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Fast Casual Technology

What’s On The Menu—Today?

Restaurants keep web info up-to-date with SinglePlatform software

Ah, to be single again: The lament of
restaurateurs who have to constantly
update th eir m enu o fferings on
myriad culinary websites, Facebook,
Twitter and all those other sites that
are searching for diners.

chain restaurants and franchisees. To that
end, it recently added Jeff Kolton, principal
at Franchise Market Ventures, to its board.
Cerilli said the company plans to approach
major chains and multi-unit developers. He
believes his service would help them provide
more localized content. “We haven’t been going
after large chains,” Cerilli said. “We wanted to
show that we could sell to local mom-and-pop
places, first.”

nies that charged them,” Cerilli said. “And they
had a bunch of different terms.”
SinglePlatform was designed to allow res-
taurants to manage their entire digital presence
in one place. A restaurant owner or manager
signs in, uploads photos, special events and
menus. After the information is saved it appears
instantly across the thousands of websites that
the program is linked to. The cost is $450 per

location, per year, though the price is scaled

By Jonathan Maze

U.S., according to NPD Group. And it
seems like there’s an equal number of res-
taurant-listing websites on the Internet. So how
does a restaurant update all of those listings?
Enter SinglePlatform, a service that enables a
restaurant to publish information across numer-
ous restaurant list publishers from a single site.
The service enables a restaurant to update infor-
mation quickly, and publish it instantly.
“When you look at a restaurant’s web pres-
ence, often that presence isn’t the best,” said
Wiley Cerilli, SinglePlatform’s CEO. “Menus
are not anywhere online except for a few sites.”
Indeed, SinglePlatform turns listings into the
modern-day equivalent of the menu taped on
the restaurant’s front window.
The system seems designed to benefit inde-
pendents, but the company is also targeting

T here are nearly 580,000 restaurants in the

What attracted franchise veteran Kolton?
PRl ; )
During two months of meetings with both
management and investors, I realized that
SinglePlatform had the ‘trifecta’ I was looking

down as the number of locations increase.

So a restaurant manager who wants to have
a Monday special can log in, add the special to
its menu, marking it as a special announcement.

for: a dynamic leader with the proper temper- Web users will see that special immediately.

ament and experience to lead a transformative

company; a best-in-class team of VCs/investors;

and a great product with leading-edge technol-
ogy that was truly scaleable,” he said.

Cerilli had been the vice president of sales
for Seamless Web, an online, food-ordering sys-
tem, where he worked for 12 years. During that
time Cerilli talked to a lot of restaurateurs who
expressed frustration at having to update pro-
file pages across the web. Because it was hard to
keep up, many of the sites didn’t have the right
hours of operation, or the restaurant’s photos
and information were outdated. They could get
a featured listing, Cerilli said, but that listing
didn’t include the all-important menu. “They
fele like they were being leveraged by compa-

Cerilli said the platform is simple so it can be
casily changed, and users—who are busy run-
ning a restaurant—won’t have to keep up to
date with multiple applications.

The system was also easy to build. “It’s not
that complicated,” he said. “It’s only three lines
of script.” The complex part has been getting
online publishers on board. Now that the com-
pany has that technology down, it is working
to secure the publishers. Cerilli has promised
deals with 50,000 sites to publish menus. It
should be launching soon on Metromix and
the Chicago Tribune. It also has deals with
Blackbook, Village Voice’s 12 newspapers,
Foodspotting, Gayot and others.
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“A wise investor said he likes to invest in businesses that he understands,
and have an identifiable consumer marketplace. This seemed like good
advice in 2004 when | joined Taco John’s with our first restaurant.
b L S S
exc mn; e
environment fwﬂnmllgn-ﬁhe h?llom;l"g our customers have come to
know and love. After six years and four more restaurants | find this
investor’s advice still holds true as we add our sixth restaurant this
year.” - TH. MN
Owning a Taco John's franchise is a very
rewarding experience.
Our franchisees leverage our outstanding food,
local advertising campaigns and business model to create
a prestigious and long-lasting community presence!

R b .
The Fresh Taste of West-Mex

www.tacojohnsfranchise.com
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Top financing sources
and development contacts
in the restaurant industry

sty MONITOR

Financing * Research « Mergers
« Tax Issues * Franchising

Monthly Newsletter
Free Trial Subscription

Call 800-528-3296
www.restfinance.com




