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• Supported with business process

• Measured inputs and results
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� Consumers prefer foods prepared away from 
home
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Quality is King!Quality is King!

The Subway system recognizes quality is king.The Subway system recognizes quality is king.

Subway’s IPC built a Quality NetSubway’s IPC built a Quality Net

Quality, not price, 
is the most critical factor
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Benefits

� Captures true nature of the problem

� Rapid resolution

� Tracks source of problems

� Stimulates problem resolution short and 
long term

• Franchisees, Distributors, Suppliers
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problems.  Next step — quality at the front door.



Source:  The Hale Group, Ltd.
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FAFH WinsFAFH Wins

Where do you ever eat ethnic food?Where do you ever eat ethnic food?

Restaurants win ethnic food occasions 2 to 1Restaurants win ethnic food occasions 2 to 1

46% at Home46% at Home92% at Restaurants92% at Restaurants



Source:  The Hale Group, Ltd.
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Nearly 75% of occasions are “at 
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Retail Channel DynamicsRetail Channel Dynamics

Traditional Grocery continues to lose shareTraditional Grocery continues to lose share

Source:  Food Industry Review, The Hale Group
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� More sophisticated food choices

Presentation
� Ambience, décor, display racks
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New Meal SolutionNew Meal Solution

You can’t even get fast food for this price!

$2.71$19512

$3.23$1558

Cost per ServingCostNumber of Meals

Source:  Let’s Dish Website



Satisfaction OverallSatisfaction Overall

22%Prepared Food from Store . . . . . . .

25%Fast Food Restaurants . . . . . . . . . .

28%Delivery from Restaurants . . . . . . .

36%Club Stores . . . . . . . . . . . . . . . . . .

47%Independent Restaurants . . . . . . . .

49%Casual Restaurants . . . . . . . . . . . .

59%Restaurants Overall . . . . . . . . . . . .

63%Grocery . . . . . . . . . . . . . . . . . . . . 

Top 
Two Box



Competing for AccessCompeting for Access

Optimizing outlet expansion . . .Optimizing outlet expansion . . .

How is this 
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How is this 
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safety
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• Product-based solutions to simplify preparation, yet 
yield quality results — consistently

• “How to” institutionalize throughout a restaurant 
system
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� Culinary sophistication results in better plate 
presentations.  Culinary expertise is foodservice! 
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and service are the key to their businesses

� Consumers are fickle. It’s easier to change look, 
feel, menu in a foodservice than retail
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Source:  The Hale Group, Ltd.

Total Partnering Goal –
A Balanced Approach
Total Partnering Goal –
A Balanced Approach

Supplier 
Organization

Supplier 
Organization

Customer 
Organization
Customer 
Organization

Sr. Mgmt.
R&D

Finance
MIS

Logistics
Marketing

Sales

Sr. Mgmt.
R&D

Finance
MIS

Logistics
Marketing

Sales



Redefining the RelationshipRedefining the Relationship

True partnerships - not short-term projects 

� Inefficient way to use resources

� Reduce costs on all sides of the supply chain

• Manufacturer, distributor and operator

� Invest in innovation strategies, not projects, 
build trust and knowledge
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Strategic Imperatives for UsStrategic Imperatives for Us

1.Leverage technology to improve information 
flow and supply-chain coordination

2. Operate as a supply-chain, not isolated 
practitioners

3.Bring relevant innovation to market faster, 
better, more efficiently

4.Understand service is the product

5.Execution is the name of the game


