
Dining Services at the University of North Texas (UNT) 
in Denton was looking for a way to satisfy its com-
muter students’ need for grab ’n go options outside 

of its student union. In addition, they wanted to satisfy 
the tastes of the large population of international students 
on campus. 

“We started brainstorming it and came up with an idea 
that we thought would satisfy both the commuter traffi c 
that couldn’t quite get to some of the dining halls or our 
facilities inside the union and create some excitement and 
buzz around the international fl avor that had never been 
presented on this campus before,” said Ken Botts, special 
project manager.

That idea became Khush Roti, a permanent sandwich 
cart offering a twist on popular international sandwiches. 
“The name is Urdu,” said Kim Schroeder, director of retail 
dining. “We came up with the name because we were look-
ing for something unique to make the students think. Khush 
Roti means happy bread. On the menu are nine international 
sandwiches that we picked and put our twist on. They are 
American sandwiches with an international fl air.” 

After deciding on the concept, the school met with dif-
ferent vendors to come up with sandwich ideas. “We were 
sitting with one of the gourmet bread folks (Rotella Bread) 
and going through some of the breads they had,” said Botts. 
“The original idea was to do a panini-type sandwich, but the 
breads were so exotic and they had these different breads 
representing different countries. On the back of their brochure, 
it said we’ve got a chef you can use to come up with some 
recipes. The bread company gladly obliged.”

They decided on nine sandwiches to feature in the location. 
(See the list of sandwiches below.) The most popular sandwich 
is the Ricky Ricardo, a variation of the classic Cuban sandwich. 

The sandwiches are produced every morning in the school’s 
main kitchen. “They are grilled to order,” said Schroeder. 
“They are refrigerated until they are ordered. We use a high-
speed panini press with infrared microwave and conventional 
oven from Electrolux.”

The design of the cart, which is a 16 by 20-foot solid steel 
trailer, is sustainable. “One of the things we wanted to ac-
complish with the design of the kitchen equipment obviously 
with the small space was to use equipment that was sustain-
able,” said Botts. “We have a huge sustainability initiative 
through dining services. We picked this equipment because it 
speeds up the processing of the sandwich — it only takes 45 
seconds to heat up the sandwich, versus 1.5 to 3 minutes for 
a traditional panini grill. We have a TurboChef that we do the 
fries with. It is really sustainable in all aspects of the design.”

In addition to the sandwiches, the cart features seasoned 
twister fries, vegan rice and adzuki bean chips, bottled and 
fountain sodas, and made-from-scratch peanut butter bars. 

Khush Roti has been so successful that the school is 
considering adding a Philly Cheese Steak cart in the future. 
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When the University of North Carolina Charlotte did a 
major renovation at Prospector Hall, they wanted to add 
a self-branded concept that would complement the new 

Chick-fi l-A added to the building.  
“We desired to have a strong peel-off concept to Chick-fi l-A 

in that same area that would give our students an option,” said 
Keith Wassum, associate vice chancellor for Business Affairs. 
“We also wanted a concept that might be considered a meal 
in itself, not just an add-on or supplemental.”

The school worked with its campus foodservice provider 
Chartwells, and restaurant design consultants Tobin Starr + 
Partners to develop the concept, brand and menu. Through 
those meetings, Feisty’s was born. 

“We were trying to fi nd something that was still unique and 
something that would fi t everybody from faculty and staff to 
students,” said Roger Lademann, director of operations with 
Chartwells. “We’ve got enough burger and pizza places on 
campus, so we were trying to think of something that would 
be a comfort food for them. Hot dogs came up and everybody 
loves hot dogs.”

There are 10 different Feisty dog options. “We wanted to 
do hot dogs, but in a unique way – not just a frozen dog, a 
packaged bun and some frozen fries,” he said. “We said ‘Let’s 
do it the right way.’ We thought being fresh and straight across 
would be the best way.”

It took a little while for the right dogs to be chosen. “We 
tested 8-10 hot dogs when we were going through the picking 
phase,” said Lademann. We chose Thumann’s 
for the hot dogs. It looks like it is a hand-cased 
dog. We came up with one with Johnsonville 
Brats, an Italian sausage, that we run there also.” 

In addition to the dogs, they do fresh-cut 
French fries and homemade onion rings. “We do 
a Burbank Russet and hand slice them through 
the machine and deep fry it and it goes well 
with it all,” he said. “Instead of beer, we use 
seltzer water for the onion ring batter to give 
it that little fi zz.” 

They also use a fresh-baked hot dog bun. 
“We get an egg roll from Wenner Bread Prod-
ucts, that is frozen and we bake it here to give 
that extra treat,” said Lademann. “It is a frozen 
dough. We proof it and bake it. We stretch it a 
little bit bigger because our dogs are just a little 
bit longer.”

They also serve a frozen drink called an 
Orange Feisty. 

When the concept was fi rst being devel-
oped, the school was heavily involved in the 

process. “We spent a lot of time discussing what the brand 
would be, what type of look and feel and product that was 
going to be produced there,” said Ray Galleno, director of 
Auxiliary Services. “We are setting standards and we will 
keep those standards, so people can get a consistent product 
and consistent level of service.”

The initial reaction to Feisty’s has been positive. “I noticed 
that there has been some very positive stuff on Twitter,” said 
LouAnn Lamb, marketing director for Business Services. “We 
respond to them and offer them a free t-shirt or some other 
Feisty’s merchandise. That seems to be going pretty well.”

Wassum sees a future for the Feisty’s brand on campus. 
“Right now it is one operation, but we think it has potential to 
be expanded. We could see, for instance, Feisty Dog carts on 
campus. We are building a football stadium and it is possible 
that we can have Feisty Dogs featured there. We want to steer 
the course right. We want to make the brand what we intend 
it to be. Get it straight, keep it strong, keep the quality up, 
maintain our standard and then go from there.” —OCH
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