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 Simpson and others point out that the economics of opening a fast-casual restaurant are much 
better than those of a casual restaurant. For example, Pizza Studio operates within 1,500-2,000 
square feet and uses an oven that doesn’t require venting. “If you look at the sales to investment 
ratio, it’s quite attractive,” he says.
 Even more price-attractive is what Tim Murphy has up his sleeve. He has spent more than 30 years 
in the restaurant industry, including as CFO for the Central Florida Applebee’s (franchisee in Orlando), 
and working for such other heavy hitters as Walt Disney World and the former Advantica Restaurant 
Group, which owned Denny’s, Hardee’s, El Pollo Loco and more. With his chain experience and 
creative ideas, he founded restaurant-in-a-shipping-container PHresh Kitchen, Inc., Winter Springs, 
Florida. The first unit is scheduled to open this month near the campus of the University of Central 
Florida, Orlando. 
 The fast-casual concept will focus on healthy, organic, non-GMO food with a goal of becoming 
a lifestyle brand that educates about health and exercise, Murphy says. From a warehouse, the 
company can outfit and design the outside of a shipping container in as little as two to three weeks 
to look similar to the surroundings in which it will operate. He envisions opening 1,300 units in 
five years as a short-term goal, and eventually scaling it to Subway proportions. Franchisees can 
choose from among 15 healthy menus to focus on, with the food prepared in a commissary and 
delivered to the unit each day to simply heat and sell. The cloud-based POS system will also keep 
unit overhead to a minimum, Murphy says. 
 Fast-casual pioneer Wolfgang Puck is reinventing his fast-casual presence in airports to meet 
the needs of the millennial consumer, says Vince Modica, senior vice president of development for 
Wolfgang Puck Worldwide, Inc., West Hollywood, California. After decades of operating in airports, 
the company is in the midst of reinvesting and reinventing in that space with four concepts, two of 
which are The Kitchen by Wolfgang Puck featuring a bar and full-service dining room and The 
Kitchen Counter by Wolfgang Puck for quick dining. Both will serve such core menu items as 
fresh, healthy made-to-order sandwiches, salads, Puck’s signature pizzas and soups. The food and 
operations focus on sustainability, open kitchens and an interactive bar. 
 The two other Wolfgang Puck concepts in development for airports are WPizza and Uncorked 
a Wine Bar by Wolfgang Puck featuring tapas plates and a traditional wine bar. 
 Each concept operates with Puck’s long-established WELL (Wolfgang’s Eat, Love, Live™) 
philosophy, which includes sourcing fresh, local product that is good for the body and the community, 
says operations coordinator Alyssa Gioscia Roberts. The company supports cage-free hens, crate-free 
pork and veal, sustainable seafood and certified organic as much as possible, and offers vegetarian 
and gluten-free items. Service ware, made from recycled materials, is fully recyclable.

Dining Destination what’s up with fast casual?

aBove: Prototype of startup Phresh 
kitchen inc., which, made out of 
shipping containers, could scale quickly. 
oPPoSiTe: Guests can choose their own 
pizza toppings at Pizza Studio and have 
a cooked pizza in five minutes.
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The faST-CaSual CuSToMer

Those who purchase food from fast-
casual restaurants stand out in distinct 
ways from those who purchase from 
other restaurant segments, according 
to the report Mindful Dining: How 
Consumers’ Values Influence Their 
Menu Choices, January 2015, 
published by Chicago-based Culinary 
Visions® Panel. Here is a breakdown of 
the fast-casual customer:

•	 At 42%, men are slightly more likely 
than women (38%) to have visited 
a fast-casual restaurant in the past 
30 days.

•	 Millennials (52%) are much more 
likely to visit fast casuals than are baby 
boomers (28%) and seniors (29%).

•	 Households with 3+ members are 
more likely to visit fast casuals 
(47%) than are single-member 
households (34%).

•	 70% of fast-casual customers 
consider themselves advocates 
for responsibly produced foods, 
compared to the 59% average. 

•	 More fast-casual customers could 
be considered “foodies” than those 
who purchase from other foodservice 
venues, considering 57% of fast-
casual customers usually or always 
like to try new dishes and flavors 
compared to the 43% average.

•	 More fast-casual customers (22%) 
typically order a healthy item on the 
menu, compared to the 16% average.
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