.tomlinsonind.com 
Booth 1428

Computer Systems
Assal Corporation (InTouchPOS)
800-777-8202
www.intouchpos.com
Island 1413

Fidelity Communications Corporation
248-426-7000
www.fi delitycom.com
Booth 1529

Computer Systems/Equipment/
Accessories
Arrow POS
888-378-3338 
www.arrowpos.com 
Island 1069

Assal Corporation (InTouchPOS)
800-777-8202
www.intouchpos.com
Island 1413

Fidelity Communications Corporation
248-426-7000
www.fi delitycom.com
Booth 1529

Granbury Restaurant Solutions 
800-750-3947 
www.granburyrs.com 
Island 313, 217

PDQ Pizzeria System / 
Signature Systems Inc. Inc

877-968-6430 
www.pdqpos.com 
Island 247

Radiant Systems
877-794-7237
www.radiantsystems.com
Booth 463

Revention, Inc. 
877-738-7444 
www.revention.com 
Island 635

SelbySoft, Inc. 
800-454-4434 
www.selbysoft.com 
Booths 843/845

Signature Systems Inc.
877-968-6430 
www.pdqpos.com 
Island 247

SpeedLine Solutions Point of Sales 
888-400-9185 
www.speedlinesolutions.com 
Island 1127

Condiments
B & G Foods
973-401-6550
www.bgfoods.com
575 Gold Coast

Lindsay Olives (Bell Carter)
800-252-3557
www.lindsayolives.com
Booth 1148

McIlhenny Company / Tabasco / The Food 
Group 

337-365-8173 
www.tabascofoodservice.com 
Booth 369/371

Musco Family Olives Co. 
209-836-4600
www.olives.com 
Booth 955 

Paradise Tomato Kitchens, Inc.
502-637-1700
www.paradisetomato.com
Island 655

Red Gold LLC 
877-748-9798 
www.redgold.com/fs 
Signed End Cap 1355

Tabasco/McIllhenny 
337-365-8173 
www.tabascofoodservice.com 
Booth 369/371

The Neil Jones Food Company 
360-696-4356 
www.neiljonesfoodcompany.com 
Island 1223

Consulting Services
CFM Concepts 
866-439-4030 
www.cfmconcepts.com 
Booth 431



made in the USA

THE CHOICE IS YOURS!
Select from our variety of dough processing equipment, 

Introducing the newest additions to our family
        • Compact

        • Fast

        • Effi cient

SOMERSET INDUSTRIES, 1 ESQUIRE ROAD, NORTH BILLERICA, MA 01862
TEL: 978-667-3355 • 800-772-4404 • FAX: 978-671-9466 • E-MAIL: SOMERSET@SMRSET.COM

The Pizza Industry’s Dough Solution

DOCKING STATION

PIZZA ROLLER

DOUGH ROUNDER

SOMERSET INNDUSTRIES 1 ESQUIRENDUS ROAD NORTH BILLERIROA ICA MA 01862ICA

PPIIZZZZAA RROOLLLLEERRPIZZA ROLLER

VISITPIZZA EXPOBOOTH#1445

PIZZA PRESS

IIINNNGGG SSSTTTAAATTTIIIOOONNN
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www.smrset.com since 1946
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Consulting Services (cont.)

Fidelity Communications Corporation
248-426-7000
www.fi delitycom.com
Booth 1529

Granbury Restaurant Solutions 
800-750-3947 
www.granburyrs.com 
Island 313, 217

Message on Hold 
800-392-4664 
www.messageonholdservice.com 
Booth 809

MPP Marketing Group Inc 
866-889-8745 
www.mppmarketinggroup.com 
Booths 1244/1246

Taradel, LLC 
888-569-8955 
www.menupowerhouse.com 
Booth 807

Cookies/Dough
Action Images, Inc.
847-763-9700
www.actionimagesinc.biz
Booth 1767

Cookware
Lloyd Industries, Inc.
509-468-8691
www.pizzatools.com
Booth 222

Credit Card Equip/Processing
Granbury Restaurant Solutions 
800-750-3947 
www.granburyrs.com 
Island 313, 217

PDQ Pizzeria System / 
Signature Systems Inc.

877-968-6430 
www.pdqpos.com 
Island 247

Radiant Systems
877-794-7237
www.radiantsystems.com
Booth 463

Signature Systems Inc.
877-968-6430 
www.pdqpos.com 
Island 247

Crust, Par-Baked
AM Manufacturing Company 
708-841-0959 
www.ammfg.com 
Island 837

Bonici from Tyson Food Service 
800-248-9766 
www.bonici.com 
Island 613

Canbrands Gluten Free Specialty 
905-888-5008 
www.canbrands.ca 
Booth 1208

Kronos Food Inc.
224-353-5317
www.kronosfoodsinc.com
Booths 568/570

Bay State Milling Company 
617-328-4400 
www.baystatemilling.com 
Booth 1369/1371

Bonici from Tyson Food Service 
800-248-9766 
www.bonici.com 
Island 613

Canbrands Gluten Free Specialty 
905-888-5008 
www.canbrands.ca 
Booth 1208

Cutting Board
Tomlinson Industries 
216-587-3400 
www.tomlinsonind.com 
Booth 1428

Delivery Bags
Bag Solutions 
866-224-8646 
www.deliverybags.com 
Gold Coast 375

Check Corporation 
800-927-6787 
wwww.hotbag.com 
Booths 1348/1350

Covertex Corp 
800-968-2310 
www.covertexcorp.com 
Booth 1237

National Marketing, Inc.
734-266-2222
www.nminc.com
Booth 851

RediHeat, Inc. 
888-556-2024 
www.rediheat.com 
Booth 1065

Thermal Bags by Ingrid, Inc. 
800-622-5560 
www.thermalbags.com 
Booth 819

Delivery Systems
Assal Corporation (InTouchPOS)
800-777-8202
www.intouchpos.com
Island 1413

Check Corporation 
800-927-6787 
wwww.hotbag.com 
Booths 1348/1350

Covertex Corp 
800-968-2310 
www.covertexcorp.com 
Booth 1237

E.P.I.C. Insurance Brokers 
925-244-7719 
www.epicdelivery.com 
Booth 430

Granbury Restaurant Solutions 
800-750-3947 
www.granburyrs.com 
Island 313, 217

PDQ Pizzeria System / 
Signature Systems Inc.

877-968-6430 
www.pdqpos.com 
Island 247

RediHeat, Inc. 
888-556-2024 
www.rediheat.com 
Booth 1065

Revention, Inc. 
877-738-7444 
www.revention.com 
Island 635

Signature Systems Inc.
877-968-6430 
www.pdqpos.com 
Island 247

SpeedLine Solutions Point of Sales 
888-400-9185
www.speedlinesolutions.com 
Island 1127

Desserts
Bay State Milling Company 
617-328-4400 
www.baystatemilling.com 
Booth 1369/1371

Kronos Food Inc.
224-353-5317
www.kronosfoodsinc.com
Booths 568/570

Display/Holding Cabinets
Tomlinson Industries 
216-587-3400 
www.tomlinsonind.com 
Booth 1428

Distributors, Equipment
GI Metal 
800-952-8350 
www.gimetalusa.com 
Gold Coast 375

Mugnaini Wood Fired Ovens
888-887-7206
www.mugnaini.com 
Gold Coast 375

Univex Corporation 
603-893-6191 
www.univexcorp.com 
Island 1255

Distributors, Food
Bellissimo Foods 
952-223-8620 
www.bellisiofoods.com 
Island 747

Roma Food Enterprises 
804-484-7700 
www.romafood.com 
Island 1035

Door Hangers
CFM Concepts 
866-439-4030 
www.cfmconcepts.com 
Booth 431

MPP Marketing Group Inc 
866-889-8745 
www.mppmarketinggroup.com 
Booths 1244/1246

Taradel, LLC 
888-569-8955 
www.menupowerhouse.com 
Booth 807

Dough Cutters
Dough Mate® by Madan Plastics Inc. 
800-501-2458
www.doughmate.com 
Booth 528

Dough Dividers
AM Manufacturing Company 
708-841-0959 
www.ammfg.com 
Island 837

Thunderbird Food Machinery 
866-875-6868 
www.thunderbirdfm.com, www.thunderbirdfm.

net 
Booths 1300/1302

Univex Corporation 
603-893-6191 
www.univexcorp.com 
Island 1255

DoughPro 
800-624-6717 
www.doughpro.com 
Booth 823/825/827/829

Dough Dockers
National Marketing, Inc.
734-266-2222
www.nminc.com
Booth 851

Somerset Industries
978-667-3355
www.smrset.com
Booth 1445

Dough Processing
Somerset Industries
978-667-3355
www.smrset.com
Booth 1445

Dough Proofers
AM Manufacturing Company 
708-841-0959 
www.ammfg.com 
Island 837

Dough Mate® by Madan Plastics Inc. 
800-501-2458
www.doughmate.com 
Booth 528

Dough Rollers/Sheeters
DoughPro 
800-624-6717 
www.doughpro.com 
Booth 823/825/827/829

J&G Mills Equipment, LLC 
734-469-4504 
www.pizza-equipment.com 
Booth 925

Lloyd Industries, Inc.
509-468-8691
www.pizzatools.com
Booth 222

Middleby Marshall 
877-34-OVENS 
www.middleby-marshall.com
Island 621

Somerset Industries
978-667-3355
www.smrset.com
Booth 1445
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Dough Rollers/Sheeters cont.
Thunderbird Food Machinery 
866-875-6868 
www.thunderbirdfm.com, 
www.thunderbirdfm.net 
Booths 1300/1302

Dough Rounders
AM Manufacturing Company 
708-841-0959 
www.ammfg.com 
Island 837

Thunderbird Food Machinery 
866-875-6868
 www.thunderbirdfm.com, 

www.thunderbirdfm.net 
Booths 1300/1302

Univex Corporation 
603-893-6191 
www.univexcorp.com 
Island 1255

Dough Trays/Boxes
Dough Mate® by Madan Plastics Inc. 
800-501-2458
www.doughmate.com 
Booth 528

Molded Fiber Glass Tray (MFG Tray 
Company)

814-683-4500
www.mfgtray.com
Booth 118

M Press Packaging, Inc 
541-548-9889 
www.mpresspac.com 
Booth 1613

National Marketing, Inc.
734-266-2222
www.nminc.com
Booth 851

Dough, (Mix)
Bay State Milling Company 
617-328-4400 
www.baystatemilling.com 
Booth 1369/1371

Bonici from Tyson Food Service 
800-248-9766 
www.bonici.com 
Island 613

Drive-Thru Systems
PDQ Pizzeria System / Signature Systems 

Inc.
877-968-6430 
www.pdqpos.com 
Island 247

Radiant Systems
877-794-7237
www.radiantsystems.com
Booth 463

Revention, Inc. 
877-738-7444 
www.revention.com 
Island 635

Signature Systems Inc.
877-968-6430 
www.pdqpos.com 
Island 247

SpeedLine Solutions Point of Sales 
888-400-9185 
www.speedlinesolutions.com 
Island 1127

Exhaust Fans/Filters/Systems
J&G Mills Equipment, LLC 
734-469-4504 
www.pizza-equipment.com 
Booth 925

Flour
ADM Milling Co 
913-491-9400 
www.adm.com/milling 
Booth 429

Bay State Milling Company 
617-328-4400 
www.baystatemilling.com 
Booth 1369/1371

General Mills 
800-288-1624 
www.gmfl our.com 
Gold Coast 1475

Frozen Products
La Nova Wings, Inc. 
716-881-3355 
www.lanova.com 
Island 735

National Marketing, Inc.
734-266-2222
www.nminc.com
Booth 851

Pierce Chicken
970-506-8203
www.poultry.com
Island 147

Patrick Cudahy, Inc. 
414-744-2000 
www.patrickcudahy.com 
Booth 448/450

The Mancini Packing Company 
800-741-1778 
www.mancinifoods.com 
Booth 1567

Fryers
Autofry/MultiChef-Motion Technology, Inc. 
800-348-2976 
www.mtiproducts.com 
Booth 215

Broaster Company (The)
608-365-0193
www.broaster.com
Booth 1750

Garlic
B & G Foods
973-401-6550
www.bgfoods.com
575 Gold Coast

Giftcards/Card Programs
Assal Corporation (InTouchPOS)
800-777-8202
www.intouchpos.com
Island 1413

Radiant Systems
877-794-7237
www.radiantsystems.com
Booth 463

Revention, Inc. 
877-738-7444 
www.revention.com 
Island 635

SelbySoft, Inc. 
800-454-4434 
www.selbysoft.com 
Booths 843/845

Gluten Free Products
ADM Milling Co 
913-491-9400 
www.adm.com/milling 
Booth 429

Bay State Milling Company 
617-328-4400 
www.baystatemilling.com 
Booth 1369/1371

BelGioioso Cheese Inc 
920-869-2123 
www.belgioioso.com 
Booth 875

Canbrands Gluten Free Specialty 
905-888-5008 
www.canbrands.ca 
Booth 1208

La Nova Wings, Inc. 
716-881-3355 
www.lanova.com 
Island 735

Graters/Grinders
Thunderbird Food Machinery 
866-875-6868 
www.thunderbirdfm.com, 

www.thunderbirdfm.net 
Booths 1300/1302

Griddles/Grills
DoughPro 
800-624-6717 
www.doughpro.com 
Booth 823/825/827/829

Ham, Ham Toppings
Burke Corporation 
800-654-1152 
www.burkecorp.com 
Island 1025

Patrick Cudahy, Inc. 
414-744-2000 
www.patrickcudahy.com 
Booth 448/450

Health/Safety Equipment
RediHeat, Inc. 
888-556-2024 
www.rediheat.com 
Booth 1065

Heater/Warmers
Covertex Corp 
800-968-2310 
www.covertexcorp.com 
Booth 1237

National Marketing, Inc.
734-266-2222
www.nminc.com
Booth 851

RediHeat, Inc. 
888-556-2024 
www.rediheat.com 
Booth 1065

Ice Machine
Thunderbird Food Machinery 
866-875-6868 www.thunderbirdfm.com, www.

thunderbirdfm.net 
Booths 1300/1302

Insurance
E.P.I.C. Insurance Brokers 
925-244-7719 
www.epicdelivery.com 
Booth 430

Willis-HRH Insurance Services of CA, INC. 
800-786-6482 
www.willispizzadelivery.com 
Booth 608

Italian Specialty Foods/Importers
B & G Foods
973-401-6550
www.bgfoods.com
575 Gold Coast 

Lid Supports
National Marketing, Inc.
734-266-2222
www.nminc.com
Booth 851

Low Carb Foods
The Mancini Packing Company 
800-741-1778 
www.mancinifoods.com 
Booth 1567

Magnets
AutoSox USA, Inc. dba Cassel Promotions 

and Signs 
800-729-7769 
www.autosox.com 
Booth 509

CFM Concepts 
866-439-4030 
www.cfmconcepts.com 
Booth 431

Covertex Corp 
800-968-2310 
www.covertexcorp.com 
Booth 1237

MPP Marketing Group Inc 
866-889-8745
www.mppmarketinggroup.com 
Booths 1244/1246

Taradel, LLC 
888-569-8955 
www.menupowerhouse.com 
Booth 807

Vision Marketing, Inc. (Peel-A-Deal®) 
877-563-5654 
www.peeladeal.com 
Booth 771

Management Systems
Assal Corporation (InTouchPOS)
800-777-8202
www.intouchpos.com
Island 1413

Granbury Restaurant Solutions 
800-750-3947 
www.granburyrs.com 
Island 313, 217

PDQ Pizzeria System / Signature Systems 
Inc.

877-968-6430 
www.pdqpos.com 
Island 247
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Radiant Systems
877-794-7237
www.radiantsystems.com
Booth 463

Signature Systems Inc.
877-968-6430 
www.pdqpos.com 
Island 247

SpeedLine Solutions Point of Sales 
888-400-9185 
www.speedlinesolutions.com 
Island 1127

Maps, Delivery
Assal Corporation (InTouchPOS)
800-777-8202
www.intouchpos.com
Island 1413

PDQ Pizzeria System / Signature Systems 
Inc.

877-968-6430 
www.pdqpos.com 
Island 247

Revention, Inc. 
877-738-7444 
www.revention.com 
Island 635

SelbySoft, Inc. 
800-454-4434 
www.selbysoft.com 
Booths 843/845

Signature Systems Inc.
877-968-6430 
www.pdqpos.com 
Island 247

Marinades & Dips
The Neil Jones Food Company 
360-696-4356 
www.neiljonesfoodcompany.com 
Island 1223

Kronos Food Inc.
224-353-5317
www.kronosfoodsinc.com
Booths 568/570

Paradise Tomato Kitchens, Inc.
502-637-1700
www.paradisetomato.com
Island 655

Meat Products
Bonici from Tyson Food Service 
800-248-9766 
www.bonici.com 
Island 613

Burke Corporation 
800-654-1152
www.burkecorp.com 
Island 1025

Cheese Merchants of America
630-221-0580
www.cheesemerchants.com
Booths 546/548/550

Fontanini Meats
708-485-4800
www.fontanini.com
Island 535

Patrick Cudahy, Inc. 
414-744-2000 
www.patrickcudahy.com 
Booth 448/450

Menu Boards/Digital
CFM Concepts 
866-439-4030 
www.cfmconcepts.com 
Booth 431

Menu-Cast 
866-681-2971 
www.menu-cast.com 
Booths 152/864/866

MPP Marketing Group Inc 
866-889-8745 
www.mppmarketinggroup.com 
Booths 1244/1246

Taradel, LLC 
888-569-8955 
www.menupowerhouse.com 
Booth 807

Menu/Menu Covers
CFM Concepts 
866-439-4030 
www.cfmconcepts.com 
Booth 431

Taradel, LLC 
888-569-8955 
www.menupowerhouse.com 
Booth 807

Mixers
J&G Mills Equipment, LLC 
734-469-4504 
www.pizza-equipment.com 
Booth 925

Thunderbird Food Machinery 
866-875-6868 www.thunderbirdfm.com, www.

thunderbirdfm.net 
Booths 1300/1302

Univex Corporation 
603-893-6191 
www.univexcorp.com 
Island 1255

Mobile Coupons
MPP Marketing Group Inc 
866-889-8745 
www.mppmarketinggroup.com 
Booths 1244/1246

Music on Hold
Fidelity Communications Corporation
248-426-7000
www.fi delitycom.com
Booth 1529

Olives
Lindsay Olives (Bell Carter)
800-252-3557
www.lindsayolives.com
Booth 1148

Online Employee Scheduling
Granbury Restaurant Solutions 
800-750-3947 
www.granburyrs.com 
Island 313, 217

SpeedLine Solutions Point of Sales 
888-400-9185 
www.speedlinesolutions.com 
Island 1127

Online Ordering
Arrow POS
888-378-3338 
www.arrowpos.com 
Island 1069

Assal Corporation (InTouchPOS)
800-777-8202
www.intouchpos.com
Island 1413

Granbury Restaurant Solutions 
800-750-3947 
www.granburyrs.com 
Island 313, 217

PDQ Pizzeria System / Signature Systems 
Inc.

877-968-6430 
www.pdqpos.com 
Island 247

Radiant Systems
877-794-7237
www.radiantsystems.com
Booth 463

SelbySoft, Inc. 
800-454-4434 
www.selbysoft.com 
Booths 843/845

Signature Systems Inc.
877-968-6430 
www.pdqpos.com 
Island 247

Order Control Systems
Radiant Systems
877-794-7237
www.radiantsystems.com
Booth 463

SpeedLine Solutions Point of Sales 
888-400-9185 
www.speedlinesolutions.com 
Island 1127

Ovens, Convection
Broaster Company (The)
608-365-0193
www.broaster.com
Booth 1750

Ovens, Conveyor
Broaster Company (The)
608-365-0193
www.broaster.com
Booth 1750

Ovens / Oven Accessories
Autofry/MultiChef-Motion Technology, Inc.  
800-348-2976 
www.mtiproducts.com 
Booth 215

Mugnaini Wood Fired Ovens
888-887-7206
www.mugnaini.com 
Gold Coast 375

Ovens, Rotisserie
Broaster Company (The)
608-365-0193
www.broaster.com
Booth 1750

Avantec Ovens 
800-322-4374 
www.avantecovens.com 
Island 221

Bag Solutions 
866-224-8646 
www.deliverybags.com 
Gold Coast 375

DoughPro
800-624-6717 
www.doughpro.com 
Booth 823/825/827/829

Fish Oven & Equipment, Corp. 
847-526-8686 
www.fi shoven.com 
Signed End Cap 1435

GI Metal 
800-952-8350 
www.gimetalusa.com 
Gold Coast 375

J&G Mills Equipment, LLC 
734-469-4504 
www.pizza-equipment.com 
Booth 925

Marsal and Sons
631-226-6688 
www.marsalsons.com 
Booth 1045

Middleby Marshall 
877-34-OVENS 
www.middleby-marshall.com
Island 621

Thunderbird Food Machinery
866-875-6868 www.thunderbirdfm.com, 

www.thunderbirdfm.net 
Booths 1300/1302

PizzaOvens.com 
877-367-6836
www.pizzaovens.com 
Booth 447

XLT Ovens 
888-443-2751 
www.xltovens.com 
Island 607

Wood Stone Corporation 
360-650-1111 
www.woodstone-corp.com 
Gold Coast 1675

Packaging Machinery
Star Pizza Box
863-647-2818
www.starpizzabox.com
Booths 731/830

Packaging Supplies
M Press Packaging, Inc 
541-548-9889 
www.mpresspac.com 
Booth 1613
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Paging Systems
Fidelity Communications 

Corporation
248-426-7000
www.fi delitycom.com
Booth 1529

Pans/Screens/Lids/Trays
Bag Solutions 
866-224-8646 
www.deliverybags.com 
Gold Coast 375

HS Inc. 
405-239-6864 
www.hsfoodservers.com 
Booth 567/569

Lloyd Industries, Inc.
509-468-8691
www.pizzatools.com
Booth 222

Pans/Tray Racks
GI Metal 
800-952-8350 
www.gimetalusa.com 
Gold Coast 375

Lloyd Industries, Inc.
509-468-8691
www.pizzatools.com
Booth 222

Paper Products
Star Pizza Box
863-647-2818
www.starpizzabox.com
Booths 731/830

Party Supplies
Pizza Print
800-426-9778
www.pizzaprints.com
Booth 962

Pasta
Bellissimo Foods 
952-223-8620 
www.bellisiofoods.com 
Island 747

Windsor Foods
713-843-5212
www.windsorfoods.com
Island 1019

Pasta Equipment
Somerset Industries
978-667-3355
www.smrset.com
Booth 1445

Peels
Bag Solutions 
866-224-8646 
www.deliverybags.com 
Booth Gold Coast 375

DoughPro 
800-624-6717 
www.doughpro.com 
Booth 823/825/827/829

GI Metal 
800-952-8350 
www.gimetalusa.com 
Gold Coast 375

Lloyd Industries, Inc.
509-468-8691
www.pizzatools.com
Booth 222

National Marketing, Inc.
734-266-2222
www.nminc.com
Booth 851

Tomlinson Industries 
216-587-3400 
www.tomlinsonind.com 
Booth 1428

Wood Stone Corporation 
360-650-1111 
www.woodstone-corp.com 
Gold Coast 1675

Peppers
B & G Foods
973-401-6550
www.bgfoods.com
575 Gold Coast

Pizza Cutters/Knives/Slicers
Lloyd Industries, Inc.
509-468-8691
www.pizzatools.com
Booth 222

Pizza Hand Tools
Dough Mate® by Madan Plastics Inc. 
800-501-2458
www.doughmate.com 
Booth 528

GI Metal 
800-952-8350 
www.gimetalusa.com
Gold Coast 375

Lloyd Industries, Inc.
509-468-8691
www.pizzatools.com
Booth 222

Mugnaini Wood Fired Ovens
888-887-7206
www.mugnaini.com 
Gold Coast 375

PizzaOvens.com 
877-367-6836
www.pizzaovens.com 
Booth 447

Pizza Packaging
M Press Packaging, Inc 
541-548-9889 
www.mpresspac.com 
Booth 1613

Somerset Industries
978-667-3355
www.smrset.com
Booth 1445

Pizza Packaging
Star Pizza Box
863-647-2818
www.starpizzabox.com
Booths 731/830

Pizza Presses
AM Manufacturing Company 
708-841-0959 
www.ammfg.com 
Island 837

DoughPro 
800-624-6717 
www.doughpro.com 
Booth 823/825/827/829

J&G Mills Equipment, LLC 
734-469-4504 
www.pizza-equipment.com 
Booth 925

Somerset Industries
978-667-3355
www.smrset.com
Booth 1445

Pizza Tables
J&G Mills Equipment, LLC 
734-469-4504 
www.pizza-equipment.com 
Booth 925

Marsal and Sons 
631-226-6688 
www.marsalsons.com 
Booth 1045

Pizza Toppings
Action Images, Inc.
847-763-9700
www.actionimagesinc.biz
1767

B & G Foods
973-401-6550
www.bgfoods.com
575 Gold Coast

Bacio Cheese Company
855-Bacio85
www.BacioCheese.com
Island 913

Bellissimo Foods 
952-223-8620 
www.bellisiofoods.com 
Island 747

Bonici from Tyson Food Service 
800-248-9766 
www.bonici.com 
Island 613

Burke Corporation 
800-654-1152 
www.burkecorp.com 
Island 1025

Fontanini Meats
708-485-4800
www.fontanini.com
Island 535

Kronos Food Inc.
224-353-5317
www.kronosfoodsinc.com
Booths 568/570

La Nova Wings, Inc. 
716-881-3355
www.lanova.com 
Island 735

Leprino Foods 
800-Leprino 
www.LeprinoFoods.com 
Island 1263

The Mancini Packing Company 
800-741-1778 
www.mancinifoods.com 
Booth 1567

Musco Family Olives Co. 
209-836-4600
www.olives.com 
Booth 955

National Marketing, Inc.
734-266-2222www.nminc.com
Booth 851 

Pierce Chicken
970-506-8203
www.poultry.com
Island 147

Pizza Print
800-426-9778
www.pizzaprints.com
Booth 962

Stanislaus Food Products
209-522-7201
www.stanislaus.com
Island 513

Tabasco/McIllhenny 
337-365-8173 
www.tabascofoodservice.com 
Booth 369/371

The Mancini Packing Company 
800-741-1778 
www.mancinifoods.com 
Booth 1567

Plastic Packaging
Burke Corporation 
800-654-1152 
www.burkecorp.com 
Island 1025

Patrick Cudahy, Inc. 
414-744-2000 
www.patrickcudahy.com 
Booth 448/450

Portion Control
Assal Corporation (InTouchPOS)
800-777-8202
www.intouchpos.com
Island 1413

Kronos Food Inc.
224-353-5317
www.kronosfoodsinc.com
Booths 568/570

Lloyd Industries, Inc.
509-468-8691
www.pizzatools.com
Booth 222

Red Gold LLC 
877-748-9798 
www.redgold.com/fs 
Signed End Cap 1355

POS/POP Systems
Arrow POS + POM
888-378-3338 
www.arrowpos.com 
Island 1069

Assal Corporation (InTouchPOS)
800-777-8202
www.intouchpos.com
Island 1413

Fidelity Communications 
Corporation

248-426-7000
www.fi delitycom.com
Booth 1529

Granbury Restaurant Solutions 
800-750-3947 
www.granburyrs.com 
Island 313, 217

FoodTEC Solutions
781-453-8620
www.foodtecsolutions.com
Island 555

Menu-Cast 
866-681-2971 
www.menu-cast.com 
Booths 152/864/866

Microworks POS Solution Inc.
800-787-2068
www.microworks.com 
Booths 926 & 928

PDQ Pizzeria System / Signature 
Systems Inc.

877-968-6430 www.pdqpos.com 
Island 247

Radiant Systems
877-794-7237
www.radiantsystems.com
Booth 463

SelbySoft, Inc. 
800-454-4434 
www.selbysoft.com 
Booths 843/845

Signature Systems Inc.
877-968-6430 
www.pdqpos.com 
Island 247

SpeedLine Solutions Point of Sales 
888-400-9185 
www.speedlinesolutions.com 
Island 1127

Printing 
Action Images, Inc.
847-763-9700
www.actionimagesinc.biz
Booth 1767

CFM Concepts 
866-439-4030 
www.cfmconcepts.com 
Booth 431

Vision Marketing, Inc. (Peel-A-Deal®) 
877-563-5654 
www.peeladeal.com 
Booth 771
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Promotional Items
Action Images, Inc.
847-763-9700
www.actionimagesinc.biz
Booth 1767

AutoSox USA, Inc. dba Cassel 
Promotions and Signs 

800-729-7769 
www.autosox.com 
Booth 509

Covertex Corp 
800-968-2310 
www.covertexcorp.com 
Booth 1237

Moving Targets 
800-926-2451 
www.movingtargets.com 
Booth 606

Thermal Bags by Ingrid, Inc. 
800-622-5560 
www.thermalbags.com 
Booth 819

Vision Marketing, Inc. (Peel-A-Deal®) 
877-563-5654 
www.peeladeal.com 
Booth 771

Racks/Stands
GI Metal 
800-952-8350
www.gimetalusa.com
Gold Coast 375

Refrigerators/Freezers
Continental Refrigerator
800-523-7138
www.continentalrefrigerator.com
Booth 218

Salad Dressing/Vinegar
B & G Foods
973-401-6550
www.bgfoods.com
575 Gold Coast

Paradise Tomato Kitchens, Inc.
502-637-1700
www.paradisetomato.com
Island 655

Sandwich Items
GI Metal 
800-952-8350 
www.gimetalusa.com 
Gold Coast 375

The Mancini Packing Company 
800-741-1778 
www.mancinifoods.com 
Booth 1567

Pierce Chicken
970-506-8203
www.poultry.com
Island 147

Sauce, Barbecue
La Nova Wings, Inc. 
716-881-3355 
www.lanova.com 
Island 735

Paradise Tomato Kitchens, Inc.
502-637-1700
www.paradisetomato.com
Island 655

Red Gold LLC 
877-748-9798 
www.redgold.com/fs 
Signed End Cap 1355

Sauce, Custom Pack
La Nova Wings, Inc. 
716-881-3355 
www.lanova.com 
Island 735

The Neil Jones Food Company 
60-696-4356 
www.neiljonesfoodcompany.com 
Island 1223

Paradise Tomato Kitchens, Inc.
502-637-1700
www.paradisetomato.com
Island 655

Sauce, Hot
B & G Foods
973-401-6550
www.bgfoods.com
575 Gold Coast

Paradise Tomato Kitchens, Inc.
502-637-1700
www.paradisetomato.com
Island 655

Tabasco/McIllhenny 
337-365-8173 
www.tabascofoodservice.com 
Booth 369/371

The Neil Jones Food Company 
360-696-4356 
www.neiljonesfoodcompany.com 
Island 1223

Sauce, Pasta
Escalon Premier Brands 
209-552-6000 
www.escalon.net 
Gold Coast 1275/Booth 1106

Paradise Tomato Kitchens, Inc.
502-637-1700
www.paradisetomato.com
Island 655

Patrick Cudahy, Inc. 
414-744-2000 
www.patrickcudahy.com 
Booth 448/450

Red Gold LLC 
877-748-9798 
www.redgold.com/fs 
Signed End Cap 1355

Stanislaus Food Products
209-522-7201
www.stanislaus.com
Island 513

The Neil Jones Food Company 
360-696-4356 
www.neiljonesfoodcompany.com 
Island 1223

Sauce, Pizza
B & G Foods
973-401-6550
www.bgfoods.com
575 Gold Coast

Bellissimo Foods 
952-223-8620 
www.bellisiofoods.com 
Island 747

Escalon Premier Brands 
209-552-6000
www.escalon.net 
Gold Coast 1275/Booth 1106

National Marketing, Inc.
734-266-2222
www.nminc.com
Booth 851

Patrick Cudahy, Inc. 
414-744-2000 
www.patrickcudahy.com 
Booth 448/450

Red Gold LLC 
877-748-9798 
www.redgold.com/fs 
Signed End Cap 1355

Stanislaus Food Products
209-522-7201
www.stanislaus.com
Island 513

The Neil Jones Food Company 
360-696-4356 
www.neiljonesfoodcompany.com 
Island 1223

Sauce, Tomato
B & G Foods
973-401-6550
www.bgfoods.com
575 Gold Coast

Security/Equipment
Granbury Restaurant Solutions 
800-750-3947 
www.granburyrs.com 
Island 313, 217

Signs, Auto/Delivery
AutoSox USA, Inc. dba Cassel 

Promotions and Signs 
800-729-7769 
www.autosox.com 
Booth 509

H.T.H. Inc.
800-321-1850
www.hthsigns.com
Booth 820

Signs, Indoor/Outdoor
AutoSox USA, Inc. dba Cassel 

Promotions and Signs 
800-729-7769 
www.autosox.com 
Booth 509

CFM Concepts 
866-439-4030 
www.cfmconcepts.com 
Booth 431

Silk Screening
Action Images, Inc.
847-763-9700
www.actionimagesinc.biz
Booth 1767

AutoSox USA, Inc. dba Cassel 
Promotions and Signs 

800-729-7769 
www.autosox.com 
Booth 509

Thermal Bags by Ingrid, Inc. 
800-622-5560 
www.thermalbags.com 
Booth 819

Small Wares
Bag Solutions 
866-224-8646 
www.deliverybags.com 
Gold Coast 375
GI Metal 
800-952-8350 
www.gimetalusa.com 
Gold Coast 375

HS Inc. 
405-239-6864 
www.hsfoodservers.com 
Booth 567/569

Lloyd Industries, Inc.
509-468-8691
www.pizzatools.com
Booth 222

PDQ Pizzeria System / Signature 
Systems Inc.

877-968-6430 
www.pdqpos.com 
Island 247

Tomlinson Industries 
216-587-3400 
www.tomlinsonind.com 
Booth 1428

Univex Corporation 
603-893-6191 
www.univexcorp.com 
Island 1255

Software
Assal Corporation (InTouchPOS)
800-777-8202
www.intouchpos.com
Island 1413

Spices/Seasonings
B & G Foods
973-401-6550
www.bgfoods.com
575 Gold Coast

McIlhenny Company / Tabasco / 
The Food Group 

337-365-8173 
www.tabascofoodservice.com 
Booth 369/371

Pizza Packet, LLC
866-291-5455
www.pizzapacket.com
Booth 150

Telephone Equipment
Fidelity Communications 

Corporation
248-426-7000
www.fi delitycom.com
Booth 1529

Message on Hold 
800-392-4664 
www.messageonholdservice.com 
Booth 809

Granbury Restaurant Solutions 
800-750-3947 
www.granburyrs.com 
Island 313, 217

Text Message Marketing
Fidelity Communications 

Corporation
248-426-7000
www.fi delitycom.com
Booth 1529

Thermometers
RediHeat, Inc. 
888-556-2024 
www.rediheat.com 
Booth 1065

Tomatoes
B & G Foods
973-401-6550
www.bgfoods.com
575 Gold Coast

Training
Mugnaini Wood Fired Ovens
888-887-7206
www.mugnaini.com 
Gold Coast 375

Ventilation Systems
J&G Mills Equipment, LLC 
734-469-4504 
www.pizza-equipment.com 
Booth 925

Warmers
PizzaOvens.com 
877-367-6836
www.pizzaovens.com 
Booth 447





Finest ingredients
Like no other, Bay State Milling fl our and pizza 

crust mixes refl ect the consistency, performance 

and value that can only be found in more 

than 100 years of experience.  Contact us at 

(800) 55-FLOUR or infobsm@bsm.com and 

see what we can add to your mix.

Best-in-class olives
Our Lindsay Black Ripe olives, which are processed 

at our best-in-class production facility in Corning, 

California, exemplify our extraordinary commitment to 

quality and service. We encourage you to taste Lindsay 

Olives versus imported products. Lindsay Olives have 

a clean, savory fl avor and meaty texture, while others 

are frequently bland, soft, rancid or overcooked. For 

discriminating customers, Lindsay Olives delivers the 

quality experience that your restaurant guests have 

come to expect.  To learn more about our delicious 

olives, call us at (800) 252-3557 or visit us at 

www.lindsayolives.com.
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Light it up … cordless
The new Cabbie TILT automatically lights up when 

installed and turns off when tilted on its side or stored 

vertically. It offers up to 12 hours of operational use on 

a fully charged battery and features bright LED lights 

for optimum visibility and longevity. It includes the 

all-new QuikSmart battery charger –– a fully charged 

battery is achieved in just three hours. LED lights are 

rated for 100,000 hours. Battery life ranges between 

600-800 charges depending on frequency of use. 

The Cabbie TILT is offered exclusively from Cassel 

Promotions and Signs. Call (800) 729-7769 or visit 

www.autosox.com for details.

Dominate your dough! 
For decades, General Mills Bakery Flours have been 

the foundation upon which successful pizza operators 

have built their crust. Along with trusted brands like 

All Trumps and Full Strength, we supply the technical 

expertise you need to put you in control of your dough. 

Join our Doughminator Team during the Pizza Expo at 

booth 1475 for dough making demonstrations and the 

Pizza Crust Boot Camp to learn how to dominate your 

dough!

Extra thin crust, extra 
large opportunity 
Menuing extra thin crust pizza offers extra large 

opportunity for any operation. Sales growth of extra 

thin crust has far outpaced all other pizza crust types 

over the past fi ve years and 25 percent of consumers 

surveyed said they prefer thin crust pizza. Operators 

can capitalize on the extra thin crust trend with Bonici 

Par-Baked Extra Thin Crust from Tyson Food Service, 

the perfect carrier to enhance new pizza fl avors and 

showcase topping combinations. The ultimate in 

convenience, Bonici Par-Baked Extra Thin Crust 

goes from freezer to oven for minimal prep time 

and labor. In addition to delicious crusts, Bonici also 

offers premium-quality toppings and delicious thin-

crust pizza recipes to help operators create signature 

thin-crust pizzas. For more information, visit 

www.bonici.com, call 1-800-248-9766 or contact 

your Tyson Food Service sales representative. 

A shape for every need
Laminate Pizza Boards for make-up, cutting and 

serving. A shape for every need in a pizza or 

sandwich operation. All Boards are NSF listed and can 

be washed in a dishwasher or sink.  You can also visit 

www.nminc.com to browse our complete line of 

delivery and smallwares items. For more information, 

call National Marketing, Inc. at (800) 994-4664.



Guaranteed oven-hot!
The Electric HOTBAG from Check is the heart of the best delivery system available. 

Offered in several sizes, Check Electric HOTBAGS keep the contents at a constant 

160-175 F for delivery of oven-hot pizza right to the customer’s door.  Use a few 

or load a rack for an effi cient, hot delivery system. The bags are made of rugged 

black 1,000 Denier Nylon to hide dirt and resist wear and tear. The back of the 

Electric HOTBAG is zippered so the heating elements can be removed and the bag 

laundered. For more information, call (800) 927-6787 or visit www.hotbag.com.
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Real-Time updates
Web ordering companies NEXTEP and Delphis 

became the fi rst to support new menu and pricing 

live updates through SpeedLine OrderLink Gateway. 

Now, when you connect Web or mobile ordering, 

self-service kiosks, and digital signage to the POS, 

a menu change at the store updates them all at once. 

Many Web ordering providers connect with SpeedLine 

POS, giving SpeedLine users more choices for Web 

and mobile ordering, and other advantages –– from 

instant menu updates to accurate delivery time 

estimates. For more information, call (888) 400-9185 

or book a demo at www.speedlinesolutions.com.

Visit Pizza Expo Booth 1127.

New products at The 
Broaster Company
The Broaster Company recently introduced six new 

dipping sauces and fi ve new frozen foods perfectly 

suited to pizzeria operators. The new sauces, available 

in 32-ounce squeeze bottles, include Mild Wing, 

Ranch, Signature, Oriental, Honey Mustard and BBQ. 

The new frozen foods include Fully-Cooked Wings, 

Zesty Homestyle Chicken Tenders, Zesty Fully-Cooked 

Breast Fillets, Premium 4 oz. Cod Fillets and Hand-

Breaded Style Catfi sh. The Broaster Company markets 

and licenses branded food programs, manufactures a 

full line of specialty foodservice equipment, blends a 

complete line of marinades, coatings and seasonings, 

and markets the Broaster Recipe line of ready-to-cook, 

frozen foods. For more information, call (800) 365-

8278 or visit www.broaster.com.

Business Central 
solutions
SUTUS of Vancouver, B.C. Canada has developed a 

solution that lets pizza stores leverage their phone 

and computer systems to generate revenue, improve 

customer service and increase effi ciency. Built-in 

customer callback functions, collecting customer 

opt-in information features, call transfer and auto-

attendant functions all combine to set your business 

apart from competitors. The SUTUS Business Central 

is a single, affordable, enterprise-quality solution 

that combines data, phone, security and networking 

features. Business Central is revolutionizing the pizza 

restaurant industry. For more information, visit www.

messageonholdservice.com, call (800) 392-4664 

or visit us at Pizza Expo booth 809.

AVPN approved
AVPN Italy, for the fi rst time, approves a gas-fi red pizza 

oven –– the Valoriani Verace. Until now, any pizzeria 

seeking VPN status could only use wood fi red ovens. 

Oven manufacturer Valoriani, working with AVPN Italy, 

has developed a unique gas fi red pizza oven that 

satisfi es all of the technical aspects of the strict VPN 

discipline with an exception for gas. The Verace is 

available in two sizes and will make its International 

debut at Pizza Expo 2011 Booth 375. Now pizzerias 

that cannot use wood will be able to offer Neapolitan 

pizzas and apply for VPN certifi cation through VPN 

America. For more information, call (888) 887-7206 or 

visit www.mugnaini.com.

Appetizer extraordinaire
La Nova Wings is proud to offer Pizza Logs, an 

egg-roll-style shell wrapped around cheese and 

pepperoni — and they can be dipped in your 

favorite marinara sauce!  They are great for kids’ 

meals, appetizers, combo platters or entrées. 

Pizza Logs are available in a deep-fry or oven-ready 

formula, perfect to fi t everyone’s cooking needs. For more 

information, call (716) 881-3355 or visit www.lanova.com.
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Vegoli
When it comes to fi ne foods, any chef will tell you 

oil is the key. From bread dipping oil to cooking, this 

blend of oil satisfi es everyone’s needs. Enhance 

customers’ visits to your restaurant by putting Vegoli 

on the table! Discover how Columbus is bringing Italian 

tradition to tables and kitchens everywhere. Visit 

www.columbusvegoils.com for more information.

Original then, innovator 
today
For those “I’ll pick it up myself” customers, the 

CoverTex ‘That’s MY Bag’ is the way to go. The TMB 

is a new eco-product made with recycled materials, 

an affordable retail or promotional item to boost carry-

out business. It’s reusable, of course, to encourage 

repeat orders. Like all CoverTex products, it has REAL 

insulation, not an empty liner, making it good for both 

hot and cold. Firm velcro closings, handy for one or 

two pies. It’s topped by a large, mouth-watering pizza 

photo with the option for your logo/ phone number. 

See our complete spectrum of products at www.

covertexcorp.com or call (800) 968-2310. Visit us at 

booth 1237 to see all the CoverTex products.

Buffalo bred for the table
Introducing TABASCO brand Buffalo Style Hot Sauce — 

so versatile, you can tabletop it right alongside Original 

TABASCO brand Pepper Sauce. It’s a thick, balanced 

blend of high quality ingredients with just the right amount 

of heat. Give your customers the Buffalo fl avor they love, 

from the brand they love, to splash on everything they 

love.  Stop by Booth #369 at International Pizza Expo for a 

sample. For more information and exciting pizza recipes, 

visit TABASCOfoodservice.com.

Wage & hour defense 
insurance
Wage and hour problems are about to get uglier. The 

Labor Department has stepped up its enforcement 

after a study of over 4,000 workers in low-wage 

industries found that employment and labor laws are 

regularly violated. Common violations included failure 

to pay minimum wage, over-time pay and meal and 

rest breaks. For insurance information, call Willis-HRH 

at (800) 786-6482.

A POS that really delivers
If you are looking for a POS that improves the way you run 

your business, then you need Pizza Director from FoodTec 

Solutions. Specifi cally designed for the pizza industry, it 

is appropriate for single restaurants and chains. It comes 

packed with powerful tools such as: OneTouch order 

taking; delivery management; e-mail marketing; Web 

ordering; labor scheduling; inventory control and a lot 

more. A manager’s tool that delivers! For an informative 

demo, contact FoodTec Solutions at (800) 350-3339 or 

visit www.foodtecsolutions.com.

A new face
Put a new face on your new Bakers Pride SuperDeck or IL Forno Classico deck 

ovens. Ideal for display cooking and exhibition kitchens, our DSP and IL Forno 

ovens are designed to be built-in behind brick, stone or tile applied directly to 

the oven’s exterior or fi nished and trimmed in brass or copper for an elegant 

high-tech presentation. Every Bakers Pride oven is constructed with solid, all 

welded, angle iron and plate steel. The all aluminized steel oven interiors resist the 

stresses of high heat for endurance and long life. The arched open hearth with visible fl ame on the IL Forno Classico 

adds additional heat and gives it that “Traditional Old World Style” look. Available in a variety of sizes to meet the 

space requirements of your kitchen. Bakers Pride SuperDeck and IL Forno deck ovens can be stacked for increased 

capacity and doubled production in limited spaces. For more information, call (800) 431-2745.
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MPP Express
MPP Marketing Group introduces the fi rst Web-based, 

print marketing portal designed specifi cally for pizzerias 

… MPP Express! We are excited to showcase our 

next generation marketing tool, perfect for short runs! 

Our expertise in effective designs, quick turnaround 

time and the lowest prices in the industry ensure 

your success. We offer: inserts; posters; magnets; 

postcards; box toppers; door hangers; business cards 

and jumbo postcards. It is simple and easy to use. Visit 

www.MPPExpress.com today.

Revolutionary
HTH’s revolutionary LED Tower bulbs are now available 

for purchase. LEDs are becoming a popular alternative 

for lighting and these tower bulbs offer a brighter, 

whiter light, fi tting in all push and twist light systems. 

Try them in our sleek compact Auto Advertiser, this 

three-sided sign offers all the same sized panels which 

are visible from any point on the car. Visit us on the 

Web at www.HTHsigns.com, where you’re able to 

upload your logo and our art department will email you 

back an art proof. If you don’t have access to the Web, 

just call us at (800) 321-1850 and our helpful staff 

will walk you through the process of getting a custom 

made proof to you.

Serving your pepper 
needs!
Mancini is a company based on tradition, heritage, 

honesty and trust. We are the leading producer of 

fi re-roasted peppers for almost 90 years. We 

specialize in all of your pepper and onion needs. 

For more information, call (800) 741-1778 or visit 

www.mancinifoods.com.

Heffernan Insurance 
Brokers 
Heffernan Insurance Brokers, formed in 1988, is 

one of the largest independent insurance brokerage 

fi rms in the United States. Heffernan offers a 

competitive insurance program for pizza restaurants, 

including liability, auto and workers’ compensation. 

Headquartered in Walnut Creek, California, Heffernan 

has branch offi ces in San Francisco, Petaluma, Palo 

Alto, Los Angeles, and Orange, California; Portland, 

Oregon and Chesterfi eld, Missouri. For more 

information, please visit www.heffi ns.com or call 

Reynette Reuter in our Portland, Oregon, offi ce at 

(800) 234-6787.

Wow them with speed
Middleby Marshall introduces its newest conveyor oven 

technology focused on energy savings, the PS640 WOW! 

Oven. With patented Middleby Marshall technology, the oven 

is 35 percent faster and 30 percent more energy effi cient 

than prior models of this size.  The space savings platform 

of the PS640 WOW! Oven has a 40-inch bake chamber. 

Operators can calculate their actual energy savings and 

increased pie per hour cooking capacity at www.wowoven.com. More than 2,500 WOW! Ovens have been sold 

since the introduction of the conveyor. For more information, call (877) 34-OVENS.

Durable beyond compare! 
Lloyd pre-seasoned hard-anodized pizza pans 

and Quik-Disks set the industry standard for 

ultimate baking performance and unmatched 

durability.  Unlike bare aluminum pans and 

screens, our pans and disks transfer no metallic 

fl avor into your pizza and stand up to decades 

of wear, tear and outright abuse.  Nearly 20 years 

after we introduced our innovative products to the 

market, many customers report theirs are still in service! (If only pizzeria 

employees stuck around as long!)  See our entire lineup of innovative pans 

and accessories at www.lloydpans.com, or call us at 800-748-6251 to learn more.



It’s never been this easy to 
make a profit in catering
Exclusively from CFM Concepts, lightweight 

wood serving trays starting from $3.50 each.

Call toll free for details (866) 439-4030.
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Next generation bags 
released
Ingrid Kosar, president of Thermal Bags by Ingrid, 

has introduced another in her long string of pizza bag 

innovations. Available now, the Next Generation bag line 

will be formally launched at Pizza Expo. Sure to impress 

customers, this metallic duo, the GN216 (2-16” or 

3-14” pies) and the GN318 (3-18” or 4-16” pies), 

are made of space-aged aluminized insulated mylar. 

According to Ingrid, “They are not only light weight but 

also are amazingly high performance when it comes to 

heat retention.” The GN series boasts the same top-

of-the-line features that are part of every Thermal Bag 

made by Ingrid: Criss-Cross handles with comfort grip, 

large clear ticket window, hanging loop for storage and 

they are stain resistant and easy to clean (wipe it off). 

Pricing for the Next Generation series is a great value, 

starting as low as $7.99. For more information, call 

(800) 622-5560 or visit www.ThermalBags.com.

BelGioioso Fresh 
Mozzarella
Keeping with the artisan character of BelGioioso Fresh 

Mozzarella, this special formula has the same tender 

texture, porcelain whiteness and clean, milky fl avor 

that will bring freshness and authenticity to any pizza. 

With low-moisture melting qualities perfect for baking 

in wood- or coal-burning and deck ovens, this special 

formula slices or shreds with ease and browns to 

perfection, and is available in 6/2-pound Thermoform 

logs — whole or pre-sliced. For more information, visit 

www.belgioioso.com or call (877) 863-2123.

Follow the leader
Fidelity Communications, the leader in pizza store phones, on-hold and market-

ing systems with over 19,000 installs, announces its new industrial strength 

phone system. The Synapse and SynJ system, exclusively for Pizza 

by Fidelity and AT&T, is both voice and VoIP compatible and offers 

wired and wireless solutions. The system includes call queuing 

and built-in CallWorks type functionality at a fraction of the cost. 

Call 800-683-5600 or visit www.FIDELITYCOM.com.

Grande’s East Coast 
Blend Mozzarella
Grande proudly offers East Coast Blend Mozzarella — 

a perfect blend of 50 percent whole milk and 50 

percent part skim mozzarella. East Coast Blend 

provides a distinctive fl avor that complements your 

crust, sauce and toppings, offering a unique taste 

without the labor-intensive dicing, shredding and 

blending. This mozzarella blend melts evenly for 

a consistent yield, allowing for fuller coverage –– 

which means less cheese per pie. No preservatives, 

fi llers or artifi cial ingredients — East Coast Blend is 

100-percent natural cheese and available in diced 

or shredded varieties. For more information, visit 

www.grandecheese.com or call (800) 8-GRANDE.

St. Patty’s Day pizza
Complete the St. Patrick’s Day celebration at your pizzeria 

with Pizza Prints™ Edible Image® decorations, which 

are made of starches and edible food colors and don’t 

change the taste of the pizza. Pizza Prints™ images, 

formerly sold as Pizza Fest™, are made by the same company 

that invented top-selling Edible Image® designs for cake. Designs 

are available for birthdays, sports events and many licensed properties. Go to www.pizzaprints.com or call 

800-806-2595 (or 253-383-4815) to see how you can get Pizza Prints™ at your store and view all designs.



Expand your menu
Chicago-based Kronos Foods, maker of gyros and other 

Mediterranean foods, has expanded its fl atbread pita 

line with new shapes, as well as partially baked fl atbread 

pizza crusts. Kronos’ new premium fl atbreads and pizza 

crusts are kosher certifi ed and are created with the fi nest 

authentic ingredients. They are perfect for a wide range 

of menu options.  New shapes include a 6-inch square, 

4-inch round and 6-inch x 9-inch rectangle.  Flatbread 

pizza crusts are now available in 12-inch and 16-inch 

varieties, along with smaller individual fl atbreads that 

can be used for individual pizzas or shareable appetizers. 

Pricing varies by size. For more information, visit 

www.kronosfoodsinc.com. 
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Meat your pizza at 
Burke’s Expo booth!
Burke, leader in fully cooked meats and pizza toppings, 

is treating visitors to its Pizza Expo booth (#1025) to 

a “meat and greet” with prizes and sampling from 

its product portfolio. Attendees can enter to win a 

restaurant-quality panini press and receive a free 

“Meat Your Pizza” T-shirt. In its booth, themed 

“Meat Your Pizza,” Burke Corporation will showcase 

its products, including hand-pinched style pork and 

beef toppings, Italian sausage, meatballs, pepperoni, 

chicken and beef strips, some of which will be sampled 

in pizza, meatball and sandwich formats. For more 

information, visit www.BurkeCorp.com.

Old meets new
Harnessing the same energy used in wood and coal 

fi red ovens, the QII Deck cooks with high energy infrared 

to deliver crisp, golden crusts. The QII Deck is the only 

conveyor oven that does not use either impingement 

or convection to force hot air over your product. The QII 

Deck delivers hot, moist ingredients and a deck quality 

bake every time.  Call us at (800) 880-OVEN or visit us at 

www.QIIDeck.com for more information.

Irresistible 
flavor. 
Extraordinary 
profit.
Redpack Tomato Sauces are the 

smart start to irresistible pizza, pasta 

and a whole lot more. Offering a complete line of (recipe starters to fully-prepared) sauces, Redpack is an American 

favorite for anything Italian. Also, try our new 2-ounce Marinara Dipping Cups or 1-ounce Dunk Cups for take out 

or bread sticks.  Start saving money now by downloading your special rebate coupon and save up to $100. Go to 

www.redgold.com/fs/coupons or call (888) REDPACK, ext. 10. 

Univex industrial 
Silverline spiral mixers
Designed for industrial bakeries, these sturdy, reliable 

mixers feature dual motors and an electromechanical 

control panel with rubber gaskets. The bowl is blocked 

by a high-powered electromagnetic system for 

reducing noise and wear during kneading. Available 

in models suitable for 80 up to 300 kg of dough. For 

more detailed information about this product, please 

visit our Web site at www.univexcorp.com.

Add zest to your menu
Fred’s For Starters, the frozen, breaded and battered 

appetizers division of Windsor Foods, announced the 

introduction of Classic Comforts Mini-Meal Bites — 

a bite-sized, coated twist on traditional comfort foods. 

Made with fresh ingredients and zesty seasonings, 

Mini-Meal Bites can be served as appetizers or 

snacks with dipping sauces or as a main dish.  

For more information, call (713) 843-5200 or visit 

www.windsorfoods.com/freds.html.



   Score Big - edible images
         Our totally NEW, exciting line-up of both licensed 

          and unlicensed imagery on edibles will wow your 

          customers and enable you to generate incremental     

        profi ts on the sale of our full-color pizza toppers!! 

      Action Images, Inc – Call us at 847-763-9700, email  

    info@actionimagesinc.net or visit us on the Web at 

www.actionimagesinc.biz
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Used equipment 
J&G Mills equipment announces the addition to their 

Web site of a new segment listing used equipment. 

That segment can be accessed at www.pizza-

equipment.com.

Generate revenue now
Taradel is an industry-leading pizza menu design 

and printing company that was recently honored 

as a member of the Inc. 5,000. Full-color takeout 

menus generate new revenue for your restaurant 

and increase repeat business from existing custom-

ers. For the lowest prices on pizza menus, visit 

www.Taradel.com or call (888) 569-8955.

Paradise promotes 
ethnic sauces
There are a variety of ethnic sauces available, and 

Paradise keeps up with all the latest trends.  From 

sauces for wings and sandwiches, to pasta dishes, 

entreés and dips, Paradise can create a custom 

ethnic sauce that’s perfect for your menu and your 

customers. Whether you’re looking to match an 

existing sauce, or create a signature sauce with 

a new exotic trend like a Romesco Spanish-style, 

pineapple teriyaki, sweet ginger-orange or adobo, 

Paradise knows how to enhance your menu items 

with just the right touch of ethnic fl are. Call (502) 

637-1700 or visit www.paradisetomato.com to 

fi nd out more about how Paradise can increase your 

sales and enhance your menu.

Hot news
Azzurra perforated pizza peels are the hottest news 

of the year. Completely made of anodized aluminum 

(head and handle), these peels are light and long 

lasting. They typically only need to be changed every 

18 months (for a 13-inch peel). Sizes range from 

12-inches up to 20-inches. Available in both round 

and rectangular shapes. Handles are available up 

to 59-inches long for wood-burning ovens. The 

perforated head gets rid of excess fl our before your 

pizza goes into the oven. That way your pizza’s base 

doesn’t burn and your oven stays cleaner. Azzurra 

perforated pizza peels are a G.I.METAL product.  

For more information, call (630) 553-9134 or visit 

our Web site at www.gimetalusa.com.

Azzurra perforated pizza peels are the hottest news

Hot newws

Conveyor belt 
for your oven
Ovenbelts.com is the most convenient online ordering 

system for purchasing a new conveyor belt for your 

oven. Need to replace a worn or broken belt? Visit us 

online at www.ovenbelts.com or come see us at  Inter-

national Pizza Expo in Las Vegas, March 1-3, Booth 1837. 

FREE UPS GROUND SHIPPING for orders placed online or at 

our booth during Pizza Expo!
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Gluten free
We manufacture and bake in a dedicated gluten-free facility. We 

produce shelf-stable and frozen, gluten-free pizza crust. Sizes range from 

7-inches to 16-inches in diameter. Our pizza crusts are also free from egg 

and dairy, as well as wheat and gluten. We can do private labels. We also 

offer a single-serve, wrapped gluten-free cookie. For more information, 

call Canbrands Specialty Foods at (905) 888-5008, 

or visit www.canbrands.ca.
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New Peel-A-Deal box topper
The famous and patented Peel-A-Deal Coupon

 Card, with a track record of redemption rates as 

high as 40 percent, has been made into a detachable 

box topper. Peel off an adhesive strip and attach it 

to pizza boxes, to-go packaging, cups and menus.  

The customer then detaches the Peel-A-Deal Card, 

which is perforated, to release from the adhesive 

strip. Presto, your customer has a credit card size 

coupon card that fi ts perfectly in their wallet or purse, 

making your promotion convenient and portable. 

For more information, call Vision Marketing, Inc. at 

(877) 563-5654 or visit peeladeal.com.

Introducing the SDR-400 
Dough Rounder
Somerset introduces its SDR-400 Dough Rounder. Its 

compact design can be used as a tabletop rounder or 

as a tandem with the Somerset Divider. It can handle 

up to 3,600 pieces per hour from 1 to 36 ounces. The 

dough balls come out very tight and round, and the 

maintenance-free rounder has a patented mechanism 

that prevents dough from ever jamming. Reduce labor 

costs and increase production with this lightweight 

design. The SDR-400 is built with the most up-to-

date safety features right here in the USA. For more 

information on this product or any other Somerset 

products, call 800-772-4404 or 978-667-3355, or 

visit www.smrset.com.

Keep on top!
Get your sales numbers on the fl y with the SelbySoft 

Mobile Dashboard. With MobileDash, your point-of-sale 

sales fi gures, labor percents and menu categories will 

automatically be pushed to your e-mail or mobile device 

hourly! Call (800) 454-4434 or visit www.selbysoft.

com for more information.

Home of the Pizza Jacket
You asked, we delivered! Introducing the new PJ II. The 

PJ II will hold up to two 16-inch pizzas or three 14-inch 

pizzas and with a price starting at only $13.95! The PJII 

is constructed of a durable, stain resistant 600 denier 

shell, two inches of poly batting on all sides including 

the front fl ap and a moisture-free lining inside. Bag 

Solutions, home of the Pizza Jacket, is a family-run 

company dedicated to providing the highest quality 

insulated delivery bags to all of our customers. Our 

company has more than 14 different styles of Delivery 

Jackets available; with this type of selection, you 

are guaranteed to fi nd the right bag to deliver your 

pie hot and dry! For more information, visit 

www.deliverybags.com or call (888) BAG TO GO.

Vantaggio D’oro
Bellissimo Foods, a national network

of Italian and Mediterranean food

specialists, is proud to introduce 

Vantaggio D’oro premium mozzarella cheese.  Delivering the best quality and value through superior fl avor, 

uniform melt and excellent stretch, Vantaggio D’oro premium loaf is available exclusively through your local 

Bellissimo Foods Distributor.  For more information, visit www.bellissimofoods.com.

Ingredients: Low Moisture Part Skim Mozzarella Cheese
(Cultured Pasteurized Part Skim Milk, Salt and Enzymes).

Distributed By Bellissimo Foods   Houston, TX 77025 USA  800-813-2974
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XLT Ovens introduces 
AVI oven hoods
After helping clients with industry-wide problems with oven hoods, XLT Ovens 

has utilized their unique Simple Smart approach to build their own AVI oven 

hood. The AVI hood brings to market a revolution in the pizza business; 

operators can now purchase a conveyor oven and hood designed to go 

together as an intergraded system. Not only is this combination new, it also 

lowers operating noise. By shrouding the oven, the package is the quietest XLT oven and hood system currently 

available. For more information about this revolutionary product, call (888) 443-275, or visit www.xltovens.com.
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Piancone salad dressings
Feel the spirit of Tuscany, Rome and the warm 

Mediterranean shores with Piancone salad dressings, 

now available from Roma Food. Our Piancone salad 

dressings contain a premium selection of authentic 

Italian tastes. Creamy Gorgonzola and rich Feta cheeses, 

classic Parmesan and Romano cheeses, roasted garlic 

bulbs and smooth Chianti wine, just to name a few 

of our select ingredients, all put together in unique 

combinations offering rich and satisfying fl avor. In 

today’s world, salad dressings are not just for salads 

any more. These versatile fl avors add a rich depth of 

taste to sandwiches, wraps, and main dishes. Enjoy 

experimenting in your kitchen with our unique line of 

Southern Mediterranean salad dressings. To learn more, 

contact your Roma Food Sales Representative, call 

(877) 297-ROMA or visit www.romafood.com.

Digital signage
Menu-Cast™, the industry leader in digital signage, 

produces a full range of products for the modern 

restaurateur. Our digital boards allow fashionable 

designs that can be easily updated and also 

automatically changed from lunch to dinner menus.  

Also, our Web-based computer control allows 

managers to update multiple locations simultaneously 

without leaving the comfort of their offi ce. Increase your 

profi ts, upgrade your image and beat your competition. 

For more information, call (866) 681-2971 or visit 

www.Menu-Cast.com.

Take n’ bake pizza trays
M·Press Packaging offers manufacturer-direct 

service and pricing on our top quality, ovenable, 

paperboard “Take n’ Bake” pizza trays. Order directly 

from us and save money on our durable trays with 

excellent baking and release properties. Inventory 

on-hand for standard sized (white or black) trays for 

approximately 8-inch, 12-inch, 14-inch, and 16-

inch pies. Custom printing and design are available. 

Ordering with M·Press Packaging is easy and 

convenient!  For more information, visit us 

www.mpresspac.com or call at (541) 548-9889. 

Powerful, personalized mailings
Moving Targets’ New Resident Direct Mail Service turns today’s 

new neighbors into tomorrow’s loyal customers. Powerful, 

personalized neighborhood mailings infl uence new residents 

to patronize your business long before your competition knows 

they’re in town! They mail to prospects who need you most and 

provide immediate, trackable results you can actually measure. With 

no minimums, no contracts and no set-up charges, getting started is 

risk-free. It’s just that simple. Call (800) 926-2451 or 

visit www.MovingTargets.com. 

Your one-stop shop
Pizzaovens.com is your one-stop shop for all your 

equipment needs. We work with the major manufactur-

ers to bring you the best selection and value under one 

roof. We ship worldwide and can arrange installation al-

most anywhere in North America. For more information, 

call (877) 367-6836 or visit www.pizzaovens.com.



New languages to 
Autofry Keypad
Motion Technology, Inc., proud manufacturer of the 

AutoFry & Multi Chef, has announced the introduction 

of Spanish, French and Portuguese languages to its 

Autofry keypad. The Autofry® MTI series provides an 

affordable, safe and user-friendly alternative to deep 

fryers. All four models are ventless, fully enclosed, fully 

automated and equipped with an Ansul fi re suppression 

system. For more information, call (800) 348-2976 

ext. 197 or visit us at www.mtiproducts.com.

Leading dough handling 
products 
DoughMate is pleased to announce the introduction 

of the newest products in its line of dough handling 

products –– the DoughMate Artisan Dough Tray and 

Lid.  The DoughMate Artisan Dough Tray is exactly 

half the length of our standard DoughMate dough tray, 

and the width and height is the same as the Standard 

DoughMate dough tray.  The new DoughMate Artisan 

Dough Tray stores six to eight dough balls sized 

7½  to 10 ounces in weight.  This is the perfect size 

for individual artisan pizzas! The new DoughMate 

Artisan Dough Tray and Lid are manufactured from 

the exact same FDA compliant materials as our 

Standard DoughMate Dough Tray and Lid. The trays 

are self sealing, air tight, easy to clean and extremely 

durable.  They will give many years of excellent perfor-

mance. For more information and pricing, visit 

www.doughmate.com  or call (800) 501-2458.

Looking good
Can you imagine never having to rotate pies again? How 

about a crust so crispy and delicious that your customers 

will be craving more? Marsal has completely reinvented 

the pizza oven, giving it the baking power of an old-

fashioned brick oven with the ease of operation 

of your traditional gas-fi red. The MB Series not only 

bakes the best, but looks the best. Find out more at 

www.marsalsons.com or call (631) 226-6688. 
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Heated pizza bags
Take your delivery to the next level, expand your 

coverage area and always deliver hot! RediHEAT 

manufactures high quality pizza delivery bags, which 

include our patented electric heater. We manufacture 

bags to carry two, fi ve or 10 pizzas. All of our bags 

and heaters are made with pride in the USA.  For more 

information on how RediHEAT can help you, please visit 

www.RediHeat.com, or call (888) 556-2024.

Customized leader
Revention, Inc. is a leading developer of complete, customizable 

restaurant management solutions. Streamline your business and 

free up more time for you to spend with your guests, monitor 

food quality and watch your profi ts grow. We have the tools you 

need to manage all aspects of your business: online ordering, 

enterprise management, call center, customizable employee 

controls, marketing, order management, reporting, forecasting, 

analysis, inventory, theft control, customer database management, 

secure credit card processing and much more. For more information, 

call (281) 598-8435 or visit www.revention.com.

Quality and reliability
Your new THUNDERBIRD TDR-1380 has been specially 

designed to produce a wide variety of dough ball sizes 

ranging from as small as 1 ounce up to 32 ounces! We are 

glad to have the opportunity to design for you, our customer, 

a machine that will once again produce dependable, 

quality results each and every time it is used. Simply 

drop in dough at the top of the machine then watch as the 

TDR-1380 automatically divides and rounds your dough at 

an amazing 1,600 balls per minute! For more information, 

call Thunderbird Food Machinery Inc. at (214) 331-3000 

or visit www.thunderbirdfm.com.
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Gain Business by Increasing Visibility!
List in the Pizza Today Yellow Pages!

BASE LINE LISTING
$600.00 PER YEAR! for the fi rst two lines 

(approximately 65 characters per line)

BOLD BASE LINE
$735.00 PER YEAR! for the fi rst two lines in 

bold type (approximately 65 characters per line)

ENHANCE YOUR LISTING 
with additional lines, color, caps or bold!

Call Stacie Dennison for pricing.

LOGO LISTINGS: 
$1450.00 per half inch PER YEAR!

Add red or bold type - $340.00 per item

Call Stacie Dennison to reserve your space in the Pizza Today Yellow Pages
800-489-8324 or Fax: 502-736-9501

e-mail:sdennison@pizzatoday.com
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 ADVERTISING/MARKETING

800.869.7562
www.MagnetsUSA.com/pizza

1,000 Pizza Magnets – $99 Limited
Time
Offer

APPAREL
Campus Collection .............www.campuscollection.net ........... 800-289-8744

 CUSTOM T-SHIRT DESIGNS & Production/Warehouse fulfi llment

AUTOMATED/MANUAL PIZZA EQUIPMENT
PIZZAMATIC CORP. ..... 888-749-9279 ..Fax: 708-331-0663 ..www.pizzamaticusa.com

 THE leader in automated pizza-topping equipment for frozen pizza production.

BACON
BURKE CORPORATION, PO Box 209, Nevada IA 50201 .................... www.BurkeCorp.com 
 Contact: Liz Hertz ................sales_info@burkecorp.com ...................800-654-1152

PATRICK CUDAHY, INC., Cudahy, WI 53110 .....................www.patrickcudahy.com

 Ed Marquette .. 800-486-6900 .. Fax: 414-744-4213 ..edmarquette@patrickcudahy.com

Sugar Creek Packing Co., Private Label Precooked Meat Topping Specialists

 www.sugarcreek.com ...........800-848-8205 ............. sales@sugarcreek.com

Sugardale Foods, Inc. ...... www.sugardalefoodservice.com ...Contact Mark Slaughter
 mslaughter@freshmark.com ............... 800-860-3053 ................ Fax: 330-834-3690

BAKING STONES
FibraMent-D Baking Stone ............www.bakingstone.com ............ 708-478-6032

NSF approved baking stone for all ovens by AWMCO.

BEEF
BURKE CORPORATION, PO Box 209, Nevada IA 50201 .................... www.BurkeCorp.com 
 Contact: Liz Hertz ................sales_info@burkecorp.com ...................800-654-1152

FONTANINI ITALIAN MEATS &  SAUSAGES, 8751 W. 50th Street, McCook, IL 60525
 www.fontanini.com ............... Gene Fontanini .........................800-331- MEAT

CALZONE/PANZAROTTI MAKER
Somerset Industries, Inc. ...................Pizza Rollers, Pizza Presses, Dough Sheeters
 978-667-3355 ........800-772-4404 ........ Fax: 978-671-9466 ......www.smrset.com

CAR SIGNS

INCREASE YOUR SALES
WITH A QUALITY CAR SIGN
HTH INC. 
800-321-1850......................www.HTHsigns.com

CAR TOP SIGNS

CHEESE

Cheese Merchants of America, LLC
Your source for a full line of hard cheeses 
– both Imported and Domestic
Also offering a wide variety of soft cheeses:
Bleu Cheese, Gorgonzola, Feta, Fresh Mozzarella, Provolone, Asiago, Mascarpone, Goat Cheese
www.cheesemerchants.com............................Contact Jim Smart 630-768-0318

DAIRY FARMERS OF AMERICA, INC. ...... www.dfamilk.com ...........888-332-6455
 Quality Italian Cheeses From A Farmer Owned Cooperative 

 All Foremost Farms’ award-winning,
soft-Italian cheeses are made exclusively
in Wisconsin —  carefully crafted by
Wisconsin Master Cheese Makers®.

(608) 355-8700.......www.foremostfarms.com

Lactalis Foodservice is your 
source for a full line of natural, 
specialty, country of origin 
cheese and dairy specialties. 

877-LACTALIS (522-8254)
www.lactalisfs.com

NATION PIZZA PRODUCTS
Phone: 630-399-7311
Web: www.NationPizza.com
Email: DrPizza@NationPizza.com

 POLLY-O ITALIAN CHEESE
POLLY-O Mozzarella is the premium pizza cheese that 
performs consistently every time. The Churny Company 
sells POLLY-O nationally. To locate a distributor in your 
area or for more information, call 888-765-5462. 
It’s not pizza if it’s not made with POLLY-O.
www.churnyfoodservice.com ............................www.polly-ofoodservice.com

Fresh Mozzarella • Ricotta • Curd • Parmesan • Impastata • Provolone

Mozzarella | Provolone | Blue Cheese | Gorgonzola | Parmesan | Asiago | Romano
Saputo Cheese USA Inc.  •  800-824-3373  •  www.saputousafoodservice.com

CHEESE, FRESH MOZZARELLA

CHICKEN
BURKE CORPORATION, PO Box 209, Nevada IA 50201 ....................www.BurkeCorp.com 
 Contact: Liz Hertz ............. sales_info@burkecorp.com .............. 800-654-1152
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COMPUTER SYSTEMS, POINT-OF-SALE

Because “Just POS” is Not Enough
                                                     The Industry Leader in

                                                                               Point-of-Marketing + Point-of-Sale

Control Your Business and Achieve Your Dreams of Success.
Call Now for Demo: 800-850-0039...www.ArrowPOS.com

Granbury Restaurant Solutions
Simplify technology with a single source solution! 
• Innovative, proven, easy-to-use Point of Sale systems
• Integrated online ordering, loyalty and enterprise tools
• Choose Windows- or browser-based
• Revolutionary POS by subscription option  
800-750-3947................www.granburyrs.com

• Complete POS Sofware & hardware systems
• Total system integration & installation
• On-site training and confi guration
• 24/7/365 technical support
• Customized and fl exible products
• User-defi ned options

1.800.777.8202
www.InTouchPOS.com

InTouchOffi ce Corporate Enterprise System

Integrated Online Ordering

24/7/365 Support
Hardware & Software
Proven Performance

25+ Years Experience

Schedule an online demo call 877.968.6430 or visit www.PDQPOS.com

Pickup/Call In
Drive Thru
Security

Bar

QSR
Delivery

Table Service
Online Ordering

#1 Rated POS in the Pizza Industry

Call for a Live Demonstration
877-738-7444
www.revention.com

Selbysoft, Inc. ..............................800-454-4434 .................... Fax: 253-770-2997

 8326 Woodland Ave. East, Puyallup, WA 98371 ............... www.selbysoft.com

SpeedLine pizza point of sale systems.
Professional tools for profi table restaurants. 
www.speedlinedemo.com.......888-400-9185

COMPUTERIZED MENU DISPLAY

Electromenu – the only digital menu board designed for 
the food service industry. Vivid, high resolution display of 
YOUR foods with pricing. Powered by a tiny industrial-
grade computer does NOT require Windows or hard disk! 
AFFORDABLE • EASY TO USE • DEPENDABLE
610-459-0123 ............. sales@electromenu.com

CONVEYORS

CONVEYOR OVENS
AvantiRestaurantSolutions.com – Incredible Prices on New Lincoln Impinger
 Pizza Ovens & Like-New Lincoln OEM Remanufactured Ovens .....................888-590-5850

  

Middleby Marshall / CTX / WOW! OVEN
Contact Lester Nowosad ....................................................1-877-346-8367
www.middleby-marshall.com .....................................www.wowoven.com

CRUSTS

 A & K Pizza Crust, Green Bay, WI  
A full-line pizza crust provider, including self-rising,
par-baked, upscale, and custom projects.
Contact Jeff:......920-662-0304 ....... www.akcrust.com

Nation Pizza Products -
Mfg. Of the Connies Branded Pizza Program.
Specializing in fully topped pizzas for Private Label,
Amusement Parks, Grocery Store Chains, Health Care,
Schools, Convenient Stores, Concessionaires etc.
Contact Jim Storner:.............................Phone: 630-399-7311
Email: DrPizza@NationPizza.com....www.NationPizza.com

T.N.T. CRUST....................www.tntcrust.com
Lisa Bartikofsky..920-569-4146..or Lisa.bartikofsky@tyson.com
Large variety of prebaked crusts, Readi-Rise self-rising,
live yeast crusts. Experts in customizing formulas.

CUSTOM SPICE FORMULATION & PACKAGING
McClancy Seasoning .............. www.mcclancy.com ..... chuckw@mcclancy.com

 Contact: Chuck Wiley  .............. 800-843-1968 ..................... Fax: 803-548-2379
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DECK OVENS

DELIVERY SYSTEMS

DIRECT MAIL/PRINTING
Powerful advertising products for the Pizza Industry! .... www.CDMadvertising.com

 Call 708-945-8601 — Lowest Prices on Design, Print, Mailing and more!

DISTRIBUTORS

Proud member of LaFamiglia Bellissimo 
Serving NY, NJ, PA, DE, CT
800-997-0887 or 732-346-0600
Fax: 732-346-0882....www.vesuviofoods.com            Edison, NJ 08837

DIVIDER/ROUNDERS

Dutchess Bakers’ Machinery Co. ... 800-777-4498....www.dutchessbakers.com 

Dough Dividers, Dough Divider/Rounders, Pizza & Tortilla Presses, Bun & 
Bagel Slicers, NSF, UL Listed. Made in the USA since 1886.

DOCKERS

DOUGH BOXES/PROOFING TRAYS

DoughMate®  by Madan Plastics Inc.
   • Dough Trays – extremely durable and airtight!
   • Dough Tray Covers – designed to fi t!
   • Plastic Dough Knives – two ergonomic designs!
   • Dough Tray Dollies – heavy duty!
   • Excellence in Customer service since 1955!!
The preferred dough tray of the largest pizza companies in the world. 
Buy direct from the manufacturer with over 20 years experience in dough trays.
Call 800-501-2450 ........................www.doughmate.com .............................fax: 908-276-9483

 

The Material Matters in Dough Trays!
•  Reinforced plastic composite outlasts plastic trays
•  Increased strength and durability
•  Airtight stacking, won’t stretch or bow 
•  Available in 3 standard sizes with snap-on lids 
•  Industry pioneers since 1952
800-458-6050..............Fax: 814-683-4504...............or visit www.mfgtray.com

DOUGH/DOUGHBALLS/SHEETED DOUGH

CUSTOM FOODS, INC.
FROZEN DOUGH, Pizza Dough Balls, Sub 
Rolls, Breads, Cookies, Custom Formulas
/Private Label. Central US Location – 
Ideal for Nationwide Distribution
Please call 913-585-1900 ......................................... Visit www.customfoodsinc.com

LAMONICA’S PIZZA DOUGH CO., INC.
1-800-676-0674.....www.lamonicaspizzadough.com
• FROZEN DOUGH BALLS 
• PAR BAKED CRUSTS
• ORGANIC DOUGH
FAMILY OWNED & OPERATED SINCE 1964 • PLANTS IN CA & NY
THE DOUGH MAKES THE PIZZA – LAMONICA’S MAKES THE DOUGH

DOUGH PRESSES

doughxpress@hixcorp.com
doughxpress.com
800-835-0606 Ext.205PIZZA PRESSES

Dutchess Bakers’ Machinery Co. ... 800-777-4498....www.dutchessbakers.com 

Dough Dividers, Dough Divider/Rounders, Pizza & Tortilla Presses, Bun & 
Bagel Slicers, NSF, UL Listed. Made in the USA since 1886.

DOUGH ROLLERS
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Middleby Marshall Heavy Duty Dough Rollers (formerly ANETS)
Contact Phil Fox: 847-429-7905 ..................................................pfox@middleby.com

www.middleby-marshall.com – then click on “products” tab

FLOUR

Imported Exclusively by: Manzo Food Sales, Inc.
Tel. (305) 888-1350 ... www.manzofood.com ...www.molinosanfelice.it

Specialist in Pizza Flours

Molino Spadoni SpaMolino Spadoni Spa
Sales Office:Sales Offi ce: TICE The Italian Consortium Export / Dallas-Texas / Dosolino MarangonTICE The Italian Consortium Export / Dallas-Texas / Dosolino Marangon
Tel. (305) 582-4520 – www.tice.it – www.molinospandoni.it/engTel. (305) 582-4520  –  www.tice.it  –  www.molinospandoni.it/eng

FLOUR, GLUTEN FREE
Domata Living Flour, America’s #1 Gluten Free Pizza – All Purpose GF Flour & mixes 
 – GF Pizza Mix – GF Pastas – GF Pizza Shells – GF Flat Breads – GF Pretzels, 
 And Custom Blending ..............417-654-4010 ..................... www.domatalivingfl our.com

FRANCHISING

Should You Franchise Your Restaurant?  
Call today to receive your free DVD on 
“How to Franchise Your Business” and learn 
about one of the most dynamic methods of 
expanding your business in today’s marketplace.   
708-957-2300 ............www.ifranchisegroup.com

Romeo’s Pizza – Turn your existing store into a Romeo’s franchise, or open a new one! Expert 
 system, superior product, hight profi tibility ......877 884 7573 ......www.romeospizza.com

GLUTEN-FREE PIZZA CRUST
Canbrands Specialty Foods - manufacturer of PaneRiso/Kingsmill Foods gluten free pizza crust. 
 We also produce private label for retail & foodservice....905-888-5008...www.canbrands.ca
Gluten Free Kneads - Your source for Gluten Free Pizza Crusts

512-706-1775 ......................................................www.glutenfreekneads.com

GLUTEN-FREE PRODUCTS

Russo’s Gluten-Free Gourmet 
is a strictly gluten-free facility. Offering Italian Bread, 
Bread Crumbs, Cannoli Shells, Lady Fingers & Tiramisu.
631-775-8425.........www.russosglutenfreegourmet.com

HAMS/CANADIAN-STYLE BACON
BURKE CORPORATION, PO Box 209, Nevada IA 50201 ............. www.BurkeCorp.com 
 Contact: Liz Hertz ........... sales_info@burkecorp.com ................ 800-654-1152

PATRICK CUDAHY, INC., Cudahy, WI 53110 .....................www.patrickcudahy.com

 Jaime Kuster ... 800-486-6900....Fax: 414-744-4213 ... jaimekuster@patrickcudahy.com

HOT SAUCE
TABASCO® Brands/McIlhenny Company.  Amplify the fl avors of Pizza, Wings and 
 Pasta dishes with TABASCO® brand Pepper Sauces in your recipes and on your tables. 
 Call 888-HOT-DASH or visit TABASCOfoodservice.com.

INSURANCE
PizzaPro Low Cost Pizza Delivery Insurance Program
 Contact Julie Evans (717) 214-7616 .............................................www.amwins.com/apu

Pizza/Deli Insurance Program
                                AFC Insurance, Inc.
                                art.lyons@afcins.com
Phone: 800-411-4144...Fax: 866-275-8375...www.afcpizza.com

•Specializing in Delivery, Property, Liability, WC, Excess & EPLI
•Underwritten by an AM Best A Rated Insurance Company

• 25+ years specializing in Delivery Insurance. 
• Competitive pricing & broad coverage -- 
   Fireman’s Fund & other top underwriters. 
• Delivery, Property, Liability, Worker’s 
   Compensation & Employment Practices 
   Liability with Wage & Hour coverage.....www.EPICpizzadelivery.com
Call Cheryl Downey: 925-244-7719.......(Cell) 707-628-3032.....cdowney@edgewoodins.com

CA License No 0B29370 

Willis HRH (formerly known as HRH)
800-786-6482.......www.hrhpizzadelivery.com
Fax: 925-825-0618......email: Karen.Kiernan@willis.com
• The Delivery Insurance specialists for over 20 years. • Specializing in Delivery, 
Property, Liability, Workers Compensation and Employee Benefi ts • Competitive 
prices and excellent service by knowledgeable, friendly restaurant insurance experts 
• Sponsored by NAPO   •   CA License #0371719

ITALIAN SAUSAGE
BURKE CORPORATION, PO Box 209, Nevada IA 50201 ............. www.BurkeCorp.com 
 Contact: Liz Hertz ........... sales_info@burkecorp.com ................ 800-654-1152

FONTANINI ITALIAN MEATS & SAUSAGES, .....8751 W. 50th Street, McCook, IL 60525

 www.fontanini.com ..............  Gene Fontanini ..........................800-331-MEAT

Nick’s Sausage-Ferrante Brothers, Mfr. of quality sausages & pizza toppings

 “Sausage is our only business” ....www.nickssausage.com ... 301-927-5388

MAGNETS

800.869.7562
www.MagnetsUSA.com/pizza

1,000 Pizza Magnets – $99 Limited
Time
Offer

MAGNETS - 10¢ each
2500 Full Color Business Card Size Magnets (2” x 3.5”)
800-337-2637.........................www.4thefridge.com
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MEAT TOPPINGS
BURKE CORPORATION, PO Box 209, Nevada IA 50201 ............. www.BurkeCorp.com 
 Contact: Liz Hertz ........... sales_info@burkecorp.com ................ 800-654-1152
FONTANINI ITALIAN MEATS & SAUSAGES,  8751 W. 50th Street, McCook, IL 60525
 www.fontanini.com ...............Gene Fontanini ...........................800-331-MEAT
Nick’s Sausage-Ferrante Brothers, Mfr. of quality sausages & pizza toppings
 “Sausage is our only business” ....www.nickssausage.com ... 301-927-5388
Sugar Creek Packing Co., Private Label Precooked Meat Topping Specialists
 www.sugarcreek.com ..........800-848-8205 .............. sales@sugarcreek.com

MEATBALLS
BURKE CORPORATION, PO Box 209, Nevada IA 50201 ............. www.BurkeCorp.com 
 Contact: Liz Hertz ........... sales_info@burkecorp.com ................ 800-654-1152
FONTANINI ITALIAN MEATS & SAUSAGES,  8751 W. 50th Street, McCook, IL 60525
 www.fontanini.com ...............Gene Fontanini ...........................800-331-MEAT
Sugar Creek Packing Co., Private Label Precooked Meat Topping Specialists
 www.sugarcreek.com .... 800-848-8205 .......................... sales@sugarcreek.com

MENU BOARDS

Electromenu – the only digital menu board designed for 
the food service industry. Vivid, high resolution display of 
YOUR foods with pricing. Powered by a tiny industrial-
grade computer does NOT require Windows or hard disk! 
AFFORDABLE • EASY TO USE • DEPENDABLE
610-459-0123 ............. sales@electromenu.com

National Menuboard .........1-800-800-5237 ......... www.nationalmenuboard.com

 Magnetic & Lighted Menuboards, LED, Neon, & Sandblasted Signs

MUSHROOMS

THE MUSHROOM COMPANY ...... 410-221-8971...... www.themushroomcompany.com 

 Mushrooms-Canned, Quick Blanched, IQF, Packer & Private Label

N.A.P.O. MEMBERSHIP BENEFITS

• 25+ years specializing in Delivery Insurance. 
• Competitive pricing & broad coverage -- 
   Fireman’s Fund & other top underwriters. 
• Delivery, Property, Liability, Worker’s 
   Compensation & Employment Practices 
   Liability with Wage & Hour coverage.....www.EPICpizzadelivery.com
Call Cheryl Downey: 925-244-7719.......(Cell) 707-628-3032.....cdowney@edgewoodins.com

CA License No 0B29370 

Pizza Delivery, Property, Public Liability, Workers’ Compensation
 Willis/HRH Insurance Services ...........................................Contact: Karen Kiernan
 email: Karen.Kiernan@willis.com .........Phone: 800-786-6482 .......... Fax: 925-825-0618

OLIVES

LINDSAY® California Ripe, Spanish Green, Sicilian, Kalamata,LINDSAY® California Ripe, Spanish Green, Sicilian, Kalamata, 
Green Ripe, Stuffed OlivesGreen Ripe, Stuffed Olives
800-252-3557800-252-3557 ................................... ................................... www.lindsayolives.comwww.lindsayolives.com
SQF Level 3 Certified, ISO 9002 Certified, OU Kosher, HACCP Compliant, GMP CertifiedSQF Level 3 Certifi ed, ISO 9002 Certifi ed, OU Kosher, HACCP Compliant, GMP Certifi ed
Bell-Carter Olive Co. – 3742 Mt. Diablo Blvd., Lafayette, CA 94549Bell-Carter Olive Co. – 3742 Mt. Diablo Blvd., Lafayette, CA 94549

ON HOLD MARKETING

ONLINE ORDERING
Pizza.com ....www.pizza.com .....310-961-2090 x202.....Find New Customers Online

 #1 Internet Portal to Connect Consumers to Pizza, Superior Online Order Program

PANINI

PEPPERONI
BURKE CORPORATION, PO Box 209, Nevada IA 50201 ............. www.BurkeCorp.com 
 Contact: Liz Hertz ........... sales_info@burkecorp.com ................ 800-654-1152

PATRICK CUDAHY, INC., Cudahy, WI 53110 .....................www.patrickcudahy.com

 Rick Ahlborn ...800-486-6900 ...Fax: 414-744-4213 rickahlborn@patrickcudahy.com

Sugardale Foods, Inc. ..www.sugardalefoodservice.com ....Contact Mark Slaughter
 mslaughter@freshmark.com .............800-860-3053 ............ Fax: 330-834-3690

PESTO SAUCES
Armanino Foods, 30588 San Antonio Street, Hayward CA 94544 - Fine Italian Sauces 

866-553-5611 ..www.armaninofoods.com ..Email: customerservice@armanino.biz

PIZZA BOXES

Pizza Boxes Inc.  ................................800-645-2700 ............................. www.pbisales.com

Boxes for Pizza, Slices, Catering, Bakery, Subs, Beverages and More!

www.PizzaToday.com

Welcome
to the World 

of Pizza!
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CUSTOM PIZZA BOXES – 
NO set up fees, low 
minimums up to 3 colors 
at NO EXTRA CHARGE
(customer provides artwork). LOWEST PRICES.
We also have stock print, pizza circles, ripple sheets, pizza toppers, chip board.
888-400-3455 .....................................................www.whalenpackaging.com

PIZZA CUTTERS

PIZZAMATIC CORP. ................................. Manufacturer of MULTI-SLICE pizza cutters.
 “Equipment solutions that work” .........888-749-9279 ........... www.pizzamaticusa.com

PIZZA DELIVERY SYSTEMS

PIZZA EQUIPMENT
AvantiRestaurantSolutions.com .....................New and OEM Remanufactured Lincoln 
 Impinger Ovens, Refrigeration, Mixers and More ........................... 888-590-5850

PIZZA MANUFACTURING

NATION PIZZA PRODUCTS
Full line of frozen food manufacturing 
Pizza, Strombolis, Sandwiches and much more!
Phone: 630-399-7311...Email: DrPizza@NationPizza.com
Web: www.NationPizza.com

PIZZA OVENS
AvantiRestaurantSolutions.com.......Incredible Prices 
on New Lincoln Impinger PIzza Ovens & Like-New 
Lincoln OEM Remanufactured Ovens
888-590-5850 ...............................................www.avantirestaurantsolutions.com

Fish Oven & Equipment, Corp. – Wauconda, IL
Energy Effi cient Revolving Tray Pizza Ovens
Capacities from 44 to 230 Pizzas/Hour 
www.fi shoven.com.......Toll Free 877-526-8720

Marsal & Sons.................Brick-lined, Gas-fi red Pizza Ovens
Standard Deck and Brick-lined Pizza Ovens
Contact Richard Ferrara ................................631-226-6688
Fax: 631-226-6890 .........................www.maralsons.com

Middleby Marshall / CTX / WOW! OVEN
Contact Lester Nowosad ....................................................1-877-346-8367
www.middleby-marshall.com .....................................www.wowoven.com

 Picard Ovens Inc.
1325 Notre-Dame Est, Victoriaville, Quebec  Canada G6P 4B8
LP Stone Conveyor Oven • Revolution Revolving Tray Oven
Contact: Louis Menard 1-800-668-1883.....Fax: 819-758-1465
                                 www.picardovens.com

PizzaOvens.com
THE source for new and pre-owned pizza equipment
Toll Free: 877 367-6836...........www.pizzaovens.com

Veroforno Ovens Co… USA High Production Deck Oven
100% Fuel effi cient, maintenance free – SAVE $6000 per year!
Call Dino Maggiore….201-339-9300…www.veroforno.com

PIZZA PANS/PEELS/SCREENS
Lloyd Industries, Inc. .. ....... BUY THE BEST PANS DIRECT AND SAVE!

 www.pizzatools.com ............www.lloydpans.com .................1-800-840-7083

PIZZA PRESSES

doughxpress@hixcorp.com
doughxpress.com
800-835-0606 Ext.205PIZZA PRESSES

www.PizzaToday.com

Have You 
Seen the 

Video Spot?
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PIZZA PRESSES (CONT.)

PIZZA SUPPLY MANUFACTURER

ALLIED METAL SPINNING CORP....www.ALLIEDMETALUSA.COM
65 yrs. of Manufacturing Sicilian Pans, Trays, Retarding Pans 
and Specialty Pans. Custom work – Many Coatings Available.

Call: 800-615-2266....Fax: 718-589-5780...Email: dberke@alliedmetalusa.com

PIZZA TOPPINGS
BURKE CORPORATION, PO Box 209, Nevada IA 50201 ............. www.BurkeCorp.com 
 Contact: Liz Hertz ........... sales_info@burkecorp.com ................ 800-654-1152

FONTANINI ITALIAN MEATS & SAUSAGES, .....8751 W. 50th Street, McCook, IL 60525

 www.fontanini.com ............... Gene Fontanini ..........................800-331-MEAT

PRECOOKED MEAT TOPPINGS
BURKE CORPORATION, PO Box 209, Nevada IA 50201 ............. www.BurkeCorp.com 
 Contact: Liz Hertz ........... sales_info@burkecorp.com ................ 800-654-1152

FONTANINI ITALIAN MEATS & SAUSAGES, .....8751 W. 50th Street, McCook, IL 60525

 www.fontanini.com ............... Gene Fontanini ..........................800-331-MEAT

Nick’s Sausage-Ferrante Brothers, Mfr. of quality sausages & pizza toppings

 “Sausage is our only business” ....www.nickssausage.com ... 301-927-5388

Patrick Cudahy, Inc., Cudahy, WI 53110 .........................www.patrickcudahy.com

 Rick Ahlborn ... 800-486-6900 .. Fax: 414-744-4213 ....rickahlborn@patrickcudahy.com

Sugar Creek Packing Co., Private Label Precooked Meat Topping Specialists

 www.sugarcreek.com ............800-848-8205 ............ sales@sugarcreek.com

PROOFERS

RESUPPLY-SPARE PARTS-SMALLWARES DEPOT

SALAD DRESSINGS
Arcobasso Foods — Custom blended dressings
 800-284-0620 .................................................................. www.arcobasso.com

SAUCE
Armanino Foods, 30588 San Antonio Street, Hayward CA 94544 - Fine Italian Sauces 

866-553-5611 ..www.armaninofoods.com ..Email: customerservice@armanino.biz

The Brands you trust: 6-IN-1, Bonta, Bella Rossa, 
Allegro, Christina’s. Crafted from 100% Fresh, 
Vine-Ripened Tomatoes with no added citric acid.
1-888-Escalon......................www.Escalon.net

Food Service Specialties, “We specialize in custom blends”
 Contact: Steve Lineer ..800-657-0811 .. Fax: 888-820-5426 ...www.fss-sauce.com

NATION PIZZA PRODUCTS
 Jim Storner. ...630-399-7311 .....Email: DrPizza@NationPizza.com ....www.nationpizza.com

 Unique fresh frozen pizza sauce, along with shelf stable and pasta sauce.

The Neil Jones Food Company 
is a US food processor 
producing Finest Quality natural 
and organic tomatoes and 
custom sauce blends. We are 
a family owned and operated 
corporation, which started with 
the San Benito brand in 1915. 
We strive to bring you the very 
best quality and variety in 
canned and pouch Fresh-
Packed tomato products.

1-800-291-3862 
www.neiljonesfoodcompany.com

PASTORELLI FOOD PRODUCTS, INC., 162 N. Sangamon St.,
Chicago IL 60607 – An unequaled Taste in Excellence of Fully
Prepared Fresh Pack California Pizza and Spaghetti™ Sauces.
800-767-2829 ............................. www.pastorelli.com

SAUCE APPLICATORS
PIZZAMATIC CORP. ...........................PORTION CONTROL for a variety of sauces.

 888-749-9279 ....................Fax: 708-331-0663 .............www.pizzamaticusa.com

SPICES AND SEASONINGS
California Blending, Inc., 2603 Seaman, El Monte, CA 91733
 Confi dential Custom Blending & Packaging. Serving Industrial Spice needs since 1976.
 Bill Morehart, Jr. ......................................................................... 626-448-1918

McClancy Seasoning ...........www.mcclancy.com ......... chuckw@mcclancy.com

 Contact: Chuck Wiley  .......800-843-1968 ............................ Fax: 803-548-2379

Sierra Seasonings, PO Box 989, Oakhurst, CA 93644 - Contact: Nikki Van Velson
 Custom dough & spice blends....www.sierraseasonings.com....559-683-6454

TABASCO® Brands/McIlhenny Company.  Amplify the fl avors of Pizza, Wings and 
 Pasta dishes with TABASCO® brand Pepper Sauces in your recipes and on your tables. 
 Call 888-HOT-DASH or visit TABASCOfoodservice.com.

PIZZA PRESSES (CONT )

www.PizzaToday.com

Read
Past Issues  

Online.
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YOUR PHONE BOOK TO THE PIZZA INDUSTRY ...... Pizza Today Yellow Pages

TELEPHONE EQUIPMENT/SERVICING

Specializing in voice and data communications service, 
repair, installation, sequencers and on-hold messaging. 
GUARANTEED LOWEST INDUSTRY PRICE
www.fi delitycom.com ........................ 800-683-5600 CALL FOR A FREE GIFT.

THERMAL BAGS
Thermal Bags by Ingrid, Inc.................800-622-5560 ............... Fax: 847-836-4408

 Better Bags And Better Prices ................................................www.thermalbags.com

www.CoverTexCorp.com ........................................................ 800-968-2310

 Hot bags with patented insulation systems for the highest R-value today

 Poly, vinyl, or nylon bags; disk heating cabinets, customer carry-out bags

TOMATO PRODUCTS

The Brands you trust: 6-IN-1, Bonta, Bella Rossa, 
Allegro, Christina’s. Crafted from 100% Fresh, 
Vine-Ripened Tomatoes with no added citric acid.
1-888-Escalon......................www.Escalon.net

The Neil Jones Food Company 
is a US food processor 
producing Finest Quality natural 
and organic tomatoes and 
custom sauce blends. We are 
a family owned and operated 
corporation, which started with 
the San Benito brand in 1915. 
We strive to bring you the very 
best quality and variety in 
canned and pouch Fresh-
Packed tomato products.

1-800-291-3862 
www.neiljonesfoodcompany.com

PACIFIC COAST PRODUCERS
California processor of Fresh Packed Vine-Ripened 
California Tomatoes for the quality conscious 
Foodservice customer. We specialize in custom 
formulations and customer label branding.
We are also proud to offer our excellent quality 
California Fresh Pack tomato items under FLOTTA,
GANGI SUPREME, PARADISO & PRIMA TERRA brands.
Contact Pete Hansen, Paul Paoli or Marshall Frey.
800-510-3706 ..........................................................................www.pcoastp.com

TRAYS, TAKE & BAKE
Take N’ Bake Pizza Trays by M·Press Packaging. Order Manf. Direct & $AVE
 Visit us at www.mpresspac.com or call 541-548-9889 for more information.

TRUE® SUN-DRIED TOMATOES
Sono Italiano®, Corporation - 1110 W. Harris Rd., Suite. 102, Arlington, TX 76001
 Contact: David Bernard ........ 800-452-5841 .............sonoitaliano6792@att.net

 Fax: 817-468-2632 ................................................www.sonoitalianocorp.com

WING SAUCE
Arcobasso Foods — Custom blended wing sauces
 800-284-0620 .................................................................. www.arcobasso.com

WOOD-BURNING OVENS
BRAVO SYSTEMS INTL., INC., – Email: sales@bravo-systems.com – A. Bisani, Pres.
 Nationwide Approved & Certifi ed by ETL (U. L. 737 & NSF4, City of Los 
 Angeles RR #8218) (City of NY, MEA 308-06-E) for Gravity System or Hood 
 818-982-7286 .... 800-333-2728 ... Fax: 818-982-7396 www.bravo-systems.com

EarthStone Ovens, Inc.  Glendale CA  .............................................. 800-840-4915 
 Wood, Coal and Gas Fired Brick Ovens. .........................earthstoneovens.com

YEAST

SAF Instant & Red Star Active Dry Yeast have been bringing 
superior yeast products to the industry for over 150 years. 
For Customer Service see our web site or call.
www.lesaffreyeastcorp.com ....................877-677-7000

WING SAUCE

www.PizzaToday.com

Check Out 
our Search-
able Recipe
Archives! 
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 Advertising/Marketing

See us at International Pizza Expo® Booth 771

Broaster ®, Broasted®, Broaster Chicken®, Broaster Foods®, and Broasterie® are registered trademarks. Usage is only available to licensed operators with written authorization from The Broaster Company.

• Select from 3 models of compact, high-
efficiency pressure fryers that cook up to 64
pieces of fresh chicken in less than 10
minutes!

• Produce tender, juicy, and flavorful foods
with lower carbs, less fat, and fewer calories!

• Draw upon a complete branded program
which includes packaging, P.O.S. materials,
training, and marketing support!

• Benefit from our 55 years of success and
thousands of locations worldwide!

Branded Food Program

See us at International Pizza Expo® Booth 1750

 Computer/POS Systems
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See us at International Pizza Expo® Booths 926, 928

 Computer/POS Systems

 Online Ordering Services
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Edible Decorating / Pizza Toppings
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SP-1 is the most powerful, easiest 
to use POS you will ever have!

Call today for a FREE Demo – 800-454-4434
Sales@SelbySoft.com – www.SelbySoft.com

 Computer/POS Systems

See us at International Pizza Expo® Booths 843, 845

See us at International Pizza Expo® Booths 962, 964, 966

 Dough Trays

See us at International Pizza Expo® Booth 528

DoughMate®
The Leaders in Dough Handling Products

www.doughmate.comwww.doughmate.com

800-501-2458
908-276-8484

DoughMate® Dough Trays are the Most Durable, 

Lightweight, Airtight Dough Trays produced today. 

Many Colors Available.

WE DARE YOU TO COMPARE
ORDER DIRECT FROM OUR WORLD HEADQUARTERS

AND MANUFACTURING FACILITY & SAVE!
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Our totally NEW, exciting line-up of 
both licensed and unlicensed 
imagery on edibles will wow your
customers and enable you to 
generate incremental profits on the 
sale of our full-color pizza toppers!!

OOOOOOuuuuurrr
bbbbbooooottttt
immmmmaaaaa
ccccccuuuuusssss
ggggggeeeeennnnn
ssssssaaaaallllleeee

Action Images, Inc
Phone: 847-763-9700
info@actionimagesinc.net
www.actionimagesinc.biz

Supplied, pre-printed, 4-color
Flavorless sheets
Cost Effective!
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ccccceeeeennnnnssssseeeeeddddddddddeeeeesssseessssnnnnneeee
nnnnnggggg liiiinnnnneeeeeeeeeennnnliiiggggnnnn

!
Edible Images / Pizza Toppings
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®

Incorporate
for as little as $99
Visit www.incorporate.com

or call 800-391-8111

Business Services

www.Menu-Cast.com
Toll Free - USA & Canada 866-681-2971

Visit us at International Pizza Expo in Las Vegas Booth 2121

• State-of-the-Art Digital Menu Boards
• Control Multiple Locations with One Web

Based Computer
• Make Immediate Price Changes
• Enhance Profits with Streaming Ads and Specials

In Australia call - 1300 76 15 76  www.menu-cast.co.au

 Digital Menu Boards

See us at International Pizza Expo® Booths 152, 864, 886

See us at International Pizza Expo® Booth 1767
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See us at International Pizza Expo® Booth 851

 Equipment for Sale

Veroforno Ovens

Visit our Website www.veroforno.com

100% Fuel Effiency

ite www.veroforno.com

Bake twice the Pizza’s at 1/2 the cost!

PIZZA EQUIPMENT
FOR SALE!!
612-919-6323

WWW.A-ZRESTAURANTEQUIPMENT.COM

www.gourmetchoices.com
866 378 9400

Improved

IMPRINT FOR LESS

CATERING UTENSILS
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 Equipment for Sale

ProDough / Throw Dough
See us at International Pizza Expo® Booth 215

CUSTOM
SIZING AVAIL.

PIZZA PREP TABLES
48” Pizza Prep Table - $1,945
72” Pizza Prep Table - $2,665
96” Pizza Prep Table - $3,195
120” Pizza Prep Table - $3,895
48” Sandwich Prep - $1,790

Available w/ stainless, polyboard or marble work top.
(marble & poly - additional $10 per foot) Castors extra.

RANGES
6-Burner Oven - $1,425

6-Burner / Griddle - $2,995
40lb. Fryer - $750

We will not be undersold on any Name Brands
Please call or email for quantity, pricing and/or catalog

Discounted for cash pricing

Hudson Refrigeration Manufacturing
P: (800) 924-7071  E: hudsonequip@aol.com

www.hudsonwholesalers.com

New Bakers Pride Y600 Exact Knock-Off - $9450

FREE
“How to Toss Like A Pro™”

DVD with 

only $28.99 plus shipping
800-946-8224

order online @
www.prodoughusa.com
$5 OFF WHEN YOU MENTION THIS AD
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 Equipment for Sale

See us at International Pizza Expo® Booth 925

See us at International Pizza Expo® Booth 851

WOOD/GAS BURNING
PIZZA OVEN - Cotto Refrattario

ETL Fireplace/Stove
ETL (Sanitation)-City of Los Angeles RR8218
MEA (Gas Pizza Oven ) NYC #308-06-E
ETL Gas (ANSI 783.11 CGA 1.8-M96)

Made from high quality refractory fire clay.

BRAVO SYSTEMS INTL., INC.
email veron9999@aol.com
www.bravo-systems.com
(800) 333-2728

PizzaOvens.com
        -New, used or leased equipment

          Toll free: 
        877-For-Oven 
        (877-367-6836)

       E-mail: 
    Support@PizzaOvens.com

See us at International Pizza Expo® Booth 447

J&G MILLS EQUIPMENT LLC
734-469-4504 FAX 734-469-4508 
EMAIL: PIZZAOVENS@AOL.COM

CHECK OUR WEBSITE 
WWW.PIZZA-EQUIPMENT.COM

LAYOUT

FOR YOUR PIZZA SHOP OR 
OTHER FOOD SERVICE FACILITY

DESIGN

SEND US DIMENSIONS OF YOUR  BUILDING

PLUS YOUR MENU, AND A FEW OTHER DETAILS

WE WILL DO A FLOOR PLAN FOR YOUR SHOP

AT ONLY 10¢ PER SQUARE FOOT

INCLUDING A QUOTE ON YOUR EQUIPMENT!

Above plan fee fully rebated if an order is placed

No Obligation to buy Anything

1-800-426-0323 www.northernpizzaequipment.com

 
 

New & Remanufactured Pizza Store Equipment & Supplies!

Your #1 Source for replacement parts for all major brands of equipment.

Hobart Mixers
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 Equipment for Sale
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 Easy Installation

 Cost Efficient

 Auto Attendant and Call Queuing for Each Line

 Includes One Cordless Accessory Handset

Four Lines Starting at $479

Call Today 800-683-5600

41252 Vincenti Ct., Novi, MI 48375  248-426-7000 

WWW.FIDELITYCOM.COM

Telephone Equipment & Service

See us at International Pizza Expo® Booth 809

See us at International Pizza Expo® Booths 1529

On Hold Marketing

Franchise Opportunity

CHEESE GRATER / SHREDDER

PALAZZOLO MFG. CO.
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 Equipment for Sale

See us at International Pizza Expo® Island 621

See us at International Pizza Expo® Gold Coast 375

Trays / Take & Bake

See us at International Pizza Expo® Booth 1613

“Take & Bake” Pizza Trays

(541) 548-9889
www.mpresspac.com



The Marketplace

                                                                                                                                                                        March 2011 / www.pizzatoday.com / Pizza Today  161

Smallwares /  Pizza Delivery Bags

See us at International Pizza Expo® Gold Coast 375

 Equipment for Sale

888-277-6070
www.pizzaequipmentwarehouse.com

Middleby Marshall PS360’s
Double gas pizza ovens – $15,995

Middleby Marshall PS350’s
Double gas pizza ovens –$10,995

Lincoln 1000 series
Double gas pizza ovens – $10,995

Hobart H600 60 qt mixer
W/bowl & hook – $3,999

888-PIZZAEQ OR 888-749-9237

BLOWOUT

PRICING ON 

ALL 

MIDDLEBY

OVENS!



The Marketplace

162  Pizza Today / www.pizzatoday.com / March 2011 

See us at International Pizza Expo® Booth 1567

Pizza Toppings

Pizza Pans / Cutters / Screens

 Pizza Delivery Bags

See us at International Pizza Expo® Booth 1237

Heffernan 
Insurance 
Brokers.
Insurance for the pizza 
industry. Specializing 
in Liability, Auto and 
Workers Compensation.

Reynette Reuter
reynetter@heffins.com
503.419.1969
heffins.com
License #0564249

Insurance

See us at International Pizza Expo® Booth 1065

888-556-2024
www.RediHeat.com

Heated Pizza Delivery Systems

See us at International Pizza Expo® Booth 222

See us at International Pizza Expo® Booth 1038

Gluten Free Pizza Crust

See us at International Pizza Expo® Booth 1208

Mancini, a company  
based on tradition, heritage,  

honesty and trust.
The leading producer of fire roasted 

peppers for almost 90 years.
Specializing in all of your pepper  

and onion needs.

www.mancinifoods.com
800.741.1778
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 Printing

See us at International Pizza Expo® Booth 807

PRINTED
COLORS .COM

Where Every Impression Counts!

PRICE, QUALITY & SERVICE!

Sign up for some great DEALS at!

10,000 PREMIUM,000 PREMIUIU
DOOR HANGERS 

(2/0) 349. 

2-Color printed on 80lb Premium Smooth cover
4 Color printed on 80lb Premium Gloss cover

(4/4) 599. (
2-Color

2 Color pri

Full

• Door Hangers
• Menus• Flyers

• Box Tops And M
ore

!

Marketing List!

PrintedColors.com/pizza

239.352.2755
F:239.353.4255

BARON MEDIA DIVISION
BARON GROUP, LLC

TEL: (856) 825-8989  FAX: (856) 825-8988 EMAIL: baroneagle15@gmail.com

PPPPPPPPPPPPPIIIIIIIIIIIIIZZZZZZZZZZZZZZZZZZZZZZZZZZAAAAAAAAAAAAA MMMMMMMMMMMMMEEEEEEEEEEEEENNNNNNNNNNNNNUUUUUUUUUUUUUSSSSSSSSSSSSSS
UNBEATABLE PRICES WITH FAST TURNAROUND

8.5x11 - 4/4, 60# = $460. per 25,000
8.5x11 - 4/4, 80# = $529. per 25,000
11x17 - 4/4, 60# = $747.50 per 25,000
11x17 - 4/4, 80# = $891.25 per 25,000
11x22 - 4/4, 60# = $1,138.50 per 25,000
11x22 - 4/4, 80# = $1,361.32 per 25,000

            :4/0 White Bond Offset, 50#
11x13 = $2,183.85 per 100,000
11x17 = $2,632.36 per 100,000

18 Hi Speed Web Presses, 450,000 Sq. Ft. Plant,  384 experienced employees
Quality Printing for Over 42 Years!

MINIMUM QUANTITIES: 100,000
(may be *four separate menus 
even quantities, same size, all 
same time) Paper: Quality 4/4 

coated gloss both sides.
*Plate charges may apply.

SHIPPING NOT INCLUDED

FREE: Folding, Proofing,  
Set Up, Samples and Coupons.

PPPPPPLACLACLACLACLACLACEEEEEE MATMATMATMATMATMATSSSSSS
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Heated Pizza Delivery Systems

800-927-6787    www.HOTBAG.com

E L E C T R I C  H O T B A G

Made in the USA

DELIVER OVEN-HOT 
PIZZA, GUARANTEED!

THE SYSTEM

THE BAG

THE SYSTEM
The rack holds 12 large Electric 
HOTBAGs heated simultainously  
by a power distribution unit (PDU). 
Pizzas are kept oven-hot in the  
bags until ready for delivery.  
Quick release connector snaps  
into the vehicle power cord.

THE BAG
The Check Electric HOTBAG plugs into  
a cigarette lighter to heat and stay at  
160-175°. It’s made of sturdy 1,000 Denier 
nylon with removable heating elements  
to make cleaning easy.

 Signs

See us at International Pizza Expo® Booths 1348, 1350

See us at International Pizza Expo® Booth 820 847.836.4400 - Fax.847.836.4408

 Inc.

 

By

ngridI
BAGS

ThermaL

Pizza Delivery Bags

See us at International Pizza Expo® Booth 819
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Print Marketing

See us at International Pizza Expo® Booths 1244, 1246

 Mixers

See us at International Pizza Expo® Booths 1300, 1302
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I N - H O U S E  M E N U S • F LY E R S  &  TA K E - O U T  M E N U S • M E N U  B O A R D S • W E B S I T E S  &  E M A I L  M A R K E T I N G

w w w . c f m c o n c e p t s . c o m

Call Toll Free 1-866-439-4030
Follow Us On

“By having CFM Concepts re-design our website, we were able to Extend the look & feel we
established with our printed materials to the web. Now when customers get our Direct Mail Menus

& find us on the web, they see Consistency which turns into Brand Recognition.”
- Duckworths Grill & Taphouse • Rob Duckworth

CUSTOMIZED WEBSITES to MATCH your printed menu!

166  Pizza Today / www.pizzatoday.com / March 2011 

 Advertising/Marketing

 Signs

See us at International Pizza Expo® Booth 431

See us at International Pizza Expo® Booth 509
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Visit our Web site at www.pizzatoday.com for more information about these companies.
Click on Vendor Directory.

Company  Page #      Phone #  Web site

Action Images, Inc. ...........................................................................155 .................................... 847-763-9700 ............................................. www.actionimagesinc.biz
AMS Enterprises ..............................................................................157 .................................... 865-524-2087 .............................................www.amsenterprises.com
Autofry / Multi-Chef - MTI  ...............................................................157 .......................800-348-2976, ext.197 ..................................................www.mtiproducts.com
AutoSox USA/Cassel Promotions  .....................................................166 .................................... 800-729-7769 ......................................................www.AUTOSOX.com 

 Avanti Restaurant Solutions  .............................................................158 .................................... 888-590-5850 ............................www.AvantiRestaurantSolutions.com
 A-Z Restaurant Equipment Co. .........................................................156 .................................... 612-919-6323 ............................... www.a-zrestaurantequipment.com
 Bag Solutions, LLC  ..........................................................................161 ...............866-BAG-TO-GO (224-8646) .................................................www.deliverybags.com
 Baron Media Division  ......................................................................163 .................................... 856-825-8989 ........................................ E: baroneagle15@gmail.com
 Bravo Systems International  ............................................................158 .................................... 800-333-2728 ..............................................www.bravo-systems.com
 Broaster Company, The ....................................................................152 .................................... 866-584-2875 ........................................................www.broaster.com
 Burkett Restaurant Equipment & Supplies  .......................................158 .................................... 800-828-8564 ..............................................www.BASequipment.com 
 Canbrands Specialty Foods  .............................................................162 .................................... 905-888-5008 ....................................................... www.canbrands.ca
 CFM Concepts ..................................................................................166 .................................... 866-439-4030 .................................................www.cfmconcepts.com
 Check Corporation ...........................................................................164 .................................... 800-927-6787 ....................................................... www.HOTBAG.com
 Company Corporation, The  ..............................................................155 .................................... 800-391-8111 ...................................................www.incorporate.com 
 Covertex Corporation ........................................................................162 .................................... 800-968-2310 ................................................ www.covertexcorp.com
 Doorhangers Etc.  .............................................................................163 ........................866-439-DOOR (3667) ............................................ www.doorhangersetc.com
 Doughmate/Madan Plastics Inc. .......................................................154 .................................... 800-501-2458 ...................................................www.doughmate.com
 Edge Ovens by MF&B Restaurant Systems .......................................158 .........................888-480-EDGE (3343) ....................................................www.edgeovens.com
 Fidelity Communications Corp. .........................................................159 .................................... 800-683-5600 ....................................................www.fi delitycom.com
 Forno Bravo, LLC ..............................................................................161 .................................... 800-407-5119 ....................................................www.fornobravo.com
 GI Metal USA, Inc. .............................................................................161 .................................... 800-952-8350 ................................................... www.gimetalusa.com
 Gluten Free Kneads  .........................................................................162 .................................... 512-706-1775 ............................................ www.smartfl ourfoods.com
 Gourmet Choices ..............................................................................156 .................................... 866-378-9400 ............................................www.gourmetchoices.com
 Heffernan Insurance Brokers ............................................................162 .................................... 503-419-1969 ..........................................................www.heffi ns.com
 HTH, Inc.  .........................................................................................164 .................................... 800-321-1850 .................................................... www.HTHSIGNS.com
 Hudson Refrigeration Mfg.................................................................157 .................................... 800-924-7071 .......................................www.hudsonwholesalers.com 
 J & G Mills Equipment LLC  ..............................................................158 .................................... 734-469-4504 ...........................................www.pizza-equipment.com
 Little Caesar’s Enterprises ................................................................159 .................................... 313-471-6402 ................................................ www.LittleCaesars.com
 Lloyd Pans .......................................................................................162 .................................... 800-748-6251 ......................................................www.lloydpans.com
 Mancini Packing Company, The  .......................................................162 .................................... 800-741-1778 ................................................www.mancinifoods.com
 Menu-Cast .......................................................................................155 .................................... 866-681-2971 ....................................................www.menu-cast.com 
 Message On Hold  ............................................................................159 .................................... 800-392-4664 .................................www.messageonholdservice.com
 Microworks POS Solutions, Inc. ........................................................153 .................................... 800-787-2068 .................................................. www.microworks.com
 Middleby Marshall ............................................................................160 .................................... 847-429-7905 .........................www.middleby-marshall.com/products
 Midwest Pizza Equipment  ...............................................................156 .................................... 636-441-1973 ...................................... www.mwpizzaequipment.com
 MPP Marketing Group, Inc. ...............................................................165 .................................... 866-889-8745 ................................................. www.mppexpress.com
 M•Press Packaging Inc.  ..................................................................160 .................................... 541-548-9889 ................................................... www.mpresspac.com
 Mugnaini Imports, Inc.   ....................................................................160 .................................... 888-887-7206 ......................................................www.mugnaini.com
 National Marketing Inc. ....................................................................156 .................................... 800-994-4664 ...........................................................www.nminc.com
 Northern Pizza Equipment  ...............................................................158 .................................... 800-426-0323 ...............................www.northernpizzaequipment.com
 Note Ads, Inc.  ..................................................................................152 .................................... 800-309-7502 ........................................................www.NoteAds.com 
 Palazzolo Manufacturing Co. ............................................................159 .................................... 800-513-6333 ...................................www.cheesegratershredder.com
 Peel-A-Deal/Vision Marketing ...........................................................152 .................................... 877-563-5654 ......................................................www.peeladeal.com
 Pizza Equipment Warehouse  ...........................................................161 .................................... 888-749-9237 ........................... www.pizzaequipmentwarehouse.com
 PizzaOvens.com ...............................................................................158 .................877-FOR-OVEN (367-6836) ...................................................www.PizzaOvens.com
 Pizza Prints ......................................................................................154 .................................... 800-806-2595 ....................................................www.pizzaprints.com
 Pizzaprintshop.com/Pioneer Color, LLC .............................................163 .................................... 877-473-3546 ..............................................www.pizzaprintshop.com
 Pizza Trucks of Canada ....................................................................158 .................................... 204-297-7667 .....................................www.pizzatrucksofcanada.com
 Plug and Play POS Systems .............................................................152 .................................... 866-937-4767 ..................................................... www.pluginpos.com
 Printed Colors ..................................................................................163 .................................... 239-352-2755 .......................................www.PrintedColors.com/pizza
 ProDough USA/Carry Hot  .................................................................157 .................................... 800-946-8224 ...............................................www.ProDoughUSA.com
 Promotion Xpress .............................................................................163 .................................... 888-310-7769 .......................................................www.proxprint.com
 RediHEAT .........................................................................................162 .................................... 888-556-2024 ...................................................... www.RediHeat.com
 SelbySoft, Inc.  .................................................................................154 .................................... 800-454-4434 ......................................................www.SelbySoft.com 
 Taradel, LLC .....................................................................................163 .................................... 888-569-8955 .........................................www.menupowerhouse.com 
 Thermal Bags by Ingrid  ...................................................................164 .................................... 800-622-5560 ................................................www.ThermalBags.com
 Thunderbird Food Machinery, Inc. .....................................................165 .................................... 800-7-MIXERS .............................................. www.thunderbirdfm.com
 Veroforno Ovens ...............................................................................156 .................................... 201-339-9300 ......................................................www.veroforno.com



Here’s HowYou Can
Benefit From My 

$54,000 “Mistake”

The news from my accountant was 
shocking to say the least. I was

missing at least $54,000 worth of invoices
and unless they were found – would not
be able to deduct them on my tax return.
Whoa! This was serious.

I began an exhaustive search. I looked
everywhere. Then it hit me … 

Because of a chance encounter at
Pizza Expo with “Big Dave” Ostrander a
switch had been flipped on an automatic
money machine. There were no “missing”
invoices. There was no mistake. I was
simply $54,000 richer than last year even
though my sales and the wholesale price
of food were up. Here’s why …

After spending 3 hours with Big Dave
in his FoodCost Pro workshop, I went
home and did my homework. I finally 

priced my menu right and 
taught my crew to portion control.

We own two shops called Pizza Bella,
in the Wilkes Barre, PA area. That’s us on
the beach last month on a mini vacation in
St. Thomas. We’re smiling because we
implemented Big Dave’s advice and could
finally afford to really take a real vacation. 

Not owning FoodCost Pro was cost-
ing us a fortune. And I can promise you – 
it is killing your bottom line too. Since
you’ve already paid for FoodCost Pro
many times over – wouldn’t it make 
sense to just own it and stop the finan-
cial hemorrhaging forever?

FoodCost Pro took us from – 
“guessing” and “winging” it - and 
put us in total control.

The real-life story of how
Joe and Stacey Lokuta
found $54,000 “hiding” 
in their pizzerias

“

”So stop giving food away and start putting extra cash in your
pocket with my FoodCost Pro. This product WILL MAKE YOU
MONEY OR IT COSTS NOTHING! You have nothing to lose and
everything to gain by trying it now www.FoodcostPro.com



Visit our Web site at www.pizzatoday.com for more information about these companies. Click on Vendor Directory.
NAME ...................................................................................................PAGE .......PHONE ........................... WEB ADDRESS
AM Manufacturing .................................................................................... 30 ....... 800-342-6744 ................ www.ammfg.com
ArrowPOS, Inc. .......................................................................................... 76 ....... 888-378-3338 ................ www.ArrowPOS.com
B & G Foods Inc. ....................................................................................... 71 ....... 973-401-6500 ................ www.bgfoods.com
Bakers Pride Oven Company.................................................................... 53 ....... 800-431-2745 ................ www.bakerspride.com
Bay State Milling Co.................................................................................. 26 ....... 800-55-FLOUR .............. www.baystatemilling.com
Belgioioso.................................................................................................. 23 ....... 877-863-2123 ................ www.belgioioso.com
Bell Carter Foods .................................................................................... 109 ....... 800-252-3557 ................ www.bellcarter.com
Bellissimo Foods ......................................................................................... 9 ....... 800-813-2974 ................ www.bellissimofoods.com
Bonici-Tyson Foodservice ......................................................................... 33 ....... 800-24-TYSON ............. www.bonici.com
Burke Corporation .................................................................................... 15 ....... 800-654-1152  ............... www.burkecorp.com
California Milk Advisory Board ................................................................. 84 ....... 650-871-6459 ................ www.RealCaliforniaCheese.com
Cheese Merchants of America ................................................................. 17 ....... 630-221-0580 ................ www.cheesemerchants.com
Churny Company (Polly-O Cheese) .......................................................... 77 ....... 888-765-5462 ................ www.churnyfoodservice.com
Columbus Vegetable Oils............................................................................. 57........800-322-6457 ...................www.columbusfoods.com
Continental Refrigerator ........................................................................... 73 ....... 800-523-7138 ................ www.continentalrefrigerator.com
Corporate Safe Specialists ....................................................................... 75 ....... 800-342-3033 ................ www.corporatesafe.com
DOUGHPRO............................................................................................. 103 ....... 800-624-6717 ................ www.doughpro.com
doughXpress ............................................................................................. 28 ....... 800-835-0606 x205 ...... www.doughxpress.com
Dutchess ................................................................................................... 29 ....... 800-777-4498 ................ www.dutchessbakers.com
EPIC Insurance Brokers ........................................................................... 87 ....... 925-244-7719 ................ www.epicpizzadelivery.com
Escalon Premier Brands ........................................................................... 13 ....... 888-ESCALON .............. www.Escalon.net
Fontanini ................................................................................................... 36 ....... 800-331-MEAT .............. www.fontanini.com
FoodCost Pro (Big Dave Ostrander)  ...................................................... 168 ....... 888-BIG-DAVE .............. www.bigdaveostrander.com/products.asp
FoodTec Solutions, Inc.............................................................................. 81 ....... 800-350-3339 ................ www.foodtecsolutions.com 
Foremost Farms USA .............................................................................. 101 ....... 800-362-9196 ................ www.foremostfarms.com
General Mills Bakeries and Food Service ................................................ 31 ....... 800-288-1624 ................ www.gmifl our.com
Granbury Restaurant Solutions ................................................................ 89 ....... 800-750-3947 ................ www.granburyrs.com
Grände Cheese Company ...................................................................... 171 ....... 800-8-GRANDE ............. www.grande.com
Hobart Corporation ................................................................................. 118 ....... 888-4HOBART .............. www.hobartcorp.com
H.S. Inc. ................................................................................................... 113 ....... 405-239-6864 ................ www.hsfoodservers.com
Intouch POS by Assal Corporation ......................................................... 127 ....... 800-777-8202 ................ www.intouchpos.com
Kronos Foods Inc. ................................................................................... 106 ....... 800-621-0099 ................ www.kronosproducts.com
La Nova Wings Inc. ................................................................................... 19 ....... 800-6LANOVA ............... www.lanova.com
Lincoln Foodservice Products, a Manitowec Foodservice Company...... 92 ....... 800-374-3004 ................ www.lincolnfp.com
Marsal & Sons ........................................................................................... 93 ....... 631-226-6688 ................ www.marsalsons.com
Merchant Capital Source .......................................................................... 59 ....... 866-969-7878 ................ www.merchantcapitalsource.com
Middleby Marshall....................................................................................... 7 ....... 877-34-OVENS ............. www.middleby.com
Molded Fiberglass Tray ............................................................................. 42 ....... 800-342-6205 ................ www.mfgtray.com
Moving Targets.......................................................................................... 79 ....... 800-926-2451 ................ www.movingtargets.com
Musco Family Olive Company .................................................................. 91 ....... 800-523-9828 ................ www.olives.com
Neil Jones Food Company (The) ............................................................. 111 ....... 800-543-4356 ................ www.neiljonesfoodcompany.com
Orlando Food Sales................................................................................... 56 ....... 201-368-9197 ................ www.orlandofoods.com
OvenBelts.com Inc. ................................................................................... 97 ....... 866-863-5857 ................ www.ovenbelts.com
Paradise Tomato Kitchens........................................................................ 21 ....... 502-637-1700 ................ www.paradisetomato.com
Patrick Cudahy - A member of the John Morrell Food Group ................. 41 ....... 800-486-6900 ................ www.patrickcudahy.com
PDQ Pizzeria System/Signature Systems, Inc. ........................................ 25 ....... 877-968-6430 ................ www.pizzeriapos.com
Pendleton Flour (regional ad).................................................................... 94 ....... 800-909-1017 ................ www.pfmills.com
Peppadew ............................................................................................... 100 ....... 908-580-9100 ................ www.peppadew.com
Pierce Chicken........................................................................................ 115 ....... 800-336-9876 ................ www.poultry.com
Pizza Packets .......................................................................................... 119 ....... 866-291-5455 ................ www.pizzapacket.com
Polly-O Cheese (Churny Company) .......................................................... 77 ....... 888-765-5462 ................ www.polly-ofoodservice.com
Radiant Systems ....................................................................................... 67 ....... 877-794-RADS (7237) ... www.radiantsystems.com
Red Gold ................................................................................................... 51 ....... 877-748-9798 x1611 .... www.redgold.com/foodservice/index.html
Revention ................................................................................................ 172 ....... 877-738-7444 ................ www.revention.com
ROMA Food Enterprises ......................................................... Cover Flap, 2 ....... 800-526-ROMA  ............ www.romafood.com
Saputo Cheese USA Inc............................................................................ 99 ....... 800-824-3373 ................ www.saputousafoodservice.com
SEVIROLI Foods ...................................................................................... 121 ....... 516-222-6220 ................ www.Seviroli.com
Somerset Industries ............................................................................... 125 ....... 800-772-4404 ................ www.smset.com
SpeedLine Solutions Inc. .......................................................................... 43 ....... 888-400-9185 ................ www.speedlinesolutions.com
Stanislaus Food Products ....................................................................... 4, 5 ....... 800-327-7201 ................ www.stanislaus.com
Star Pizza Box ......................................................................................... 122 ....... 800-626-0828 ................ www.starpizzabox.com
Sugardale Foods ....................................................................................... 62 ....... 800-860-6777 ................ www.freshmark.com
TABASCO® ................................................................................................. 65 ....... 888-HOT-DASH ............. www.TABASCOfoodservice.com
T.W. Garner................................................................................................ 83 ....... 800-476-PETE ............... www.texaspete.com
Unifi ed Brands - Randell..................................................................... 44, 45 ....... 888-994-7636 x4102 .... www.unifi edbrands.net  
XLT Ovens ................................................................................................. 11 ....... 888-443-2751 ................ www.XLTOvens.com
Univex........................................................................................................ 38 ....... 800-258-6358 ................ www.univexcorp.com
Willis HRH.................................................................................................. 39 ....... 800-405-0300 ................ www.hrh.com
Windsor Foods .......................................................................................... 55 ....... 800-548-6363 ................ www.windsorfoods.com
Wisconsin Milk Marketing Board ......................................................................... 69 ........800-383-9662  x248 ........... www.Trade.EatWisconsinCheese.com
Wood Stone Corporation .......................................................................... 28 ....... 800-988-8103 ................ www.woodstone-corp.com
www.PizzaToday.com ............................................................................... 35 ....... 800-489-8324 ................ www.PizzaExpo.com

Company names listed in blue are members of NAPO (National Association of Pizzeria Operators).
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Know What Your Product is Worth
My Turn

My Turn is a new guest 
column. This month’s install-
ment is written by John 
Arena, co-owner of Metro 
Pizza in Las Vegas. If you are 
interested in submitting your 
own column, e-mail Jeremy 
White [jwhite@pizzatoday.
com] and let him know what 
you want to say and what 
qualifi es you to say it!

In 1970, Pogo, a famous and beloved 
cartoon character, uttered the phrase, 
“We have met the enemy, and he is us.” 
While the reference was made with 
regards to man’s negative impact on the 
environment, those words certainly 
apply to today’s pizza industry as well. 

In my conversations with pizzeria 
operators around the country, I am 
always asked the same question: “How 
much do you charge for a pie?” Invari-
ably, my answer is this: “As much as 
I need to.” That typically invokes a 
follow-up question regarding the com-
petition. To that, I quote a statement 
from the menu of renowned pizzaiolo 
Anthony Mangieri: “ I have no quarrel 
with the man who charges less for his 
pizza … he knows what his is worth.” I 
believe that one of the greatest chal-
lenges for independent pizzeria opera-
tors is hidden in that statement. We all 
must know what our product is worth.

All too often, our primary market-
ing tools involve some sort of giant 
discount. Even the most experienced 
operators forget the most basic rule:  
Low price alone is not an indication of 

value. In truth, value is a ratio of price 
to quality. You can have the lowest 
prices in town and still be a lousy deal. 
More importantly for independent op-
erators, you can have higher prices and 
still be the best value — if you offer the 
very best food and service. 

One thing is certain, however: you 
cannot be the best and the cheapest if 
you intend to stay in business. Over the 
last several years, the major chains have 
done our industry a huge disservice. 
They have turned an artisan product 
into a commodity. The $5 large pizza 
creates the illusion that all pizzas are 
created equal. Furthermore, it sets the 
bar so low that it becomes impossible 
for any of us to earn a fair profi t for our 
work.

The large chains have staked out the 
low end for themselves. Fine. I say, “Let 
them have it.”

It is time for pizza makers to under-
stand that what we do has real value. As 
independent operators, we must resist 
turning towards the discount game as 
an easy fi x for sales challenges. Every 
time a piece of advertising goes out that 
stresses low-priced pizzas, we diminish 
the value of what we do.

Engaging in a price war is a fatal 

exercise. Your rivals buy ingredients by 
the trainload. They function with a core 
of low-paid employees. They make the 
best real estate deals for prime locations 
and they have collective advertising 
power that can’t be matched.

So, how do we compete? Ironically, 
Sam Walton, the biggest of all big boys, 
provided an answer when asked what 
he would do if he were a small 
retailer and Wal-Mart came to town. 
His answer: Specialize and concentrate 
on giving a level of quality and service 
that the big chains can’t match. 

As independent operators, it is essen-
tial that we dictate the rules of engage-
ment. The best part of this is that once 
you have made the commitment to 
compete on quality and service instead 
of price, your life will become much 
easier. Every decision that you make 
will be based on only one question: 
Will this improve the experience at my 
pizzeria?

Calculate what it costs you to provide 
a world-class pizza experience, and 
then add in a fair profi t margin. There’s 
your price point. From there, let those 
other guys worry about how they are 
going to compete against the best pizza 
experience in town.◆

BY JOHN ARENA
METRO PIZZA // LAS VEGAS, NV
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©2010 Grande Cheese Company For a new view on your business, visit www.grandecheese.com or call 1-800-8-GRANDE.

AND THAT’S WHY MY REGULARS ARE REGULARS. I’m successful because I

provide my customers things they can’t get from the guy down the street—always have, always will.

I absolutely refuse to skimp on quality, especially now. Grande is a big part of my success,

with the cheese my customers love and the business experience my shop needs. My regulars

know I’ll never let them down, and Grande sees how important those customers are to me.

WE SE E WHAT YOU SEE.®

MY PIZZA DOESN’T CHANGE WITH THE ECONOMY…

See us at International Pizza Expo® 2011 Booth 413



See us at International Pizza Expo® 2011 Booth 635



Peperoncino

In the Kitchen // Pizzas
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