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It’s hard to believe that one quarter of  the year 2015 is already 
gone.  As we transition past Pizza Expo and out of  winter into 
spring, let’s refresh ourselves and think for a bit what we might do 
better both personally and in our business. It’s easy to get in a rut 
and not realize that the weeks have turned to months and years.  
Are we doing it right or doing the right things? Turning the crank 
day after day can almost be mind numbing, and at some point we 
all need to step back and put what is important ahead of  what is 
urgent.

Some interesting articles recently have suggested the value of  an 
annual “tune-up” which, as the name implies, suggests that we 
recalibrate our activities to be more effective (and happier!).  For 
many of  us, we can relate that to our business and think about 
business operations, personnel relations and motivation, repeat 
customers, and marketing. Each of  these key facets to business 
must work in harmony to be effective.  The pizza restaurant 
business is a fast paced but basic business with little room for 
error.  One of  the great things about foodservice is that it is a 
people business. 

People indeed, there are lots of  personalities in foodservice! But 
on a serious note, start by making a real effort to connect better 
with your staff  and co-workers.  Try to learn from them about 
details in your operation and customers you didn’t know about. 
Share information with them about how the business is going, 
trending, performing from your perspective and you’ll be 
surprised by their interest. Comments by some operators who’ve 
had to go through tough times have said that opening up to their 
employees and sharing information proved a turning point and 
created the team atmosphere they were looking for. In addition to 
simply communicating more often, review training procedures 
and consider giving more leadership roles and responsibility.  In 
addition to empowering those individuals, you may be surprised 
to find you can refocus your efforts in other areas needing atten-
tion.

“Operations” is the heart of  every business, because without a 
smoothly operating kitchen and consistent quality nothing else 

matters. Having both the front and back of  the house on the same 
team and pulling the same direction is key to this success. Educating 
all employees about food quality and what makes your menu special 
will return many dividends in the form of  employee morale, new 
ingredient and menu ideas, and customer up-selling through a 
knowledgeable wait staff.

Social media is much discussed but needs more individual attention 
by most independent operators. Chains have clearly led the way in 
utilizing social media to their advantage.  The combination of  new 
technologies and social media have made it imperative that 
independent restaurants follow suit.  Not to copy, but to utilize 
social media to promote your local neighborhood roots and partici-
pation.  Stories of  neighborhoods supporting local business 
demonstrate that you can compete successfully against the omni-
present marketing of  chain pizzerias.  A social media presence and 
increased involvement in community activities go hand in hand to 
building increase local traffic. If  you don’t know what to do, look at 
other restaurant websites and see what they use. Then choose the 
one that appeals the most. If  you don’t, you’re missing an opportu-
nity to gain more customers.

Commit to two easy to manage commitments this year. The first is 
to create a new promotion for each quarter of  the year.  Be creative 
and try something new. They do not have to be elaborate, just 
creative that fits with the personality of  your restaurant.  Maybe it’s 
a “sports” theme, or a “giving back” theme, or a something to 
support the local community. Whatever it is, find ways to get the 
word out via the local paper, radio, and social media.

The second commitment is to get personally involved in one new 
community based activity, something you’ve not been previously 
associated with.  Perhaps it is the local school sports league or adult 
league. Alternatively you could support one of  many local charity 
foundations, golf  tournaments, or church based fundraising efforts.  
All of  the above will not only generate good will for the business, 
but introduce new friends and energy. Don’t forget your partner 
Bellissimo distributor who also lives in your community and can be 
a valuable resource.  Good luck!

By Peter Thor, President, Bellissimo Foods

Refresh Yourself!
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1-800-ALLSPICE
www.allseasonings.com
1043 Freedom Dr. / Oneida, NY

Talk to your distributor about custom blending 

your ingredients, and let us help you make it 

consistently the best every time.

For all your 

spice 
and 

ingredient 
needs.

Ad Bellissimo.indd   1 9/21/11   10:02 PM

We make our pepperoni the same way, every day, 

from old-world recipes to ensure a consistent, 

authentic texture and flavor.

 

For the highest quality,

best tasting pepperoni 

that makes every pizza 

taste better…choose LIGURIA.

TRADITION 

Authentic Pepperoni 
for True Italian Pizzerias

www.liguriafoods.com | sales@liguriafoods.com | 515-332-4121

Cut Our Sample
Against Yours.

Contact Us Today!

Liguria_PizzaTodayAd7.23.indd   1 8/5/14   4:29 PM

The Importance of 
Employee Uniforms

For many operators, credit card merchant fees can put a larger than 
expected dent in your net return.  A recent class action lawsuit against 
Visa and MasterCard resulted in a settlement that allows merchants to 
start charging their customers a fee for using credit cards, which would 
nullify the merchant per transaction fee.  Is charging the customers that 
use credit cards the merchant surcharge, or checkout fee the right thing 
for your business?

In January 2013 a class action lawsuit was passed that would allow 
merchants to start charging their customers a fee for using credit cards, 
and in theory would reduce the impact that credit card processing fees 
had on your bottom line.  10 states have already put in place laws to 
prohibit the surcharging of credit card user, so if you live in CA, CO, CT, 
FL, KS, ME, MA, NY, OK, TX, charging a premium for card users is not 
an option for you.  

�ere are many pros and cons of adding a checkout fee to credit transac-
tions, and they should be carefully reviewed before deciding what is best 
for your business.  �e bene�ts are straightforward.  It would help your 
bottom line, and would leave you in a more competitive environment, 
with greater cash �ow.  �e negatives are more obscure, and harder to 
predict.  First, most (around 80%) of your business’ transactions will be 
with credit, and depending on your location and customer demographic, 
customers might order less or stop frequenting your operation all 
together.  Multiple reports have shown that consumers purchase more 
with credit cards, so it’s entirely possible that your credit customers could 
start spending less.  �is would be a larger impact if you service mostly 
lower-income consumers, or there are a number of restaurant alternatives 
nearby.  A good tool in deciding to implement a surcharge fee would be 
to consider the charge if you had to pay it.  How would you feel about it?

Merchants in any state who wonder if they can add surcharges to credit 
and debit card purchases should �rst review the contracts they've signed 
with the card issuers. �at's about as much fun as reading the phone 
book, but you really need to know what these documents say.  Many 
merchant agreements have a 30 day written notice requirement, and 
many forms to �ll out before you can begin adding a surcharge.  Take 
your time and do the research before changing anything.  

For those in a state that does not allow surcharging or you are looking for 
less obtrusive way to account for merchant service fees, there are some 
options.  In California for example, it is common to add a discount for 
those customers that use cash.  �e other option to raise your prices for 
both cash and credit paying customers.  

Paying attention to what your customers want is one of the most impor-
tant things you can do to build your business. Don't be afraid to ask 
some of them how they would feel if you added a premium to accepting 
credit cards.  You don't want to �nd out later that they've voted with 
their feet.

Can you Charge a Premium to 
Credit Customers
By Daniel �or, Bellissimo Foods
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Now available,
from the creator of

            the    

In the World
our NEW

Bakeable Trays
& Delivery Bags

YOUR PIZZA IS WORTH IT!

Order Today!

In my 30-plus-year career, I have done everything humanly possible to make 
the guest experience positive. Nothing was out of bounds. If they were not 
having a great meal or pizza I made it right, right then. My sta� was truly 
empowered to do what ever it took to turn around an unhappy customer. 

You and I have all seen the good, the bad and the ugly of customer service. I 
wonder why we rarely experience unforgettable service. After all, it's relatively 
free. I'm convinced that management has not trained the sta� to deliver even 
mediocre service. I'm convinced that sta� mimics management. 

We decided to hire tough and then manage softly. By waiting for the new 
hires that had '�e Right Stu�', we rarely had to deal with attitude. With 
positive attitudes everywhere, we were able to give the crew that 'At Your 
Service' mentality. Sure, we had our share of meltdowns during rushes and 
when under mega pressure times. �ese incidents were very short lived and 
the kitchen comedians kicked in with humor to salvage the moment. 

I was very subtle in the messages I sent my crew. One of the messages they 
received was stamped across every paycheck they ever got at Big Dave's. �e 
seven magic words in big red letters were 'A LOYAL CUSTOMER MADE 
THIS PAYCHECK POSSIBLE.' A large banner at the customer order area 
shouted; YOU'RE THE BOSS AT BIG DAVE'S. I coined little acronyms 
like: SIN, Solve it Now, and TLC, �ink Like a Customer. XOG, Hugs and 
Kisses, Grandma, never say anything to a customer you wouldn't say to your 
Grandma.

Last week I overheard a manager griping to the owner about a perpetually 
rude customer. I listened up but held my tongue. I almost always side with the 
customer, and give them the bene�t of the doubt. After all, they pay all the 
bills and feed my family. It seems that this particular customer had been 
verbally abusive for a long time. Nothing was ever right and he was always 
looking for a freebie. �e owner and manager asked my advice. I asked for the 
details, and they said he was a swearing, threatening, pain in the you-know-
what.  No one liked to take his phone order or his following call of complaint. 

I told them I would �re him — just like the Donald on “�e Apprentice.” I 
have personally exercised this right �ve times in two million pizzas. �is was 
hard, but it had to be done. �ese situations almost always come down to the 
fact that the customer cannot ever be happy and you almost always end up 
remaking the order or listening to a guilt trip. �is is a lose-lose situation. 
Ain’t nobody happy.

�ese customers are either professional verbal abusers or actual recipients of 
poor service and food. Either way, you cannot win. Since our job is to guaran-
tee customer satisfaction we just have to let someone else deliver it. 

My advice was to call the customer and tell him that, try as we might, we just 
cannot get it right when it comes to making him happy. I would explain to 
him that this is really distressing to us and we are sure it must be for him also. 
�erefore, we suggest that he buy all of his future pizzas from our competitor 
down the street. I really hope they will better serve him and to prove my heart 
is in the right place I have purchased a $20 gift certi�cate from my 
competitor’s pizzeria for him to use on his next pizza purchase. Would he like 
me to mail it or have a driver drop it o�? I have ordered my sta� not to process 
any more orders to your address or phone number and have so noted that in 
my database. �ree out of the �ve times when I have implemented this tactic, 
the customer has humbly apologized in time and was allowed back into the 
fold. �e other two went away. But because I had empathized with their issues 
and provided the gift certi�cate, they had a hard time badmouthing my 
restaurant.

You’re Fired!
By Dave Ostrander
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Comments,
Questions & Suggestions

Please contact us toll free at 800.536.1234, locally at
317.876.1951, or visit us online at www.delcofoods.com.
We truly value your opinion.

As always, our number one goal is to keep you happy.  Our
newsletter is just one way we share new information about
the products and services we offer, as well as industry news
we think may be interesting and useful.  For personal service
and support, please contact your Delco Foods Sales
Representative.

4850 West 78th Street . Indianapolis, IN 46268 . toll free
800.536.1234 . tel 317.876.1951 . fax 317.870.7803

Marketing Corner
May is just around the corner which means school is
almost out for many schools in your area.  Have you
thought about rewarding students for their good grades
this year?  Now is the perfect time to contact schools
in your area to work out an incentive program.  Define
what good grades are and advertise that students who
bring in those good report cards will receive a free
personal pizza.  (Establish a way to mark the cards so
kids can’t double dip.)  Chances are parents will bring
students in and they’ll need to eat too.  Plus, you’ll
build up your good image in the community as a business
that rewards hard work and dedicated students.
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