











CHAPTER SIX





GIACOMINO’S PIZZA, PASTA AND CHICKEN:


RISKY BUSINESS, UNSHATTERED FAITH�





	The fast-food industry has saturated the Philippine market with a variety of products and stiff competition. It is definitely out of question to think about Christian value as a primary motivation for starting a fast-food business.


	For Noel Castro, the President/CEO of Giacomino’s, the inspiration behind the establishment of Giacomino’s is the Economy of Communion.  New City reports that “Noel, a businessman at heart, was only 23 at that time; he did not think twice but decided to give this idea a try.”�


	Noel started making pasta with only three people helping him.  Seven years later, 350 employees are now in Giacomino’s pizza chain, serving a network of more than 50 franchisees around the country.�  The growth is extraordinary in spite of the strong presence of big multinational and local corporations engaged in pizza-pasta business.  This presence of big corporations is confirmed by Pulse Research Group in its survey-study about pizza restaurants:


When asked to think of pizza restaurants, about four fifths were able to call to mind the names of outlets unaided. Closely competing for the largest share of the consumer’s consciousness are Shakey’s and Pizza Hut. Together these outlets combine for three fourths of the total first mentions.�





	It was not easy to break through the consumers’ consciousness given the great percentage of patronage for well-known and well-established pizza and pasta companies.  But Noel stood by his decision to give his inspiration a chance.  It was almost like David confronting Goliath.  


	Today, though “almost reluctant to talk about his business venture, which now includes food distribution, Chinese and Filipino restaurants”,� Noel shares that “the original idea that made him roll up his sleeves and start what is now a successful example of Filipino entrepreneurship”� was his desire to do something for others by using his God-given talents.


	We shall now try to understand the journey that Giacomino’s made since its inception till its present state.





I. QUESTIONS OF FOUNDATION: HISTORICAL AND ORGANIZATIONAL NOTES





A. Personal Preparation


	There were precedents that actually served or prepared the ground for Noel to take the challenge of the EcoM.


	Doing business is not actually new to Noel and his family.  As a college student he already started to hone his entrepreneurial skill:


In college I already had a knack for business, looking at things with commercial mind.  I designed and sold T-shirt for college organizations. I also ventured into food because I felt that people need it everyday.  My family already had a big shop and a small catering business.  Actually I began with taho, a Filipino delicacy, since a lot of Chinese students at Ateneo had to come early because of the traffic and had not yet eaten breakfast.  So I opened a little store selling taho.  I didn’t borrow much money from my mother, because I always start small. I think this is what business is all about.�





	My short exposure to the company made me realize that though the primary impetus for the creation of Giacomino’s came from the EcoM,  yet the business acumen that Noel learned from his family has actually made a difference in the way he runs Giacomino’s until today.  In one of my interviews with him, he candidly told me that “good will is not enough.”�





B. The Circumstances Behind Giacomino’s


	Aside from personal preparation and exposure, circumstances pointed out to Noel the right move:


I had another business called Mr. Deli, selling sandwiches and hamburgers. We faced a lot of competition - Jollibee, MacDonalds, etc. So I said to myself, I had to sell another more original product, with less competition. I had some difficulties marketing German sausages and sandwiches so I shifted to pasta and pizza.  With them, sales really shot up.�





	The launching of the EcoM has helped Giacomino’s to aim for more despite the many difficulties that it had to face at the beginning:


After the project for an economy of communion was launched in 1991, I bought a small pasta machine, and soon we were selling so much that we had to acquire a new machine, with some support from other people.�  





	The first Giacomino’s pizza and pasta outlet was opened in the supermarket area of Cherry’s Fooderama along busy Shaw Boulevard on May 1, 1994, selling sliced pan pizza with emphasis on quality, speed and affordability.�


	It did not take long before Giacomino’s started to have more patrons.  Then expansion started:


Little by little we expanded into the world of franchising. The original staff of two has now burgeoned to 180 employees and various support offices in Davao, Cebu and Baguio, aside from those in Manila. Now we charge up to half a million pesos for the use of the name Giacomino’s.�





	It was not always easy to catch up with the growing demand for expansion and development:


of course we encountered many difficulties at the beginning. Good ideas are not enough. A lot of other factors must be considered, like location, competitive prices, good advertising, and an elite product.�


  


	The spirit of generosity and a firm determination and faith in Divine providence sustained Giacomino’s to realize its vision without giving up.





C. Company Profile





	1. Name


	The name Giacomino is a diminutive of James in the Italian language.  It is not a matter of chance that the newly created company chose Giacomino as its name.  The reason is not simply because of visual and aural appeal but because the name stands for an Italian gentleman, who like Noel, believes and tries to live an evangelical lifestyle:


Signore Giacomino, who has been living in the Philippines for the past 25 years, epitomizes the food service company which carries his name.  Filipinized Italian favorites like pizza and pasta are a compromise between his love for traditional home-cooking of his mother and the influences of Filipino tastes and eating habits.�





	Giacomino’s wants to live up to a quality that finds the balance between Italian and Filipino taste.  Giacomino’s does not only mean good quality food but also quality service drawn from the experience of this Italian gentleman:


Signore Giacomino is also a busy man who is always on the go, only reflecting the importance of speed and courteous service experienced in every Giacomino’s pizza counter everywhere.�





	Giacomino’s also wants that it is known, not only for quality food and service, but also for customer satisfaction where every customer gets the value of every money spent:


Finally, the affordable prices of our products are an ardent trait of Signore Giacomino who has an admirable habit of expecting value for his hard-earned peso.�





	We can say that the name Giacomino’s stand for the company’s philosophy: uncompromising quality, fast and courteous service, and value for money.





	2. Vision, Concept and Products


	The company aims at being number one pizza and pasta chain in the Philippines by the year 2000.�


	Giacomino’s concept is principally occidental food like pizza and pasta with a touch of Filipino taste� served quickly and affordably via strategically located carts and cozy restaurants. Emphasis is also placed on delivery and take-out services.


	Gicomino’s products have become more varied.  Aside from the original pan pizza, new products have been introduced which include premium thin crust pizza, Danish crust-pizza and value take-out pizza. Added to pasta dishes are rice dishes with chicken, spicy wings, barbecue ribs together with fries, salads and desserts.�





II. QUESTIONS OF RELATION: SIGNIFICANT NETWORK-RELATIONSHIP


	We shall now consider some pertinent aspects that can answer our questions regarding the effect that the EcoM has on the company’s overall output.





A.  Question on Difference and Similarity





	1. Formation of New Persons: Basic Difference





	When asked about the company’s difference from other companies engaged in the same business, Noel answered that the difference is in the formation of new persons� which begins with himself and his family, down to his employees, and eventually with the franchisees.


	Not totally similar to other companies that set aside a sizable sum for charities as a gesture of goodwill, and as a way to enhance corporate image and to avail of tax exemptions,� Giacomono’s thrust is to form new persons imbued with the Gospel’s culture of giving as proposed by the EcoM.  So helping the poor is not an occasional and functional tactic but it is the raison d’être of the company’s existence and commitment to excel and to achieve greater profitability.  





	2. Formation of New Persons: Its Typical Characteristic


	Noel believes that the formation of new persons is something which is spiritual� because it tries to live in a new way the experience of the first Christian community where “no one was in need” (cf.AA 4:34).  


	The formation of new men and women in the evangelical life is something “that is a fixed mentality in our organization, it is a way of life that we try to live consistently and freely”.�  It does not mean, however, that being spiritual means being soft and indecisive when it comes to decision, competitive edge, and good management.  


	Noel firmly believes that though formation of new persons is at the heart of the company yet it also entails being more aggressive for profit in the right way.





	3. Allocation of Profits: Similarity and Difference


	Noel is quite realistic about the similarity and difference of Giacomino’s with other companies.  In an interview made by New City, he points out with clarity this realism:


At first glance there is no difference between a company engaged in EcoM and one which devotes part of its profits to a charitable institution. In a business run according to the concept of an EcoM, profits are divided into three parts...there are no hard  and fast rules as to how to divide profits and that decision is left to the company’s board of directors.�





	Noel quickly adds that


as far as a share of the profits being donated to the poor is concerned, we are very similar to other companies which contribute to charity.  However, the big difference lies in the formation of new men.  In our case a part of our profits goes to the movement’s formation centers, or small cities.�





	Gaining profit is an activity that needs clarification.  “We never want to take advantage”,� says Noel, who has no difficulty in saying that “ we adhere to Christian principles.”�


	In few words, we can deduce that like other companies, Giacomino’s is definitely for profit and it wants to share part of its profit for the poor.  Nevertheless, its difference from other companies  is its basic thrust of forming new men and women in the evangelical culture of sharing God-given gifts and their fruits.





	4. Management Style: The Centrality of the Person


	Though similar to other companies when it comes to rudiments of sound management, Giacomino’s management style adds a new element that goes away from the traditional hierarchical structure. Instead a greater avenue  for creative participation of the employees is provided.  Noel notes this difference:


Another big difference is the way we managers work in the company. Our business should be based on mutual respect, on getting to know our workers and giving them the possibility to prove their talents and use their know-how in the field.�





	It is trust more than risk that creates the right atmosphere for participation.  This is not something strange because “a company based on the EcoM should put the individual’s interests before investment, products, systems or new technologies...”.�





B.  Question of Truth: Owners and Employees





	1. Salaries and More...


	It is notably true that with the desire to have more, others are used as  means to have more.  Laborem Exercens reiterates that the worker or employee is not just one of the cogs of production but he or she is a subject worthy of human dignity.�


	Noel agrees that “salaries are not everything”, because “they are just a minor part.”�  In other words, “there should be a new way of looking at business, a new mentality which places the human person at the center of the work.”�


	It is not uncommon that “in some companies people are not treated as well as they should be, maybe not so much in terms of salaries but in terms of workload, discrimination, etc...”.�


	I had the chance to verify Giacomino’s authenticity when it comes to workload and just remuneration when I worked for few days in its Baguio outlet.  I managed to work incognito except to the manager, and I was able to mingle a little bit more with all the food service and kitchen staff.  I was surprised to know that most of them were formerly working with a well-known fast-food chain.  I was told that in their previous employer, the well-known fast-food, they were receiving the minimum wage but they never received additional pay for overtime work and night differential for late night work.


	I redirected the question to the employees’ motivation for working with Giacomino’s. All of them promptly told me that aside from the just wage with overtime pay and night differential, they felt fulfilled as persons: “We experience that we are like one family here”.�


	A company can give many excuses for thinking more of money than persons like reasons of “technology, investments and productivity.”�  But Noel is convinced that “ an Economy of Communion should give a lot of importance to the people working for it.”�





	2. Level of EcoM’s Awareness among Employees


	Except for supervisors and managers, other employees are not explicitly aware of EcoM.  Though others are not directly informed about the dynamics of EcoM yet they feel that the company has a certain Christian culture that is based on something important.


	Noel admits that “most of the managers know we are giving something to charity and to those who are interested in knowing more we explain further EcoM.”�  But other employees, Noel continues, “like drivers or food service staff just know that we are a company that tries to be fair  to them without taking advantage of them in any way.”�  


	The company’s Human Resource Manager says that almost all the employees know that the company’s profits are going to some charitable programs.�  The employees find no difficulty in this:


I think Filipinos are very generous! The management tries to offer them values, training, and opportunities, treating them fairly as professionals.  I feel that they do accept the fact right from the start of the contract that we give help to the poor.�








	3. On-going Formation of Employees


	Giacomino’s locates the need for an on-going formation of its employees in the dynamism of persons to develop when given the right exposure and opportunity.  Noel indicates the importance and primacy of this aspect:


First of all, in the practical sense it is very important to develop your people, to give your people a chance to develop their skills, not only technically but also as human beings.�





	Giving room for others to develop makes a lot of sense because it “is a very good investment, if workers receive more, they give more. So, business wise it is more profitable.”�


	The Human Resource Manager informed me that the company usually sends employees of key positions to undergo specialized training.�


	The supervisors and food service staff also mentioned to me that they try to give their best because they also receive more not only in terms of benefits but also in terms of experience and knowledge.




















C.  Question on Franchisees and Competitors





	1. Franchisees on the EcoM


	When it comes to informing franchisees about the EcoM, the company’s policy is to tell them about it when there is the opportunity.


	Others are happy to know about the company’s adherence to EcoM and they “would like to contribute in their own way and others do not get involved.”�


	Since the EcoM  can only be realized in freedom, the company does not make the EcoM as a pre-requisite  for accepting or for rejecting franchisees.  It is a consolation for the company when a franchisee also adheres to the EcoM.  Noel points out that it is an edge when a franchisee is also convinced of the EcoM because it makes a lot of difference in management style, relationship and commitment.





	2. Competitors: A Challenge and Not Enemies


	It is often believed that there are no friends in business.  A competitor in business is often considered a possible rival.  Noel takes his competitors “more as a challenge“ rather than enemies.�  Noel explains what he means when he says that competitors are a challenge:


I do not want to say that we spend our day praying for them (competitors). We look at what they do and being still a small company we try to be very flexible and anticipate their moves. I personally have a good relationship with many of the directors and managers from rival businesses.�





	On one hand, the company tries to establish strategic alliances.  On the other hand, it remains conscious of its identity and commitment to bring ahead the EcoM without sacrificing and undermining professional expertise, business development and profitability.





D.  Question on Personal Convictions





	1. Intention for Sharing Profits to the Poor


	Noel recalls his childhood as the beginning of his desire to help the poor:


The neighborhood I grew up in was full of poor people and I often asked myself why there were social inequalities. Our family could buy things and we children afford to go to school whereas others could not.�





	His mother’s example and the spirituality of the Focolare Movement also strengthened his desire to help people:


I went into business with the purpose of helping people. I think I owe this desire to help the poor to my mother as I saw her often trying to help others in one way or another. Then I met the Focolare Movement and when the project for an Economy of Communion was launched, I understood that given my talents, my calling was to devote my life to it.�





	Obviously, it is difficult to inculcate a new mentality  and to realize it within a business culture unless the owner himself or herself believes in it and is the first one to put it into practice.  The entrepreneur must be the first one to live as a new person renewed by the Gospel.





	2. Personal Fulfillment vis-à-vis Material Fulfillment


	If one wants to be materially well-off with a business adhering to the EcoM, then one will never be fulfilled.  Noel shares that though he is not rich compared to others, yet he finds himself truly fulfilled in running a business that adheres to EcoM:


It is very fulfilling and people adhere to this concept even if our business is small...in the light of the spirituality of unity I think it is really a worthwhile effort even with all our mistakes. Also, working for economy of communion teaches us to be humble because we try to make each decision in unity. No one is there to command or win over human respect.�





	But it is not always easy to live in this way.  Noel is very much aware of the challenge of living in unity:


To do things in unity is a challenge and sometimes we do not have the time to meet and make decisions together.  In such cases, we believe in the unity of others, always openly communicating everything among ourselves.�





	It is really a constant gymnastic to live true unity without giving in to uniformity.  As the company’s boss, Noel experiences unity as a way of being the first to do something for the other and as a way of being sensitive to others.


	Noel admits and accepts that the company’s growth is not only due to his personal efforts: “Giacomino’s has expanded much thanks to the concerted effort of so many people and something else which is beyond human efforts.”�  In a quite personal tone, Noel admits that what fulfills him most is “to see people who, while doing business, are also able to bear witness to the words of Jesus today.”�


	So we can think of doing business not simply as money-making but as a  source of Christian fulfillment.





III. QUESTIONS OF GROWTH: FACTS AND PROSPECTS





A. Facts





	1. Capital


	The company started with an initial capital of P5,000 pesos and after six years its capital increased up to more than P20 million pesos as of June 30, 1996.�





	2. Sales


	A 300% increase in sales (from P15.8M to P47.4M) was achieved by company owned units between 1995 and 1996.�  The franchise owned units increased its sales by 86% (from P25.3M to P46.3M) between 1995 and 1996.�


	The company sells more than 20,000 slices of assorted pizza everyday.�  More than 500,000 sacks of flour are consumed monthly together with more than 4 tons of mozzarella cheese.�





	3. Branches and Outlet Classification


	Outlets are classified according to the following:


a) Dine-in Delivery Carry-out Express Units (DIDELCO); b) Stall Merchandising Units (SMU); c) SMU Plus (SMUP) that contains all SMU qualities but does not utilize a cart standard to Giacomino’s and it has a complete menu but without delivery service; d) SMU Satellite Units (SMUs) that require smaller areas like the supermarket and theater lobbies, with no cooking provisions and can only operate for limited hours.�


	Outlets are found nationwide.  DIDELCO outlets are found in Luzon: Quezon City, Novaliches, San Pablo City, Baguio City, San Fernando, La Union, Vigan and Candon, Ilocos; Visayas: Dumaguete City, Iloilo City and Bacolod City; Mindanao: Davao City, Zamboanga City, and General Santos City.�  


	Counter-type units are found in Las Pinas, Rizal, Baguio City while others are located in Visayas and Mindanao.  Cart-type units are mainly operated in Greater Manila Area, Iloilo City and Bacolod City.�





B. Prospects


	


	1. 1997 Target


	The company aims at building up its sales (DIDELCO, Counter/Cart type units) and its franchise sales.  It also intends to enter into partnership.  It also wants to improve its marketing.�


	Noel confesses that Giacomino’s is just a stepping stone for a bigger plan of God to develop and to serve better EcoM.�


	The company hopes to open bigger Giacomino’s restaurants that can serve a variety of meals from breakfast to dinner, while keeping the balance of Filipino and European taste.  The aim is not only to have pizza but more varied products of rice and pasta.  Audio-visual services and additional beverages including beer are also in the list of plans.  The company is also designing a very modern two-man cart made of stainless steel with built-in refrigerators.�





	3. Future Expansion


	Aside from beefing up franchise sales and increasing he company-owned units, the company is planning to visit Thailand and Korea to see the possibility of starting outlets outside the country.�


	The company also aims at improving not only as a food service company but also as a food distribution company of mozzarella cheese and other products.





IV. THREATS, STRENGTHS AND WEAKNESSES, SUMMARY EVALUATION





A. Threats


	The company sees the following factors as threats to its overall performance and viability: active competition, crowded urban markets, changing customer preference, proliferation of other food service concepts, and the presence of big and highly financed multinational companies with huge market share.�

















B. Strengths and Weaknesses





	1. Strengths


	The company offers low-capitalization to franchisees.  It has already achieved a national brand recall with a proven market acceptance.  It also provides products that cater to Philippine taste with a reasonable price.�


	Another strong asset of the company is its relatively less bureaucratic management hierarchy which facilitates constant feedbacking and communication with a reactive and guided decision-making.�


	Its commitment to help the poor becomes a major factor and motivation for improving and developing the company.





	2. Weaknesses


	The company’s weaknesses are areas that need improvement and further development.  One of the major blocks of the company due to its upstart image is its need for more financing.�  The tentative plan in order to augment financing is for the company to enter into partnership or sell some of the company’s shares.�  Another major setback of the company’s performance is the need to have organizational development.�  This entails an overhauling of its human resources by recruiting more competent managers and by improving its training program.�


	There is also a growing need to re-examine its high operational cost without sacrificing quality and its maintenance. This can only be achieved by improving its production facilities to a more mechanized system.�


	Another area that calls for improvement is promotion and advertisement.  As of this moment, the company is unable to use television advertising due to high cost.  The company settles at the print and radio for advertising and promotion.�





C. Summary Evaluation in the Light of the Economy of Communion





	1. Company’s Edge


	Giacomino’s is a good company expanding too fast.  The company’s adherence to  the EcoM is a great advantage since it gives the company a strong motivation grounded on Christian values.  This motivation has important effect on the company’s quality of service and overall output.


	With Giacomino’s unwavering commitment to help the poor and with its effort to instill a new evangelical mentality among its staff and employees, the company acquires a new goal for running business which is quite unique and different from other fast-food businesses.


	Giacomino’s can be a model for Christian entrepreneurship and it serves as a test-case for the viability of a Christian sense and values in a highly competitive environment.  The company’s continuity is still bleak but there is much hope.





	2. Feasibility of Economy of Communion in Giacomino’s


	Giacomino’s experience of the EcoM points out that good will is not enough to run a business though how lofty it may be.  Expertise, professional and technological updating, and financing are necessary to realize EcoM particularly in a highly competitive market.


	It is also evident from the company’s experience that the EcoM is possible only when there are new persons who freely choose to participate in it. The company sees that the business culture renewed by the evangelical culture makes a difference.  But at the same time it puts a difficult task ahead given the plurality of convictions that every staff or employee has.  Furthermore, the company points out that for the EcoM to work, the owners of the company must be firmly convinced of it and they must be the first ones to live the evangelical culture proposed by the EcoM.


	Giacomino’s re-affirms, as a company born out of the EcoM, that the EcoM is not another alternative economic system comparable to the existing economic systems in the world.


	Giacomino’s makes itself one with the present capitalist system, yet it goes against it in its spirit of having and accumulation by renewing it with the evangelical spirit of giving.  The company attests that the more the company gives, the more also it receives. 





	3. Blocks and Challenges to the Economy of Communion in 						Giacomino’s Experience





	The upstart image of Giacomino’s and its fast expansion are the principal blocks and challenges for the EcoM’s full realization.  The growing number of franchisees and the increasing production demands need a considerable financing aid that puts the company into a crucible.  The option is either to enter into strategic partnership or let a corporation totally buy-out the company in order to sustain and maintain its growth.  However, the two options are very difficult to take because they can either totally destroy or create considerable pressure on the company’s adherence to the EcoM.


	The only solution left as of this moment is to cushion the expansion momentum or to lobby for international financing from companies throughout the world operating under the EcoM.


	As of this moment, Giacomino’s fate lies in the personal business acumen of Noel.  Unless a necessary organizational intervention is made, the company’s continuity and profitability are in danger.











Conclusion


	The company experiences that EcoM brings it into diametrically opposed worlds: the world of having (economy) and the world of giving (communion).  However, the company proved that having is not necessarily un-Christian provided that it is done within the ambit of giving.  The bridge between the two opposed worlds is the lifestyle rooted in the Gospel that re-orients having in view of giving.


	The economy of Communion tempers having with giving so that having will not result in humongous accumulation.


	The company’s adherence to the EcoM can be a reference point for Christian entrepreneurs for the possibility of transforming business culture with the evangelical culture, without in any way undermining profitability, efficiency and personal fulfillment.  


	Giacomino’s experience undergirds that the freedom to share one’s business does not require “pious” persons in its romantic sense.  What is needed is a genuine solicitude for the neighbor who is in need.


	It is only when sharing, as proposed by the EcoM, becomes a constitutive part of the company’s policy and management that we can be sure that the poor will not become poorer.  And unless both poor and rich become new men and women, we cannot be sure that the EcoM will continue.


	Noel told me that running Giacomino’s as a company for the EcoM is like saying a  prayer that gives him personal fulfillment.  But it is very clear to him from experiences of Divine providence that God is indeed the Manager of the company.
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