Custom Marketing Consultants is a new marketing 
consulting organization that specializes in the development of innovative marketing and related ideas for the independent restaurant market:

This report is free and provides some possible ideas for your organization to implement that would be both inexpensive and creative and that would take advantage of the opportunity to increase consumer traffic for the more popular (Quesadillas and Wraps) and traditional menu (pot roast, pork chops and meat loaf) items that likely will attract a diverse group of diners as awareness increases of the variety of items on your menu throughout your market area.

It appears based on one’s first impression that “Dave’s Tip Top Restaurant and Catering” offers a wide variety of menu items that would appeal to singles, working adults including families, and older adults.  The groups that would most likely be attracted to this restaurant based solely on awareness of the menu choices might be the following Target Markets:  
· Generation Y- Those persons born between 1980 and 2000.  “They are a prime target for a food-service business.  Member of Generation Y go for fast-food and quick-service items.  About 25 percent of their restaurant visits are to burger franchises followed by pizza restaurants at 12 percent.” Source: “How to Start a Restaurant,” March 13, 2006; www.entrpreneur.com/article/print/0,2361,317716,00.html

· Generation X- those born between 1965 and 1977 including those persons with families.

· Baby Boomers:  (people born between 1946 and 1964 (but not in large numbers).  This is the group that is most attracted to upscale, trendy restaurants that would also likely be attracted to a restaurant such as yours (possible growth market) by adding some inexpensive creative ideas such as those listed below to attract this group of consumers for breakfast and/or lunch.

· Seniors: “The senior market covers the large age group of people age 65 and older.  Generally, the majority of seniors are on fixed incomes and may not often be able to afford upscale restaurants, so they tend to visit family-style restaurants that offer good service and reasonable prices.”  
Source: “How to Start a Restaurant,” March 13, 2006; www.entrpreneur.com/article/print/0,2361,317716,00.html

Ideas that might satisfy the needs of both groups of diners (traditional diners and those that might also visit fast casual and fast food restaurants) and draw others in as well might include some of the following ideas listed below. These are ideas among others that may increase traffic for the two groups that are likely best represented by the available menu selections—Generation X and Y—nontraditional diners for your restaurant (using the information below will provide ideas of how to attract this group for items such as Quesadillas, Wings, Wraps, Potato skins, etc. which are items featured on your menu and for those with families/Seniors, etc. for more traditional menu items including pork chops, pot roast, etc.. Using the ideas below, you may also be able to  increase traffic for other types of consumers as well—Baby Boomers without families, etc. (these are simply possible creative ideas for which cost information and contacts for implementation could easily be created, and the ideas could easily be modified to suit the comfort level of management/owners as well):
Some possible ideas might include the following: 

· Change the name of your restaurant to focus on a theme that ties in a theme based on the local community.  A possible choice might be names such as “River Edge Grille” or “Stone Mountain Grille” (or any name of your choice that ties in the fact that the general location of your restaurant is in any area that still retains some of the natural beauty of the area and nature, etc.)  There is another restaurant in the nearby area that utilizes “Railroad Theme” as it is apparently near the railroad tracks.  (Other ideas for themes would be suitable as well, this is just one idea).

· Another creative idea that would tie in the local community to your restaurant might be to keep the diner atmosphere, but add pictures that feature outdoor scenes, etc. from the past 30-40 years of Cuyahoga Falls, Munroe Falls and Stow—which appear to be the market areas from which your restaurant would likely draw its customer base.
Festive lights, wall paintings and mottled brick and tiling all greet customers into a cheerful atmosphere. Over the last twenty years the Diamond Dave's franchise has become a major success in the Midwest, and continues to grow today.

· Paint the entranceway a bright color such as teal green and add table top tiffany style lamps (those with small stained glass shades) to each of the tables.
· Add inexpensive uniforms for waitpersons that include perhaps teal green and/or pink polo shirts and tan colored pants as well as baseball caps and colorful name badges or patches with the restaurant logo on waitperson’s shirts.

· Redesign menus to have the look and feel of a menu that would appear in a “trendy diner or fast casual restaurant” including glossy pictures of menu items in a teal green (keeping with the possible color scheme mentioned above as just one possible idea) menu jackets would also help to create the concept of a trendy diner.
Repositioning your restaurant to appeal to a wide variety of guests does not mean that you must replace one group of guests for another:

Concept Over Strategy: 
· The key finding of a study regarding the ability of restaurants to succeed long term was that a successful restaurant requires a focus on a clear concept that drives all activity. (A concept would include a matching of (size, fast food or fine dining, location; high, medium or low pricing, etc.).  Strategy would include menu, marketing, pricing with respect to competition, staffing levels, discounts, etc. Source: “How to Start a Restaurant,” March 13, 2006; www.entrpreneur.com/article/print/0,2361,317716,00.html

The following is an assessment of your organization based on both the current and proposed situation:

Possible concept:  “Trendy diner” atmosphere but with the competitive pricing of a diner and a theme that ties in with the local community vs. the fast casual diner which usually attempts to capture a theme that is universal throughout a larger organization.  

Location:  Since the restaurant is just past a main intersection, the location is actually ideal in many ways.  Location awareness can be increased through advertising targeted to the specific markets mentioned above and through the use of selective media and menu item advertising to attract specific groups at various times of day, etc.
Pricing:  Competitive based on the local marketplace.

Staffing Levels: Appear to be adequate.

There are three primary categories of restaurants: quick service, midscale and upscale.  Dave’s Tip Top Restaurant & Catering appears to fall into the midscale category.  

Possible suggestions that would allow for the continuation of service to your existing consumer base as well as the addition of new guests to your location include the following:

· Your organization may want to offer a full menu and dinner specials, etc. for traditional diners between 4:00 P.M. and 7:00 P.M. (i.e. for families, Empty Nesters (those diners between the ages of 50-64, etc., Seniors, etc.) and an a la carte menu between 7:00 P.M. and 10:00 P.M. (extend hours until 10:00 P.M. during the week (the sign on the door still says hours are till 10:00 P.M.) and until 11:00 P.M. on Friday and Saturday nights.

The spiciness of Diamond Dave's dishes also promotes beverage purchases, increasing the ticket average.  The Casual Frenzy, hawkeyefoodservice.com/articles.asp?id=0012

· Dim the lights and utilize table lamps (as mentioned above) for the main source of lighting for diners after 7:00 P.M. to attract a greater mix of diners and to create the atmosphere of popular fast casual dining restaurants that also attract a wide variety of guests during the evening hours.
In many restaurants, wall decorations and thematic lighting fashion a jovial and interesting background, inviting hearty conversation and a getaway from the everyday. All of today's customers have become diversified; they expect menu selection, creativity and surprise when dining out. Food and drink selections offer the essential means for a social event.  Source: The Casual Frenzy, hawkeyefoodservice.com/articles.asp?id=0012
· Offer an al a carte menu between 7:00 P.M. and 10:00 P.M. (till11:00 P.M. on Friday and Saturday nights) that only features appetizer items and items that will appeal to an audience that may be different from that being served between 4:00 P.M. and 7:00 P.M. (i.e. working people that eat later in the evening, those from Generation X and Y, those from organizations, etc. that look for late night dining services on the weekends after meetings, etc.  A la carte menu items for these nontraditional diners might include items that are popular at fast casual restaurants including your organization’s current menu items including items such as Quesadillas, Wraps, Burgers, Soups, Salads, Sandwiches and Appetizers.
· Add t.v.’s placed in the walls and play light rock music after 7:00 P.M.

Eight televisions at various locations in the restaurant play sporting events or popular sitcoms, scattered about in discrete but accessible locations. These help bring in the sports crowd and give the customers an entertaining home-like atmosphere.  Source: The Casual Frenzy, hawkeyefoodservice.com/articles.asp?id=0012
· For morning diners, have t.v.’s tuned to news stations and include newspapers for diners to read including local papers as well as papers such as the Wall Street Journal, New York Times, etc.
· Analyze your menu items and chart the % of each menu item currently being ordered to determine where changes can be made to add new varieties of guests to increase orders for those menu items which appear attractive but perhaps are not being ordered as often as other items, etc.
· Determine whether utilizing the above suggestions would be necessary to attract a wider variety of diners (i.e. to increase the % of orders for products such as wraps, quesadillas, wings, etc. vs. the more traditional items on the menu such as pork chops, Salisbury steak, pot roast, etc. that would likely be ordered by more traditional diners (utilizing the above strategy, it is likely that you can satisfy both groups of guests and increase sales of non traditional trendier items as well.
· Advertise to and capture the carryout diner market through a carryout menu that offers items limited to the a la carte menu.  According to an article entitled “Restaurant Industry Trends,” “Full service restaurants are providing more options to provide consumers with fast and easy food service.  A large number of these restaurants are now offering carryout meals.  According to this same article, over 40 percent of the consumers of these restaurants want carryout options that are convenient including delivery or drive thru service.  “Restaurant Industry Trends,” Kennedy, Way, and Ryan; Issue 84; August 2003 (2).  Another option for those restaurants that cannot offer this would be parking spots reserved for carry out and a separate register for carry out orders.
· Also, according to this same article, “Growth in the full service restaurants segment (those establishments with waiter/waitress service and where an order is taken while the patron is seated) is driven by consumer’s desire for fun and enjoyment.” “Restaurant Industry Trends,” (2).
If these ideas seem interesting and appealing to your organization, you have the option of purchasing an entire report complete with additional details regarding Marketing ideas/trend research/A comparison of your organization to the competitive marketplace in your area, etc.—including a comparison of pricing, menu selections, value added services, etc. offered by similar restaurant organizations in your market area.  Other information to be included will be determined by an initial prepared questionnaire which will only take a few minutes to complete.
The complete report is free except for the charge included to create your report, copy any articles cited in your report, collect competitive information, collect information about advertising rates, etc. at an estimated time of 3-4 hours @ a charge of $15.00 per hour to prepare your report.

If you are interested in receiving an entire report, please contact Custom Marketing Consultants at (330) 945-7863 to order a full report.
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