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[bookmark: _GoBack]To: Joshua Mathew, Restaurant Owner 

From: Rebecca Turrie, Marketing consultant 

Subject: J.M.’s Signature Restaurant

Critical Problem: 
	Joshua does not know what marketing plan will ensure the required success.  

Analysis of Key Issues:
 	$4 million revenue goal for the first year
· Achieving a goal of 4 million in the first year is optimistic, considering that is seven times larger than the average annual revenue( See Exhibit 1)

Mathew needs a way to market to people, other than the clients that have frequented his other restaurants  
· Mathew needs a marketing strategy that will create interest in the general populace that does not cost more than five percent of $4 million ($200,000). Mathew needs something that will get customers in his door right away. 

Alternatives:
· Brochures  
· Brochures, specifically ones under the hotel program are an effective way to target customers who are already in a mindset for leisure.  Any consumer staying in a hotel is either there for business or pleasure but both entail they will not be cooking at home and will have to go out for dinner. If Mathew can get his brochures into hotels, than he can reach the business crowd for lunch and the pleasure crowd for dinner. An added bonus would be if Mathew can develop a relationship with the concierges of all the hotels within walking distance.  Getting a word in with the concierge means whenever they refer a guest to any entertainment they can put a work in for J.M’s Signature restaurant, using the brochure as an informal invitation to the customer. This alternative gets J.M.’s Signature Restaurant’s name out to the exact people he needs as clients to reach his required goal. 
· Adding more seats 
· The industry average for average square feet per seat is 28.1; Mathew has chosen a more spacious option and practically doubled the average with 60 square feet. This would fit with his style of restaurant if it had a dance floor or was meant for people standing in groups and chatting but his restaurant style is a dining experience. If he wants to make the most out of the space he has Mathew needs to add more seats. He can still keep his better than average spacing by only adding on 15 square feet to the average. The cost of adding a few more chairs compared to the increase in seating space per night is nothing and this simple change will get Mathew closer to his required success.
· Inviting actors to come dine at his restaurant after productions
· Mathews restaurant is in the entertainment district of downtown Toronto, this means that the hundreds of people who come to see plays, musicals, and the ballet are all looking for somewhere to go after. Mathew needs to draw them to his restaurant with something special. Mathew should offer a free dinner to the cast of a production after a play once a week for the first year, requesting only that well they eat they interact with customers and sign memorabilia. People will flock to his restaurant for a chance to talk to the cast they just witnessed creating a work of art. The amount of people coming into his restaurant and being encouraged to eat and drink well they wait to talk to the cast will greatly offset the cost of a free meal for a cast once a week. This alternative gets Mathew the recognition from new clients and sets the right tone for his restaurant that he needs to achieve his required success

Recommendation:
“Love affairs, business deals and friendships beginning”. This is what Mathew wanted J.M.’s Signature Restaurant to be seen as. Using the third alternative of inviting the cast to a free dinner after their show is an effective way to ensure the restaurant is perceived as Mathew wants. With a goal of $4 million Mathew needs to do something new, something to make him stand out from the 71 other restaurants in his area. The Cedarcroft Center has 3,200 seats, so once a week if Mathew has the cast form there to eat for free that’s 3,200 possible new customers. If just half of them stop in for a bite to eat (ex. Just an appetizer) that’s still 16,000 dollars in extra revenue (see Exhibit 2), if one quarter of them decide to stay for a full meal that’s 44,000 dollars of extra revenue just in one night. If Mathew is able to get a quarter of the people to sit down and eat dinner  once a week for a year he can add $2,288,000 (see Exhibit 2) to his revenue. If the main cast is around 20 people that will only cost Mathew $57,200 (see Exhibit 3) to give the free meal. That means Mathew can add $2,230,800 to his revenue. The average price of a ticket to a professional theater production is around 70 dollars, which is still more than Mathews higher than average prices, so these customers will appreciate the value of his prices and the sophistication they promise. With all those possible customers Mathew will reach his goal much sooner. The cost of the free meal to the cast is nothing compared to the possible revenue. Having the cast at his restaurant the night after the show draws customers in immediately and gives Mathew a chance to convince them to come back another time on their own. The cast is the initial promotion, like a opening day sale at a retail store, that gets customers through the door so you have the chance to convince them of your values. On these nights there will be a lot of customers standing around waiting to talk to the cast so having an effective bar staff and the open concept Mathew originally planned for will capitalise on this opportunity. Essentially Mathew needs to utilise this plan, its cheap (only increasing food costs for the free meal), extremely effective, and it sets Mathew on the right path to achieving his goal of $4 million in revenue for the first year.



Appendix

Exhibit 1:  

First year revenue goal for J.M’s Signature restaurant			$4,000,000
Average Annual Revenue for a Full service restaurant 			$610,000
								= 6.5573
There for J.M.’s goal is 7 times larger than the industry average

Exhibit 2: 
	$10 average for an appetizer * 3200/2 possible guests = $16,000 
	$55 average for a full dinner *3200/4 possible guests = $44,000
	$44,000*52 weeks in a year = $2,288,000

Exhibit 3:
	Average dinner cost $55* average main cast 20 = $1100
	1100* 52 weeks in a year = $57,200 
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