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A NOTE FROM 
THE EDITOR

Dear Readers,

 Welcome to the first edi-
tion of The Favorite Indepen-
dent in 2010!  We hope you all 
had a successful holiday season, 
and are ready for the Spring 
season to begin (because we sure 
are).
 One very important piece 
of news to deliver is that we have 
already begun preparations for 
this year’s New Item Marketplace 
and Spring Buying Promotion.  
Be sure to keep an eye out in the 
weeks to come for more informa-
tion - including dates, times, 
and a location.
 Inside this issue we want-
ed to make sure that we touched 
upon the subject of Marketing, 
as well as some other tools and 
information to get you through 
this economic slowdown.  In this 
edition you also get the chance 
to meet Chuck Stergio of The Pu-
ritan, as well as our own Tony 
Balsama.  I hope you enjoy!

 
 Sincerely,
 Andrew Papamichael
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As food prices keep rising, 
restaurant owners can’t 
help thinking about ways 

to deal with those eroding profi t 
margins.

At times like this, it may seem like 
a good idea to shop around for 
better prices on your key ingredi-
ents. After all, what if you could:

• Negotiate better prices with your 
current supplier?
• Make several suppliers bid for 
your business?
• Switch to new suppliers alto-
gether?

This is a natural response. But you 
could be shooting yourself in the 
foot.

Here’s how.

Trying to get a better price on 
chicken breasts can only get you 
so far. The benefi t to your business 

By Troy Authement, Restaurant Commando

Food Cost: This Horse Is Lame, 
So Stop Beating Her

may be short-lived and illusory: 
The only way food prices are going 
is up. And you could be trying to 
solve the problem from the wrong 
end.

Think about what you’d have to 
give away to get a better deal:

Scenario #1: You sacrifi ce the 
food quality. If you are already a 
troubled restaurant, that could be 
the last nail in the coffi n of your 
business.
Scenario #2: You replace your 
old supplier with someone less 
reliable. Then one night you may 
leave more money on the table 
than you could have saved on the 
ingredients.
Scenario #3: You throw yourself 
into heavy-duty negotiations that 
will suck up a lot of your time. You 
should know that your time has a 
high price tag attached to it and it 
may be better invested elsewhere.
Which brings us to the next point.

The fact that you can’t sustain the 
increase in food costs is a symp-
tom of a bigger problem. If the 
menu is stale and unoptimized, if 
the concept is unexciting, and if 
you are doing a mediocre job of 
getting enough people to try your 
food, then don’t look for a bail-out 
from your supplier. 

Sure, you shouldn’t be paying 
more than a fair market price for 
the ingredients. But you shouldn’t 
be paying much less either. If the 
basic economics of your business 
aren’t right, you’re fi ghting a los-
ing battle against an enemy of 
your own creation.

That enemy’s name is “Poor Me” 
— and we’ve all met him at some 
point in our lives. He comes unan-
nounced and turns a confi dent 
restaurant owner into a wimp who 
blames everything and everyone 
— government, weather, competi-
tion, economy, suppliers, even 
customers –  for the lack of profi ts 
in his business. To have a fi ghting 
chance, you need to get out of the 
cost-saving penny-pinching nickel-
and-diming mind set and start 
plugging chasmic holes in your 
marketing. 

When you can get enough custom-
ers to come and gladly pay the 
prices your food is worth, then 
you’d better be ready to seize the 
night. And that’s the night when 
you need your supplier on your 
side.

For a picture-perfect ending to 
a special meal, try creating your 
own dessert masterpieces with our 
PlateScapers. It’s a presentation sure 

to wow your guests.

3680232     Platescaper Assortment
Available now at Favorite Foods
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Esbenshade Farms is a family owned 
agri-business located in picturesque 
Lancaster County, Pennsylvania. For 
over 40 years we have been providing 
fi ne quality eggs through constant, 
careful quality control and focused 
responsive attention to our customers.  
“Fine quality eggs” isn’t just a slogan, 
it’s a reality!

7279490   15 dozen large white eggs
7279495   15 dozen extra large white

By Alex Makarski, Restaurant Commando

5 Key Principles of Restaurant Marketing

1. Marketing has to pay for itself (it’s never an ex-
pense, it’s an investment)
The whole idea of a “marketing budget” is wrong. 
Most restaurants defi ne it as a percentage of their 
sales. Wrong, wrong, wrong!

If you had a reliable and proven way of investing $20 
and getting back $30, how many of these $20 bills 
would you invest? I hope you answered, “All the $20 
bills I could get my hands on. And also all the $20 
bills I could borrow!”

Good! Then why would you cap your marketing at 
some — largely arbitrary — number?

A-ha! You probably do that because you are NOT sure 
if a $20 bill invested in your restaurant marketing can 
reliably and predictably bring you back $30 or $15 or 
any money at all.

And if that’s the case, you need to radically change 
the way you approach restaurant marketing. There 
is always a way to measure and to know how much 
money each marketing campaign is generating for 
you.

2. If it ain’t broken, break it (to give a way to the new 
and better)

In many locales, we see restaurant chains move in 

and independents wane. And it is believed that this 
happens because the chains have more money in 
their corporate coffers and because they get better 
discounts from the distributors.

These are largely not true. On both counts.  However, 
the main reason chains are generally more successful 
than independent restaurants is because they always 
break what’s not broken. They constantly test new 
menu items, tweak their pricing, adjust their internal 
processes and marketing campaigns. And once they 
fi nd something that works extremely well in one 
locale, they roll it out to all of the other stores.

Most independents we know abhor change. Aside 
from new paint on the walls every 5-7 years and the 
new menu covers every 3-5 years, most independent 
restaurants are frozen in time. Which brings us to the 
next point.

3. “The world doesn’t need another restaurant” (and 
it’s your job to prove them wrong!)

I fi rst heard this phrase from Bill Marvin (a.k.a. The 
Restaurant Doctor). Maybe he’s the one who coined 
it, or maybe he’s heard from someone else, but this is 
the one that you need to make your mantra.

I have two very big questions for you:
First, what makes your restaurant unique and special?
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Second, why should I, a customer, come to your res-
taurant versus all the other options I have (including 
doing nothing)?
If you can’t answer these questions well, the world 
certainly can do without YOUR restaurant. Think 
about it.

4. Restaurant business ain’t easy (however it can be 
simple if you follow the right formula).  Do you have 
an operations manual? If not, why not? How often 
do you and your staff refer to it?

For how long can you afford not to be AT your 
restaurant? Is that one day? A week? What about 
a month?  If you business depends on your being 
there all the time, you don’t have a business. It’s that 
simple.  What you have is a job. And nobody wants to 
buy a job, especially yours.

5. The biggest asset in business is relationships (and 
it’s better than cash because it can be turned into 
cash over and over again)
You may be in love with the equipment you have in 
the kitchen. Or with the building you’re in. Or with 
all the furniture and fi xtures that you have purchased 
and installed. Or maybe you love your recipe book 
and the beautiful menus that your graphics designer 
created for you.

This is all good. However, all that has very little to do 
with the real value of your business.

Give your patrons the perfect way 

to escape the daily grind...

Favorite Foods stocks a full line of 

New England Coffee products.  Ask 

your Sales Consultant for more info 

today!

What you need to be in love with is your customers. 
You also need to be a freak about maintaining an up-
to-date list with all their contact information as well 
as birthdays and other important dates in their lives.

It’s the new era in restaurant business, the era of 
Relationship Marketing. We have arrived. If you have 
been slow in getting on the bandwagon, you need to 
do that now.

Take advantage of the diverse turkey 
selection available at Favorite Foods!

7725102   Just Perfect Turkey Breast
7725100   Smoked Premium Turkey Breast
7725150   Classic Browned Turkey Breast
7725500   Natural Roasted Turkey Breast
...And Much More!



Page 5

Add a little spice to your menu.   
Mix it Up with Favorite Flavors 

A complete Line of Spices and Blends 
Brought to you by Favorite Foods

By Troy Authement, Restaurant Commando

Key Numbers to Watch 
In Your Restaurant Business

To build and maintain a successful restaurant 
business, you need to constantly keep your 
thumb on its pulse and know how fast its heart 

is beating. You need to be checking the key numbers.

Obviously, your cash registers and your accounting 
system will provide you with some very important 
information. That’s the good news. The bad news is, 
knowing how you did last week or last month may 
not be a very good indicator of where your restaurant 
sales will be next week or next month.

Any type of fi nancial data that you can get from the 
accounting system is known as “lagging” indicators. 
These indicators tell you what happened. They won’t 
tell you much about what is about to happen. How-
ever, they are still important.

Here are the most important numbers you need to 
monitor:

• Weekly sales, total per week/day and also by the 
hour (you can then create a simple Excel chart and 
see weekly and daily peaks and valley and also be 
able to identify over-staffi ng & capacity issues)
• Weekly profi t (Many restaurant owners mistaken 

“gross” for “net” and assume that the more gross you 
have the more money you make. Well, as the song 
goes, “it ain’t necessarily so.”)
• Weekly payroll
• Product group contributions (the percentages of 
your total sales attributed to drinks, entrees, appetiz-
ers, and desserts)
If you manage your restaurant business by relying just 
on the lagging indicators, you could be looking for 
trouble. It’s akin to driving a car by looking in the rear 
mirror all the time.

If you want to have a way of predicting how your 
restaurant business is going to do in the near future, 
you need to implement and track a few “leading” 
indicators.

• The total number of VIP Club members
• The number of new VIP Club members added to 
the list over the last period
• The number of Birthday Club members on the list
• The number of catering sales calls made (if you do 
catering)
Some of the leading indicators are much harder to 
measure. They tend to be “soft” and qualitative, 
rather than “hard” and quantitative like the lagging 
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HP Hood LLC 
Foodservice Division

HP Hood LLC specializes in cultured dairy, 
cheese, milk, and cream products under the 

Hood and Crowley brands. We are committed 
to delivering the freshest, highest quality 

products to customers.

®

Hood is proud of its long standing commitment to environmental sustainability

Happy St  Patr icks  Day
from Favor ite  Foods
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Old Neighborhood Super tr im 
Red Br i sket 

F F  C o d e  #  7 4 7 5 0 1 9
2 / 1 2 #  a v g
$ 2 . 7 0 / l b

Holiday Farms Red Br isket
by  Old Neighborhood

F F  C o d e  # 7 4 7 5 0 2 3
2 / 1 6 #  a v g
$ 1 . 9 9 / l b

Pre-Book Today!

Ask your Favorite Foods Sales 

Consultant for Details

Let Us Help You C reate a Terrific  Boiled D inner
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indicators. After all, how do you measure the morale 
of your staff and how much they enjoy working at 
your restaurant? How can you confi dently know that 
this week they were greeting guests more cheerfully 
than a week ago?

Well, these are certainly harder but not impossible to 
measure:

• You can use comment cards and evaluation forms 
that customers fi ll out at the request of your staff.
• You can hire a mystery shopping company or — 
better yet — turn you best customers into mystery 
shoppers.
• You can talk to the staff regularly and fi ll out a 
simple form at the end of the day, and then tabulate 
the results weekly and monthly.
There you have it.

Now, let’s get to work and start keeping track of the 
important things in your business.

The list of indicators above is very short. However, if you implement just half of these indicators in your restau-
rant business and consistently track them, you will be in the top 5% of the most successful restaurants.

Favorite Foods is 
now stocking a 
full line of Pierce 
Chicken products.  
Everything you 
need from wings 
to tenderloins and 
fi llets.  Set your 
menu apart with 
Pierce Chicken.
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Interview with Chuck Stergio, Co-owner

Featured Customer:
The Puritan Backroom

The Puritan Restaurant has a very deep and storied 
tradition. From its opening in 1917, the hard work 
and caring of the Pappas and Canotas families have 
lent a tremendous amount of pride to the Puritan 
name.  Opened in 1917, it has transformed over the 
years from an ice cream and fast food stand to the 
restaurant and conference center it is today.   

I had the opportunity to spend some time with Chuck 
Stergio, one of the owners, and learn more about the 
history of this restaurant and gain some insight to 
their continued success today.

FF: Chuck, please tell me a little bit about the history 
of the Puritan Backroom.

CS: Arthur Pappas and Louis Canotas opened their 
fi rst shop in 1917 Shop on Hanover Street.   They 
opened their second shop in 1919 on Elm Street.  
Then, in 1936, they bought the land where we are 
located today and built their new restaurant which 
opened in 1938.   The restaurant was sit-down and 
offered ice cream, fried food, and hamburgers and 

was always quite popular with the locals.  In 1974, an 
addition was added to the back of the building and a 
2nd restaurant was opened in that space.  Named the 
Backroom, to differentiate it from the original stand 
now known as the Front Room, the 2nd restaurant 
soon grew into the local favorite.  In 1989, the Front 
Room was closed and transformed in to two meeting 
rooms, named the Pappas Room and Canotas Rooms 
after the restaurant’s founders.

FF: Chuck, how long have you been with the Puritan 
and how did you get involved?

CS: I have been here for 20 years.  At the time, the 
owners were Charlie Pappas, Plato Canotas, and Mil-
ton Canotas (2nd generation to the original owners, 
Arthur Pappas and Louis Canotas).   Milton became ill 
and Charlie’s son, Arthur Pappas, and Charlie’s son-in-
law, Andy Sentirus were brought in to help manage 
the room.  After Milton passed away, Charlie Pappas 
and Plato Sentirus decided it was time for them to get 
out of the business.   So, Andy Sentirus and Charlie 
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Preferred Worldwide for 

Quality, Consistency, and 

Innovation

When taste matters the most, make sure to 
try some of the best tasting fries that 

Favorite Foods has to offer:

        7300128      1/4” Stealth Shoestrings
        7300462      3/8” Private Reserve
        7300113      5/16” Stealth w/Skin
        7300104      3/8” Straight Crispy Coat
        7300110      5/16” Supreme Fry
        7300301      Spicy Criss Cut Fry

Pappas decided to put together a 
proposal to take over, and Andy, 
who also happens to be my fi rst 
cousin, called me in to see if I was 
interested in joining them.   At the 
time, I was working in Pharmaceu-
tical sales, but I decided to pursue 
the opportunity at the Puritan.   
20 years later, here I am!  Today, 
Andy Sentirus is no longer in the 
business, but I continue to share 
responsibilities with Charlie Pap-
pas and his son Chris Pappas who 
came on board after Andy left.  

FF: So, the Puritan has been 
around for almost 100 years.   It 
obviously has excellent staying 
power.   What’s the secret?

CS: It’s a combination of many 
things including the “Puritan” 
name.  The name itself has always 
had a special connotation, and the 
legacy created and passed down 
by Arthur and Louis is fi rst class.  
From the beginning, they were 
dedicated to providing quality 
product and great service and we 
continue with that today.  

In addition, we are so very fortu-
nate to have a very loyal following.  
As I once told a friend, “if you ever 
don’t want to be seen, don’t come 

here.”  We have families who have 
been visiting us for years, genera-
tion after generation, and they 
feel just as welcome and comfort-
able today as they did 50 years 
ago.   Some of our customers 
come here every single day, and 
many others who come here on 
weekly basis because it is a place 
they are drawn too when looking 
for a place to relax with friends 
and family and enjoy a great meal.   
We have very low staff turnover, 
so the whole team knows our 
customer’s names, their families, 
and the exciting things that are 
happening in their lives.   It truly is 
a second home for many.
 
I can attest to the fact that they 
know their customers by name be-
cause I watched as Chuck greeted 
the majority of the customers who 
entered the restaurant by fi rst 
name as we sat together for the 
interview.  These greeting were 
not simple waves, but were genu-
ine hellos, followed by inquiries 
about family members or life situ-
ations personal to those coming 
in.   It was clear that Chuck and his 
staff have relationships with these 
people far deeper than you fi nd at 
most other restaurants.

FF: The place looks great.  From 
the bathrooms to the bar and 
main dining room.   How do you 
keep it looking so nice?

CS: Honestly, we almost always 
have some kind of a project going 
on, but we got a fairly major “face-
lift” about 2 years ago.  When we 
were working through the design 
for the renovation, I was very con-
cerned about making changes that 
would leave people feeling less 
comfortable here than they have 
in the past.   Our designer did 
a great job though.   The warm 
homey feeling that we always had 
is still here, it’s just fresh and new 
again.   

FF: I was here for lunch about a 
month ago and saw you out on 
the fl oor talking with customers.   
Is that the norm for you?

CS: As much as I can be!  That is 
the best part of the job.  If I could 
work the fl oor all day, it would be 
great.  I absolutely enjoy the time I 
get to spend talking with our cus-
tomers, and I think they appreciate 
that there is an owner out on the 
fl oor to talk them.  

It’s not just my responsibility 
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though.  At the Puritan, you will 
always fi nd an owner here with 
the exception of Sunday night 
when we have a manager in 
charge.   Sometimes, you will 
catch all three of us here at the 
restaurant, but most often you will 
at least see two of us.   That’s one 
of the things the previous genera-
tions taught us.  Even if you’re not 
out on the fl oor, your employees 
and customers will fi nd comfort in 
knowing that they come fi nd you 
if there is a problem.  It also keeps 
our employees on their toes.   

FF: You commented earlier about 
low staff turnover before.   What’s 
your secret for that?

CS: Our staff turnover is very low 
because they make a good living 
here, and we work hard to make 
it a good environment for them.  
Owners are very supportive and 
hands on, and they see that.   In 
fact, Arthur Pappas would rather 
do things himself than ask an 
employee to do it.  We have to 
stop him sometimes!  In general, 
you will fi nd owners doing every-
thing out here – be it talking with 
customers or cleaning a mess from 
the dining room fl oor.   There is 
no job that they won’t take on to 
ensure the quality of the Puritan 
remains intact.

FF: Are you able to pinpoint one 
initiative as the thing you are most 
proud of in your tenure here at the 
Puritan?

CS: Most Defi nitely.   April 1st, 

2004, the day we went non-
smoking.   I personally have always 
hated smoke and was pushing 
Arthur and Andy at the time to go 
non-smoking.   After Andy left, I 
continued to work on Arthur.   I 
fi nally got my point across one 
day when my wife and kids were 
in eating lunch.  When they fi rst 
arrived, they were alone.  By the 
time they left however, they were 
surrounded by other people and 
second-hand smoke.   I grabbed 
Arthur, and asked him to see fi rst 
hand what I was talking about in 
my pleas to end smoking in our 
restaurant.   I didn’t want my fam-
ily or others to be forced to breath 
in second-hand smoke when enjoy-
ing a meal at the Puritan.   

The fi rst tangible step in going 
smoke-free was getting rid of our 
cigarette machine.   Arthur fi nally 
agreed to get rid of the machine 
and go non-smoking 6 months lat-
er.  As it turned out, we ended up 
going smoke free only 4 months 
later as the timing was right.  We 
went non-smoking on National 
Kick Butt day.  

About a month ahead of time, we 
started spreading the word about 
our plan to go smoke-free.  
I was amazed at the passionate re-
sponses we got.   Some negative, 
but most positive – I’d say 3 posi-
tive to every 1 negative.   Of the 
customers who were very negative 
about the change and said they 
would never come back, about 
75% of them have since returned.    
The bartenders and wait staff who 

were concerned have also been 
pleasantly surprised by the posi-
tive impact the changes have had 
on their check averages and tips 
because more people are eating at 
the bar, staying longer, and bring-
ing in their families.   I had a lot of 
employees and customers come to 
me and thank me after we made 
the change.   

As it turns out, we were ahead 
of the game by a bit.  When the 
smoking bill came up in NH, we 
got a lot of calls asking us to testi-
fy.  I told them that while I wished 
everyone would go non-smoking, 
it is a decision for each restaurant 
and I didn’t want the government 
telling us what to do.  In the end, 
we gained so much more than we 
lost.   Our customers and employ-
ees are happier and healthier.

FF: The theme of this issue is 
recession busting initiatives for Res-
taurants.   Do you have any advice 
you would share with independent 
restaurants?   

CS: Be on top of things.  Put out a 
quality product.  And don’t fo-
cus solely on the bottom line.  In 
fact, I always say there is no way 
we could ever go public.   Our 
shareholders would never let us 
do what we want.  For us, it’s 
not always about the money, it’s 
about making sure the customers 
get what they want.   We do the 
“right thing”, treat our employees 
well, treat our customers well, and 
give them great value.   They will 
come back.   It’s almost like the 
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economy is helping us out.   If they are going to go out to eat, they are going to go somewhere they know 
they will enjoy their meal – both from the perspective of taste and quality, but also in the service that they 
receive.
 
I once had a bartender comment to me that our customers “were spoiled”.  When I asked her what she 
meant, she told me that we always give them what they want and make special concessions for them.   I told 
her “why not”?   If we can do it and it makes them happy, why wouldn’t we mix them up a little and give 
them exactly what they want.  If we can do it, we do it.  Simple as that.

FF: One last thing.  Favorite Foods appreciates your business, and I assume most of your vendors do.   It seems 
to me that the loyalty and care you show your employees and customers is also extended to your vendors.   
Would you say that is true?   

CS: We try to live by the golden rule in all our relationships.   We treat our vendors the same way we treat our 
customers and employees.   Respect is extended to everyone and loyalty where it is due.   If a vendor does not 
treat us well, they are not a vendor anymore.  On the fl ip side, we have been working with the majority of our 
vendors for a very long time and enjoy a great relationship.   The relationships go both ways, and it creates a 
much better environment.

Favorite Foods Employee Spotlight
Interview with Tony Balsama

What is your position and how long have you been at Favorite Foods? I 
am a Sales Consultant, and I have been here for 8 months

How did you fi rst hear about Favorite Foods? I fi rst heard about Favorite 
Foods from one of our customers, Tommy Marshall, owner of Mizuna Café. I 
help Mizuna during the summer working as a bartender for their catered wed-
dings. Tommy spoke so highly of the company, so I decided to contact them.

What is a typical day like for you at FF? I get an early start by checking over 
my customers orders from the previous day, then reviewing the customers I will 
see that day. Then it is off to the races, visiting customers at their locations, 

helping them fi nd the right products for their menu needs.

What do you enjoy most about your job? I love going out and talking with our customers, and helping 
them fi nd solutions to the challenges that they face.

What is the biggest challenge of your job? Finding the products to satisfy my customers’ needs, and mak-
ing it profi table for both them and our company.

What is something about yourself that might surprise co-workers and customers who think they 

know you? I love the band Phish…I have seen over 60 shows!

If you could pick one word that describes a typical day on the job at FF, what would it be?  Exciting…
every day starts fresh with new challenges and issues our customers are having that need resolution.

What is your Favorite Food?  Chicken Parmesan!



29 INTERSTATE DRIVE

SOMERSWORTH, NH  03878

PHONE: 603-692-4990
FAX: 603-692-4993
EMAIL: APAPAMICHAEL@FAVORITEFOODS.COM

BROUGHT TO YOU BY

FAVORITE FOODS, INC

CALENDAR OF EVENTS

FEBRUARY
AFRICAN AMERICAN HISTORY MONTH

NATIONAL SNACK FOOD MONTH

FEBRUARY 14TH - VALENTINE’S DAY

FEBRUARY 15TH - PRESIDENT’S DAY

FEBRUARY 17TH - RANDOM ACTS OF KINDNESS DAY

FEBRUARY 28TH - PUBLIC SLEEPING DAY

MARCH
INTERNATIONAL HAMBURGER AND PICKLE MONTH

WOMEN’S HISTORY MONTH

MARCH 14TH - DAYLIGHT SAVINGS TIME BEGINS

MARCH 17TH - ST. PATRICK’S DAY

MARCH 20TH - FIRST DAY OF SPRING

MARCH 25TH - NATIONAL WAFFLE DAY

APRIL
CANCER CONTROL MONTH

NATIONAL HUMOR MONTH

APRIL 1ST - APRIL FOOL’S DAY

APRIL 4TH - EASTER SUNDAY

APRIL 21ST - ADMINISTRATIVE PROFESSIONALS DAY

APRIL 22ND - EARTH DAY




