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Serving up risk management
family style at Texas Roadhouse
TEXAS ROADHOUSE INC.
Business: Casual restaurant chain
Year founded: 1993
Headquarters: Louisville, Kentucky
2015 revenue: $1.81 billion
Employees: 50,000 employees,
about 60% of whom work part-time

Did you know:

■ Texas Roadhouse Inc. has 483
restaurants in 49 states, Asia and
the Middle East. The company has
just completed a deal to open a
restaurant in Mexico.

■ Texas Roadhouse is working to
open 30 restaurants a year, seven
of which include a concept called
Bubba’s 33, a “family sports
restaurant” featuring made-fromscratch pizza and burgers.

■ Texas Roadhouse gave out $23
million in free bread and peanuts to
restaurant guests last year.

■ Steaks make up about 44% of the
Texas Roadhouse menu, and the
most popular menu item is the 6ounce sirloin.

F

amily is the cornerstone

Shoes For Crews Corp., a West
Palm Beach, Florida-based maker
of slip-resistant footwear, to
develop a line of slip-resistant
cowboy boots that workers can
wear in the company’s restaurants.

PATRICK STERLING
TEXAS ROADHOUSE INC.

of Patrick Sterling’s
approach to risk management within Texas
Roadhouse Inc., a com-

pany that prides itself on treating its employees and customers
with “care and concern.”
Mr. Sterling became senior
director of risk and legendary
people for the Louisville, Kentucky-based casual restaurant
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way he treats his partners in all
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manager for Texas Roadhouse.

ing to open three more.

featuring his three daughters.

■ Texas Roadhouse partnered with
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in 2004, has a corporate culture

“I look up to him as a family

Sources say Mr. Sterling’s

man almost more than any-

familial approach has helped

thing,” said Kit Summers, the

Texas Roadhouse employees to

company’s workers compensa-

buy into his corporate culture

Texas Roadhouse’s restaurants

tion administrator.

and risk management endeav-

are corporate-owned, each was

Operators of Texas Roadhouse’s

ors, which have led the company

started by partners who invest

483 restaurants worldwide say

to reduce its insurance costs,

$25,000 to $50,000 to open a loca-

they have such a close relation-

save millions of dollars in work-

tion. The company works to cre-

and structure that presents challenges and advantages.
While the vast majority of

April 11, 2016

ate an entrepreneurial environment for those

tors with “a shoulder to lean on.”

partners, whose compensation is based on a

“We’ve done a lot of things over the years

portion of annual profits for their restaurants.

to really make prevention the biggest part of

Creating a cohesive risk management and

our culture, instead of reacting to problems

safety culture among Texas Roadhouse

when they pop up,” Mr. DiCroce said.

at Texas Roadhouse where employees treat
each other as family and work to take care
of each other.
“If the culture part of it’s right, the financial
part follows,” Mr. Sterling said.

Scott Colosi, president and chief financial

Mr. Sterling’s care for Texas Roadhouse

orities, even though it gives its operators lee-

officer of Texas Roadhouse, said Mr. Sterling

employees has benefitted the company as a

way on the commercial side of the business,

has been a critical figure in the restaurant

whole, said Keith Humpich, senior director

Mr. Sterling said.

chain’s business success.

of internal audit for Texas Roadhouse who

restaurants is one of the company’s top pri-

“We treat each restaurant like an independent business,” Mr. Sterling said.
Decisions made by operators run the

“Patrick’s been literally at the forefront of

co-leads the company’s risk committee with

just about everything that’s transpired in

Mr. Sterling. For example, data shows that

risk management at Texas Roadhouse over

Texas Roadhouse’s workers comp claim

gamut from how to decorate parts of the
restaurant interiors to choosing whether to

COMPANY PARTNERS
WITH RESTAURANT OPERATORS

use specific floor cleaning products from
those selected by executives in the “support
center,” the company’s preferred term for its
headquarters.
Although Texas Roadhouse sets expectations for how restaurants should perform,
the company has thrived by bringing in experienced restaurant operators, training them
in Texas Roadhouse culture and giving them
operational autonomy, said Nora FitzGer-

F

or most of Texas Roadhouse Inc.’s 483

U.S. Securities and Exchange Commission.

restaurants, the Louisville, Kentucky-

The deposits usually are refunded after

based chain owns them entirely or has a

five years of service. Partners also receive

majority share.

a base salary and a percentage of their

Those restaurants are operated by managing partners, market partners or regional market partners.
Managing partners operate one restau-

restaurants’ pretax profits.
Texas Roadhouse has 82 franchises, in
which the company holds interests of 10%
or less, according to SEC filings.

ald Meldrum, associate general counsel with

rant each, while market partners and

Those restaurants are run by fran-

Texas Roadhouse.

regional market partners operate multiple

chisees who typically have paid $40,000 for

restaurants.

each new location. Texas Roadhouse

“All those guardrails allow us to have the
flexibility to not be a company with … corpo-

Managing partners are required to make

receives royalties from each franchise’s

rate policies on every little thing because we

a deposit of $25,000 to open a Texas Road-

gross sales and franchise renewal fees of

house restaurant, and market partners

up to $15,000.

trust our folks to do the right thing, and then
we’re there to help guide them and educate

deposit $50,000, according to filings with the

By Sheena Harrison

them,” Ms. FitzGerald Meldrum said.
Mr. Sterling was a restaurant industry

his tenure in the company,” said Mr. Colosi,

costs and employee safety have improved on

veteran when he came to Texas Road-

who joined Texas Roadhouse a couple of years

Mr. Sterling’s watch.

house — including a stint at Maryville, Ten-

prior to Mr. Sterling. He notes that Mr. Ster-

“You can just see in his mind that he has just

nessee-based Ruby Tuesday Inc. — but he

ling spearheaded the implementation of Texas

such a tremendous passion for making sure

had never worked on the risk management

Roadhouse’s enterprise risk management pro-

we protect this company,” Mr. Humpich said.

side of the food service industry (see related

gram, which has been instrumental in helping

Mr. Colosi said he expects Mr. Sterling to

story, page 40).

the company identify and curtail risks.

Mr. DiCroce, who opened his first Texas

While Mr. Sterling’s work has reduced risk

Roadhouse restaurant in 2005, said he’s

exposures for Texas Roadhouse restaurants,

watched Mr. Sterling build a risk manage-

he insists that his efforts are “not about the

continue finding ways to innovate within
Texas Roadhouse as the company continues to expand worldwide.
“He’s had a lot of victories, and I think he’s

ment culture that has promoted safety while

money.” Rather, he said he believes that it

still not satisfied with where we are,” Mr.

providing him and other restaurant opera-

has been more important to create a culture

Colosi said.
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‘Competitive’ nature and a drive to succeed required;
restaurant experience a plus
BY SHEENA HARRISON

B

rant industry, as well as the needs of restaurant workers and guests.

things like enterprise risk management
Mr. Sterling said he learned risk manage-

efore joining Texas Roadhouse Inc.,

Mr. Simpson said he trusted Mr. Sterling

ment by reading and joining restaurant

Patrick Sterling spent 10 years in lead-

to build Texas Roadhouse’s risk manage-

industry groups to study how major restau-

ership roles at Maryville, Tennessee-

ment program from scratch because Mr.

rant chains handled their risk management

based Ruby Tuesday Inc., including head-

Sterling’s “competitive” nature and drive to

programs. He was mentored by Chris Dun-

ing its human resources and sales func-

succeed would prompt him to become a risk

can, then a managing director with Marsh

tions, and running human resources and

management expert within a year.

Inc. in Atlanta and former chief risk officer

other functions for Baton Rouge, Louisianabased Piccadilly Restaurants L.L.C.

Although he had never led risk management efforts at other firms, Mr. Sterling

for Delta Air Lines Inc. and risk management director for Frito-Lay Inc.

Mr. Sterling says he fell into the restaurant

believes his background in restaurant oper-

He joined restaurant industry groups to

business. He graduated from Louisiana

ations gave him a leg up in developing Texas

study how major restaurant chains, such as

State University in 1987 with a degree in

Roadhouse’s risk management program.

The Cheesecake Factory Inc., handled their

international trade and finance and had
planned to become a hedge fund manager.

“If you look at risk management, so much

risk management programs.

of that is getting people to have the right

Since those early days, Mr. Sterling has

“When I graduated, the economy was in

behaviors,” he said. “If you understand

expanded Texas Roadhouse’s risk manage-

the tank,” Mr. Sterling said. “I had a family

what makes (restaurant employees and

ment program to a staff of 12 from a team of

to support, and I had some friends who had

operators) tick, it certainly helps you have

two and has added more complex insurance

done really well in the restaurant business,

much more effective programs.”

coverage and risk prevention strategies.

and the business appealed to me.”

Upon arriving at Texas Roadhouse, Mr.

That includes buying cyber liability

Mark Simpson, vice president of leg-

Sterling said he focused on creating a short-

insurance, franchisor errors and omis-

endary people who handles human

term plan that would target the “low-hang-

sions coverage for the chain’s 83 fran-

resources for Texas Roadhouse, recruited

ing fruit” for risks that needed to be man-

chised restaurants, and trade name

Mr. Sterling to in 2004 to head human

aged. That included establishing 24/7 work-

restoration insurance, a Lloyd’s of Lon-

resources and risk management for the

ers comp and liability claim intake, reduc-

don product that would protect Texas

chain, which was on the verge of going pub-

ing basic safety hazards such as slips and

Roadhouse profits in the event of a large-

lic at that time.

falls in the restaurants and shopping

scale foodborne illness outbreak.

Mr. Simpson was one of Mr. Sterling’s
Sigma Nu fraternity brothers at Louisiana

around for lower property/casualty insurance rates.

Mr. Sterling also brings all Texas Roadhouse’s stakeholders into the risk manage-

State and worked with Mr. Sterling at Pic-

“You have to get really good at claims, real-

ment culture by establishing an enterprise

cadilly. He recruited Mr. Sterling to Texas

ly good at crisis response, really good at

risk management program that includes

Roadhouse because, he said, Mr. Sterling

your insurance renewal process,” Mr. Ster-

senior executives, Texas Roadhouse support

had a strong understanding of the restau-

ling said, before you can start thinking about

center employees and restaurant operators.
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‘Shock and awe’training
program cuts comp rates 70%
BY SHEENA HARRISON

S

afety presentations that appeal to the
heart of restaurant operators and managers, as well as an “aggressive” returnto-work program for injured workers, have
helped Texas Roadhouse Inc. keep workers
compensation costs in check.
Patrick Sterling, senior director of risk and
legendary people, developed a “shock and
awe” safety presentation in 2011 that shows
the graphic outcomes of accidents that can
occur if restaurants don’t use proper safety protocols and tells the stories of the
employees that suffered those injuries. The
presentation is part of training seminars for
restaurant managers and operators who
have invested in each restaurant’s opening.
“It’s centered around telling stories of
times when our people were hurt, and what
that meant and who they are as a person,”
Mr. Sterling said.
The 15-minute presentation, which can
include photos of severed fingers and other
severe injuries, was created to grab the
attention of restaurant bosses who are
responsible for building a safe working environment for their employees, Mr. Sterling
said. Rather than create a boring safety talk,
Mr. Sterling said he wanted to make sure
that Texas Roadhouse employees would
remember the presentation long after they
leave training sessions at the Louisville, Kentucky, support center.
“A particular store may go a year without
an accident or maybe just a couple (accidents), and so how do you get them to think
every day about something that’s not happening a lot?” Mr. Sterling said.
Mr. Sterling said he wants the presentation
to show restaurant managers and operators
that they always should be on guard to protect workers on their premises.

“You kind of get into their heart
and their conscience,” he said.
The “shock and awe” presentations are part of an overall effort
MICHAEL MARCOTTE
to promote safety culture for Texas Roadhouse risk management staff (from left): Pat Cummings,
Katie Vincent, Brandon Trent, Ellen Smith, Bethanie Clark, Greg
Texas Roadhouse employees. Jenkins, Kathy Raymer, Kit Summers, Lisa Blevins, Patrick Sterling
Other initiatives include promot- and Britt Roarx.
ing the use of gloves that protect employees money. We don’t want people to be hurt in
from cutting their hands while doing kitchen the first place,” Mr. Sterling said.
Texas Roadhouse’s workers comp program
prep and creating financial incentives for
restaurant workers to wear slip-resistant is headed by Kit Summers, who started at
the company when she was 16 as a host and
shoes to prevent falls.
“Our folks are going to do the right thing if waitress for the restaurant just outside the
they have the right education and the right company’s Louisville support center.
After about seven years in the restaurant, Ms.
support,” Mr. Sterling said.
It’s difficult to quantify how much any one Summers took a receptionist job at Texas
initiative has contributed to Texas Road- Roadhouse’s corporate offices, where she
house’s workers comp savings, Mr. Sterling worked her way up and was recruited by Mr.
said. But company data appears to show that Sterling to take charge of workers comp claims.
Ms. Summers’ professional background helps
the efforts are working: Workers comp claim
losses have dropped to $7.28 per $1,000 of her advocate for injured workers when Texas
payroll in 2011 from $11.58 per $1,000 in 2004. Roadhouse’s third-party administrator, Irvine,
The company buys workers comp cover- California-based CorVel Corp., has questions
age for most of its restaurants through Hart- about whether a claim is compensable.
“I can sort of be a voice for the employee
ford Financial Services Group Inc., and selfinsures in Ohio rather than buying coverage and say, ‘I can see how that could have hapfor restaurants there through the state’s pened,’” said Ms. Summers, who added that
her experience has helped her identify
monopoly workers comp fund.
Mr. Sterling estimates that Texas Road- potentially fraudulent claims.
Ms. Summers’ restaurant experience has
house’s safety efforts have saved the company $4.91 million in workers comp costs been a model for other members of the
between 2004 and 2014. And Texas Road- Texas Roadhouse risk management team.
house’s workers comp premium rates have Mr. Sterling requires all risk management
staff to spend at least one week working in
fallen 70% since 2004.
About 16% of Texas Roadhouse workers various positions in the restaurant by the
comp claims include indemnity payments, support center to better understand the concompared with an industry average of 20%, ditions for employees.
Ms. Summers said Texas Roadhouse runs an
Mr. Sterling said.
When employees are hurt on the job, he “aggressive” return to work program that aims
said Texas Roadhouse treats the injured to accommodate nearly any type of injury. For
workers like family and help them return to instance, a worker with a hand injury may be
given duties such as seating guests or divvywork as soon as possible.
“This whole thing is never about the ing up pats of butter in the kitchen.
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Texas Roadhouse stresses
independence with engagement
BY SHEENA HARRISON

R

educing risks at hundreds of independently operated restaurants has
made it tricky at times to create a uni-

fied risk management culture within Texas
Roadhouse, since the company doesn’t
mandate that its partners adopt any mitigation strategies, Patrick Sterling said.
“We like to get buy-in from our operators,”
said the senior director of risk and legendary people for the Louisville, Kentuckybased Texas Roadhouse Inc. “That’s very
important for us. So sometimes it’s like a collection of 483 CEOs that you’re trying to get
buy-in from.”
For instance, Texas Roadhouse has
secured a service provider to clean kitchen
exhaust hoods in the restaurants, since builtup grease on the hoods is a leading cause of
kitchen fires. While restaurant operators
can choose to hire the service provider,
Texas Roadhouse will not require them to do
so, Mr. Sterling said.
With operator independence in mind, Mr.
Sterling creates a business case for each of
the company’s risk mitigation tactics and
provides memorable training seminars that
appeal to restaurant operators on an emotional level to get them on board with his
risk management strategy.
The result is that restaurant operators
have been largely supportive of Mr. Sterling’s risk management style because they
feel they are choosing to participate in Texas
Roadhouse’s risk culture.
“When they feel that it’s their decision,
there’s going to be more buy-in,” Mr. Sterling said. “It’s a slower way to get things

done, but when it is in place it’s
usually a lot better.”
In the case of kitchen exhaust
hood cleaning in the restaurants, Mr. Sterling’s risk management team has trained operators on how to properly clean
the hoods and reduce fire risks.

MICHAEL MARCOTTE

Patrick Sterling (center) with Kristi Whistle and John C. Logan
of Marsh USA Inc., a primary broker for Texas Roadhouse.

Mr. Sterling also cuts property
insurance premiums in half for restaurants
that use Texas Roadhouse’s preferred hood
cleaning vendor.

one of Texas Roadhouse’s operators.
Jerry DiCroce, a Syracuse, New Yorkbased market partner with Texas Road-

Meanwhile, operators of restaurants that

house, said Mr. Sterling has garnered favor

have hood fires or other accidents have

with restaurant operators because he pro-

charges taken out of their profit-based com-

vides “common sense” strategies to keep

pensation for each month.

restaurant employees and guests safe.

Mr. Sterling’s hood cleaning awareness

“He’s one of the operators when he talks

campaign is credited with significantly

to the operators,” Mr. DiCroce said. “I

reducing fire losses at Texas Roadhouse

think that people respect him because he

restaurants. The company’s property loss

makes things very simple (and) easy to

ratio declined to 1% in 2015 from 188% in 2005,

understand.”

according to internal data. The reduction in

Mr. Sterling’s collaborative risk manage-

hood fires has saved Texas Roadhouse

ment style has made him a go-to contact for

$400,000 annually in property insurance pre-

restaurant operators who trust him to help

miums and more than $100,000 in retained

them out, said Rick Kaskel, a Providence,

property losses since 2014.

Rhode Island-based regional market partner

Creating an operator-centric risk model

responsible for about 150 Texas Roadhouse

has helped Mr. Sterling to adopt ideas from

restaurants in Maine, Wisconsin, Georgia

the restaurant partners themselves, he said.

and other states.

For instance, Texas Roadhouse created a

“He’s been my right-hand man to make

mobile app and is developing an intranet site

sure we contacted the right vendors to make

that allows restaurant operators to alert the

sure that our people are safe, our product

company about potential workers compen-

was safe and our guests were safe,” Mr.

sation or liability claims, access crisis man-

Kaskel said.

agement information and look up legal infor-

Mr. Sterling said he prefers working in

mation, such as wage and hour laws for each

partnership with restaurant operators,

state, for their specific locations.

rather than dictating what they should do.

Mr. Sterling said placing such information
online was based on a recommendation from

“I get to be an educator, not a policeman.
It’s a lot more fun way to be,” he said.
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LIABILITY CLAIMS DOWN, CUSTOMER LOYALTY UP WITH SUCCESSFUL GIFT-CARD PROGRAM
BY SHEENA HARRISON

part because Texas Road-

ing gift cards as a mea

house has worked to estab-

culpa for a customer’s acci-

decision in 2011 to bring general lia-

lish a “family” culture

dent or poor restaurant

bility claims handling in-house,

where employees — called

service because it allows

including a program that gives gift

“Roadies” — care about the

customers to feel that their

cards to potential litigants, has helped

company and their co-work-

concerns were heard.

Texas Roadhouse Inc. save $1.2 million a

ers. Because of that, he

“Fortunately, we’ve got

year in liability claims costs.

A

believes Texas Roadhouse’s

great guests out there who

The restaurant chain used a third-party

liability claims team has a

love us,” Ms. FitzGerald Mel-

administrator for seven years to handle its

vested interest in making

drum said. “They’re happy

general liability claims, which often arose

things right with unhappy

to give us a second chance if

from situations such as when customers

customers.

slip and fall at a restaurant. But Patrick
Sterling, senior director of risk and legendary people, said he and his team realized that Texas Roadhouse employees

MICHAEL MARCOTTE

“We have Roadies that Front row, from left: Scott Colosi,
are answering the phone president; Mark D. Simpson, vice
president of Legendary People.

with the Texas Roadhouse Back row, from left: Kent Taylor,
shirt on every day that love founder & chairman, chief

we’ve fallen down.”
Customers who receive gift
card settlements also tend to
receive the “red carpet treatment” when they return to

would be better suited to handle claims

their jobs,” Mr. Simpson

and complaints from restaurant patrons.

said. “And when a guest calls in and has

“Our adjusters have a guest service men-

an issue in our restaurants, they’re get-

“We’ll go so far as to call the managing

tality first,” Mr. Sterling said. “How can we

ting true care and concern from some-

partner at that restaurant and say, ‘Hey,

win that guest over and keep them as a

body who cares about the restaurant.”

guest? That is always our approach.”

executive officer; Patrick Sterling.

Texas Roadhouse after an

incident, Mr. Roarx said.

we paid this claim with a gift card, so

A highlight of Texas Roadhouse’s gener-

they’ll be becoming back to see you,’” Mr.

The decision is touted as one of the largest

al liability claims handling includes pro-

Roarx said. “So when they do, (we) treat

successes of Texas Roadhouse’s 12-member

viding Texas Roadhouse gift cards to

them like a king.”

risk management team. In addition to cut-

unhappy customers. The card amounts

The company’s in-house claims handling

ting liability costs, moving liability claims

usually match the value of a patron’s check

also allows Texas Roadhouse to track liabil-

handling in-house has reduced the compa-

at a restaurant, and can range from $25 to

ity claims and potential claims internally to

ny’s rate of new or pending liability litiga-

hundreds of dollars.

determine whether certain restaurants

tion by 50% since 2011, according to company data.

Texas Roadhouse does not require customers to sign a liability waiver to receive

need to ramp up their safety efforts or
improve their service.

General liability losses have fallen to

a gift card settlement, said Britt Roarx,

“We can circle back very quickly, partner

$1.28 per $1,000 of revenue in 2011 from $3

senior claims manager for Texas Road-

with our operators and develop new pro-

per $1,000 of revenue in 2004, according to

house. Instead, the company sees the set-

grams and tools that will help us be suc-

company data. The company estimates

tlements as a chance to make things right

cessful,” Mr. Simpson said of being able to

that it has saved $4.95 million in general

with customers who have often been loyal

use internal liability claim data to drive

liability costs in 2014 and 2015.

to the restaurant chain.

restaurant improvements.

As a result, Texas Roadhouse’s general lia-

“That person is spending money in your

“We look at it as a loss prevention

bility insurance rates have fallen 67% since

restaurant, and you would want them back

effort,” Mr. Roarx said. “We’re talking to

Mr. Sterling came to the company in 2004.

at some point in time to continue to be your

our facilities managers. We’re talking to

guest,” he said.

our managing partner at the restaurant,

Mark Simpson, who is vice president of
legendary people and handles human

Nora FitzGerald Meldrum, associate

and we’re saying how do we actually fix

resources for Texas Roadhouse, said the in-

general counsel with Texas Roadhouse,

that problem so we don’t have any more

house liability program has succeeded in

said the company is comfortable provid-

guests injured?”
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Safety incentive program shows vigilant restaurateurs the money

T

exas Roadhouse Inc.’s compensation program for its restaurant operators creates
financial incentives for operators to keep
their facilities and workers as safe as possible,
said Patrick Sterling, senior director of risk and
legendary people.
Operators are paid 10% of their restaurants’
net income. In the past year, Mr. Sterling implemented a program that charges operators a flat
fee for losses that occur at their restaurants,
such as $9,750 for workers compensation claims
that involve a worker missing more than 14
days of work, or $2,250 for a general liability
slip-and-fall claim.
Restaurant operators can also receive credits for positive risk management, such as
$2,500 if an injured worker comes back to work
in 30 days or less.
Mr. Sterling said the flat-rate claim program
was just rolled out to all of Texas Roadhouse’s

markets last year. Restaurant operators had a
choice of whether to adopt the flat-fee payment
structure or remain on Texas Roadhouse’s previous compensation program.
The prior structure provided a $20,000 claim
accrual account each year toward each restaurant’s claim charges. If a restaurant’s annual
claim costs fell below that $20,000, the remaining balance was paid to restaurant operators
at the end of the year.
Mr. Sterling said restaurant operators viewed
the year-end accrual payout like a holiday
bonus, which meant some operators placed a
heavier emphasis on claims management at
the end of the year rather than year-round.
“A lot of the restaurants had big windfalls in
December, so they never saw an additional hit
to their” profits and losses, Mr. Sterling said.
“It almost became like guaranteed-cost insurance to them.”

The new claim allocation program allows
Texas Roadhouse to hold restaurant operators
responsible for how their restaurants contribute to the company’s overall insurance and
claims costs each month. But charging operators a flat rate, rather than the full cost of a
claim, prevents unusually large claims from
cutting drastically into operators’ income, Mr.
Sterling said.
“They can’t control how a claim grows, but
they can control whether they have an accident,” he said.
Mark Simpson, vice president of legendary
people who handles human resources for
Texas Roadhouse, said the claims allocation
program creates a business case for restaurant operators to adopt Texas Roadhouse risk
management and safety standards.
By Sheena Harrison

It takes a team to execute effective ERM program
BY SHEENA HARRISON

T

exas Roadhouse Inc.’s enterprise risk management program has allowed employees
throughout the chain to take ownership of
the company’s various risks, the architect of
the program says.
In 2005, Patrick Sterling, senior director of
risk and legendary people, worked to create
several teams and committees that discuss
risks for Texas Roadhouse restaurants and
ideas for solving or mitigating those problems.
Mr. Sterling said he wanted to create an ERM
structure for Texas Roadhouse as he learned
about best practices in risk management during his early days with the company. The
approach gives Texas Roadhouse a platform to
discuss risk management regularly with stakeholders in the restaurant chain, he said.
Texas Roadhouse’s ERM teams fall under a
central risk committee that meets quarterly and
deals with issues such as food safety, wage and
hour compliance, business continuity, crisis situations, responsible alcohol service, leadership
development and information technology.
The risk committee, which has eight to 12
members at any given time, includes three
restaurant operators and company executives
in various departments, including the audit
department, IT, human resources, legal and

public relations, Mr. Sterling said.
“By having everyone in the room, especially
operators, it’s been pretty effective,” he said.
The committee has been crucial in getting all
levels of Texas Roadhouse employees to buy in
to the company’s risk management culture,
said Keith Humpich, senior director of internal
audit for Texas Roadhouse.
“We’ve been really trying to drive the risk
management culture throughout the company,
and not just here at the support center,” said
Mr. Humpich, who co-leads Texas Roadhouse’s
overall risk committee with Mr. Sterling.
Mr. Sterling’s decision to include input from
restaurant partners has helped ensure that
they can actively participate in Texas Roadhouse’s risk management processes, said Rick
Kaskel, a Providence, Rhode Island-based
regional market partner responsible for about
150 Texas Roadhouse restaurants in Maine,
Wisconsin, Georgia and other states.
Risk is “more top-of-mind today than it was
10 years ago, and way more top-of-mind than
it was 17 years ago when I started,” said Mr.
Kaskel, who is a committee member. “(Mr.
Sterling) basically almost singlehandedly created the risk committee and created the awareness around potential risks we have.”
Mr. Sterling said the committee identifies
potential problems for Texas Roadhouse and

allows it to mitigate threats.
One risk committee meeting included a presentation from the company’s food safety team,
which identified hand washing as critical for
the company’s restaurants.
That presentation resulted in a year-long
training program that emphasized proper
hand-washing procedures, which Mr. Sterling
said continues to this day.
“It’s a very small thing, but it’s one of those
things that have a huge impact,” Mr. Sterling said.
The committee also has executed exercises
that have helped Texas Roadhouse prepare for
handling crises, Mr. Sterling said.
That has included annual drills to determine
how to handle a cyber threat, such as stolen
customer credit card data, and a joint exercise
with Texas Roadhouse’s top food distributor to
prepare for supply chain disruption or foodborne illness issues.
“They’re such an important partner to us
that we want to make sure we have the right
communication protocols so we don’t get sideways in a crisis situation,” Mr. Sterling said of
the food distributor exercise.
Scott Colosi, president and chief financial officer with Texas Roadhouse, said Mr. Sterling has
“enormous credibility” with the company’s leadership, which listens closely when Mr. Sterling’s
ERM team discusses potential risks with them.

STERLING’S RIGHT-HAND-MAN IS HIS
SUCCESSOR IN WAITING
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seven years ago. He was connected

resources to guide the career devel-
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most of its insurance programs, who
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believed Mr. Roarx’s general liabili-

al development,” said Nora FitzGer-
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ald Meldrum, associate general

claims background would be helpful
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to Texas Roadhouse.

That includes planning to pass the
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Texas Roadhouse risk management
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Roarx. Though Mr. Sterling said he

and has been a “perfect” fit with
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for when a transition would happen,

rate culture.

he wants to make sure that Texas
Roadhouse’s risk management operations have a continuity plan
in place.
“He is my right hand and successor
in risk management,” Mr. Sterling
said of Mr. Roarx.

“He’s done an amazing job,” Mr.
Sterling said.
Mr. Roarx said he’s “honored” to
know that Mr. Sterling trusts him to
head up Texas Roadhouse’s risk
management operations some day.
“He’s such a force and so good at

Mr. Roarx worked in claim man-

what he does that I want to live up to

agement with companies such as

those expectations,” Mr. Roarx said.

Louisville, Kentucky-based fast food
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FOCUS ON
FAMILY BEGINS
AT HOME

P

atrick Sterling’s emphasis on
family carries over to his life
outside of the office.
His favorite pastime is
spending time with his wife of
31 years, Ellen, whom he met as
a student at Louisiana State University, and his 16-year-old
daughter, Grace, who is a high school sophomore.
“I just enjoy time at home,” said Mr. Sterling, senior
director of risk and legendary people for Texas
Roadhouse Inc.
Mr. Sterling, 53, said he has enjoyed following Grace’s
interest in soccer and track and field, where she participates
in the triple jump and long jump.
“She’s a multisport athlete, so she’s always on the go,” Mr.
Sterling said.
Mr. Sterling also looks forward to visiting his 22-year-old
daughter, Natalie, who works as a neonatal intensive care
nurse in Louisville, Kentucky, and his 30-year-old daughter,
Victoria, who works as a financial analyst for insurance
brokerage Hub International Ltd. in New Orleans and recently
gave birth to a son, who is Mr. Sterling’s first grandchild.
Mr. Sterling’s colleagues describe him as someone they can
count on at any time of day.
“Patrick is basically (available) 24/7, and I really mean that,”
said Rick Kaskel, a Providence, Rhode Island-based regional
market partner with Texas Roadhouse who oversees about
150 restaurants in several states.
“Patrick has an enormous amount of enthusiasm and
positive energy, and he really brings that to work literally
every day,” said Scott Colosi, president and chief financial
officer of Texas Roadhouse.
Mark Simpson, vice president of legendary people who
handles human resources for Texas Roadhouse, said Mr.
Sterling is known as a morale booster around the company’s
support center.
“He’ll be the first person to put on a crazy costume, pull a
prank or have some fun on folks, just to create that true funloving culture,” he said.
Mr. Simpson and Mr. Sterling, who were fraternity brothers
at Louisiana State, sit in offices next door to each other and
described each other as brothers.
That strong bond has made it all the more fulfilling to work
together over the years, Mr. Simpson said.
By Sheena Harrison

MICHAEL MARCOTTE

April 11, 2016

