








MENU SAMPLER

SALAD
Cobb Chopped Salad:
chicken, iceberg and romaine

lettuce, tomatoes, peas,
hard-boiled egg, blue cheese,
bacon and vinaigrette, served
with [resh-baked bread,
$6.99

| California Veggie:

Havarti, pepper-Jack cheese,
avocado, red peppers,

cucumber, lettuce, sprouts,

cheese and toasted
bread crumbs, served with
fresh-baked bread, $9.99

red onion, tomato and sun-
dried-tomato spread on multi- PI77A

| grain bread, served with potate . ==

. . Spinach & Mushroom Alfredo:
chips or organic greens, $6.29  SPin ach & Mushroom Alfredo:
Alfredo sauce, fresh spinach,

ENTREE sauteed mushrooms, garlic,
mozzarella and Parmesan

on a hand-stretched

Crab Macaroni & Cheese
(pictured): Dungeness crab,

penne pasta, sharp cheddar sourdough crust, $7.99

salads, the menu features seven entrees,
all made from scratch and engineered to
be prepared in five minutes or less. The
entrees have helped establish a strong
dinner daypart: Dinner accounts for 30
percent of total sales, and the new entrees
account for 30 percent of dinner orders,
Drake says.

Tweaks already made and those in the
works concern details as well. For instance,
the company is not happy with the lighting
of the bread display. “It’s the wrong color,”
Drake says. “We're still working on it—we
want to make it better.” As for value engi-
neering, “we’ll do it both ways—add and
subtract,” says Drake, who will not release
building costs.

! In future stores, the aisle between the
_expediter station and the row of banquettes

(Clockwise from top) The
restaurant offers limited-
service: menu items includ-
ing hot entrees take less than
five minutes fo prepare.

Both the booths and awnings
are red, providing a visual
connection between Boudin's
interior and exterior.

Decorative touches including
a porirait of Boudin's master
bakers promote the brand.
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Boudin SF’s in-store bakery
is visible from the outside
of the restaurant.
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will be made wider for ease of negotiation,
and the ceilings will be lowered to cut con-
struction costs and give the space a cozier
feeling, according to Lofrano. In addition,
the company will dedicate one register to
bread and call-ahead orders to streamline
traffic flow at the counter

Two weeks after opening, sales were
somewhat ahead of plan, Drake says, but
he won't release specific figures.

He says lots of traffic is coming from mall
employees: “They will be our ambassadors.”
Initial marketing efforts included visiting
nearby offices with samples of bread and
holding a preopening party.

Grass-roots efforts, to be sure, but not
unusual for a brand that, despite its history,
considers itself young. “We're a 156-year-
old startup,” Drake says.




