
The University of Nebraska – Lin-
coln is set to open the second Pizza 

Express by Subway in the country this 
month, the first on a college campus. 

“There is only one other Pizza Ex-
press nationally,” said Charlie Francis, 
director of Nebraska Unions. “We are 
the first at a university, so we are re-
ally excited about that, and that the 
University of Nebraska – Lincoln can 
be the site that helps to break this out 
nationally.” 

Pizza Express by Subway follows a 
model very similar to that of a Subway sandwich shop. “We 
are basically going to offer any of the toppings that are used 
on a regular Subway sandwich,” said Steve Barton, president 
of Barton Development, the franchisee. “We have a menu that 
will have the standard of pepperoni and sausage and those 
kind of things, but we will have barbecue chicken or a chicken 
teriyaki or ham. We will have a listing of about ten of those. 
They are all standard toppings that are already in the Subway 
food chain. Just recently, Subway has approved a mushroom 
product. We will be the first to have them in our market. We 
can do a customization just like a Subway sandwich.” 

The pizzas will be prepared quickly. “Within 90 seconds, 
a customer can order a personal pizza with the toppings they 
want,” he said. “It gets baked/toasted and is cut and ready to 
go for them to eat a hot made-to-order pizza.”

Pizza Express by Subway was chosen 
for the location after another pizza brand 
chose not to renew its contract in the 
union’s food court. Francis worked with 
students on what type of concept should 
go in the space. “We have a student 
board that I work with, the Nebraska 
Union Board, and one of their respon-
sibilities is space allocation,” he said. 
“I have historically involved students 
in any of our food court changes. When 
a contract opens up or there is some-
thing going on, I make sure that we 

have student input into those decisions. So when we knew we 
were going to have an opening, we went to the students and 
asked what they were thinking, and they wanted to keep pizza 
or Italian in some form.”

The school sent out an RFP for the space, which Barton, 
who already operates the Subway in the food court, answered 
with the pizza concept. “We were very intrigued when they 
answered the RFP,” said Francis. “We have an evaluation com-
mittee that looks at the proposals and there are set criteria that 
we ask on the front end for vendors to provide. They evalu-
ated the proposal based on our rating structure, and we had 
conversations about if we choose Pizza Express, we have to 
be intentional in how we roll that out to the university com-
munity because it is not going to be a concept that people 
think of when they think about pizza.”
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UNL Opening First Pizza Express by Subway on College Campus

In the fall of 2013, The University of Texas at San Antonio 
(UTSA), welcomed a new Papa John’s to campus. 
The pizza franchise, located in the John Peace Library 

food court, was chosen after Aramark, the campus foodser-
vice provider, conducted proprietary research and received 
feedback during dining committee meetings that students trust 
brand names they recognize. 

Papa John’s replaced Bene Pizza, 
an Aramark proprietary brand, and has 
performed quite well since its open-
ing. “We experienced a 58 percent 
increase in sales over the prior year,” 
said Demica Rodriguez, marketing 
manager with Aramark.

As evidenced by the increased 
sales, students have been happy with 
the change. “The students have been 
excited to have a new brand on cam-
pus, and enjoy the convenience of a 
personal-size pizza they can eat on 
the go,” she said. 

The personal-size pizza is an item 
that is not normally found in a Papa 
John’s. “We offer personal-size pizzas 
due to the speed of service, and to al-
low the campus community to grab a 
quick meal on the go,” said Rodriguez. 

Offering national brands on campus 
is important to Rodriguez. “The brand 
loyalty for franchise brands, and trust 
in the consistency of the food, is very 
high among our campus population.”

Dining Services is excited for 
the potential growth of the brand on 
campus. “The brand is still relatively 
new to the campus, so we continue to 
work on promoting the new location 
to various departments and university 
communication. We look forward to 
seeing the additional growth of the 
brand as the newest addition to the 
UTSA campus.”

UTSA Welcomes Papa John’s




