Company Name:  Halftime Sports Bar & Grille
Description:  


The Halftime Sports Bar & Grille has been in business for less than 5 (opened in 2003 and changed the from Chicago Al’s to the Halftime Sports Bar & Grille) years.  This organization is open for business on Monday through Saturday from 3:00 P.M. until 2:30 A.M. and from 12:00 P.M. until 2:30 A.M. on Sunday.  Food and drink are served here including alcoholic beverages—food includes appetizers, pizza, sandwiches & wraps, salads & soups, burgers, wings, etc.  Alcoholic beverages include beer and wine coolers. The theme is, of course, sports.

Competition according to the questionnaire filled out by your organization, includes three other establishments of the same type including Longhitano Gallery Pub & Grille, Johnny Malloy’s, and Dominic’s.  

The current consumer base (according to the questionnaire completed by the respondent from the Halftime Sports Bar & Grille) includes Carefree diners—“Carefree diners are the opposite of health-conscious diners and want to forget about eating healthy.  These consumers are typically males under the age of 50.”  “Restaurant Industry Trends,” Kennedy, Doug; Way, Bill; and Ryan, Bill; Center for Community Economic Development—University of Wisconisn—Extension; Madison, WI; Issue 84, August 2003 (1).
Other types of diners that can potentially be attracted to your organization include the following:

Adventurous Diners: “Are consumers who are most enthusiastic about trying new types of foods and ingredients.  They are frequent diners who are “upscale,” educated and more likely to live in urban areas.” 
Health-conscious diners: “Are more concerned about what they eat when dining out.  They make food choices based on health concerns as well as specialized diets such as vegetarian.”  

“Restaurant Industry Trends,” Kennedy, Doug; Way, Bill; and Ryan, Bill; Center for Community Economic Development—University of Wisconisn—Extension; Madison, WI; Issue 84, August 2003 (1).


The individual that completed the questionnaire regarding possible services from Custom Marketing Consultants requested a free report outlining Marketing ideas/trend research comparing the Halftime Sports Bar & Grille’s with the competitive local marketplace and the possible current needs of the marketplace based on these trends.  Also, a free report regarding possible themes and research to attract new target markets including demographic information, etc. was also requested.

Eight percent of the Halftime Sports Bar & Grille’s foodservice offerings consist of carryout orders, 90% consists of dine-in consumers and 2% consists of catering.  Below is a report that outlines the percentage of each type of foodservice establishment available in the United States.  This information can be helpful in determining which types of foodservice are most popular with those seeking food away from home.  Also, foodservice establishments of all types can borrow ideas from other types of organizations to increase their consumer traffic by appealing to a diverse group of consumers through new offerings on a limited basis.
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	Foodservice.com Demographics

The foodservice industry is comprised of many different operator types, and Foodservice.com attracts all of them. Casual dining, quick service, educational, healthcare - it's all here. 

Foodservice.com collects detailed information from all registered users, including 

  Industry Segment 

  Menu Type 

  Professional Title 

  Purchasing Power 

  Number of Units 

It is through this information that we're often able to custom-tailer marketing plans for our advertisers. 
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Foodservice.com Traffic
Monthly Traffic Average (Aug, Sept, Oct 2005)
Visits

134,346

Unique Visitors

82,564

Page Views

1,121,459

Most Common Operator Types 
Foodservice.com is a foodservice-operator community spanning many different operator segments. 
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Foodservice.com Demographics Detail 
Foodservice Operators
Sector

Percentage

Airlines

1%

Bakery/Deli

4%

Bars & Taverns

3%

Cafeteria & Buffets

5%

Casual Dining/Theme Restaurant/Dinner House

19%

Catering

8%

Colleges/Universities

5%

Convenience Stores

1%

Cruise Lines

1%

Employee Cafeteria

3%

Family Style/Midscale/Coffee Shop

7%

Fast Food/Quick Service Restaurant

10%

Fine Dining/ White Tablecloth Restaurant

13%

Hospitals

4%

Hotel/Motel/Resort/Casino

8%

Military

2%

Nursing/Retirement Homes

5%

Prison Correction Facility

1%

Recreation Facility (e.g. stadium)

1%

Recruiter

3%

Schools (K-12)

4%

Supermarket Foodservice

2%

Travel & Leisure

1%

Vending

1%

Suppliers
Sector

Percentage

Broker/Manufacturer Reps

19%

Exporter/Importer

12%

Grower/Shipper

4%

Manufacturer

45%

Processor

7%

Warehouse

4%

Wholesaler

12%

Distributors
Sector

Percentage

Distributor/Dealer

93%

Transportation

8%

Service Providers
Sector

Percentage

Consultant

58%

Service Provider

43%

Questions?   Please call us at 678-256-8014.





	



The Halftime Sports Bar & Grille’s current Target Market consists of the following:
The likely primary target market location would be individuals living in the vicinity of Cuyahoga Falls, Ohio.  Demographics of the immediate target market in this geographic area are the following:

Population: As of the 2000 Bureau of Census Report: 49,374
Median Family Income: (based on 2000 census bureau data): $52,300

Source: “Community Profile,” cfo.cityofcf.com/web2/view.do?dir=about&tile=profile.htm
Median personal income of Ohio residents: (2004 data) $31,322
“The World Book of Facts,” © 2006 by World Almanac Education Group, Inc. (444).
	Halftime Sports Bar & Grille Target Market
	
	

	Class Name
	HSB&G Average
	% of population

	Generation Y
	0.3
	6.7%

	Generation X
	0.3
	14.2%

	Baby Boomers
	0
	29.4%

	Empty Nesters
	0.4
	8.6%

	Seniors
	0
	12.4%

	Other
	0
	0.287

	
	
	


Based on the information provided in the questionnaire answered by the representative from the Halftime Sports Bar & Grille, individuals from 29.5% of the population are represented by the current target market.
This information provides demographics about additional groups of consumers from which an organization such as Halftime Sports Bar & Grille can possibly draw by adding additional business models such as a cybercafe or lunchtime food service.  These additional groups of consumers as well as those already being served by your organization may include the following:
Class Name

Age range

# in the population
% of population

Generation Y

20 to 24 years

18,964,001

6.7%
Generation X

25 to 34 years

39,891,724

14.2%
Baby Boomers
35 to 44 years

45,148,527

16.0%
Baby Boomers
45 to 54 years

37,677,952

13.4%

Empty Nesters

55 to 64 years

24,274,468

8.6%

	% of each age group in the overall U.S. Population
	
	

	Age
	# in total population
	% in total pop.

	15 to 19 
	20,219,890
	7.2%

	20 to 24 
	18,964,001
	6.7%

	25 to 34
	39,891,724
	14.2%

	35 to 44
	45,148,527
	16%

	45 to 54
	37,677,952
	13.4%

	
	
	

	
	
	


The following is a list of the definitions used to explain the target markets of the Halftime Sports Bar & Grille and those of other possible target markets that your organization is not currently apparently attracting at this time using the current business model: 
Generation Y:  “This generation, also tagged the “millennial generation,” the “echo” or the “boomlet” generation, includes those born between 1980 and 2000.  Generation Y is the most ethnically diverse generation yet and is more than three times the size of generation X.  They are a prime target for food-service business.  Members of Generation Y go for the fast-food and quick-service items.  About 25 percent of their restaurant visits are to burger franchises, followed by pizza restaurants at 12 percent.”  This is a group currently being served by the Halftime Sports Bar & Grille according to the questionnaire that was filled out by the individual representing this organization.
Generation X:  “Generation X is a label applied to those who were born between 1965 and 1977.  This group is known for strong family values.  While earlier generations strove to do better financially than their parents, Gen Xers are more likely to focus on their relationships with their children. They are concerned with value and they favor quick service restaurants and mid-scale operations that offer all-you-can-eat salad bars and buffets.  To appeal to this market group, offer a comfortable atmosphere than focuses on value and ambience.” This is also a group that was indicated as currently being served by the Halftime Sports Bar & Grille.
Baby Boomers: “Born between 1946 and 1964, baby boomers make up the largest segment of the U.S. population.  Prominent in this generation are affluent professionals who can afford to visit upscale restaurants and spend money freely.  During the 1980’s, they were the main customer group for upscale, trendy restaurants.  In the 1990’s, many baby boomers were two income households with children. Today, those on the leading edge of the boomer generation are becoming grandparents, making them a target of restaurants that offer a family-friendly atmosphere and those that provide an upscale, formal dining experience.”  These are also many of the same individuals that visit fast casual restaurants as well.
Empty Nesters:  “This group consists of people in the age range between the high end of the baby boomers and seniors (people in their early 50s to age 64).  Empty Nesters typically have grown children who no longer live at home, and their ranks will continue to increase as the baby boomers grow older and their children leave home.  With the most discretionary income and the highest per capita income of all generations, this group typically visits upscale restaurants.  They are less concerned with price and more focused on excellent service and outstanding food.”  
Source: “How to Start a Restaurant,” March 13, 2006; Entrpreneur.com/article/0,4621,317716,00.html
The most likely scenario associated with the development of a cyber café would be the addition of the ability to also serve the Baby Boomer market which is the largest consumer market in the United States at this time and also encompasses many of the business professionals that would likely be looking for locations that offer computing services as well as combined workspace and dining availability during the business day.  Due to the fact the theme of the Halftime Sports Bar & 
Grille is sports; this organization would likely also attract this target market for its other services, for example during times when sporting events are popular or perhaps during lunchtime if the Halftime Sports Bar & Grille begins offering lunch.
The Halftime Sports Pub & Grille has unused capacity during the hours of 8:00 A.M. and 3:00 P.M., a time during which this organization could be open to serve breakfast and lunch through the creation of  a cyber café set up under a separate corporation for business people, college students, local and traveling professionals and teenagers who are interested who will not otherwise have access to the internet in most cases during the business day, office workers, seniors, and teenagers interested in gaming, etc. as hours can also include Saturday as well.
Other options include attempting to increase foodservice offerings and/or times during which these services are available (and the opening of a cyber café would not interfere with the ability to provide catering, dine-in and carry-out services during lunchtime and would actually extend this opportunity during the lunchtime hours). Opportunities of this type can be determined using information from the demographic/ population data.  Also, additional information can be obtained from the above report which outlines possible target markets that might take advantage of these additional services and from the data showing the varied types of foodservice that are currently popular with consumers.  
A cyber café would also generate traffic during the early and late morning and early afternoon hours which would also translate into an opportunity to serve breakfast and lunch to those individuals that visit the café during this time period. The addition of a cyber café would also provide awareness of services offered later in the day through the Halftime Sports Bar & Grille’s normal mode of conducting business.
The Halftime Sports Bar & Grille could then resume its normal mode of operation after 3:00 P.M. in the afternoon and continue to offer the services of access to the wireless internet subscription service but without the help of an attendant at the cyber café help desk that would only be available between the hours of 8:00 A.M. and 3:00 P.M. (many service providers also offer their own help desk people and other individuals at the Halftime Sports Bar & Grille could also be trained to provide at least limited assistance to those who want to use the wireless connection service available during hours other than between 8:00 A.M. and 3:00 P.M. (hours during which an attendant could be made available).  
Industry information that supports the possible creation of a cyber café in the community setting is the following:

· A cyber café can attract individuals interested in gaming utilizing games that can be made available through a wireless subscription service provided by a cyber café.
· “Tourists and locals, business professionals, students, and people of all ages in just about every walk of life love Cybercafes.”  Source:  “The Internet Café Guide,” internetcafeguide.com/ (1).
· “In the early 90’s there were less than 100 Cybercafes.  Now there are almost 7,000 in 65 countries worldwide.”  Source: “The Internet Café Guide,” Internetcafeguide.com/ (1).
· Ability to create a cybercafe that offers the themes of business, education and gaming by customizing the services of a wireless internet provider that meets the needs of the intended target market.

· Ability to offer Food & beverage services to guests of the internet café that provides additional revenue for organization that already serves these items or through a retail operation such as a separate food stand that serves only snacks, quick serve items such as sandwiches & salads and beverages, etc.

· Ability to create additional profit through peripheral equipment including printers, photocopying, faxing, scanning telephone services & more.
· Ability to configure remote e-mail access for travelers

· Ability to offer computer and internet classes

· Ability to offer video conferencing, digital camera services and/or resume services.

· Ability to offer foodservice that includes limited menu items during lunch through a lunchtime express menu as well as simple breakfast items such as coffee, juices, bottled water and simple food items that allow users of the cyber café to eat breakfast/lunch, etc. while taking advantage of the computing services offered by the cyber café.

· Retail product opportunities

· Restaurant and related operations can utilize the same wireless LAN infrastructure for point of sale (POS) and other business systems.

Source: “The Internet Café Guide,” internetcafeguide.com (2)

· An organization that already has an e-mail club can use this service to promote its Cybercafe
· Fast Casual dining (casual dining/theme/dinnerhouse foodservice operations = 19% of foodservice offerings in the U.S.) is the busiest and most popular at lunchtime, and an organization that offers similar food items and a similar atmosphere can also compete in this market. Foodservice.com “Eighteen to 34 year olds are especially attracted to the “fast casual” segment.” Source: “Restaurant Industry Trends,” Kennedy, Doug; Way, Bill; Ryan, Bill; Issue 84, August 2003 (1-2).  Fast Food/Quick Service food organizations include 10% of the foodservice businesses whereas bars & taverns have 3%. A combination of these two business models can of course attract a wider audience than either would alone. 
Those that offer both a casual atmosphere and items such as sandwiches, wraps, pizza, entrees, etc. (items that the Halftime Bar & Grille already offers) can likely gain foodservice sales from both types of service by serving food in a fast casual atmosphere at lunchtime and also during the evening hours when the bar portion of the organization is busiest.
· Additionally, midscale coffee shops include 7% of foodservice businesses and Bakery/Deli = 4% of the foodservice offerings in the U.S. 
· Definitions of the above mentioned foodservice styles are the following:

Pizzeria: “To-go/dine in with a specialized menu highlighted by pizza and beer.”

Sandwich Shop/Delicatessen: “One reason that sandwich shops are so popular is that they enjoy high profit margins.  Sandwich shops and delicatessens can also change their menus quickly and easily to adapt to current tastes.  For example, with the growing interests in health and nutrition in the United States, sandwich shops and delicatessens have started offering more low-fat, healthy ingredients in their sandwiches, salads and other menu items. In addition, many sandwich shops and delis have been able to attract business from workers who eat at their businesses and are looking for foodservices choices that offer delivery, catering and carry out services.”
Coffehouse: “With more than 400 billion cups consumed every year, coffee is the world’s most popular beverage.  Most successful coffeehouses have heavy foot traffic and high-volume sales.  The majority will serve up to 500 customers per day and manage up to five customer turnovers during the lunch hour, despite having limited floor space and modest seating capacity.  Profit margins for coffeehouses are high and the 
average consumer spends $3.00 per visit.  Other offerings by these organizations include bottled water and fruit juices, baked goods, desserts, etc.”

Casual Dining Restaurants: “These establishments appeal to a wide audience ranging from members of Generation Y to Generation X to baby boomers with families to seniors, and they provide a variety of food items, from appetizers and salads to main dishes and desserts.  Casual-dining restaurants offer comfortable atmospheres with midrange prices.  Many center on a theme that’s incorporated into their menus and décor.”
Bakery:  “Bakeries today offer cakes, cookies, bagels and coffee drinks, and sometimes even offer full dining menus, including sandwiches, hot entrees, beer and wine.  Consumers love fresh bakery goods, but the market is extremely competitive.  As you develop your particular bakery concept, you’ll need to find a way to differentiate yourself from other bakeries in town."

Source: “How to Start a Restaurant,” March 13, 2006; entrepreneur.com/article/print/0,2361,317716,00.html (4).
· By offering a combination of offerings that are representative of each of the types of foodservice mentioned above through a combined bar & grille/cybercafe during the varied hours of operation (i.e. breakfast and lunchtime, etc.), an organization can obtain increased foodservice sales by borrowing only segments of the concepts from all of these styles of dining depending on the time of day and therefore likely being able to increase foodservice sales substantially.  

The reason for this is that, as mentioned above, if the Cybercafe idea is chosen, it will attract all types of people with various tastes with regard to foodservice.  Also, the types of foodservice items that could be offered in this setting would not need to be labor and capital intensive.  They can be simple items that appeal to a wide audience such as snacks, etc.
· If an organization offers two business modes (cybercafe and bar & grille/nightclub) it is possible to use each business model to create and build traffic for the alternate business model (i.e. the cybercafe will create awareness and likely build traffic for the bar & grille/nightclub services that will be available later in the day if that is your alternate business model).
