The sandwich Scoop

Sandwiches are a guaranteed sale. But what types should you sell, and how are you going to get them into your cooler?

Find out how four different sandwich spots stack up ... Dagwood-style.

THE HINSDELI
(Hinsdale, I11.)

Located in a nondescript
Shell station at a busy subur-
ban-Chicago intersection,
the Hinsdeli is certainly a
diamond in the rough. One
step inside the convenience
store reveals an expansive
deli and a huge menu full of
breakfast, lunch and dinner
options.

Sandwich strategy: “To
this day I have people that
live in the area and work in
the area that come in and
say, ‘Wow, [ never realized
there was this huge deli in
here,’ ” says Robin Gabriel,
manager of the Hinsdeli.
“It’s not like this is a little,
tiny deli either. It’s a good-
sized deli ... everything is
homemade right here.”

Decision to make sand-
wiches in-house: “We've
had a deli at this location
since we opened 27 years
ago. Originally we had roast
beef, ham, turkey, Kaiser
rolls and onion rolls, and

that’s what we made. I came
about and I said we should
really have a few other
things. We've got lettuce,
we’ve got tomatoes, we
could probably make a few
green salads. And it just
snowballed from there.”

Top-selling sandwich:

The deli is famous for its
freshly made Nancy’s Tuna
Salad ($4.19): Albacore
tuna, crispy celery, onion
and hardboiled egg. “People
come from all over the place,
and they’re always talking
about Nancy’s Tuna Salad.”

Labor/sandwich type:
Sandwiches are either made
to order or premade each
morning. In the summer,
staffers grill hamburgers,
hot dogs and turkey breast
outdoors.

Price point/margin: The
60% to 65% margin depends
on the sandwich. Clientele
varies from those with little
pocket change to those

with a lot. So sandwiches
vary in price as well. A

half-sandwich costs $2.29,
while a custom, double-meat
sandwich costs $5.79.

Cost-saving methods:
The secret, says Gabriel, is
employee retention. One
employee has been with
the Hinsdeli for 17 years,
another for five, and two
others for four years each.
Also, with creative cross-
utilization of product, the
Hinsdeli wastes very little:
Today’s pot roast hot lunch
becomes tomorrow’s pot
roast sandwich, served on
an onion roll with mashed
potatoes and gravy.

Clientele: Customers com-
prise a mix of office workers,
construction workers and
well-to-do locals.

Sandwich flops: For Mardi
Gras, the Hinsdeli tried a
po’boy sandwich. “We were
really excited, but I think we
sold two or three.”

WESTERN
CONVENIENCE
STORES INC.
(Centennial, Colo.)
Mark Norek, marketing
director for Western Conve-
nience Stores, says the com-
pany has been waiting for a
fresh sandwich product for
years. So when wholesaler
McLane Co. unveiled its
Fresh on the Go sandwich
program, this 37-store
chain jumped on board.
Fresh on the Go takes
advantage of McLane’s
established cold-chain ser-
vices to deliver sandwiches,
yogurt, cut fruit, cheese,
ready-made salads and
other perishable foods.

By Abbey Lewis

Sandwich strategy: The
quality is excellent, Norek
says, and the ace-in-the-
hole is the exceptional roll
or bun.

Decision to source sand-
wiches from a wholesaler:
Norek is all about keeping
prices down. A branded
concept would have been
too expensive, and he
didn’t like the added labor
and food waste costs of

an in-house sandwich
program. “We're bare
bones and we like to keep
it simple.” Plus, Western
Convenience Stores already
had a working relationship
with McLane.

Top-selling sandwich:
Ham and Swiss cheese—no
lettuce or tomato, because
they can compromise the
freshness of the sandwich.

Labor/sandwich type:
Sandwiches are premade and
prepackaged, delivered fresh
weekly to each store.

Price point/margin: This
is a point of contention for
Norek. He thinks McLane
sets the price point a bit

HAVE YOU PURCHASED ANY
TYPE OF SANDWICH AWAY FROM
HOME IN THE PAST 60 DAYS?
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high. Sandwiches top out
at $3.69 for a sub, giving
Western Convenience a
45% margin. If it was up
to Norek, the sandwiches
would sell for $2.99.

Cost-saving methods:
Good record-keeping. All
store managers keep a
detailed log of writeoffs and
review the logs weekly. They
have reduced the throw-
away considerably since tak-
ing the sandwich program
on in September. “It’s a big

I TYPICALLY PURCHASE THIS AWAY FROM

The Goddess
and Grocer

learning curve,” Norek says.

Clientele: Norek’s custom-
ers are 21- to 32-year-
old males.

Sandwich flops: A tuna
sandwich did not work.
According to Norek, it was

a well-packaged, qual-

ity product on fresh wheat
bread. The problem was it
looked extremely small in
the package. “At our price it
was almost a joke to present
that to the customers.”

HOME AT LEAST ONCE A MONTH:

whole-grain bread.
CHICKEN SUB/
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THE GOD-
DESS AND
GROCER
(Chicago, Ill.)
With four locations
occupying some of
% Chicago’s trendiest
- neighborhood real
| estate, The Goddess
and Grocer caters to
¢ abit hipper crowd.
This combination
specialty food store
and gourmet lunch
counter offers more
than 25 sandwiches
and wraps.

Sandwich strategy: “My
philosophy of a sandwich
is great bread and great
ingredients—and not too
much. You have to have the
right balance,” says Goddess
and Grocer owner Debbie
Sharpe. “To me a sandwich
should be nourishing and
juicy; it should have a great
mouth feel.”

Top-selling sandwiches
The California Dreaming,
made with roast turkey
breast, Swiss cheese,
sprouts, lettuce,
tomato, avocado and
lemon mayonnaise on

Labor/sandwich
type: Sandwiches are
made to order. Sharpe
recently acquired a
commissary and is
looking into making
sandwiches for other
local coffee shops—
or on a grand scale,
Starbucks.

Price point/mar-
gin: A 42% margin
depends on the
sandwich. Prices range
from $6.95 for the
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to $10.75 for one of the
supersized hot sandwiches,
like the Smoked Brisket with
Cheddar and caramelized
onions.

Clientele: Well-to-do
locals and hipsters flock to
Sharpe’s shops.

Sandwich flops: Oddly
enough, The Goddess and
Grocer’s biggest flop was a
simple roast chicken sand-
wich. “I can’t believe people
didn’t want it. It was sliced
right off the chicken and
everyone just kind of turned
up their nose at it. We
couldn’t get people to try it.”

CRUSTANO’S
CAFE, EASTERN
NEw MEXICO
UNIVERSITY
(Roswell, N.M.)

Taking a different route,
Eastern New Mexico Univer-
sity operates an on-the-go
Tyson Branded Solutions
concept called Crustano’s
Café as part of its campus
foodservice offering. The
Crustano’s Café offers a

full delivery system that pro-
vides a branded foodservice
concept with equipment,
merchandising materials
and packaging.

Sandwich strategy: ‘I
don’t think we’ve had a
drop of rain here since Oc-
tober,” Jim Baird, manager
of foodservice for ENMU,
says. His aim is to make
delicious, fresh sandwiches
for students and faculty on
campus to take with them
and find a shady spot for

breakfast, lunch or dinner.

Decision to source sand-
wiches through a branded
program: The school

chose the Tyson branded
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Crustano’s Tuscan
roast beef panini

product because “all the work is already
done,” says Baird. He was in the midst of
a location redesign, and they offered a lot
of assistance by providing all the nuts and
bolts of recipes, signage, uniforms and the
conceptualization of the brand.

Top-selling sandwich: The Cubano sand-
wich, with ham, pork loin and Swiss cheese.

Labor/sandwich type: Made to order
based on menu. Baird procures Tyson meat,
but he is responsible for bread, cheese, con-
diments and any other fixings.

Price point/margin: Sandwiches range

in price from $2.99 to $5.99 with a sliding
margin based on the sandwich. “We have

to sometimes bite the bullet if we get a
high-end sandwich. So our food costs can be
much higher.”

Cost-saving methods: Much of the Tyson
product can be used on multiple sandwiches,
allowing for cross-utilization of product.

Clientele: ENMU students and faculty.

Sandwich flops: He can’t explain it, but
Baird says a breakfast sandwich served on

a toasted sub roll with scrambled eggs, sau-
sage or bacon, cheese and green chilies “just
didn’t go. I don’t know why.” ¢

ARE YOU

SATISFIED WITH THE
VARIETY OF SANDWICHES
AVAILABLE TO YOU AT SUB
SHOPS AND DELIS?

ARE YOU

SATISFIED WITH THE
VARIETY OF SANDWICHES
AVAILABLE TO YOU AT
SIT-DOWN RESTAURANTS?
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