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MORE THAN
THE MENU IS
GREEN WITH
TOSSED’S NEW
PROTOTYPE

The emerging chain debuts
a new eco-friendly design.

BY DANA TANYERI, Managing Editor

hanks to an evolving prototype, “green” is as much about the dining
environment as it is about the menu at Tossed, a fast-casual concept
specializing in made-to-order salads, crepe wraps, grilled Panini, sandwiches
and soups. As rd+d went to press, Tossed was about to cut the ribbon on the
newest, most eco-friendly iteration of its prototype.
Michael “A.T.” Toroyan, chief operating officer and chief development officer
of the Fort Lauderdale, Fla.-based chain, says that since the company sold its first
franchised unit in 2007, its design has evolved from what he describes as “institu-
tional fast casual” to a warm, relaxed, inviting space that plays to an urban audience
interested in healthy, affordable, convenient food choices as well as in sustainability.
The new unit, which will be the company’s second in the Boston market, delivers on
that brand promise in a comfortable yet contemporary environment.
The chain is small — seven units as of mid-December — but widespread, with
operations in Los Angeles; New York; Houston; Boston; Vancouver; Morrisville, N.C.;
and Boca Raton, Fla. Lined up behind the new Boston location are development
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Community tables represent a key element in Tossed’s new front of the hou:
the chain’s young, socially networked clientele, the custom-fabricated tables art
rectangles. The tables feature a low divider that runs horizontally down their center.
holds thin resin panels embedded with natural grass imagery as a subtle, artistic




agreements for roughly 68 additional
units in target markets including St. Lou-
is; Denver; Phoenix; Dallas and Austin,
Texas; Charlotte and Raleigh-Durham,
N.C.; Seattle; Philadelphia; Toronto;
Detroit; Chicago; and Washington, D.C.

“The good news is that right now
we're not large enough to where we
have to make a radical change to a huge
number of existing units,” Toroyan says
of the new prototype. He notes that the
Los Angeles unit, opened in early 2012,
has many elements of the new prototype
and that other existing units are being
remodeled to incorporate elements of the
latest design.

JBI Interiors, a vertically integrated
design-build-install firm based in Long
Beach, Calif., was brought in to help
refine the new Tossed look and feel, and
to bring a stronger sense of sustainability

into play. “Tossed tends to locate in
urban environments, downtown types of
markets where they have young business
professionals and groups of one and two
coming in for a relatively short lunch
period. People are in a rush these days
and need a healthy, affordable and quick
option for lunch, which is slightly differ-
ent than just going down the road and
getting a hamburger,” says Jack Potter,
vice president, national accounts, at JBI.
“In the new prototype in particular, we're
appealing to the health and environmen-
tally conscious business professionals in
the downtown Boston area. We devel-
oped a dining room layout and a design
that would feel comfortable to those
consumers by creating something like a
home away from home where they can
come in any time, dine for any period

of time, hang out alone or meet up with

friends. We also took the operation in
a more environmentally savvy direction
and Tossed challenged us to integrate
finishes and products that help them
accentuate that commitment.”

To create the desired environment,
the design team used a combination
of blonde wood-grained paper-based
laminates, stainless steel and earth tone
finishes that serve as a backdrop for
punches of color from seating, lighting
fixtures, floating ceiling “clouds” and
wall graphics. A prominent color is a
vibrant lime green, which Toroyan feels
is contemporary and helps to convey
freshness, and the color ties into the
company’s logo. “You get the sense that
you're in some sort of a market, a harvest
type concept. And it goes well beyond
our look and feel,” he says. “All of our
products are fresh and our produce is

Design Insights

JACK POTTER, JBI Interiors

Materials. A lot of the manufacturers that
are providing raw materials being applied
in commercial environments are cognizant
of the fact that the industry has started to
move in the direction of green and environ-
mental and sustainable. They're making
raw materials more affordable all the time,
which benefits the designer coming up
with the concept, the fabricator who's able
to fabricate it at a reasonable cost and the
restaurant brand that would like to offer it
to their own customers. So as the move-
ment increases and gains more traction, everyone’s going to start to
benefit from both an availability and cost perspective.

Challenge. In the new Boston space, it was the challenge of laying
out a restaurant that flows well in an existing oddly-shaped space
and designing it so that within the first few seconds the customer
gets a positive impression. That impression also has to stand the
test of time in a high-volume business. You don't want to just put
something in that looks pretty but is going to fail in a year or two.
You want this dining room to last for several years so that custom-
ers on day one and in year seven are going to have that same
dining experience.

Cool Feature. There are certain design features that Tossed now
considers brand triggers. One of those is what we call the oval

clouds, which are suspended from the ceiling in a unit in
downtown Los Angeles, the first generation of the new prototype.
Many elements from L.A. were carried over and enhanced in the
new Boston prototype. The “clouds” help to connect the ceiling to
the seating below and to define that particular zone as a separate
seating area. They have the three brand-centric colors from the
Tossed logo incorporated, so they bring color to the space in a
small, subtle way. They’'re among the more expensive design
elements, but are a signature that will carry forward.

Advice. Every restaurant chain approaches design slightly differently,
but it's important for any operator looking to go down the path of
environmentally friendly design or finishes to consult with an expert.
It's not just about picking finishes that are eco-friendly or renewable,
it's about ensuring that they're available, cost effective and will stand
the test of time in a commercial restaurant environment. You have

to have that marriage between vision and application. If a particular
material is a limited-time offering, or for whatever reason isn't likely to
be available on a consistent or a long-term basis to the people doing
the fabricating, you need to know that. A lot of companies sell design
and design new environmentally friendly spaces but may or may not
take the steps of determining whether the materials that they select
or specify are consistently available, what the short- and long-term
costs will be, or, if costs are outlandish, provide value-engineered
alternatives that are scalable for growth. That type of consultation is
important to get upfront because for most companies this is new and
rapidly changing territory.




sourced locally. As much as possible,
we look for organic, grass-fed products,
anything that is sustainable. As long as
the price is reasonable for our guests to
bear, we're trying to inject sustainability
in every aspect of our business.”

Those aspects include compostable
food packaging; recycling centers in the
dining room that allow customers to sep-
arate glass, paper and plastic waste; and
energy-efficient kitchen equipment and
napkins made from 100 percent recycled
paper and printed with soy-based ink.
They also include newer initiatives being
considered or under development, such
as water-saving, low-flow toilets and re-
usable Tossed-logoed carryout bags that
customers will be rewarded for using.
“We're constantly looking for sustainable
products and solutions that work for our
business and we keep a close eye on
what others in the industry are doing,”
Toroyan says. “Every six months or so we
do a scan of what’s new and in use out
there that we might pick up on.”

Sustainable Seating Stars

Among the features of the new prototype
that stand out as most exciting to the
development team at Tossed are the
seating options. Top among them is the
Navy 111 chair, which in and of itself
tells a strong sustainability story. Each

of the simply designed, contemporary
chairs is manufactured in the style of
the aluminum chairs used on U.S. Navy
ships, but is made from 111 recycled
20-ounce Coca-Cola company beverage
bottles, which comprise 60 percent of
the total materials content.

“Our CEO was approached by Coca-
Cola back in 2006 to help solve an envi-
ronmental problem that they had, which
was to take beverage bottles that would
have headed to a landfill and recycle them
into a structural item, such as a chair,
that is made to last,” Potter says. “So the
challenge was to take PET plastic, which is
originally intended for short-lived fabric in
textiles, and to make it into a tough chair
for the commercial restaurant environment.
Tossed has widely incorporated the chair
as an eco-friendly design element. It's a
great fit, especially as they have a supply
partnership with Coca-Cola for beverages. It
brings it full circle and is cool for the cus-
tomers to imagine that the bottle that their
water is in could end up being recycled
into one of the restaurant’s chairs.”

In addition to the colorful Navy 111
chairs, which Potter notes were in develop-
ment for four years before hitting the mar-
ket, the chain’s stools represent another
interesting design element. The stools
feature 99 percent recycled water and
raw materials used in production. “We're

Tossed is in the process of converting all of its
locations, like the one seen here in Vancouver,
to its new prototype that takes the operation in
a more environmentally savvy direction.

based in California and the environmen-
tal regulations here are particularly strin-
gent,” he says. “So on one hand we've
designed the restaurant’s dining room to
be finished and built sustainably, but we
also produce the furnishings and fixtures
according to those California regulations
so we can be as green, renewable and
sustainable as possible on the back end,
as well.”

Creating Community
Still another seating option at Tossed is one
that Toroyan is particularly pleased with,
but not necessarily for its sustainability.
Rather, it's a seating style that enhances
the dining environment in another way
for the chain’s young, socially networked,
plugged-in urban professional clientele.
That option is community tables, which all
new units will have at least one of, if not
more, depending on the space available.
The custom-fabricated tables are
simple, long rectangles finished in
the same paper-based blonde wood
laminate that tops smaller individual
tables, divider walls, paneling and other
interior surfaces. What’s unique about
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e Jason Chodash, president

e A Michael “A.T. Toroyan, chief
operating office & chief development
officer

e Brian Chodash, vice president,
marketing

e Diana Truong, art director

e Jack Potter, vice president, national
accounts, JBI Interiors

» Katie Rifkin, project designer, JBI
Interiors

Snapshot

e Year founded: First franchised
location in 2007

e Headquarters: Fort Lauderdale, Fla.

e Menu: Fresh salads, wraps, gourmet
sandwiches, Panini

e Service model: Fast casual

e Services: Dine-in, takeout, delivery,
catering

e Average check: $10.71

e No. of units: 7, all franchised (8th
scheduled to open in late 2012 or
early 2013)

* Prototype size: 1,500 to 2,200
square feet

e Average kitchen space: 600 to 800
square feet

o Average check: $10.71

e Typical location: downtown office
buildings, malls, suburban

e Design highlights: Eco-friendly,
sustainable finishes and materials
used as much as possible; seating
manufactured from recycled and
sustainable raw materials and with
sustainable production methods;
warm wood grains, ample natural
light, stainless steel, earth tones,
small splashes of color; localized
wall graphics; community tables

¢ Average equipment investment per
unit: $100,000 (kitchen equipment,
smallwares package, furniture)

e Average build-out: 90 to 150 days

e Expansion plans: agreements inked
for 68 additional franchised units

the community tables’ design, however,
is the low divider that runs horizontally
down their center. That divider, in turn,
holds thin resin panels embedded with
natural grass imagery as a subtle, artistic
element. The panels, also used atop di-
vider walls, serve to enhance aesthetics,
strengthen eco-friendly brand messaging
and offer a small sense of privacy for
those who want it.

In addition to the resin panels as
signature brand features, the base hori-
zontal dividers on those tables in the new
Boston unit are wired with electrical out-
lets. As such, in addition to being able to
enjoy the restaurants’ free WiFi, guests
can charge their laptop or smartphone
while eating their salad or crepe wrap
at the community table — all without
having to climb under the table or search
around for a wall outlet.

“Part of making our environment
warmer and more comfortable is also
about community and making the space
more functional for guests,” Toroyan
says. “I very much believe in community
tables. If you're dining solo, it allows you
to take a break from your workplace and
maybe interact with others, meet people
and sort of grow your community. The
beauty of the community table with the
divider and the power is that you can
either engage with others there or com-
fortably engage with your gadgets.”

Depending on the location, each
community table will seat from 6 to 12
guests. The new Boston unit has 2 such
tables, 1 seating 8 and 1 seating 12,
according to Toroyan. “I typically don't do
a community table with less than six,” he
notes. “You need a requisite number of
chairs in order to promote conversation.”

So far, response to this seating op-
tion has been overwhelmingly positive,
he adds. “Americans are just getting
used to this idea but Europeans have
used community tables for years. It gives
you a socially acceptable license to go
sit next to someone, whether or not you
strike up a conversation. And it also gives
the operator a more efficient way to use
limited seating space and accommodate
single diners without taking up tables
that could be used for larger groups.

With or without the power feature, |
think they're here to stay — especially in
urban markets.”

No LEED, for Now

While it might seem a natural next step
given its brand focus on sustainability,
the new Tossed prototype wasn't de-
signed with LEED certification as the end
goal. That decision so far has been based
more on cost factors than on any lack of
motivation to seek certification.

As a small chain, Toroyan says, the
costs associated with becoming certified
can put too much strain on franchisees.
“There are some leading chains out there
that have done a fabulous job of becom-
ing LEED certified. Most are part of large
corporations that can afford it,” he says.
“As a franchisor, if we mandated a LEED-
certified build-out we would push the
cost up somewhere between 30 percent
and 40 percent. Most of our franchisees
couldn’t harbor that kind of a tariff.”

Rather, Tossed has chosen what
Toroyan calls the ongoing internal risk/
reward analysis of as many eco-friendly
items and environmentally sustainable
products as possible. “We're looking
literally every day to bring more in,” he
says. “I just met with a packaging com-
pany that’s talking about an additive they
can put into our plastic bags that makes
them biodegradable. Really unique
things like that aren’t a huge cost but
are something our guests will appreciate.
Other things, like flooring, we're waiting
for costs to come down on. We haven't
found anything yet that we think is du-
rable enough to withstand Midwest and
Northeast winters at a price that makes
any sense, but it doesn’t mean we won't
or that other people aren’t thinking about
it. Once the McDonald'’s of the world de-
mand it then it will become more doable
for the rest of us.”

He notes also that while the new
Boston store design is the chain’s go-to
prototype, it will continue to evolve. “We're
not going to do 1 unit and say it’s perfect
and go do 40 of those. We're going to do
one unit and then we're doing to evaluate
it. And before we get to the 68, or to 100,
we're going to tweak it as we go.” +



