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On behalf of the DFA Board of Directors, we hope 
2015 has started well for you, your business and your 
families.  To no surprise, the DFA Board has been 
hard at work since the convention on a variety of mat-
ters of interest to DFA members. 
 

DFA Board primary priorities remain as profitable 
sales increases, improved margin dollars and effective 
use of capital.  The Brand Advisory Councils each 
have initiatives and projects in support of those overall 
objectives.  The continued transition to a fully function-
ing Supply Chain Oversight Committee is underway 
and making progress.   
 

In collaboration with Denny’s leadership, a technology 
committee (not limited to POS considerations) has 
been formed and will be having its first meeting later 
this month.  As technology evolves so quickly and the 
needs of our Brand along with our customers change 
at an ever increasing pace, the consideration of cur-
rent capabilities along with understanding future 
needs is a critical initiative that will be addressed. 
 

Our time with Denny’s leadership team at our meeting 
last month was encouraging with robust dialogue 
around a variety of important topics and a shared 
commitment to improve cash flow margins.  We con-
tinue to be energized by the collaboration, inclusion 
and effectiveness of the work by your DFA Board and 
Denny’s leadership team.  We also want to congratu-
late John Miller on being named to the “Power List” by 

Nation’s Restaurant News along with 
receiving the “Workplace Legacy 
Award” from the Global Best Practices 
Conference.  The recognition for his 
capable leadership is well deserved. 
 

As a DFA Board, we remain committed 
to providing strong and authentic Brand 
leadership that is constructive and 
positive for all stakeholders.  One new 
element to assist our fulfillment of the 
DFA mission is the addition of two Assistant Secretar-
ies to the DFA Board (such positions being further de-
fined in the DFA bylaws.)  The two individuals ap-
pointed will provide capable representation of the in-
terests of multi-cultural and international franchisees.  
We are pleased to announce Leonardo Nahas and 
Sandeep Shah will serve in those positions.  We ap-
preciate their willingness to serve and look forward to 
working with them. 
 

Our 2014 convention was an uplifting time of celebra-
tion for our Brand with the always important overviews 
regarding Brand plans. It was fun to celebrate our 
Uniquely Designed for Success and share community 
at the Arizona Biltmore.  Our keynote speaker, Connie 
Podesta, was delightful and energizing.  I hope you 
have applied your ‘square, triangle, circle and squig-
gle’ knowledge in your various relationships.  The 
wonderful lesson is that we all fit together as a power-
ful ensemble to bring leadership in our 

Craig Barber 
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respective businesses. Some of the 
folks who were honored for their 
achievements are mentioned on page 
15 and wonderful pictures on 16 through 
19 capture the exciting time together.  
As always, we appreciate the energy 
and thoughtfulness of Denny’s leader-
ship in providing details and perspec-
tives on future plans for our Brand.  We 
also appreciate the entire Denny’s, Inc. 
Board attending our gathering and 
meeting with the DFA Board.   
 

Our annual gathering is an important 
element of success for our Brand.  We 
hope you are already making plans to 
join us in Nashville at the Omni Hotel on 
October 26th through the 30th.   
 
Your DFA Board is an extraordinary 
group of leaders and restaurant profes-
sionals.  It is a joy to serve with them 
and learn from them.  As you have the 
opportunity, please express your grati-
tude for their service.  
In closing, we look forward to a contin-
ued elevation in performance and build-
ing a stronger foundation for the 

Denny’s Brand.  As always, we appreci-
ate your DFA membership and your com-
mitment to our Brand.   
 

           Best Regards,  

   DFA Chairman 

Chairman’s Message 

Denny’s Suppliers - Be a DFA Allied Partner Member 
 

Restaurant Suppliers: Don’t miss your opportunities with the 
Denny’s brand.  The DFA offers more to their supplier members than 
any other association of its kind.  Being a members of the DFA is the 
best way to stay informed, have access to the latest contacts, and 
market directly to your audience. 
 

Best of all is the special event just for suppliers and the Denny’s brand 
leadership and purchasing  agents.  Register for the exclusive DFA 
Allied Partner Summit event this Spring.  See back cover.   

Go to dennys.org                                            HollyAgasso, 
Membership Chair Holly Agassi 

DFA Chairman’s Award~2014 Recipient 
“This award is given at the discretion of the DFA Chairman in recognition of and appreciation for excep-
tional leadership and significant contributions to the achievement of the goals and mission of the DFA 

along with advancement of the Denny’s Brand”. 
 
Greg Linford, VP Procurement and Distribution 

Greg Linford leads an exceptional team that works in the 
complex world of procurement and supply chain man-
agement.  Over the last five years, Greg led this team in 
purchasing goods for the Denny’s Brand at a price 1.4% 
lower than the producer price index, which equates to 
savings of $6.5 million annually ($4,000 per store per 
year.)  Thanks Greg! 

Ice Bucket Challenge for POWER FUND 

Brock Furlong, CEO Stampede Meat  had the 
winning bid for the POWER FUND to douse 
Craig Barber at the Convention.  Denny’s Inc 
CEO  John Miller helped with the buckets. 

Continued from page  1 
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Field Marketing: Denny’s 2-4-6-8 Game a Big 
Hit at NBA Games! Basketball season is in full swing 
this time of year.   Many franchisees and Co-ops have partner-
ships with High School, College and NBA teams that run 
through the spring.  The Denny’s Field Marketing Team along 
with local Franchisees have come up with a fun promotion dur-
ing basketball games and other events that help drive home 
the value message.    

Denny’s 2-4-6-8 game, based on classic “Price Is Right” con-
tests is now available to order through Denny’s online Market-
ing Tool or Sallie McAuley (864) 597-8405.  Co-ops have rolled 
out the promotion at Cleveland Cavalier, Houston Rockets and 
Miami Heat games this season.    
Here is how the promotion works.  After a lucky fan is chosen 
from the audience, they get thirty seconds to match up a $2, 
$4, $6 and $8 menu item photo with the right price point.  Mas-
cots, Cheerleaders and the crowd can help the contestant, if 
time starts to run out.   The contestant wins a Denny’s gift card, 
if they correctly match the2-4-6-8 plate with the right price 
point.   For an NBA game, we have been giving out a $100 gift 
card, but at the High School level, a $20 Denny’s gift card 
would be fine.   If you really want to drive some additional traf-
fic to your restaurants, you can plus up the promotion by hav-
ing a section or the entire arena play along with the contestant.   
At some NBA games, a Free Grand Slam (with purchase of a 
beverage) has been used as a prize, though a free beverage 
with purchase could also work to give the crowd an incentive to 
visit Denny’s.   Sallie can work with you to get a coupon de-
signed and ordered for your next partnership 
Though the Denny’s 2-4-6-8 game has been a basketball only 
promotion, the opportunities are endless.  As we head into 
2015, the 2-4-6-8 game can be used at charity events, base-
ball games, hockey games, and soccer games, anywhere a 
crowd is gathered and ready to have fun! Contributors: John 
Dillon, VP Marketing, Denny’s Inc. jdillon@dennys.org 
Co-Chair Sam Wilensky, samwilensky@dennys.org 

 

 

Marketing 

National: 2014 is now in the books, and it was a year worth cele-
brating for a number of reasons.  The Brand experienced positive 
comp sales in all 12 months of the year, and we posted our best 
comp sales year since 2006.  We also made important headway on 
margins, lowering food cost percentages on our module lineups to 
20.4% (from 22.0% in 2013) and on our $2468 value menu to 19.7% 
at year’s end (from 22.3% in 2013). As we get ready to spring forward 
in 2015, we’re focused on maintaining our topline sales momentum, 
continuing our efforts to improve margins, and meeting the needs of 
our guests for value, variety, and customization.  At the same time, 
we’re also focused on supporting the Operations team’s initiatives to 
improve in-restaurant execution and reduce speed of service, deliver-
ing on our “Better. Hotter. Faster” initiative. 
 
Module 1 begins with our Skillets Across America module that brings 
back many of the favorite signature builds from last year’s Module 1, 
minus the BYO platform.  Guests can enjoy any one of four LTO 
dishes, including hearty skillets such as the Philly Cheesesteak & 
Eggs Skillet and South by Southwest Skillet, healthier options like the 
Cali Avocado Skillet that meets our Fit Fare criteria, and spicier op-
tions like the Rio Ranchero Skillet.  Additionally, we’re introducing a 
new “Make it your Own!” upsell opportunity for servers that allows 
guests to customize their skillet by adding ingredients such as fresh 
avocado, chorizo sausage, and sautéed squash & zucchini to any sig-
nature skillet build.  Our Sizzling Skillets modules consistently win 
with our guests, and the changes we’re making to this year’s lineup 
are targeted at addressing many of the key operational challenges 
that some restaurants experienced with last year’s promotion. 
 The module also features a number of modifications to our $2468 
value menu in our ongoing effort to optimize our everyday value plat-
form for driving traffic profitably.  Building on the changes made in 
Module 4 that increased check and margins while lowering value 
menu incidence by 2.5ppts, Module 1 features an additional menu 
change targeted at controlling incidence while lowering food costs: a 
new $6 version of the Baja Quesadilla Burger will replace our $6 
Classic Burger.  Additionally, we’ll now be communicating a “No Sub-
stitutions, Please” policy on the value menu along with making modifi-
cations in the DINE POS reducing the number of off-menu options 
available. 
Along with the module launch, we’ll also be rolling out a new core 
menu refresh in January.  This menu includes a brand new look-and-
feel, designed to highlight our wide variety of fresh, flavorful ingredi-
ents across all dayparts.  Additionally, the menu includes 3 new addi-
tions, including  our new Premium Berry Blend, which is a new signa-
ture Minute Maid juice beverage developed for Denny’s by our part-
ners at Coca-Cola.  We’re also rolling out a delicious new Chocolate 
Lava Cake for dessert.  Both of these additions should help our ef-
forts to suggestively sell profitable add-ons to our guests.  And, keep-
ing our strong focus on making changes that are Operations-friendly, 
we’re offsetting these additions with 5 menu deletions, along with 3 
recipe revisions designed to promote more consistency and better 
flow within our kitchens. 

Brand Advisory Council Update 
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Development Council 
December 8, 2014 Meeting 

 
The Development BAC had its monthly call on December 8, 2014.  
Franchisees participating were Dawn Lafreeda, Bob Gentz, Doug 
Koch, Robert Duskin, Bob Langford, Sam Wilensky, Adam Jacobs 
along with John Lewis, the DFA Attorney.  Company representatives 
were Steve Dunn, Tim Flemming, Alex Lewis, Greg Powell, Joe 
Giordano, and Mark Burgess. 
 
Steve Dunn reviewed the development statistics so far in 2014, which 
include 30 openings.  154 remodels have been completed so far this 
year – 112 franchise and 42 company.  Our site approvals in 2014 
are the highest in 10 years. 
 

The company reopened Casino Royale in Las Vegas with higher 
sales. 
 

We will review sales from the 11 franchise restaurants which have 
been completed in the Phase 1 Heritage Sunrise test.    An additional 
11 franchise restaurants will be in Phase 2, with the same scope.  
Sam Wilensky says his remodel cost $80,000, and materials were 
easily available.  
 

Topics we will address in 2015: 
Encroachment,  
Offset/relocation opportunities 
MSIP part 2 
Heritage remodel enhancements 
New Prototype 
 

On encroachment, we want to be a brand which encourages growth.  
We don’t think the 8% threshold is the issue.  Most sales transfer 
studies come in below 6% or in the teens.  Steve Dunn and John 
Lewis presented suggestions for amending the existing policy.  
Robert Duskin suggested a separate approach for Los Angeles.  
Franchisees also said we should watch for restaurants which try to 
protect their trade areas unfairly and deal with that behavior accord-
ingly.  We will compare to encroachment policies from other brands. 
 
Contributor: Tim Flemming, Denny’s Inc Senior VP  
Co-Chair: Robert Duskin, CPA raduskin@duskincpas.com 

 

Brand Advisory Council Update 

Development Statistics        

 

Domestic: 
International: 

Corporate: 
Total Units:  

 
 
 
 
 
 
 
 

1435 
  106 
  161 

Total Denny’s Units 12.31.14 

New Unit Openings , Oct 1-Dec 31 
Franchisee City State Date 

Somasundaram, Sathanandan Toronto ON 9/14 

Lopez, Joe Muskegon MI 10/5 

Silcock, Justin Twin Falls ID 10/12 

Sagar, Dev Fowler CA 10/26 

Leifheit, Terrence J Sneads Ferry NC 10/26 

Gaglardi, Robert T Colwood BC 10/28 

Felleti, Paul North Babylon NY 11/3 

Chu, Daniel Waterbury CT 11/10 

Navran, Hamid Medford OR 11/16 

Ismail, Maher M Springfield MO 11/16 

Hussain, Mohammed Starkville MS 11/23 

Gaglardi, Robert T Langley BC 11/24 

Keshap, Ajay K Aberdeen WA 11/26 

Gaglardi, Robert T Vancouver BC 12/8 

Asnani, Yashna Albuquerque NM 12/14 

Rommel, Michael Fruitland MD 12/14 

Koch, Doug F Las Cruces NM 12/22 

Hassen, Abdel Brooklyn NY 12/28 

Ahmad, Syed J Allen TX 12/28 

Martinez, Erick Sandusky OH 12/29 

Compass Group, Charlotte NC 12/31 

Bagnas, Benjamin E San Diego CA 12/31 

Brooklyn, New York 

Idaho Falls, ID 
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Operations 
Happy New Year from your Operations Brand Advisory Council to 
our entire Denny's Family. May the new year bring you and yours 
great health, wealth and prosperity.   
As we kick off the new year, we want to communicate the Brands 
Key Initiatives for 2015 that your Operations BAC and Denny's Inc 
are working hard to influence and impact your P&L on:    - Margin 
Improvement - Service With Speed - Training - and - Guest First -.  
We feel these key initiatives are going to continue to attack the 
gaps in our business and continue to yield improvements in: 
Sales, Traffic & Profitability. We are pleased to serve & always 
welcome your feedback and comments.  
Margin & Profitability Improvement  
Our War on Waste & Margin Improvement initiative generated 
very positive results last year. Procurement and recipe enhance-
ments alone accounted for over $1.5M in positive margin opportu-
nity.  
Targeted exertion & improved awareness of both food & non-food 
waste opportunities within the four walls of our operations resulted 
in an additional $3M in positive margin opportunity with the scoop 
introduction. This Brand introduction allows us to turn off the dip-
per wells on our cook-lines... and save an average of 263,000 
gallons of water per restaurant, the gas to heat that water, the 
waste water charges (that are often three times the cost of your 
water). Millions of dollars in utility and small wares savings.                                                                                   
Denny’s Pride Restaurant Review Update 
The Operations Coaches staffing is complete with the balance of 
the new coaches completing training now. Over 1100 restaurants 
were visited, at least once by an Operations Coach in 2014’s year 
of introduction and calibration. The key coaching has been all 
about impacting Guest Satisfaction, Sales & Profits. These have a 
direct correlation to Consistent & Reliable Service and Winning 
the Weekend. Remember, if we are able to add 1 more guest per 
hour during our Saturday and Sunday breakfast daypart (8AM – 
12PM), sales would increase by $3,744 Per Restaurant Per 
Year. Denny’s new Guest Satisfaction Program, 
Inmoment.  

 Brand Advisory Council Update 
At the beginning of 2015, we will transition to our new Guest Sat-
isfaction Vendor, Inmoment to manage the Denny’s Guest Satis-
faction Program. Inmoment has over 10 years of extensive ex-
perience in providing Guest Analyses for many restaurant con-
cepts and segments, including some of our most direct competi-
tors within our family dining space. 
Inmoment’s strength is delivering actionable insights that enable 
better decisions to drive continuous improvement at all levels and 
across all metrics of our business. They identify not just the key 
drivers, but the “drivers of the drivers” utilizing industry leading 
techniques. Their expertise has been evidenced in running over 
100 Structural Equation Models from brands such as Denny’s.  
This particular analytical technique allows them to understand the 
relationships among the dependent variables (e.g., return, recom-
mend, satisfaction, price/value, etc.) and between these variables 
and the independent variables/attributes tracked in the survey. 
Their restaurant level Coach report will provide actionable recom-
mendations that most impact the guest experience.  In addition, 
they have robust dashboards, comment analytics monitors and a 
proven product survey process that will allow comparison of re-
sults across the menu and individual menu categories.   
We are very excited about the transition to Inmoment and about 
their level of commitment demonstrated around the satisfaction of 
our Denny’s guests. We are looking forward to great results dur-
ing 2015 and beyond. 
Our collective vision for the Denny’s Guest Satisfaction program 
in 2015 and beyond is one that has matured and produced mean-
ingful operations and business improvement resulting in in-
creased guest loyalty, return visits, and willingness to recom-
mend. We envision a much shorter survey powered by our 
guests own comments resulting in much higher response volume 
and better insights.  
Contributor: Jeff Levy, Denny’s Inc, jlevy@dennys.org              
Co-Chair: Glenn Beattie glennbeattie@dennys.org. 
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Employee Awareness Poster Program  
 
According to the latest Bureau of Labor Statistics, 
nearly 3 million nonfatal workplace injuries and ill-
nesses were reported by private industry employers, 
resulting in a rate of 3.4 workplace injuries for every 
100 full-time workers. 
 
The costs of these injuries are astounding. Recently, 
The National Safety Council (NSC) calculated the di-
rect and indirect costs of an average workplace to be 
close to $200,000 per incident!  With so much at stake 
and the potential for losses due to injuries so high, we 
were happy to take on the challenge of increasing 
awareness of safety for all crew members across the 
U.S.   
 
Our mission at CrewSafe – A division of Spellbound 
Development Group, Inc. - was clear: Take what can 
be a very dry topic (safety) and develop an innovative 
and refreshing program that delivers effective safety 
messaging in a fun and memorable way, 24 hours a 
day, 7 days a week. Understanding the challenge was 
the key to making sure we were successful at our mis-
sion.  
 
Current safety awareness programs consist of OSHA, 
insurance and state produced training materials in ad-
dition to safety training videos and digital programs 
presented to employees as infrequently as once per 
month or not at all. These programs and offerings se-
verely lacked staying power. With only a brief encoun-
ter once a month, an employee would never remem-
ber what they watched or looked at a couple of days 
ago, let alone over the span of 20 or 30 days. 
 
Our research focused on tactics used by major con-
sumer products companies to grab the attention of an 
often young and mobile employee base. Taking cues 
from the most successful advertising agencies in the 
world, we have found the solution is all about enter-
taining messaging and daily repetition. The result is 
the development of an employee awareness 
“advertising” program we’ve dubbed the OFF THE 
WALL® poster program. This program has the flexibil-
ity and power to be customized to advertise safety, 
human resource and customer service messages to 
employees throughout an organization with ease and 
low cost. Repetitive advertising of these messages 
each and every day is the key to the success of this 
program.  Employees and corporate managers are 
abuzz with excitement over this fun and effective pro-
gram. Our first program focused on Slip and Fall Pre-
vention, and since then, we have rolled out over 400 

additional programs across the nation into some of the 
world’s leading retail and food service organizations. 
Results of this groundbreaking program has been 
hugely positive, with participating client injury rates 
and costs dropping up to 40% 
 
What’s new at CrewSafe 
Your leader in brand protection, has been undergoing 
positive changes this summer including a new Director 
hire and the building of a new headquarters!  
 
We are proud to 
announce the 
new hire of 
Keith Hender-
son our Direc-
tor, Client Strat-
egy & Sales. 
Keith's career 
has seen him 
travel the USA 
and Europe 
sharing his pas-
sion for showing 
organ iza t ions 
how employee 
safety and pro-
ductively can 
not only co-
exist, but are 
actually essen-
tial for profitabil-
ity and overall 
employee job 
satisfaction!  
 
Secondly, we have relocated! Spellbound Develop-
ment Group, Inc., our parent company, has designed 
and developed an exciting new home! Designed to 
streamline our collaborative processes, we’ll be shar-
ing a high-tech training and brainstorming conference 
room outfitted with web conferencing and state of the 
art technologies. Our new headquarters will also in-
clude a conferencing lounge that will provide our team 
more face to face time with clients, regardless of their 
location. In addition, the new building will feature an 
onsite innovation lab that will speed up the ideation 
and creative process while providing a place to proto-
type, build models and develop cutting edge ideas for 
our clients! Visit us at CrewSafe.com 
Submitted: Keith Henderson  
k.henderson@crewsafe.com  
888.331.9001 

News to Know from Allied Partners 
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Employee Management In 2015 
Payroll & Human Resources Tips  

 
Employee management is one of the keys necessary 
for success in any business. At the beginning of every 
year, management must review certain practices and 
policies to run their businesses. Here are a few things 
you should know to ensure you have a good handle 
on your Human Resources function in 2015. 
 
New W-4 Forms Every Year 
Employers should update employee records for the 
IRS form W-4 every year, and  this HR form should be 
maintained in the employee files. W-4 forms reflect 
any changes in marital status, dependents, address, 
etc.  In addition to yearly updates, also keep in mind 
that employees should update their forms to reflect 
any life event (i.e. marriage, divorce, birth, etc).  

The I-9 Homeland Security form for Employment Eligi-
bility should be updated every couple of years  to re-
flect any changes in name or status. This form should 
be kept in the employees’ files as well.  

Having these forms in file will keep your business or-
ganized and ready for tax and payroll. Both the W-4 
and I-9 reports are readily available from Pay1.  

Insurance Coverage under Affordable Care Act 
Beginning this year, employers will be penalized for 
non-coverage of eligible employees. The Affordable 
Care Act mandate states that employers with 50 or 
more full-time equivalent employees must provide 
health insurance coverage.  Employers with 100 + Full
-time equivalent employees will have to provide at 
least 70% coverage of health insurance. Currently, the 
penalty for noncompliance is set to $2000.00 per em-
ployee (the first 30 Full-time equivalent employees are 
exempt). Of course, rates change if employees are 
eligible under the exchanges.  

Smaller businesses (50- 99 employees according to 
federal definition) will be obligated to cover their em-
ployees in 2016. Employers with 25 or fewer employ-
ees may qualify for tax credits for insuring their em-
ployees’ health.  

Pay1 has a system for calculating hours for employ-
ees to determine full-time equivalent hours under the 
mandate. Additionally, Pay1 has human resource con-
sultants and representatives available to discuss your 
business needs in order to effectively provide cover-
age under the law, as well as provide alternative sav-
ing strategies for your business.  

 

Minimum Wage Increases 
About half the states have updated their minimum 
wage amounts to reflect higher than federal minimum 
wage levels.  Some of the increases include: New 
York: $8.75/hr; Maryland, West Virginia and Nebraska: 
$8.00/hr; Florida and Montana: $8.05/hr; New Jersey: 
$8.38/hr; Washington: $9.47/hr. To learn the details of 
your state’s minimum wage laws, contact their Depart-
ment of Labor.  

For the full list and overview of the minimum wage in-
crease, please visit our website at  “Pay1online.com”.  

Employee Engagement & Retention 
Employers now will need to find new ways to retain 
their best employees. Since many employers are re-
quired to provide health coverage, and many individu-
als have elected to obtain coverage from health care 
exchanges, this benefits component will change in 
2015 and beyond. Employers who will come ahead are 
those who will offer a creative benefits package to their 
employees. 

Some of the strategies for benefits include flexible 
workweeks, supplementary benefits, awards and more. 
You may be aware of Pay1’s Low Cost and No Cost 
Benefits that we handed out at the convention and 
trade show. For the full list, please visit our website or 
contact Pay1.  

More HR Tips for the New Year:  
 Manage employee hours accurately, especially 

when they are working in different roles and ca-
pacities.  

 Record salaries, benefits, reprimands, awards, etc. 
in each employee’s file. 

 Recognize the strengths and weaknesses of your 
employees, and look for ways to assist them in 
their job capacity. 

 Maintain accurate records and statements for con-
tractor, 1099 payments. 

 Check with your state’s Department of Labor and 
the USCIS bureau to determine the requirements 
for e-verification of your employees. 

If you have any questions, or for more information, 
please contact us at 1-888-700-Pay1, or visit 
Pay1online.com 

 Submittedby Yasmin Ismail 888.700.7291 

Yasmin@pay1online.com 
 

News to Know from Allied Partners 
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News to Know from Allied Partners 
Business Interruption Insurance 

  
Business interruption insur-
ance makes it possible for you 
to quickly resume business 
activities in the event of a dis-
aster.  There are typically three 
types of business interruption 
insurance.  
 
Business Income Coverage. 
This coverage will compensate 
you for lost income if your business suffers a property loss or 
damage from a covered peril such as windstorm or fire.  Your 
business will be covered, after a brief time deductible, until resto-
ration of the lost or damaged property is complete.  In addition, 
the policy will cover operating expenses, such as utilities, that 
continue even when your business has temporarily halted activity. 
 
Extra Expense Coverage.  During the restoration period follow-
ing a loss, you may incur extra expenses to keep your business 
operating.  Extra expense coverage reimburses your company for 
a reasonable sum of money that it spends over and above the 
normal operating expenses to avoid having to shut down during 
the restoration period.  Extra expense coverage may also cover 
payroll to key employees so that you may retain them as employ-
ees. 
 
Contingent Business Interruption Insurance. This policy will 
reimburse your company for its expenses and lost profits when it 
can’t operate because a disaster has struck a supplier or manu-
facturer.  For example, the massive earthquake and tsunami that 
hit Japan in March 2011 led to supply chain disruptions around 
the world.  Companies who were affected and who had contingent 
business interruption insurance were able to use this coverage to 
reimburse expenses and lost profits during the shipment delays. 
Note:  Damage due to flood is excluded from most property poli-
cies. 
 
Is Your Business Properly Insured? 
Four Questions to Determine How Well You Are Covered 
Part of risk management involves not only having an insurance policy in 
place but making sure you have the right elements included in your pol-
icy.  In addition, a regular review of your policy with your insurance agent 
will help ensure your policy is kept up to date with the changes in your 
business and industry.  The following is an outline of four elements of 
your insurance policy that we recommend you review regularly with your 
agent. 
 
Do you have adequate insurance to rebuild your business 
property and replace your merchandise and possessions? 
 
A building and personal property (BPP) policy covers the building, 
your business personal property, and the personal property of 

others. Categories covered include furniture, fixtures, merchan-
dise, personal property owned by you and used in your business, 
tenant improvements (if leasing/renting), etc. To ensure you have 
adequate coverage for all of these assets, the value of your prop-
erty needs to be accurately reported and updated annually to re-
flect inflation and other changes in costs.  
 
Do you have the right insurance in place to protect the per-
sonal property of your employees? 
To protect the property of your employees, you will need personal 
effects and property of others coverage added to your policy.  This 
coverage extends up to $2,500 worth of business personal prop-
erty coverage to your personal effects as well as that which be-
longs to your officers, partners, and employees.  This coverage 
also protects the personal property of others in your care, custody, 
or control.  Limits higher than $2,500 can be purchased if needed 
for this policy. 
 
Does your current insurance policy provide coverage to help 
you keep your business open after a disaster? 
Business interruption insurance is essential to ensuring a quick 
resumption of your business after a disaster.  Without this cover-
age, your business may have to close down completely while the 
premises are being repaired, which may leave you susceptible to 
losing out to the competition.  The policy limits you choose for this 
coverage should be sufficient to cover your company for more 
than a few days.  There are three types of business interruption 
insurance:  business income coverage, extra expense coverage, 
contingent business interruption insurance. 
 
Will your current insurance policy protect your assets from a 
lawsuit? 
 
A commercial general liability (CGL) policy protects your business 
assets against many common liability claims, including bodily in-
jury, property damage, personal injury (including slander or libel), 
and advertising injury (damage from slander or false advertis-
ing).  A CGL policy will cover the cost of defending or settling 
claims.  The two major forms of liability insurance policies are 
occurrence and claims made.  An occurrence policy covers you 
for the policy amount you had in place when the actual injury oc-
curred, not when the claim was made.  A claims-made policy cov-
ers you for the policy amount you have in place when the claim is 
made. 
 
 
The coverages discussed herein are for illustrative purposes 
only.  The terms and conditions of your specific policy may differ 
from those described.  Please consult the provisions of your policy 
for the terms, conditions, and exclusions that apply to your cover-
age. Submitted by Charlie Page Charliep@lgaltanta.com  
770.734.1516 
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2014 Year-end Income Tax Update  

Now that congress has passed the extenders legislation and President 
Obama has signed it into law, we can now write to you in more detail about 
some year-end planning strategies that could still help reduce your 2014 
income taxes.  In this recently enacted "Tax Increase Prevention Act of 
2014," Congress has once again extended a package of expired business 
provisions known as "extenders." The new legislation generally extends the 
tax breaks retroactively, most of which expired at the end of 2013, for one 
year through 2014. 
 Code Section 179  
Many business owners are familiar with the benefits of Code Sec. 179 ex-
pensing and bonus depreciation. This is perhaps one of the most popular 
provisions of the extender package.  It restores the Code Sec. 179 dollar 
limitation to $500,000 and the investment limitation to $2 million.  Taxpayers 
can also elect up to $250,000 of qualified real property as Code Sec. 179 
property. In addition, Code Sec. 179 expensing is allowed for off-the-shelf 
computer software.   
 Bonus Depreciation 
Bonus depreciation applies to qualified property acquired after December 31, 
2007 and placed in service before January 1, 2015.  This provision allows a 
50% immediate expensing on new equipment purchases. Don’t forget about 
the “Placed-in-Service” rule - Generally, if you are purchasing depreciable 
property (equipment, computer, vehicles, etc.), the property must be placed-
in-service no later than the last day of the current tax year (i.e., by December 
31, 2014 for a calendar-year taxpayer) for you to qualify for the section 179 
deduction, bonus depreciation or for regular depreciation.  Placed-in-service” 
means the property is ready and available for use. To be safe, for calendar 
year taxpayers, qualifying property should be set up and tested on or before 
the last day of 2014.  For building improvements, (e.g. non-structural compo-
nents of a building), a certificate of occupancy will generally constitute plac-
ing the building improvements in service. 
 Qualified Leasehold Improvements 
This extended provision allows 15 year straight line depreciation for qualified 
leasehold improvements, qualified restaurant buildings and improvements 
and qualified retail improvements, instead of the conventional 39 year depre-
ciation. 
 Work Opportunity Tax Credit 
Over the last two decades, many employers have taken advantage of the 
Work Opportunity Tax Credit (WOTC) by hiring workers from certain disad-
vantaged groups. For example, hiring a worker who receives certain govern-
ment benefits (e.g., SNAP or food stamps; SSI; long-term family assistance), 
or resides in an “empowerment zone,” may qualify a business for this one-
time credit. Also, to encourage employers to hire more military veterans, 
Congress added an expanded “qualified veteran” category to the types of 
employees that qualify for the WOTC. Depending on the tax classification of 
the qualified veteran, the maximum credit ranges from $2,400 to $9,600 per 
qualifying employee.  
To qualify for the WOTC, all must have the new worker complete IRS Form 
8850 (“Pre-Screening Notice and Certification Request for the Work Oppor-
tunity Credit”), and submit that form to the state employment security agency 
no later than 28 days after the employee begins work.  
 
Along with the business incentives highlighted above, other business tax 
breaks that were also extended by the Tax Increase Prevention Act of 2014.  
Please call our office  or contact your CPA for detailed specifics if any of 
these apply to you. 

 

-Employer wage credit for activated military reservists 
-Recognition period for S corporation built-in gains 
-Credit  new energy efficient homes 
-Enhanced deduction for charitable contributions of food inventory 
-Empowerment zone tax benefits 
 

 Gearing Up for Affordable 
Care Act Requirements 

Few laws have had, and continue to 
have, such an impact on tax plan-
ning as the Affordable Care Act. The 
health care reform law affects every 
business in some way.  The act 
generally provides that applicable 
large employers (using a 100 em-
ployee threshold) who do not offer 
affordable qualified health care plan coverage to full-time employees could 
face a non-deductible excise tax, called the play or pay penalty.  
 

Small employers (employers with fewer than 50 full-time employees, includ-
ing full-time equivalent employees) are exempt from the Affordable Care 
Act’s employer mandate for the time being. Mid-size and larger businesses 
do fall under the employer mandate; however, mid-size employers are ex-
empt from the employer mandate for 2015. Employers qualify as mid-size if 
they employ on average at least 50 full-time employees, including full-time 
equivalents, but fewer than 100 full-time employees, including full-time 
equivalents.  Mid-size employers also must satisfy other requirements to 
qualify for the transition relief. Under current rules, transition relief is only 
available for 2015 but it could be extended.   
Employers are considered “Large Employers” if they employ on average at 
least 100 full-time employees, including full-time equivalents.  Large employ-
ers are subject to the Affordable Care Act mandate beginning on January 1, 
2015, however, the IRS has stated that as long as there is a plan in place by 
April 1, 2015, no non-compliance penalties will be assessed for the first three 
months of the year.  If you have a fiscal year plan, your requirement to com-
ply starts on the first day that your plan year ends in 2015.  Caution:  There 
are caveats to this rule. 
Business owners need to plan for how seasonal and other workers may 
affect their liability for the employer mandate. Seasonal workers, on-call 
employees, student workers, and others must be taken into account to deter-
mine the number of the employer’s full-time employees. The rules are com-
plex but they cannot be ignored. 
 
Mid-size and larger businesses are responsible for new information reporting 
requirements under Code Sec. 6056. These employers must tell the IRS if 
they offer health insurance to employees, among other criteria. The Code 
Sec. 6056 reporting requirements are effective for health insurance coverage 
offered, or not offered, in 2015. Small employers that are exempt from the 
employer mandate are also exempt from Code Sec. 6056 reporting.  
 
Owners of small businesses should not overlook a tax credit that helps offset 
the cost of providing health insurance to employees. The small employer 
must have fewer than 25 full-time equivalent employees (FTEs) for the tax 
year; average annual wages of its employees for the year must be less than 
$50,000 per FTE; and the employer must pay the premiums under a qualify-
ing arrangement. If the number of FTEs exceeds 10 or if average annual 
wages exceed $25,000, the amount of the credit is reduced until it phases-
out.  
 
“Capitalization” Regulations Effective for 2014 
Historically, the rules for determining whether capital expenditures should be 
capitalized or deducted as a current expense were found in various Court 
decisions. In September 2013, the IRS released the final   capitalization 
regulations addressing expenditures relating to the acquisition, production, or 
maintenance of tangible business property (e.g., machinery, equipment, 
vehicles, buildings, etc.).  
 
The final capitalization regulations are effective for tax years beginning on 
January 1, 2014. 
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rules for buildings and plant equipment. 
 Improvements 
Under the final regulations, an expenditure must be capitalized if it results 
in a betterment to the unit of property, adapts the unit of property to a new 
or different use, or results in a restoration of the unit of property (referred 
to as the BAR tests). Generally, an expenditure results in a betterment if it 
ameliorates (or lessens) a condition or defect that existed before the ac-
quisition of the property, or arose during the production of the property; is 
for a material addition to the property; or increases the property’s produc-
tivity, efficiency, strength, etc. An expenditure results in an adaptation to a 
new or different use if it adapts the unit of property to a use inconsistent 
with the taxpayer’s intended ordinary use at the time the taxpayer origi-
nally placed the property into service. An expenditure results in a restora-
tion of an asset if the expenditure (1) restores basis that has been taken 
into account (e.g., as a loss or in computing gain or loss); (2) returns the 
unit of property to working order from a state of nonfunctional disrepair; (3) 
results in a rebuilding of the unit of property to a like-new condition after 
the end of the property’s alternative depreciation system class life; or (4) 
replaces a major component or substantial structural part of the unit of 
property. 
It is important to note that the expenditure is tested against all the BAR 
tests. Even if the expenditure does not constitute a betterment, the tax-
payer may still have to capitalize it as an adaptation to a new use or as a 
restoration. Expenditures on existing assets that do not meet the BAR 
tests are generally deductible repairs. 
 Deemed Dispositions 
The regulations expand the rules regarding dispositions of assets. Tax-
payers now must recognize a gain or loss when assets are permanently 
withdrawn either from use in the taxpayer’s business or from the produc-
tion of income. A disposition includes the sale, exchange, retirement, 
physical abandonment, or destruction of an asset or when an asset is 
transferred to a supplies, scrap, or similar account. It also includes the 
retirement of a structural component of a building.  
If the taxpayer disposes of the asset by sale, exchange, or involuntary 
conversion, the taxpayer must recognize gain or loss. If the asset is aban-
doned, the taxpayer must recognize loss in the amount of the asset’s 
adjusted depreciable basis at the time of the abandonment. However, if 
the abandoned asset is subject to nonrecourse indebtedness, the tempo-
rary regulations clarify that the asset is treated in the same manner as an 
asset disposed of by sale. If an asset is disposed of by conversion to 
personal use, no gain or loss is recognized. 
If the taxpayer disposes of the asset other than by sale, exchange, invol-
untary conversion, physical abandonment, or conversion to personal use 
(e.g., if the asset is transferred to a supplies or scrap account), then gain 
is not recognized. The taxpayer must recognize loss in the amount of the 
excess of the asset’s adjusted depreciable basis at the time of the disposi-
tion over the asset’s fair market value (FMV) at the time of the disposition. 
 Special Issues With Buildings 
While a building is generally a unit of property, there are variations de-
pending on the use of the building. For instance, if the building is a condo-
minium complex, the unit of property is the individual unit owned by the 
taxpayer and the structural components that are part of the condominium 
unit. A similar rule for leased buildings defines the unit of property as each 
building and its structural components, or the portion of each building 
subject to the lease and the structural components associated with the 
leased portion. 
The regulations require that a taxpayer apply the improvement standards 
separately to the primary components of the building or to any of the spe-
cifically enumerated building systems. The primary components of a build-
ing generally include walls, partitions, floors, and ceilings, as well as any 
permanent coverings (paneling or tiling), windows, and doors. The  
 
 

Caution! The final regulations are “massive” (filling more than 200 pages) 
and, therefore, are impossible to cover in detail in this letter. However, since 
the new regulations will have a significant impact on many businesses begin-
ning with the 2014 tax year, we highlight below selected provisions of the 
regulations that we believe are noteworthy.   
 
Note!  In addition to the capitalization versus expense issue, the final regula-
tions also provide rules for the timing of the deduction for “materials and 
supplies” (including the timing of the deduction for rotable, temporary, and 
emergency spare parts).  
 
One way to understand the regulations is to start with the proposition that all 
tangible property that is not inventory must be capitalized and depreciated 
unless there is an exception. 
 Materials and Supplies 
One such exception is for items that qualify as materials and supplies. Gen-
erally, an item that costs $200 or less, or has an economic useful life of 12 
months or less qualifies as a material or supply. If the tangible property quali-
fies as materials or supplies, the taxpayer receives the more favorable treat-
ment of a current deduction when the item is used or consumed, instead of 
having to capitalize the cost. The regulations provide an election to substitute 
a taxpayer’s capitalization threshold (items expensed if they are under a 
certain dollar amount) in certain circumstances for the $200 limit under the 
de minimis rules. 
The de minimis election is made annually, and the threshold maximum 
amount depends upon whether the taxpayer has a capitalization policy in 
place at the beginning of the year, and whether the taxpayer has an applica-
ble financial statement (generally, an audited financial statement). If a tax-
payer has an applicable financial statement, the maximum threshold is 
$5,000; if the taxpayer does not have an applicable financial statement, the 
threshold cannot exceed $500. The policy for a taxpayer with an applicable 
financial statement must be in writing.  For a taxpayer without an applicable 
financial statement, who is adopting a $500 expensing policy, the policy does 
not have to be in writing.  Taxpayers will need to review their policy for what 
constitutes materials and supplies and whether the de minimis election is 
advantageous. Implementation of the materials and supplies rules and de 
minimis elections may require additional efforts to capture the information 
necessary to comply with the new regulations and take additional time to 
implement. 
 Acquisition Costs 
The final regulations generally require taxpayers to capitalize amounts paid 
to acquire or produce tangible property. Amounts paid to acquire or produce 
tangible property include costs that facilitate the acquisition or production of 
tangible property, including applicable transaction costs. The final regulations 
include special rules for costs of acquiring real property and optional elec-
tions to capitalize deductible costs or exclude certain administrative costs 
from capitalization. Taxpayers need to confirm that they are adequately cap-
turing all acquisition costs under the regulations. 
 Unit of Property 
The rules for capitalizing tangible and real property begin by defining a unit 
of property (how the final regulations establish a single asset for capitaliza-
tion purposes). Once the taxpayer establishes the unit of property, the tax-
payer then applies the improvement standards under the regulations to the 
unit of property to see if the expenditure improves the property and requires 
capitalization. In general, a unit of property includes all components that are 
“functionally interdependent” (i.e., the placing in service of one component 
depends upon the placing in service of another component). For example, a 
taxpayer generally cannot place an automobile into service without tires; 
therefore, the automobile and tires may be a unit of property. 
An additional rule provides that if the taxpayer breaks down the unit of prop-
erty into smaller components with different depreciation lives, then the 
smaller components are the units of property. For example, if the taxpayer 
treats a vehicle’s tires under a different class of property than the vehicle, the 
tires are a separate unit of property from the vehicle. There are also special 
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enumerated building systems include (1) heating, ventilation, and air condi-
tioning systems; (2) plumbing systems; (3) electrical systems; (4) all escala-
tors; (5) all elevators; (6) fire protection and alarm systems; (7) security sys-
tems; (8) gas distribution systems; and (9) any other systems identified in 
published guidance. 
The regulations expand the ability to recognize disposition of partial assets at 
the taxpayer’s option. For example, taxpayers can now elect to recognize a 
loss on a replaced roof on a building.  
 Safe Harbors 
The regulations provide an elective safe harbor for routine maintenance. 
Under this safe harbor, taxpayers may be able to deduct expenditures for 
activities that the taxpayer reasonably expects to occur more than once dur-
ing the life of the asset, and that do not result in a betterment of the property. 
For example, if a taxpayer expects to simply resurface a parking lot (15-year 
property) every five years, then under the safe harbor, this expenditure is not 
an improvement, and the taxpayer may be able to deduct it currently. The 
new regulations expand this safe harbor to buildings as long as the activity 
occurs more than once during the 10-year period beginning at the time the 
taxpayer places the building in service. 
Included in the regulations is an optional method for rotable and temporary 
spare parts that generally permits a taxpayer to deduct the costs of a part in 
the tax year that the taxpayer installs the part. In the year a part is removed, 
the part’s FMV is included in the taxpayer’s income. This amount becomes 
the basis in the replaced part, increased for any costs to remove the part and 
any costs to put the part back into serviceable form. In the year the part is 
reinstalled, the taxpayer deducts the basis of the part (to the extent it has not 
been previously deducted) and the cost to reinstall it. When the part is dis-
posed of, the taxpayer deducts the basis of the part to the extent it was not 
previously deducted.  
There is a safe harbor for qualifying small taxpayers to expense expenditures 
related to certain real property if the expenditures do not exceed a certain 
threshold. Generally, that threshold is the lower of 2% of the unadjusted 
basis of the building or $10,000 for buildings with a basis of $1 million or less. 
 
Complying with the new regulations may require taxpayers to apply to the 
IRS for an accounting method change and/or make cumulative adjustments 
for transactions that occurred prior to 2014.  Taxpayers failing to request an 
accounting method change to comply with the final regulations could be 
subject to penalties. 
 General Year-End Business Planning  
 
S Corporation Shareholders Should Check Stock and Debt Basis before 
Year-End 
If you own stock in an S Corporation and you think your S corporation will 
have a tax loss this year, you should contact us as soon as possible. These 
losses will not be deductible on your personal return unless and until you 
have adequate “basis” in your S corporation. Any pass-through loss that 
exceeds your “basis” in the S corporation will carry over to succeeding years. 
You have basis to the extent of the amounts paid for your stock (adjusted for 
net pass-through income, losses, and distributions), plus any amounts you 
have personally loaned to your S corporation.  
 
Planning Alert! If an S Corporation anticipates financing losses through bor-
rowing from an outside lender, the best way to ensure the shareholder gets 
debt basis is to:  
 
1. Have the shareholder personally borrow  funds from the outside lender 
2. Then have the shareholder formally (with proper and timely documentation 

in the form of a promissory note with a stated interest rate and terms) loan 
the borrowed funds to the S corporation. It also may be possible to re-
structure an existing outside loan directly to an S corporation in a way that 

will give the shareholder debt 
basis, however, the loan must be 
restructured before the S corpora-
tion’s year ends. 

 
Caution! A shareholder cannot get 
debt basis by merely guaranteeing a 
third-party loan to the S corporation. 
Please do not attempt to restructure 
your loans without accounting, tax, 
legal advice first. 

 
 Deductions for Business Expenses Paid By Partners 
Historically, the IRS has ruled that a partner may deduct business expenses 
paid on behalf of the partnership only if there is an agreement (preferably in 
writing) between the partner and the partnership providing that those ex-
penses are to be paid by the partner, and that the expenses will not be reim-
bursed by the partnership.  

 
Tax Tip: If you are a partner paying unreimbursed expenses on behalf of your 
partnership, to be safe, you should have a written agreement with the partner-
ship providing that those expenses are to be paid by you, and that the ex-
penses will not be reimbursed by the partnership. 
 
 Establish a New Retirement Plan For 2014 
Calendar-year taxpayers wishing to establish a qualified retirement plan for 
2014 (e.g. profit-sharing, 401(k), or defined benefit plan) generally must adopt 
the plan no later than December 31, 2014. However, a SEP may be estab-
lished by the due date of the tax return (including extensions), and a SIMPLE 
plan must have been established no later than October 1, 2014. 
 
 Planning For C Corporation Estimated Tax Requirements 
If your C Corporation had less than $1 million of taxable income for each of 
the past three tax years, it qualifies for the “small corporation safe harbor” for 
estimated taxes, which allows it to base its current year quarterly estimated 
tax payments on 100% of its “prior year" tax liability. If your corporation does 
not qualify for this safe harbor (i.e., it had $1 million or more of taxable income 
in any of the prior three tax years), it must generally base its quarterly esti-
mated tax payment (after the first installment) on 100% of its “current” year tax 
liability, or 100% of its annualized tax liability.  

 
Planning Alert! Even if your corporation otherwise qualifies for the small cor-
poration safe harbor, but the business had no income tax liability in the prior 
tax year (e.g., it incurred a tax loss for the prior year or was not in existence 
last year), it must pay 100% of the “current” year tax or 100% of the annual-
ized tax to avoid an estimated tax underpayment penalty.  

 
Tax Tip: If your corporation currently qualifies for the “small corporation safe 
harbor” and anticipates showing a small tax loss in 2014, you may want to 
accelerate income (or defer expenses) in order to generate a small income 
tax liability in 2014. This will preserve the corporation’s ability to use the 
“100% of last year’s tax” safe harbor for 2015 estimates. Caution! This tech-
nique may not be advisable if your corporation anticipates a 2014 net operat-
ing loss that can be carried back to previous years that would generate a 
sizeable refund.  
Planning Alert! If your corporation expects taxable income of more than $1 
million for the first time in 2014, consider deferring income into 2015 or accel-
erating deductions into 2014 to ensure the corporation’s 2014 taxable income 
does not exceed $1 million, so that it retains the small business safe harbor 
for 2015. 
 Self-Employed Business Income 
If you are self-employed, it continues to be a good idea to defer income into 
2015 if you believe that your marginal tax rate for 2015 (including the new .9% 

2014 Year-end Income Tax Update  Continued  from page 11 
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Additional Medicare Tax and the new 3.8% tax on Net Investment Income) will 
be equal to or less than your 2014 marginal tax rate. If deferring 2014 income 
to 2015 will save you overall taxes, and you use the cash method of account-
ing, consider delaying year-end billings until 2015. Planning Alert! If you have 
already received the check in 2014, deferring the deposit does not defer the 
income. Also, you may not want to defer billing if you believe this will increase 
your risk of not getting paid. 
 

 Personal Use of Company Cars 
If your company provides employees with company-owned cars, the company 
is required to include the value of the personal use of the car in the employ-
ees’W-2 income.  However, this is not required if the employee reimburses 
the company for the personal use.  Planning Alert! If your company does not 
report the employee’s personal use as W-2 income and the employee does 
not reimburse the company for the personal use, the IRS says the company’s 
deductions (for depreciation, gas, tires, insurance, etc.) are lost to the extent 
of the personal use. In addition, the IRS will include any unreimbursed per-
sonal use in the employee’s income even if the company is not allowed a 
deduction for the personal use portion.  
 
Tax Tip: If the employee chooses to reimburse the company for personal use 
of the car, the obligation for reimbursement should be established on or be-
fore December 31 so the employee will not have income in one year and a 
deduction in the next. This can be accomplished by establishing a published 
policy for reimbursement of personal use. Furthermore, your company should 
obtain signed statements from employees listing their business and personal 
mileage for the company car.  
Submitted:  
Robert Duskin, CPA, raduskin@duskincpas.com 
602.248.8223   

Energy Management 

     Small Box Energy uses technology to help family dining restaurants 
conserve energy and save money. Imagine being able to manage and 
monitor things that conserve energy so they’re only being used when they 
need to be. Think about how much money can be saved and what can be 
done with the extra cash! Lighting, HVAC and walk in coolers/freezers 
consume more energy than they need to. Why? Because no one is paying 

attention! 

Family dining restau-
rants all have things 
in common; long 
hours and high en-
ergy demand. Small 
Box Energy delivers 
an energy manage-
ment experience to 
some of the largest 
chains in the coun-
try. The combination 

of technology, equipment, education, and training, not only improves en-
ergy efficiency and saves money, it allows operators to set it and forget it.  

How it works.  Small Box Energy’s Chameleon™ Energy Management 
System (EMS), is built on an open platform. It utilizes an enterprise appli-
cation spanning across multiple areas and worldwide locations. The sys-
tem automates, controls, and monitors the things consuming the most 
energy; lighting, HVAC, and walk in coolers/freezers.  chameleon inte-
grates its top of the line hardware and software seamlessly behind the 
scenes of each building.  The open system network, built on LonWorks™ 
protocol and SmartServer™ technology, enables devices to communicate 
data allowing operators remote access so they can see what’s really going 
on. 

Small Box Energy builds their systems to meet the needs of their custom-
ers. chameleon’s open platform allows them to customize products and 
services other proprietary EMS’s cannot. Echelons iLon SmartServer can 
support a variety of communication protocols including but not limited to 
Ethernet, Modbus, LonWorks, BacNet, 
RS485 and RS232. chameleon provides 
the ability to customize alarms and 
alerts using SmartServer’s internal web 
server enhancing the end user experi-
ence and proving actionable informa-
tion. It collects valuable data to assess 
the performance of a restaurants equip-
ment to monitor and provide a clear 
view of energy consumption. Small Box 
Energy believes restaurants are an 
important part of our community and social networks. Small Box Energy 
wants to contribute to their success by providing them with the ultimate 
energy management experience. Not only does chameleon save energy 
but it improves equipment longevity and reduces monthly expenses ulti-
mately resulting in more money in the owners pocket. chameleon is more 
than just hardware and software; it is an easy to use platform upon which 
owners and operators have the opportunity to conserve energy achieving 
sustainability.  
 
Submitted: David Andow,  
dandow@smallboxenergy.com  
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2012 that “more concepts, 
including Subway and bur-
ger chains, are using slowly 
cooked protein as a way to 
add variety, value, and 
better health to menus.”*  

Packaged Protein ~  
Eliminate Back-of-the-
House Prep 
Wholesale meat suppliers like Bridgeview, Ill.-based Stampede Meat make it 
easy and inexpensive for development chefs at restaurant chains to incorpo-
rate the sous vide style of cooking into their menus. The innovative protein 
solutions processor specializes in custom-made, center-of-the-plate beef, 
pork, and chicken products that include a full line of sous vide items. “Most of 
our fully cooked protein portions are sous vide products, which help food 
service customers maximize their product yields for menu item profitability on 
vendor-supported items,” said Ron Jolicoeur, Corporate Executive Chef at 
Stampede Meat. Stampede’s sous vide solutions offer additional value-added 
benefits to the corporate kitchen: Ease of use, Portion control, Fast-reheat 
ticket items, Single-item SKU / multiple applications in day parts, 100% edible 
product, Quick / easy meals in minutes with minimal prep time and waste. 

“The majority of the prep work for a successful sous vide item has already 
been completed by Stampede in a custom recipe built collaboratively with our 
customers before packaging,” Chef Jolicoeur explained. That prep work in-
cludes trimming, browning, flavoring, bagging, and vacuum sealing. Complet-
ing the process is simple for the back-of-the-house chef: 

 Immerse the vacuum-packed product into a 140°F–180°F water bath, 
depending on the cut. 

 Slow cook to a specified determined internal finished temperature. 
 

Sous vide style protein products from companies like Stampede Meat make 
the upscale method deceptively simple for a great      

 Custom Meat - Simple Way for  
Family Dining to Trend Upscale 

Whether one refers to deep-fried potato sticks, roughly chopped vegetables, or cooking 
in parchment paper, cooking simply sounds sexier in French. The term “sous vide” is 
no exception. Sous vide, which literally translates to “under vacuum” in French, is the 
process of cooking vacuum-wrapped food — in particular, protein items — in a water 
bath low and slow.  
Repeatable Results Add Value to Every Order 
Chef Georges Pralus from France, developed the sous vide technique in the 1970s. 
The owners of the famed French restaurant wanted to improve yield management and 
moisture retention when cooking foie gras. Pralus discovered that cooking the product 
in an airtight bag slowly in water, at a lower temperature than normally used for cook-
ing, preserved moisture, fat content, texture, and appearance — and improved the 
yield by more than 20 percent. Although consumers generally associate sous vide with 
high-end restaurants, the value-added benefits are made-to-order for family dining, bar 
and grill, fast casual and casual dining segments — allowing chefs better planning and 
time management in the kitchen: 
 Leaner value protein cuts turn out as tender, and more flavorful, than more expen-

sive cuts or grades, providing much-needed flexibility in current protein markets. 
 The sealed bag retains nutrients, texture, and flavor, improving the taste and 

aroma of retail meat cuts. 
 Precise control over low final cooking temperature prevents overcooking of meat 

and poultry products, such as flank steaks and turkey breasts, which typically dry 
out easily. 

 Fully cooked protein can be served immediately after cooking without resting to 
seal in juices. 

 Center-of-the plate items can be held at specified temperatures for extended peri-
ods without affecting quality, which is ideal for orders with multiple items and cook-
ing times.  

 Perfectly cooked, servable protein portions can be consistently replicated every 
time. 

 
Sous vide style meat products are now very prevalent in the protein processor arena, 
with even fast-casual segments adopting the trend. Mintel market research reported in Continued on page 15 



 

 

Convention  
 Golf Tournament 

1st Place: Ross Nell, Nicholas Johnson, 
Steve Ward, Dennis Brady 
2nd Place: George Crumpton, Bob Klen, 
Rick Spicer, Joe Younes  
3rd Place: Gerald Dixon, David Simmons, 
Matt Lemke, Dan Soma  

Long Putt: Vince Prestia 
Long Drive: David Young 

Closest to the Pin: Tony Panichelli 
 

Grand Prize Closing Session 

Exhibitor Winner—$1,000: 
Mike Grimes, Sara Lee 

Franchisee Winner—$2,000:  
 Hesamedin Ghaffari, S & L Service 

 
Denny’s Inc Franchise Awards 

 Highest Sales Volume - Domestic:  #6041 -  
Michael Rommel 

 Highest Sales Volume - International:  #6647 -  
Robert Gaglardi (Bobby Naicker) 

 Highest Sales % Increase - Domestic:  #7594 -  
Holly Agassi 

 Highest Sales % Increase - International:  #9012 - 
James Noble 

 International Developer of the Year -  
Robert T. & Robert J. Gaglardi (Bobby Naicker) 

 Highest Volume Opening/First Week - #8793 - 
Rahul Marwah 

 Highest Volume Opening/First Week - #8804 -  
Hardy & Gulinder Gill & Gary Grewal 

 

 Developer of the Year - Carl Ferland 

 The Power of We Award - Joe Younes 

 Franchisees of the Year - 
Large Group: David Madani 

Small Group: David & Sam Faldu 
 
 

2014 Denny’s Inc. 
President's Award 

 
David Beshay  

(Continued from page 14)  

many restaurant customers. They offer chain restaurant chefs a hands-off 
way to improve cooking quality, increase profitability, minimize labor —  and 
consistently repeat the process over and over again.  

Submitted: Brock Furlong, brock.furlong@stampedemeat.com   
Blake Miller, blake.miller@stampedemeat.com   800.353.0933 
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BUSINESS MEETINGS
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View over 2,000 pictures online ~ dennys.org to ‘Event Info’ to ‘Photos / Videos’ 

MBM BANQUET

COKE PARTY



 

 

DFA Meeting & Events  

 Attention: Denny’s Suppliers 
Denny’s Franchisee Assn. Allied Partner Summit  

              Save The Date, April 28-30, 2015 
 
 

Don’t miss this special event designed especially for you 
and your company.  The Allied Partner Summit is an exclu-
sive event for DFA Allied Partners supplier members only. 
The purpose of the meeting is to share information, ideas 
and goals to build our Brand and discuss issues and initia-
tives that are pertinent to this group.   
 
Along with your exclusive business presentations with 
Denny’s leaders: , we network and have fun with social ac-
tivities and a golf tournament! This event is designed for 
current DFA Allied Partners, the DFA Board of Directors, 
DFA "special guest" Franchisees and Denny’s  Inc. pur-
chasing executives. 

      
Registration opens Jan. 12, 2015 @ dennys.org 

DFA Annual Convention & Trade Show 
Save The Date, October 26-30 

Be sure and mark your calendar for this once a year gath-
ering of 1,000 attendees that represent and serve the 
Denny’s brand.  Corporate, Franchisees and Suppliers 
gather, network and discuss the future year of the Brand. 
 
Suppliers, be sure and reserve your trade show space 
NOW.  Trade Show space sells out every year! 
 
Franchisees, be sure and sign up early to receive your 
complimentary registration. 
 

Registration opens May 15, 2015 @ dennys.org 

DFA Committee Meetings 
 
DFA Board members as well as other fran-
chisees serve and meet monthly on Brand 
Advisory Committees (BAC).   
If you wish to communicate on any issue 
please contact the committee chairman  
below. 
 
We welcome your comments and ideas! 

DFA Board Meeting/Conference Calls 
 

Jan 6  Telephonic Meeting 
Jan 19  Meeting, Dallas 
Feb 17  Telephonic Meeting 
Mar 17  Telephonic Meeting 
Apr 14  Telephonic Meeting 
Apr 26-27 Meeting, Tucson 
May 12  Telephonic Meeting 
June 9  Telephonic Meeting 
July 14  Telephonic Meeting 
Aug 18  Telephonic Meeting 
Sept 21-23 Meeting, Nashville 
Oct 12  Telephonic Meeting 
Oct 25 & Oct 30 Meetings, Nashville 
Nov 17  Telephonic Meeting 

Marketing Sam Wilensky samwilensky@dennys.org 

Operations Glenn Beattie glennbeattie@dennys.org 

Development Robert Duskin robertduskin@dennys.org 


