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Richard Eisenberg’s grandfather gave him 
a piece of advice that put him in the 
 driver’s seat of a winning race car and a 

million-dollar business: “There are two types 
of people. Those who do what they like and 
those who learn to like what they do.”

“At that time I wanted to race cars, but I 
couldn’t afford it,” the franchisee developing 
three brands in Latin America admits. What 
he didn’t want to do—but learned to like—

was working in a restaurant.
His first job was at a pizzeria in a south 

Florida mall. “I quit three times and the 
manager asked me to come back three times,” 
he says—each time involved a promotion. 

It’s hard to like the restaurant business 
when your eyes are streaming from cut-
ting onions for a four-hour stretch. He quit 
and was recruited back as a cashier, where 
he learned just how much money could be 
made—for the restaurant owner, not the 
cashier. He quit. His next job was tossing 
pizzas, followed by a promotion that finally 
fit. The restaurant owner—who it turned out 
had promised Eisenberg’s father he’d turn 

The Race is On
Franchisee building buzz in 13 countries

Race results
Richard Eisenberg is a businessman 

who pays attention to the minutia, so 
it’s not really surprising the results 
of his auto racing career are detailed 
on a spreadsheet. But unlike most 
business documents, his racing 
resumé has his blood type listed right 
after his contact info.

Eisenberg started racing cars 
in 2002 after being invited to a 
pro-am event. In 2006, he won the 
Central American Championship and 
routinely places in the top three spots, 
which is why his track record is so 
good both in racing and restaurants. 

”You have to do well consistently, it’s 
based on points,” he says.

His car of choice is a Lotus, which 
he says is an easy car to drive, not to 
mention fast. Racing, however, is just 
a hobby.

Eisenberg also flies a plane and 
when he wants to spend quality time 
with his young family, he takes them 
indoor skydiving.

“You gotta make time count,” he 
contends.

The rewards of winning: Richard 
Eisenberg claims racing is a lot like 
running restaurants: You do the same 
simple things over and over again.Burger Concept continued on 76

A multi-unit,  multi- concept 
franchisee’s view of taking American 
brands into foreign markets.

The executive team at Wingstop Restaurants never worries about that. They just completed 
their 9th Annual Convention, using Franchise Times Convention Solutions. 

With the assistance of Franchise Times, Wingstop treated its franchisees to a memorable event 
complete with an elegant awards evening featuring a 12-piece band, a fun-filled bowling event 
and a main stage presentation with top notch speakers. And the Franchise Times team handled 
all details on site so Wingstop staff had more time to interact with their franchisees.

The friendly and professional staff at Franchise Times can manage your next conference or 
franchisee convention too! We’ve managed conventions ranging in size from 100 to 1,700 
people. We also have access to the best speakers and entertainers that will dazzle your attendees.

Before, during and after, we can take care of the large and the little details so YOU can 
concentrate on your program and your franchisees.

Call us at 800-528-3296. We’d love to discuss options for you; this is what we do!

2808 Anthony Lane South, Minneapolis, MN 55418
612-767-3200 (phone) • 612-767-3233 (fax)

HOW you are going to find time to plan another 
conference or franchisee convention?
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his son into a good employee—made him the 
delivery manager and charged him with devel-
oping a home-delivery program. “In three 
weeks, we doubled the store’s sales,” he says.

That first employer made good on his prom-
ise to Eisenberg’s father. Eisenberg not only 
became a good worker, he ended up earning a 
degree in hospitality management. While his 
classmates gravitated toward the more glamor-
ous hotel industry, he chose restaurants. Sure, it 
was a clip-on tie industry as opposed to hotels’ 
suits with silk ties, he says, but the purse was 
much bigger in the food and beverage side of 
the hospitality industry.

The biggest purse at the time was offered by 
KFC. He started on the fast-track program and 
as the only new employee with a college degree, 
was placed in one of the worst neighborhoods 
in south Florida. So bad, in fact, there were 
bullet-proof windows between the cashier and 
customer. “I spent most of my time chasing 
prostitutes off the property,” he says. 

He increased sales dramatically, and then 
was robbed at gunpoint. There’s nothing quite 
like a loaded gun pressed into the back of one’s 
head to make someone want to reevaluate their 
career choice. That night a friend picked him 
up from the restaurant and they went out for 

“several cocktails and he talked me out of quit-
ting,” Eisenberg says. Good thing, because his 
career path took an upswing after that.

When KFC went through a reorganization, 
Eisenberg was offered three very different jobs. 
He decided to stay in Florida and work as a 
franchise business consultant for the parent 
company. “That’s where I got my Latin America 
experience,” he says. For the next four years 
he worked with the three brands—KFC, Pizza 
Hut and Taco Bell—in 16 countries, running 
169 restaurants, which amounted to a $300 
million business. He was the youngest exec-
utive director for Yum (PepsiCo at the time) 
at 28, when he inherited the North Latin and 
Central American and Caribbean regions.

One secret to his success, he says, was he had 
a different philosophy of site selection from his 
peers—“find the best site and figure out how to 
make it work.” If that meant having to build a 
three-story restaurant with the kitchen in the 
basement, that’s what he did.

The move to Costa Rica
His travel schedule, however, didn’t fit his 

wife’s and his plans to have children. He con-
vinced his wife to move to Costa Rica—which 
is “a beautiful and fairly safe place” to raise 
a family—where he became a franchisee for 
KFC. (Just this year, he bought a second home 
in Denver, so his oldest daughter, an accom-
plished dancer at 12, can attend a special school 
for dance. His other three children also will 
attend U.S. schools.)

Once his operation was running smoothly, 
he signed on as master franchisee for Quiznos 
in Latin America. When he researched the 
sandwich segment, he says,  Quiznos emerged 
as having the best product in the marketplace 
at the time. The third concept to come under 
his company’s umbrella, QSR International, 
was Teriyaki Experience, a Canadian-based, 
fast-casual concept that bills itself as a healthy 
alternative to fast food.

He wanted an Asian concept to add to his 
portfolio, but the Chinese concepts he was 
looking at didn’t have healthy fare. “I was on a 
health kick at the time,” he says. But even more 
critical, Chinese food has an image problem 
in Central America, he adds. Japanese cuisine, 
on the other hand, is viewed positively by the 
upscale Latin Americans, who fall into the con-
cept’s demographics. He’s now in talks with a 
chain for a better-burger concept.

Eisenberg and his business partner 
approached Teriyaki Experience, not the other 
way around. What impressed the franchisor 
was “their professionalism and their knowl-
edge of foodservice,” says Nik Jurkovic, vice 
president, development, for Teriyaki. “They 
already had an infrastructure in place, so they 
could move a little quicker (than other fran-
chisee groups).”

QSR International is their master franchi-
see for 12 countries, Jurkovic says, “and I don’t 
think we can match” their quality as a fran-
chisee.

Because of the company’s size, QSR was able 
to both localize the existing menu and add new 
items, such as fried sushi, Jurkovic says.

Driving same results, different methods
Adapting a brand for another country is no 

easy feat. Fortunately, Eisenberg had learned 
on Yum’s dime. There is no “mom & pop” fran-
chising in Latin America, he says, “...no SBA 
loans in Latin America or the Caribbean.” 

Another difference in his market is the size 
required for restaurants. While QSR din-

ers in the states tend to favor visiting the 
drive-thru over leisurely meals in 

the dining room, it’s the opposite 
in Latin America. It’s not unusual 
for his KFCs to have 250 seats 
in the dining room and a play-
ground that can accommodate 
up to 80 children. His proto-
type, a 100-seat Quiznos, is the 

fourth largest in the system, he says. Another 
thing to consider, he is quoted as saying in a 
magazine, is Latin Americans aren’t used to 
bussing their own tables, so additional staff is 
needed to clean the dining rooms more often.

Flavors have to be adjusted for the local 
tastes and traditional dishes—such as Tres 
Leches desserts—added to the menu.

While KFC may be struggling in the U.S., 
that’s not the case overseas. The Latin America 
and Caribbean markets are several years behind 
the U.S., he says. “Twenty years ago KFC was 
a great performing brand in the United States,” 
he points out.

Lee Vala, senior vice president at Quiznos 
headquarters in Denver, says Eisenberg and his 
company meet the criteria for a much sought-
after international partner: They’re organized, 
have a good action plan and a good under-
standing of the local market. “He’s one of our 
fantastic master franchisees,” Vala says.

One of the reasons Eisenberg’s QSR 
International is working so well in the Quiznos 
system, Vala says is the two of them talk at least 
twice a week. Those open lines of communica-
tion not only eliminate any misunderstandings 
before they become larger issues, but also allow 
Eisenberg to stay abreast of new products the 
company is developing and to get a head start 
on local sourcing.

Eisenberg’s company now has 112 restau-
rants in 13 Latin American and Caribbean 
countries, with an additional 18 or so in devel-
opment. While their goal is to become the 
restaurant of choice for the Latin American 
consumer, the reality just may be they’re the 
franchisee of choice for chains wanting to get 
a toe-hold South of our borders. 
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Richard Eisenberg juggles three chains 
from his offices in Costa Rica.


