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T
here is a revolution
s w e e p i n g t h e
world of subs and
sandwiches. In
fact, the revolution
began two decades

ago but is now gathering mo-
mentum in Ireland. Quiznos
Sub is one of the fastest grow-
ing food franchises in the coun-

try ^ and the world.There are
4,000 Quiznos restaurants
open worldwide with opera-
tions in 21 countries.
Kylemore Foods Group op-

erates the Quiznos master
franchise in Ireland, using its
added expertise of a company
with a long history of success-
fully catering to the Irish pub-
lic.
Quiznos Sub is an Ameri-

can company, wh ich was
formed in 1981 in Boulder,Col-
orado. It takes the classic ‘sub-

marine’ sandwich and toasts
the ingredients on proprietary
breads w ith propr ietary
sauces.
The commitment that Quiz-

nos Sub made to its customers
from day one was that it would
source the best ingredients for
every part of the food, from
the artisan breads through the
signature sauces, and of course
the all-important fillings.
The policy of fine ingredi-

ents accompanied by toasting
to enhance flavours soon cre-

ated a roaring success in the
catering industry.
Quiznos delivers uncompro-

mising quality for today’s busy
consumers who are looking for
a tasty, fresher alternative to
traditional sandwich bars and
fast food restaurants. Using
premium quality ingredients,
Quiznos offers better-tasting
food through creative, chef-
inspired recipes to give a food
that’s a cut above the rest.
The runaway success of the

first outlet started to attract

franchisees in the late 1980s.By
1994, it was emerging as a ma-
jor brand in the US market,
being named as aHotConcept
byNation’s RestaurantNews.
In January 2006, Entrepre-

neur magazine rated Quiznos
Sub the second best franchise
in the US, and in August 2005,
it was chosen as third best res-
taurant chainbyQuick Service
Restaurant magazine.
Undoubtedly, the fact that

franchisees and customers
alike can appreciate the Quiz-
nos Sub as a superior product
has a great deal to do with its
popularity.
The menu also appeals to

the more adventurous palate
of a younger generation: Mes-
quite Chicken and Bacon,Ter-
iyaki Chicken and Pineapple
and Turkey Bacon Guacamole
sit alongside the classic Ham
and Swiss and Meatball sand-
wiches on an extensive menu.
The submarine sandwiches

live up to their names and are
substantial enough to fill the
hungriest person. But those
who want less bulk and fewer
calories can choose from ‘lite’
subs, vegetarian options, flat-
breads, soups and salads.
No matter what your food

mood is, there’s a choice at
Quiznos Sub that’s just right
for the moment. Subs come in
three sizes, so you will always
find one to satisfy you.When
you’re looking for something
different, there are salads or
soup and sandwich meal deals.
Quiznos Sub also operates

as a premium coffee bar and
will deliver a latte, cappuccino
andmuffin everybit as good as
the dedicated coffee bars.
The simplicity of the opera-

tion is also a major point in its
favour. Each preparation area
is carefully designed to make
the most of a relatively small
space.
Once a sandwich isprepared

from the ingredients and
dressed with the appropriate
sauce, it is simply slipped onto
a rotating grid oven. It takes 55
seconds to pass through to the
other side, where it is wrapped
and cut according to the custo-
mer’s directions.
The customer transaction

time from order to receipt is
210 seconds in total.This is all
the ‘cooking’ that is necessary.
The toasting is just enough to
bringout the flavours andoffer

the customer a hot meal, but it
is simplicity itself.
Quiznos won the title Best

US Sandwich in 2004. This
was the same year that Kyle-
more Foods Group launched
the brand in Ireland.
The success of the franchise

was almost guaranteed from
the start. A number of factors
were in its favour. The brand
was well known to younger
consumers from their travels
in the US. The hot toasted
sandwich trades well through-
out the day and into the eve-
n i n g a n d n i g h t , wh i c h
considerably lengthens the
trading day.
Kylemore Foods Group had

expert advice to add to the sup-
port from the main brand.The
group also offers franchisees
its buying power, sourcing in-
gredients and passing on its
group discounts.
Kylemore also partnered

with Douglas Newman Good
for advice on locations and to
negotiate for leases on pre-
mises. In less than two years,
there have been no fewer than
eight new restaurants opened
with four more in ‘build’ phase.
Repeat business at all loca-

tions is very high, thanks to
the quality of the product. It’s
a true Irish-American success
story.

K y l e m o r e Fo o d s
Group is now inter-
ested in meet ing
peoplewithan entre-

preneurial spirit to become the
next generation of franchisees.
The company emphasises that
there is a significant support
structure in place with training
and operations support, mar-
keting support and consulting
support every step of the way.
The franchisee will need to

bring some capital of his or
her own to the business (about
e60,000).Typical restaurant in-
vestment is about e175,000 in
total.
There is an established fi-

nancial package available
through Bank of Ireland, and
Kylemore will assist the fran-
chisee in creating a business
plan.
Interested parties should at-

tend a franchise seminar (de-
tails below) or simply contact
Kylemore Foods Group di-
rectly to receive an informa-
tion pack and set up ameeting.

Classic Italian

Product characteristics
& Superb tasting product with quality

ingredients guaranteeing loyal repeat
customers

& Toasted to enhance flavours
& Artisan breads and proprietary dressings
& Range of menu options, including salads,

soups, fries, confectionery, gourmet coffees,
juices, beverages and breakfast

& Healthy focus includes vegetarian, light
options, flatbreads, fresh juices and salads

Franchising strengths
& Exciting newcomer to the Irish market
& Very successful brand and product track

record
& Radically different from the existing range of

sandwich bars and fast-food outlets in Ireland
& Benefits of Kylemore Foods Group nationwide

procurement system
& Dedicated training, product development,

operations and marketing team support for
Quiznos Sub franchisees in Ireland

& Property/real estate support and evaluation
mechanism supplied by Kylemore Foods
Group and Douglas Newman Good

& Established finance package with Bank of
Ireland and Business Model and Business
Plan assistance.

Succulent subs

QuiznosSub
-becoming the toast of Ireland

David White of the Quiznos Sub restaurant, St James’s Hospital, Dublin 8 MAURA HICKEY

Franchisee interview

Quiznos Sub Wexford Street, Dublin 2
Those considering a step
into franchising with Quiz-
nos Sub need to ask existing
owners how the experience
has been for them. Albert
Gallagher has been operat-
ing the outlet on Wexford
Street in Dublin 2 since
March 1 2006.
‘‘I first came across the

brand at the franchising
show in the RDS,’’ Galla-
gher said. ‘‘I had a back-
ground in catering and
knew that I was interested
in this area. Quiznos Sub
had a lot of what I was
looking for.
‘‘I was already thinking

about sandwiches, but the
Quiznos product and the
key of its being hot and
toasted compared very well
to the competition. I had a
number of meetings and did
my research, and I was
happy to sign up a few
months later.

‘‘It is difficult to get all
the conditions for success
right and keep the para-
meters within what you can
afford. The Wexford Street
location, sourced through
Douglas Newman Good, is
terrific – and it’s very
competitive. But the feed-
back is consistently very
positive and, although we
are only open three months,
we have our regulars who
are increasing in number
every day.’’
It is one of the key

characteristics that the
sandwiches have fans who
get hooked; one blog even
describes Quiznos as ‘‘like
drugs on a toasted bun’’.
Gallagher currently has

the only franchise that
opens late and catches the
after-pub and club trade on
the way home.
‘‘The street gets busy

then, and each franchisee

has to cut their cloth ac-
cording to their location,’’
he said. ‘‘Quiznos offers
terrific breakfast fare, but
it wasn’t our busiest time.
In our case, we decided to
shift our 8.30am opening
time to 10am Monday to
Thursday.
‘‘We stay open till

7.30pm Monday to Thurs-
day and we open until 4am
Friday and Saturday. Only
a hot product will sell that
well, you would not be
selling ordinary sandwiches
at that time of night.’’
Gallagher agreed that a

franchisee needed to be
committed to make a suc-
cess of the operation, but
said calmly that he was
achieving his goal of not
exceeding a 60-hour week
most of the time. He is
sanguine about the future
and hopes to open at least
one more outlet once he has

finished building the busi-
ness in Wexford Street.
‘‘From the start, the

biggest thing is to be part of
building a brand,’’ he said.
‘‘Customers come in who
know the brand from the
US and are delighted to
recognise it and realise it
has come here too. The
support from Kylemore has
been excellent.’’
Looking around the at-

tractive interior of the
Wexford Street restaurant,
he pointed out how every-
thing from the signage to
the interior design had been
designed, placed and se-
lected with the expert gui-
dance of the parent brand.
In the end it’s the food

that is all important.
Gallagher’s comment

summed it up: ‘‘Anyone
who tastes it comes back.’’
And Now that’s a recipe for
success.

Quiznos Sub locations
& St Stephen’s Green Shopping Centre, Dublin 2
& St James’s Hospital, Dublin 8
& North Earl Street, Dublin 1
& Fairgreen Shopping Centre, Carlow
& Merchant’s Quay Shopping Centre, Cork
& Wexford Street, Dublin 2
& Powerscourt Townhouse Centre, Dublin 2
& Institute of Technology, Tallaght, Dublin 24
& Dame Street, Dublin 2 (June 2006)
& O’Connell Street, Limerick (July 2006)
& Waterford Shopping Centre (July 2006)

Hungry to be an entrepreneur
The Quiznos Sub restaurant in North Earl Street, Dublin

MAURA HICKEY

www.quiznos.ie

The Quiznos Franchise Seminar
takes place at the

Great Southern Hotel,
Dublin Airport on Saturday,

May 27, 2006 from 2pm to 5pm.
Entry is free.

Contact Sinead O’Toole
on tel: 01-8140616
to secure a place
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