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Salad chain eyes growth with n

T. LAUDERDALE,
FL - Tossed®, a six-
unit salad concept
originally founded
in 1998 in Manhat-
tan by three friends with a
mission to change the way
America eats, is offering fran-
chisees the option for "greener
sales opportunities”™ with a
new modular kiosk this vear
as part of a strategy to refresh
the brand and keep it vibrant.

The company unveiled the
design available in configura-
tions ranging from 246 to 265
sq. ft., making Tossed® avail-

able in malls, food courts and |

other

non-traditional

loca-

tions. At the same time, a new
lineup of wheat-free and glu-

ten-fre¢  menu
items was added
to the menu this
summer consist-
ing of more than
a dozen fresh
healthy salads
such as Caesar,
Apple Walnut,
Summer, Asian
Chicken, BBEQ
Chicken, South-
west Blackened

Continued on page 14

Kiosk design H
opens

“expansion
Nopportunities’

'in many
locations

TOSSED

ew kiosk

/ |
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Salad

chain
eyes
growth
with new

kiosk

TOSSED
Continwed from page 1

Chicken, Greek Salad. Cay-
enne Shrimp, Spinach, Gar-
den and Cobb. All three of
Tossed's Signature Salads also
qualify as gluten-free

In Boston, n store in the
Shops ot the Prudential Cen-
ter was also revamped this
year with upgraded do-
sign clemenis that will
be rolled out to other
exashing stores

The Boston unil
logged o 192 per-
oent  YCRr-OvVer-yeur
siles advance, attnbut.
uble in part to n revamped
logo, fresh exterior signage
und the interior updotes,
as well as neow marketing
efforts that mclude =
Facebook page.

The company, says
Corporate Chief Op-
erating OfMicer Eric
Clark, i1z focusing on
growth but “wants to do
it smart.” Demographi-
cally dense urban areas nre ‘ ||

Plans call
for units Iin
dense

vrban

centers

-
L -
- -

the target for expansion and
plans call for possible sites in
Orange County, San Dicgo,
San Francisco, Boston, Hous-
ton, Atlanta and Chicago

The avernge chock s
around $9.95 and the average
ticket time is about
four minutes,
*People want
affordable
but it hos to
have wvalue
Our muade-
to-order  sal.
ads, sandwiches
and crepe wraps ane

ervone is working harder and
longer hours.”

The gluten-free program,
he notes, addresses the needs
of the growing number of
customers with dietary chal.
lenges. *It's part of taking
Tossed to the next level. We

freeh and we have nutrition |
data on our menus, We have
over B0 toss-in oplions. [tU's o
tusty, fast and efficiont cxperni-
ence and people want that be-
cause time s money, and ov-

‘r

discovered that some sulad
dressings contain gluten nx a
lavoring or thickening agent.

Now, they can take out crou. |

Llons ﬂ.".d. won lon ('mp.‘ (S L]
needed. This (gluten-sensitive
customer group) is a popula-
tion that's been growing lLre-

=

mendously and it's simple to
make things ensier for them,”
Customers, he adds, need
to tell servers about wvari-
ous dictary sensitivities, and
restaurants neod to address
those nocds. "To simply ignore
thom defeats the purposc
of hospitality.”
"We'd like
to do maorce
units in the
Northcast
nnd moving
out the kiosk
concept  mnkes
it so casy. We can
sce Lhem in schools,
mirports, and a varcly of set-
tings, So many people today
aure pushing in the direction
of healthy cating.” In Boston,
he savs, Tossed® likes Copley
Square and the Financial Dis-
trct
Today, the challenge is no
longer ‘location, location, loca-
tion,” he adds. "It's frecing up
capital. Loans are loosen-
ing up a bit and we are
focusing on getting the
. brand out there.”
Orange County
will be Tossed's next
immediate growth
arca and the chain is
*under discussion”
in Chicago and DC
as well as looking at more

To not
address
dietary
is to ignore
to
the purpose of
Clark

| locations in New York,

The new kiosks are non-
oook oullets that can be cus-
tomized to fit indoor loased
locations as well as outdoor
siles,

A revamped wobsite offers
group us well as individual or-
dering online nnd has pictures
of individual menu items. All
60 ‘toss-ing’ are listed and
coch lime an ingredient box

is checked, the appropriate
nutritional data is added to
Nutritional Facts so that once
the online order is complete,
the customer knows totals of
calories, saturated fat, carbs,
and protein, allowing better
nutritional choices to be made
and meshing with the compa-
ny’s logo, “Eat Smart, Think
Fresh™,

Service — the
key to success
in every size

restaurant

T. LAUDERDALE,
FL -“Many people
have a very close
relationship with
our restaurant,”
says Tossed® Boston fran-
chisee owner Lou Palermo.
“It suits their style of eating
and their overall lifestyle.”

“We enjoy building these
kinds of friendships and
find it’s just good business
to form the bonds that will
bring those diners back day
after day.”

Whether those bonds in-
volve social media outreach
or personnel who deliver
good service, relationships
and connections lie at the
heart of restaurant success,
Tossed® COO Eric Clark
agrees.

“People need to focus
on giving top line service,”
he declares. “It's impor-
tant to provide whatever
it takes to make the guest
feel great. It’'s a people to
people interaction that
has become something of
a lost art. We need people
who show great respect
and like people. Personal-
ity can matter more (in hir-
ing) than talent. You want
to be able to feel the smile
coming out of the server.
You can teach skills but it’s
harder to teach that kind of
connecting.”




