
Why should developers/landlords give Chipotle the 
best site in their center? 

Well I think the easiest answer is we are now the sexiest girl 
on the beach. Our recent IPO has placed us second in 
the fast casual segment only to Panera in terms of mar-
ket cap, with a value of over $1.5 billion. The market 
is buzzing about our unprecedented program of Food 
With Integrity  and our comp store sales have been in 
double digits for eight consecutive years.No one else 
has that story to tell right now.

But the easiest answer is not always the best, and I 
certainly think it over simpli�es it. What I ask a land-
lord is “what, in their mind, makes a successful restau-
rant?” Not a restaurant company but a “restaurant”
itself. Most will speak of �nancials, the “concept”  and/
or the “look” (although 
I am never sure if I know 
what that means). I then 
ask, “What makes a suc-
cessful retailer?” Inevitably 
they answer the same way 
but with one key difference: 
the merchandise. That is 
the key and why I think 
landlords should have a 
predisposition toward Chipotle. Our merchandise is our 
food! What gives longevity to any concept is where the 
company places it’s value. We place it on our food, our 
customers and employees. While that may sound cliché 
with us, it is true. Our company was founded, and is still 
headed, by a chef, not a person with a business plan to 
�ll niche. That is what will continue to give us suc cess-
ful longevity and ultimately what a landlord should  be 
focused on. We can be a big part of a landlord’s “long–
term” plan and because of that we should be given the 
best available real estate.

 What do you look for when hiring a local broker?
Great question and I wish I had an easy answer. 

Thinking through the brokers in our system I smile
because it is one diverse group of individuals. While 
there are some key ingredients, we typically look for 
the one commonality: a huge “Passion” for Chipotle. 
We have brokers in our system that have clients that 
make them much more money than our deals can but 
they love working with us. They continue to do so be-
cause of that passion. Therefore, we look for brokers 
that have the conviction that we are not just another 
client but something “special” and will go to the mat 
for us. By the way a big part of that passion stems from 
just loving to eat our food.

Beyond the passion, we look for is great market 

knowledge and landlord relationships. Usually we like 
to have teams work the account so we can broaden 
our coverage. We understand how the broker gets paid 
and while we demand the right amount of attention to 
our deals, we do recognize they can’t just focus on our 
work. In that regard we like to see them have comple-
mentary tenants in their book of business and certainly 
no con�icts. Lastly, we are very particular about a 
strong work ethic and most importantly honesty.

How do we keep our brokers focused and motivated 
when they experience what you called some of the more 
“daunting” aspects of our site selection process.
First of all let me say we are very blessed. While I don’t 
personally know all the brokers doing our work arou nd 

the country, by reputation 
they are without a doubt 
the best in the business. 
We take our broker selec-
tion process very seriously 
as we view them as a key 
component to the develop-
ment team. They are the 
lifeblood to our develop-
ment process and we rely 

on them not just as dealmakers but also as our ambas-
sadors.

As far as lessening the daunting nature of our 
work, I think the key is providing them with the
resources necessary to make timely and informative
decisions. We need to make sure that we, as a compa-
ny, understand and agree on the development plan for 
their respective market and that we give them param-
eters by which deals can be accomplished. By doing 
so the broker can quickly narrow options and provide 
the best alternatives, without spinning their wheels
unnecessarily. Equally important, we need to timely
react to opportunities and provide whatever support is 
necessary to transact the deal with the landlord.

Do you have any words of wisdom for the new real 
estate brokers?
Foster the passion. Eat at our stores. Taste differ-

ent things. Tour a store with a store manager. See how 
our food is prepared and what makes it special. Tour 
another market and discuss with that respective real 
estate manager what stores are successful and why. I 
think Steve’s passion for the food has to extend to the 
real estate we select—with the philosophy of always 
wanting to make it better ��
Rick has been with Chipotle since 1998. He is the Development 

Director for FL, GA, IL, MI, MN, NC, SC, TX and WI.

 GROUNDBREAKING NEWS
Welcome to the 
Developing World 
of Chipotle
by rex jones

I n your hands you hold the inaugural edition of 
Chipotle Development’s Groundbreaking News!

This newsletter will be sent out quarterly to the 
Chipotle Development Team, including Chipotle 
employees and our development partners we work 
closely with—real estate brokers, architecture �rms, 
general contractors, facilities support providers, and 
many others.

Our goal is to share with the development team 
the many exciting development-related activities
going on around the country. Each quarterly issue 
will focus on a different area of our development—
real estate, design, construction and facilities. We 
will start with a real estate focus in this issue, which 
is appropriate since we will be introducing the news-
letter in our March real estate broker’s meeting in
Las Vegas.

It’s amazing to think what has transpired since 
Steve opened the �rst 850 square foot Chipotle in 
1993. Steve’s vision at the time was simple—use the 
cash from this restaurant to open a sit down, white-ta-
blecloth restaurant. 12 years and 500 restaurants lat-
er, Steve still has not opened his sit down restaurant, 
and probably never will. More importantly, though, 

Steve and Chipo-
tle have and will 
continue to change 
the way people per-
ceive “fast food” 
through our Food
With Integrity  ini-
tiatives. Our recent 
IPO success tells us 
that our customers, 
and the investment 
community, agree 

with Chipotle’s passion for changing the way people 
eat. For our development team, this also means we 
will have aggressive growth plans for many years
to come.

We are excited to broaden our communications 
of what is going on in the Chipotle development 
world. In addition to Groundbreaking News, we 
will be adding a Web site geared towards prospective 
landlords and developers, sharing information that 
we feel they need—new restaurant photos, updated 
Chipotle articles from around the country, a link to 
the Investor Relations page for �nancials, broker 
contact information, and general site criteria.

I want to thank Anne McAbee, Melissa Gillmeeks, 
Julie Knobbe, and Mitzi Vallon for taking on the 
Groundbreaking News project, and Vince Dressel, 
with an assist from Joe Stupp in marketing, for cre-
ating the development Web site. I think their out-
standing work in improving the communications 
within our development group will bene�t all of us.  
I would also ask that you let Anne and Vince know 
your thoughts as we move forward—what you want 
to hear about, ideas for articles, or anything else you 
feel important.

In closing, I want to thank all of you for being 
part of our development team. ��
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Coming Soon in Groundbreaking News:
Designing for burr i tos   �� �� �� �� ��Real estate update   �� �� �� �� ��Sign language (new and improved sign package)

It is fast becoming an institution that, as with having a cell phone, you’re not a 
real person until you have your own Web site (it’s the latest bling). 

We’ve created an online arsenal of tools for you. You have the following at 
your �ngertips: marketing materials, the latest Chipotle articles, site criteria, 
expansion map, store photos, and contact information for brokers and
developers. If you’d like to see something more, speak up!

Believe it or not, there are deprived souls drifting through life who have not 
found Burritopia. We’ll call them the “Unfortunates .” Find these poor creatures, 
use your online armory, and lead them to the Promised Land. Now onward good soldier, you have work to do.
vince dressel — ECDC vdressel@chipotle.com

Introducing
  Chipotle.com/development


