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“IN 1986, MY WIFE TOOK ME OUT TO EAT to a sandwich franchise, and 
I thought the food was pretty good and my wife said, ‘Oh, this is nothing.  
I need to take you to Togo’s and have you try the Pastrami Sandwich,” says 
Tony Hardin, a Togo’s franchisee in San Jose, California. “I fell in love with 
the food and the legendary service, and I was hooked on it ever since.”

That love for the brand holds true for all Togo’s franchisees.
“Our franchisees who have signed in the last year to open in emerging 

markets, such as Colorado, Oregon and Utah, did so because they have 
an affinity for Togo’s. These are people who knew Togo’s in California, left 
the state, and then decided to become entrepreneurs. That connection 
brought them back to Togo’s,” says Todd Peterson, vice president of fran-
chise sales at Togo’s.

Keeping in the spirit of the original, Togo’s products are still made 
with only the freshest, superior quality ingredients, including fresh-baked 
artisan breads and hand-sliced, lean pastrami, turkey, roast beef, and 
other premium meats, as well as California avocados and cheeses.

“The quality of the product we serve stands out. It’s the hallmark of the 
brand and has been for more than 40 years,” Peterson adds. “Since 1971, 
we’ve sold more than 40 million of our pastrami sandwiches.”

Togo’s old-fashioned pastrami; 98 percent fat-free, slow-roasted tur-
key; and homemade chicken and tuna salads set the brand apart from 
other sandwich shops. 

Additionally, Togo’s is particularly appealing to investors now as 
the company wraps up its fourth consecutive year of same-store sales 
growth. Togo’s strong sales, low start-up costs, and latest multi-unit 
development incentive make it an attractive investment opportunity for 
both new franchise owners and multi-unit operators. And with no fryers, 
grills, or grease, Togo’s is a simple restaurant to operate.  

Togo’s traditional restaurants boast one of the strongest sales-to-
investment ratios in the sandwich segment, a 2-to-1 ratio that is driven 
by its high average unit sales volume in excess of $633,000. Start-up costs 
include a franchise fee of $21,000 to $30,000, with an initial investment of 
$200,500 to $448,500. 

In 2014, franchisees who sign a new deal for three or more Togo’s 
locations in new and emerging markets will receive reduced royalty fees 
for the first two years for each new restaurant, which is typically 1,500–
1,800 square feet and seats 15 to 25 guests inside and 10 to 15 outside.

“This gets them more dollars to generate buzz and increase marketing 
in their communities,” says Peterson.

The best franchisee candidates are business people with restau-
rant experience who share a passion for creating the best sandwiches 
throughout the West.

“Our most successful franchisees also have a commitment to the com-
munities they serve and leverage that involvement in order to grow the 
brand,” Peterson adds.

The typical timeline from signing to opening takes approximately six 
to nine months—mostly driven by the time it takes to locate the right site. 
Peterson says finding real estate is every brand’s biggest challenge, but 
Togo’s comprehensive real estate team supports franchisees every step 
of the way. Additionally, franchisees benefit from an extensive field oper-
ations support team and intensive training in Togo’s Northern California 
corporate locations. Ongoing support includes regular visits, as needed, 
from Togo’s franchise business consultants.

In 2013, the sandwich chain signed 48 new franchise agreements to 
develop new restaurants in Arizona, California, Oregon, Colorado, and 
Utah, as part of Togo’s plan to grow its footprint throughout the West. 
The brand is on track to open 25 new locations in 2014, while seeking 
new franchisees to open restaurants in new areas such as Seattle and 
Tacoma, Denver, Tucson, and additional markets in California.

Legendary Sandwiches 
Bring New Franchisees Back
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Memory of Great Tastes Brings 
Investors Home to Togo’s
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Ready for Rapid Growth

Hungry Howie’s Pizza Hot to Own
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ENTREPRENEUR MAGAZINE just named Hungry Howie’s Pizza 
to its 2014 Hot Franchise to Own list, and Franchise Gator put Hungry 
Howie’s on its Top 100 list—at Number 20. Nice way to end a year.

“We’ve positioned ourselves for rapid growth, giving the option of 
being a single- or multi-unit operator,” says Jennifer Jackson, director of 
development at Hungry Howie’s. “The brand also provides opportunities 
for existing multi-store operators to purchase an entire territory.” 

Growth and development at Hungry Howie’s Pizza is taking place 
nationwide, with five states receiving primary focus: Georgia, California, 
Texas, Ohio, and Pennsylvania. “These markets are our focal point for 
development, as we already have existing stores, a brand presence, and 
a distribution network there, all of which make expanding a bit more 
seamless,” says Jackson. “We are also growing into the New York and New 
Jersey markets with a store set to open in the Bronx in March.”

The best candidates for Hungry Howie’s franchisees come from a wide 
variety of backgrounds, but the company wants those who are passion-
ate about the foodservice industry. “We require single-store owners to be 
hands-on and in the store on a daily basis. It requires many hours, hard 
work, and dedication. If an owner gets in and that hard work comes as a 
surprise, everything is harder,” says Jackson. “Multi-store operators already 
have teams in place and know what it takes.”

Hungry Howie’s Pizza is currently seeking out both single-store and 
multi-store franchise owners to join the team. “Our largest franchisee cur-
rently owns 50 locations, but started with just one. It is for that reason that 
we do not pass up on single-store investors,” says Jackson. 

It takes roughly eight months from interest to a restaurant opening 
with Hungry Howie’s Pizza. “Our qualification process takes about two 
months, while we ensure it is the proper fit for each individual. The next 
step is finding the best site, which is the most difficult part of the process,” 
says Jackson. “So much depends on the market, but we have specific res-
taurant requirements we like, and often times these are difficult to find!” 

Before opening, franchisees attend a four-week training course at 
the Michigan headquarters: three weeks in-store and one week in a 

classroom. “During these 
four weeks, they are shift 
runners, managers, and 
supervisors,” says Jackson. 

“In order to run an effi-
cient business, a restau-
rant owner must know 
every component of their 
business. Our goal is that 
when they return home, 
they are fully prepared to 
run their store.” 

After opening, Hungry 
Howie’s Pizza’s corporate 
team assigns a franchise 
consultant to each location, and that consultant works with the franchi-
see in every facet of the business.  Additionally, the brand puts a market-
ing team in place to create a VIP opening. These two components com-
bined help ensure that staff is properly trained and get the franchisee up 
and running. The communication, support, and interaction between fran-
chisees and franchise consultants remain constant.

In 2014, Hungry Howie’s Pizza will be introducing a wide variety of 
new products. “We have our first ever lunch promotion launching in April, 
where we will be delivering a new, featured product called the Howie Roll 
in addition to other on-the-go items as a means to expand the lunch pro-
gram,” says Jackson. 

If there is any challenge in front of Hungry Howie’s right now, Jackson 
says it is to continue the steady yet conservative growth. “We never want 
to grow to the point we cannot support it. As a means to prevent this, 
we have brought components such as marketing and tech support in-
house, no longer making franchisees be responsible for those. This allows 
them to simply focus on their operations, not their computer systems or 
marketing.”

“We’ve positioned ourselves for rapid 
growth, giving the option of being a 

single- or multi-unit operator.”



 15 CONSECUTIVE QUARTERS OF SAME STORE SALES INCREASES*
 PRIME SINGLE AND MULTI UNIT TERRITORIES AVAILABLE
 550 LOCATIONS AND GROWING
  ESTABLISHED BRAND FOR OVER 40 YEARS 
 MILITARY FRIENDLY FRANCHISOR

-

Exclusive territories are available. Call (248) 414-3300 or log onto  
franchising.hungryhowies.com. Take a self-guided tour of our digital 

brochure and complete a simple form to request more info.
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“FASTCASUAL PIZZA is the hottest category right now,” says Chris 
Smith, VP of operations at Pie Five. “There’s a land grab going on: Who 
can get out there with a superior quality product, build early awareness 
and loyalty? We want to be that Number One Guy in fast-casual pizza.”

The pizza industry is a $40 billion annual business divided among 
carry-out, delivery, take-and-bake, and more. Pie Five is ready to own its 
share of that business.

At Pie Five, customers choose crust, sauce, and toppings while in line—
think of the build-your-own-burrito method adapted 
to a pizza—and get their own personal-size pizza, hot 
from the oven, when they reach the pay station.

The founders “have pizza sauce in our veins,” says 
Smith. They come from pizza companies (Pizza Inn is 
the parent company) and franchise concepts that led 
them to the fast-casual pizza approach. “Our franchi-
sees find that we bring experience and such a direct 
level of communication on a daily basis that they are 
impressed with how much we are with them as they 
develop their stores. We’ve done this before. We know 
the systems, the procedures, and processes they need to be successful.”

Pie Five is young, just three years old, but already has a presence in 
Texas (its home state), Utah, North Carolina, Florida, and Kansas, with 
commitments in hand to open 150 stores over the next five years. The 
company plans  to build restaurants alongside its franchise partners, a 
plan that will help Pie Five grow faster and spread the brand recognition 
across more states. 

“We love operating restaurants,” says Smith about Pie Five owning half 
its locations. “We can help our franchisees operate. The franchisees will 
be able to call on their franchise support managers (FSM) to help them run 
their businesses efficiently and profitably. 

“The FSMs bring great ideas from the franchisees back to us, as well. If 
those ideas make sense for the business after we vet it and test it at our 
corporate restaurants, then we can roll it out to the entire system.”

Pie Five wants experienced operators with the right financials. “We 
look for people who are already multi-unit operators with an infrastruc-
ture in place for development. We want owners who live in the market 
they develop and who will develop  the market-minimum number of Pie 
Five restaurants. We don’t plan on splitting cities among developers—we 

would much rather one developer take the entire city,” 
says Smith.

“We also look for the right chemistry. If a potential 
investor doesn’t feel we are the best choice, then the 
match is probably not a good one. We want to make 
pizza, have fun, be involved in our local communities, 
and make money. If we do all four of those, then we 
are successful.”

Opening takes six to eight months once the agree-
ment is signed. Training includes work in the Dallas/ 
Fort Worth restaurant for the opening of the first store. 

Once an operator has two restaurants up and running, Pie Five can certify 
one of the investor’s own stores to be a training facility for that operator’s 
future Pie Five stores, provided the stores meet criteria and operations 
benchmarks Pie Five requires for that training certification. 

The biggest challenge in front of Pie Five right now is finding the best 
real estate. “We will not approve a location that is not A-Plus,” says Smith. 

“But the good news is that as we enter 2014, with 11 new groups signed 
in 11 cities, we see our franchisees meeting that challenge and getting 
ahead of it.

“The fast-casual pizza segment is a great story, but the story needs to 
reach more people.” Pie Five is positioned best to tell that story.

A Pizza Revolution for the Fast-Casual Market
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Custom Pizza Concept Opens New 
Markets for Franchise Opportunities
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FROM A QUIET START IN A SMALL TOWN IN PENNSYLVANIA, 
to an award-winning casual-dining franchise known for its Best Wings 
USA and more than 25 sauces, Quaker Steak & Lube has seen exciting 
growth over the past 40 years. The company was founded by George 

“Jig” Warren III and Gary “Moe” Meszaros in 1974 when they reclaimed 
a filling station as their first Quaker Steak & Lube restaurant. Forty 
years later, The Lube, as fans call it, now has 63 stores across 18 states, 
serving award-winning wings and plenty more.

In 2014, the outlook is good for Quaker Steak & Lube franchisees—par-
ticularly with the industry-high average unit volumes. “Our brand recog-
nition has increased tremendously over the past few years,” says interim 
chief executive officer, Fred Dreibholz, “and that, along with high ratings 
from customers for ambience, food, and service, drives those sales.”

Quaker Steak & Lube’s goal is to give guests a great and memorable 
dining experience on every visit. The decor, using motor sport artifacts col-
lected and installed by an exclusive contractor, who hangs cars, motorcy-
cles, and more in every restaurant, creates a truly authentic experience.

Quaker Steak & Lube expanded its footprint significantly in recent 
years, opening as far west as Colorado, north in Wisconsin, and south in 
Florida. Dreibholz says, “We added eight restaurants last year and plan to 
open 10 to 14 locations this year.”

Dreibholz describes two types of Quaker Steak & Lube franchisees: 
industry veterans who already know what it takes to run a business and 
motivate a team, and new investors who come to The Lube as a partner-
ship, where one partner is the financial expert and the other has restau-
rant operations experience.

“We attract industry veterans who already enjoy success in other con-
cepts and are looking to develop an additional brand,” adds Dreibholz. 

“When we connect with them, it’s not ‘selling’ them. It’s partnering with 
them. They know the industry, and their expectations are in line with 
the way we operate, which is transparent and inclusive in all our decision 
making with our franchisees.”

Recent deals over the past few years have been multi-unit develop-
ment agreements. “We want new franchisees to commit to more than 
one restaurant. Currently, we are signing commitments for three to seven 
locations. Franchise opportunity details can be found on our new inter-
active website, lubefranchising.com; we recommend anyone interested 
in franchising visit the site,” says Dreibholz.

Quaker Steak & Lube has a solid growth strategy. “We go into a mar-
ket and take it to full penetration. We are not targeting any specific region 
for growth; we welcome inquiries from all over the country. If an inves-
tor comes to us with a good market opportunity for Quaker Steak & Lube, 

is a qualified candidate, and knows 
our concept, we are open to explor-
ing opportunities to grow with 
them,” says Dreibholz. 

Quaker Steak & Lube contin-
ues to maintain a ratio of 30 percent 
corporate stores to 70 percent fran-

chised stores. “It’s the ultimate mix,” says Dreibholz. “We test and approve 
everything before we share it with franchisees, proving we walk the walk.”

With a commitment to quality, Quaker Steak & Lube makes the most 
of the current social media trend to build business and address ser-
vice issues—the brand has a strong Facebook presence and more than 
900,000 people entered in the company’s various social media programs. 
In fact, the company monitors comments and reacts immediately, thank-
ing those who make compliments and addressing those that might pres-
ent areas of opportunity to make it right with consumers.

“We want to exceed guests’ experiences every day,” says Dreibholz, 
“and that’s the approach that will take this company from 63 stores to 200.”

It’s All Happening for Franchisees at The Lube
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Fun Culture and Unique 
Brand DNA Attract 
Investors and Customers

“We want to exceed 
guests’ experiences 
every day, and that’s the 
approach that will take 
this company from 63 
stores to 200.”





18 2014 EDITION RESTAURANT FRANCHISING

JACK IN THE BOX has experienced substantial growth in recent years, 
increasing its unit count by nearly 10 percent since 2005 and increasing 
franchise ownership of its system from 22 percent to 79 percent. At the 
same time, its franchise community remains relatively small, with just 
106 franchisees owning more than 1,760 restaurants. A smaller franchise 
community can mean better connections and better communications 
between franchisees and franchisor. It can also increase the efficiency of 
corporate support that a franchisee receives.

“Our size gives us a strategic advantage over larger, more complex 
franchise systems,” says Grant Kreutzer, director of franchise business 
development for Jack in the Box. “We can react to changing market con-
ditions, expedite menu enhancements, and deploy new processes and 
procedures more quickly than a lot of our competitors.” 

This agility has enabled Jack in the Box to develop one of the indus-
try’s most varied and innovative menus. The Bacon Insider is a great 
example of the chain’s creativity. The new burger features a juicy beef 
patty with savory bacon pieces mixed right in, sandwiched between six 
half-slices of hickory smoked bacon, and topped with a creamy bacon-
mayo sauce—all served on the new gourmet brioche bun along with let-
tuce, tomato, and American cheese.

Jack in the Box also serves a variety of hamburgers, chicken sand-
wiches, and real ice cream shakes, as well as non-traditional quick-serve 
items such as entrée salads, a chicken fajita pita, teriyaki chicken bowls, 
egg rolls, and jalapeño poppers. “When it comes to our menu, Jack in the 
Box has something for just about everyone, from premium products to 
value menu items,” Kreutzer says. “And unlike many of our competitors, 
Jack in the Box offers our entire menu, including breakfast, all day every 
day.”

That inventive menu originates in the company’s 70,000-square-foot 
Innovation Center, where Jack in the Box develops new products, tests 
new equipment processes, and creates new initiatives to improve its 
guests’ dining experiences. 

In addition to expanding its menu with delicious new products, Jack 
in the Box is expanding in other areas. The company continues to grow 
and currently has acquisition opportunities available in the southeastern 
markets of Charlotte, Greenville-Spartanburg, and Nashville.

“With both financial and human resources dedicated to building our 
brand and reaching new markets, we are now recruiting best-in-class 
franchisees to join the organization,” says Lenny Comma, chairman of the 
board and chief executive officer. “These individuals are key to expand-
ing our brand and achieving our long-term strategic goals. Taking care of 
our franchisees and doing what we can to ensure their success is one of 
my top priorities.” 

Jack in the Box supports its franchisees through a team of regional 
directors who provide operational guidance, as well as technical assis-
tance and training when new systems and new products are introduced. 
And with margin expansion a priority, the company is always focused 
on simplifying operations, optimizing equipment and packaging, and 
improving cooking and prep procedures at all Jack in the Box locations.

Additionally, a system-wide distribution and product-procurement 
system promotes competitive pricing for franchisees and contributes to 
an on-time delivery rate of more than 95 percent. And use of a single POS 
system helps franchisees and the company monitor and manage food 
costs, scheduling, and revenue management.

Jack in the Box 
Cultivating Success
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Company Seeks Best-in-Class Franchisees to Continue 
Successful Expansion



Loved in 21 states and growing,  
Jack in the Box® is offering select  
multi-unit restaurant operators a  
unique opportunity to franchise  
whole company markets with 

an industry leader.

• Over 2,250 restaurants in 21 states

•  Premium QSR items, offering guests the freedom of choice                      
to order any product on the menu, any time of day

ACQUISITION MARKETS:
Charlotte — 25 units 
Greenville-Spartanburg — 11 units 
Nashville — 14 units
 
 

Call Grant Kreutzer  
Franchise Business Development:  
858-522-4745 
 
For more information, visit: 
jackintheboxinc.com/franchising

TO ACQUIRE MULTIPLE UNITS WITH ONE OF THE MOST  
POPULAR BRANDS IN THE QSR INDUSTRY.

 SEIZE 
THE OPPORTUNITY

©2014 Jack in the Box Inc. 9330 Balboa Avenue, San Diego, CA 92123. This information is not intended as an offfer to sell,
or the solicitation of an offer to buy, a franchise. It is for information purposes only. An offer will only be made aftter we have
complied with all franchise registration and disclosure laws. Jack in the Box is a registered trademark of Jack in the Box Inc.


