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Your local restaurant and bar
marketing checklist and toolkit




Welcome to a new world of
i0cahopportunity.

Here is your interactive guide and resource
center for creating effective communications.
Together we shall plan, position and promote
your local hotel, restaurant and bar to
maximize your competitive advantage and to
build a loyal customer base.
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Let’s Talk Meet Our Marketing Holy Grail

Business Guests Boot Camp

Why bother?

Your hotel restaurant and bar competes with the very best local
restaurants and bars in town, not other hotels. It’s therefore very
important that we start to think about how we can compete *
effectively with them, using innovative and intelligent
communication strategies for increasingly savvy customers.

"
We know that it’s 6ur.~,.amazing people that make all the
difference. i AN IR Y/

Our passion for service, attention to detail, creativity and
ingenuity are what makes us great.

Our local people are our brand ambassadors. No one knows our
customers better than they do. Be they front desk, concierge, or
the restaurant staff themselves, recognition, respect and
consistency are the bedrock of any great service experiences,
creating an infectious buzz and spreads word of mouth, either
face-to-face or online.
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These marketing communications guidelines have been
created to help you compete with an ever more
sophisticated generation of local restaurants and bars.

Clarity, consistency, creativity and leadership are the

hallmarks of successful communications - communications
that change perceptions, build awareness and
generate loyalty.



Let’s Talk Meet Our Marketing Holy Grail

Business Guests Boot Camp

Why bother?

We want to help you create local destinations-restaurants and
bars that just happen to be in a hotel. The unique and exciting
challenge to our community of hotel restaurants is to maintain
an authentic sense of autonomy while drawing on vital corporate
resources like this guide.

)
Today’s reality is that hotel guests alone, cannot drive profitable
revenue for our communlty of restaurants. We must work hard to
attract and appeal to local customers. We must éreate appealing
destinations for them.

Food and beverage is increasingly being recognized as a critical
contributor to a hotel’s positioning and profit. 30% of a hotel’s
revenue comes from F&B, a figure expected to grow 2.2%
annually through 2016. Your work is a critical contributor to

our success!
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These practical and pragmatic guidelines have been
especially created to help you implement communications
that work. We’ve cut through jargon to inspire and to equip

«you with tools and templates for making a positive impact in

your markets.

Beth and Mark
Hilton Worldwide Food & Beverage Innovation & Communications.
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Let’s Talk Business
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Understanding your local market | Ask Yourself - | Competitor Review | SWOT Analysis* | Defining your USP

Understanding your Local Market

A common sense approach

Step 1: Research, Step 2: What might ~ Step 3: Get creative,
research, research. your guests want? carve a niche.

Th is che ckl |St outl i nes Research the local economy, Research and know your local Using findings from Steps 1 & 2,
growth areas, and transportation customers in terms of their create your restaurant’s brand
network and restaurant industry in lifestyles, attitudes and behaviors. proposition and work with your chef

some Of the baSic Ster)s your area. Target them with the right food to develop a menu.
- .. concept.
necessary in determining i

what the Step 6: Keep
might be for your reaching out.

reSta u ra nt a n d ba r. Determine the best ways to inspire,

capture and retain your customers.
Consider wide and varied ways to
spread the word and create a buzz.

=
CLICK HERE FOR MARKET ANALYSIS TEMPLATE 6


https://hsm.sharefile.com/download.aspx?id=s824e868fc08431a9

b o
Understanding your local market | Ask Yourself | Competitor review |1 SWOT Analysis | Defining your USP

Ask Yourself:

(And your team)

What’s driving the local economy?

What'’s within a 5-mile radius?

What'’s the main transport infrastructure?
Where are the local growth areas?

What’s the local neighborhood makeup?

Is there a local civic or military influence?
What is the local to visitor ratio?

What are the demographics of the visitors?
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Let’s Talk
Business

Understanding yourlocal market |1 Ask Yourself | Competitor Review | SWOT Analysis | Defining your USP

Competitor Review

Always keep close to heart the fact that
your primary competition are other local
restaurants.

Your hotel guests will very rarely
venture out to a competitor hotel
restaurant, but they will seek out the
best local restaurants in town.

As such, these establishments are your
key concern as they are your competition.
Research and investigate your competition
within a 5-mile radius. As a team,

have an insightful view on their:

© Image Getty Images for instruction only, not to be'ré
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Positioning

Target Customer
Offer & Menu
Strengths

Price-Point

Service Style
Marketing Strategy
Environment & Design
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The outcome of this exercise will form the basis of your business
strategy, which will, in turn, influence your marketing plan and
restaurant positioning.

Refer to benchmarks and examples from within and outside of the
restaurant and hotel industries to enrich and inform your
explorations and discussions.

As a team, brainstorm together t lore
and define your:

-
CLICK HERE FOR SWOT ANALYSIS TEMPLATE


https://hsm.sharefile.com/download.aspx?id=s7515e3768114a039
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b o
Understanding your local market | Ask Yourself | Competitor review | SWOT Analysis | Defining your USP

Defining your Unique Selling Point

Your Unique Selling Point is the central strategic
idea that becomes your competitive advantage
and point of difference.

Credible Relevant

~ Your USP provides the context fo
and/or Mission — the central, inspi
encompassing idea that provides me
unity to all you do.

Ask yourself, is my USP:
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Meet Our
Guests

Meet Our Guests | Striving To Be Local

Meet our guests

Our key guest profiles

© Image Getty Images for instruction only, not to be'feproduced

Business: Leisure:
Be aware of how their needs might change throthOL!t the day Research and know your local Using findings from Steps 1 & 2,
and how you may n?ed to adapt your offer and experience to customers in terms of their create your restaurant’s brand
cater to their changing needs. lifestyles, attitudes and behaviors. proposition and

Target them with the right food work with your chef to develop a

For example, at breakfast time, they may be starved for time and concept. menu.

require speed and efficiency. Whereas lunchtime is more about

communal dining, be it business or pleasure. Evening meals may

be a combination of both and the dynamic can dramatically

change from early evening to late night. Non-frequent:
Successful restaurants and bars adapt elegantly to the E:;‘fl:’:a";iéhfeg?ﬁtyvg’jg’i:gtg‘;ﬂ:_’

changing needs of guests while providing overall Consider wide and varied ways to
consistency of product and service. .- spread the word and create a buzz.

12
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Let’s Talk

Why Bother? Business

Contact Us

-
Meet Our Guests | Striving To Be Local

Striving To Be Local

Youhavetwo | Hotel Guests
2. Local Customers

key audiences:

is an asset in
rs, and, times when an

There will be times when the Hilton Worl
helping to compete with the best local resta
autonomous, local brand positioning is more e

der the umbrella of Hilton
bination of the two, should
market dynamics. Thi
n are the sophisti

The decision to promote your restaurant and bar
Worldwide, an original autonomous brand, or a ¢
be made locally, and in the context of your specif
consi king this critical strategic deci
rket, the geographical location
itive set.

Also, it’s v port
distinct cu



Marketing Boot Camp

The ultimate goal is to have a premium for
your restaurant experience while constantly
building preference, loyalty and trust.

Successful marketing is the art of delivering the right product, at
the right place, at the right time and for the right price.

This section will introduce you to:

Lo S |

Media & MeSSages..........ccvuimmirirnmrrasnenss 16
A Process Roadmap for Success............ 18
How to Measure SUccess..........ceeeruneean 19
The 6 Principles of Communication........ 20

14



Why Bother?

e 4P’s

Let’s Talk
Business
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The 4P’s | Media & Messages | Roadmap for Success | How to Measure Success | The 6 Principles
ELRy -

bt

PRICE PRODUCT

Meet Our

Guests Contact Us

|
L e |s important - It sets expectations! * Your product is an experience.
¢ Determines the operational profit & survival. ¢ Appeal to the head & heart.
¢ Affects marketing strategy profoundly. ¢ Is a combination of tangible & intangible.
o Affects demand & sales. The marketer should: ¢ The brand and product are inextricably linked.
- Set a price that complements the * Your people are integral to the product experience.
marketing mix. ¢ Have strategies for enhancements during
- Be aware of the customers’ growth & maturity.
perceived value of your restaurant. ¢ Plan for life-changes in the market and for
new entrants.

¢ Gonsider ways to expand and diversify while
protecting the integrity.




The 4P’s | Media & Messages | Roadmap for Success | How to Measure Success | The 6 Principles

Media & Messages

Channel Strengths Weaknesses

Advertising: Brand building Message must be big/competitive
Broad audience Stimulation of sales
Wide range of media Measurability
Control of message Inevitable wastage
Difficult to communicate complex message
Expensive
Direct Marketing: Targeted Not strong for image building
Cost-effective Junk mail perception
Measurable Necessitates quality database & data mining

Builds relationships/loyalty
Communicates complexity

Sales Promotion: Sort-term sales objective Limited effect on brand equity

Source of competitive advantage Short-term gain only

Incentivizes trial Regular repetition can reduce impact and dilute brand
Public Relations: Editorial has credibility No control over content and timing

Relatively low cost Not guaranteed coverage

Detailed messages Difficult to evaluate

Good for innovation: ‘news’

Sponsorship: Awareness & image building Difficult to communicate specific sales messages
Memorable & credible Limited control over final execution of event/ program
Opportunity for deeper & more
meaningful interaction
Data provided by paulwylde 16



Revenue drive
Data Capture
Special offer
Menu change
Launch

Promotion

For more information on HWW email marketing, contact:

Email

YES
YES
YES
YES
YES
YES

Americas: International:
Melissa.Furino@hilton.com  Gill.Norgate @hilton.com

Data provided by paulwylde

The 4P’s | Media & Messages | Roadmap for Success | How to Measure Success | The 6 Principles

A Quick Guide to Communications

Digital
Banner DM
Ads

YES YES
YES YES
YES YES

YES
YES YES
YES YES

Web

YES
YES

YES
YES
YES

F2F

YES
YES
YES
YES

Hotel

YES
YES
YES
YES
YES

HH

YES
YES

YES

POS SM PR

YES YES
YES YES %
YES YES
YES YES
YES YES
YES YES YES

DM = Direct Marketing

F2F = Face to Face Promotions
HH = Hilton HHonors

POS = Point of sale

SM = Social Media

PR = Public Relations

*Data capture would be “Yes’ if there was
an online contest where data entry/

t ilabl
capture available 17



Roadmap for Success

A Process Roadmap for Success:

This process outlines the
important steps involved that
you should follow with the

marketing your local restaurant
and bar.

-
CLICK HERE FOR

MARKET ANALYSIS TEMPLATE
SWOT ANALYSIS TEMPLATE
CREATIVE BRIEF TEMPLATE

1. MARKET STUDY.

2. SWOT.

3. DEFINE USP.

4. WRITE BRIEF.

5. ENGAGE'AGENCY.

6. MANAGE ENGAGEMENT.
7. MONITOR & EVALUATE.

18
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Marketing
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The 4P’s | Media & Messages | Roadmap for Success | How to Measure Success | The 6 Principles

Measuring Success

We recommend this criteria for
measuring the success of any
new marketing communication

activity. Ideally,
of these points should
show a positive ROI.

REVENUE.

LOYALTY.

CUSTOMER SATISFACTION LEVELS.

BRAND AWARENESS.

STAFF ENGAGEMENT.

THIRD PARTY REVIEWS SUCH AS ZAGAT OR YELP.
REVINATE.

KPIs.

RPAR OR PERCENTAGE OF-ROOM.

10. ROl FORMULA.

© 0 N oo AN =

ROI Formula= (R - CI) or Cl x100 R = Gross Margin

(Sales revenue - cost of goods sold) Cl = Cost of investment h



b

Effective
communications have
six universal qualities

regardless of channel,
medium or environment:

Marketing
Boot Camp

The 6 Principles

Principles of
Communications

Leadership Empathy Clarity

An authentic, confident, and Understanding the attitudes, A relevant, compelling, distinctive
visionary view of yourself through behaviors, needs, desires, personality and message.
food, service and experience. expectations and lifestyle-traits of

your guests.

Consistency Credibility

Being true to the reality of your
capabilities, location, culture and
operations.

Not to be confused with
monotony - great brands are
always consistent in both their
tone and application.

20



Marketing
Boot Camp

Principles of

Communications

Leadership
Empathy
Clarity
Consistency
Creativity
Credibility

The 6 Principles

Means creating establishing and maintaining a local
restaurant and bar brand that stands out confidently and
independently from the Hilton brand, by adopting its very
own vision, tone and brand personality.

The key to establishing a successful leadership position
is standing for a clear purpose that inspires your
customers and differentiates you from the competition.

This can be achieved through the overall concept and
ambience of the restaurant, the menu, ingredients,
suppliers, partners or service. We recommend
thinking through:

Your Vision & Mission.................22
Your Values..........cccevrenrrsnnrnnnnns 24
Remaining True & Consistent....26
The Magic of Restaurants.......... 28




Marketing
Boot Camp

The 6 Principles

Principles of
Communications

Leadership Your Vision & Mission:
Em pa‘thy WHERE YOU ARE GOING, HOW WILL YOU GET THERE?

Clarity

Your vision is a brief statement capturing where
ConSiStency you are heading—a goal, ambition or, even a
o dream. Your mission is a supportive statement that
CreaUV'ty explains your strategy or action plan for getting

Credibility there.

Allow your vision to be ‘visionary’ - idealistic,
emotional and far-reaching. The world’s greatest
brands have visions, many proudly declared in a
variety of corporate and consumer
communications.

You mission needs to be inspired but practical.
Motivational yet ACHIEVABLE.

FIEE

“We’re on a mission to revolutionize the hotel industry and save consumers from expensive and boring hotels....”




Principles of

Communications

Leadership
Empathy
Clarity
Consistency
Creativity
Credibility

Marketing
Boot Camp

The 6 Principles

Your Vision & Mission:
WHERE YOU ARE GOING, HOW WILL YOU GET THERE?

Examples:

FIVE GUYS

BURGERS and FRIES i R

“The Place to get a fresh, “Number 1 in Pizza” “We believe building and
juicy burger with all the “Number 1 in People” maintaining a strong,
toppings you could stuff people-focused culture is
between fresh-baked the single most important
buns.” , reason we’ve become the
: world’s largest full-
service restaurant
operating company.”



Marketing
Boot Camp

The 6 Principles

Principles of
Communications

CCEEUER  Your Values
Empathy WHAT DO YOU BELIEVE IN?

Clarity Defining a series of brand ‘values’ that Some brands, in addition to core brand values,
C . underpin vision and mission helps to also develop ‘personality traits’ to further
onsistency develop a broader expression of what inspire creativity and consistency across
Creativity makes your restaurant special and media
different. and channel.
Credibility

Values are also standards by which you These are an additional layer of adjectives that
measure success, throughout everything describe the SpeCifiC personality and tonality
from external communications to service of the organization.

standards and performance reviews.

Brand values define what your

organization believes in.

Your values should help guide all aspects
of your offer - who you are, what you do,
how you do those things, and where you

are going.

We would advise no more than five values,
ideally adjectives, that provide the direction
and energy for your teams to aspire to, in
behaviors and in standards.




Marketing
Boot Camp

The 6 Principles

Principles of
Communications

Leadership Your Values

Empathy WHAT DO YOU BELIEVE IN?
Clarity
Consistency Bampess
Creativity
Credibility

pennys

Tireless effort. ~ + Treat people as you'd like to be treated. * Loyal & hardworking.
Commitment to quality. -+ Produce the best for less. * Honest & authentic.
Innovative product. . Measure, manage & share what's + Open & friendly.

important. * Reliable & American.

Think big and grow.

Incentivize what you want to change.

Set the bar high, train, never stop

learning.

Promote from within.

We are not ordinary, we are exceptional.




Marketing
Boot Camp

The 6 Principles

Principles of
Communications

—=CEENR,  Remaining True & Consistent

Em pathy CONSISTENCY IS A KEY VALUE OF SUCCESSFUL BRAND MANAGEMENT
Clarity
. When you have successfully defined, expressed and implemented your new
Con3|3tency restaurant and bar brand, the value by which you have defined the operation
Creativity must be respected, upheld and used effectively as guiding principles for
decision-making and delivery.
Credibility

All new initiatives, be they menu changes, development, offers and events
must be developed and assessed in the context of the brand values.

Only by doing this will your restaurant remain true to its vision and continue to
generate awareness, recognition and loyalty in the complicated and saturated
marketplace.

Often, brands will need to be developed or even re-positioned to keep
attracting and appealing to customers. In these cases, try to define what
existing brand equity is valuable and useful to preserve, and what additional
refinements or changes need to be made. Perhaps only one or two brand
values will need to change to better reflect a relevant and compelling offer.

A more radical approach may be a necessary with a new vision and values.

Either way, be it development or redefinition, keep front of mind who your
target audience is, what they want, who the competition is and
what makes you different and special.




Marketing
Boot Camp

The 6 Principles

Principles of

Communications
S=cCEEUSR,  Remaining True & Consistent
Em pa‘thy CONSISTENCY IS A KEY VALUE OF SUCCESSFUL BRAND MANAGEMENT, BEING STRICT WITH YOUR GRAPHICS
. AND IDENTITY GUIDELINES ALLOW BRANDS TO MAINTAIN AND STRENGTHEN OVER TIME
Clarlty DENNY’S HAS REMAINED REMARKABLY CONSISTENT OVER TIME

COnSIStency Example: DENNY’S

Creativity
ibili NV e penny’s . \
Credibility enny ¢ ( \

TO ENJOY A FREE| | [EEE
GRAND§ LAM. penny’s

n | M | TOUR OF AMERICA

COME IN FOR A FREE GRAND SLAM' “ 50 STATE

Tuesday, Feb. 3rd, from 6 a.m.—2 p.m. CHALLENGE
DENNY'S LOCATOR

SEARCH € NEARBY

i

Dennys
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Let’s Talk Meet Our
Business Guests

Why Bother?

Contact Us

D o
The 4P’s | Media & Messages | Roadmap for Success | How to Measure Success | The 6 Principles

The Magic Of Restaurants

RESTAURANTS ARE SPECIAL PLACES!

The best are theatrical performances
individuals whose shared vision is to

st of passionate and elegantly synchronized
ide a magical experience to their audience.

Arguably the original social connector, communal dining has become a sophisticated and
integral part of our lives today, and from an operational perspective, an increasingly

complicated product to deliver. The human touch and the art of cooking are central to all
successful dining expe

Influenced by global
connected by social
and cherished pasti
as the experience itself.

When it com
demanding. They bri

experiences outside

This the exciti h we communic ith them and build
lasting rela h

ized by celebrity chefs and the media, and
ology, eating out has become a discerning, valued
we talk about our restaurants is just as important

e today are more aware, informed,’i
s to our restaurants, often created from

28
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Principles of

Communications
Leadership

Empathy
Clarity
Consistency
Creativity
Credibility

The 6 Principles

Being truly empathetic with your guests needs requires
three skills:

Listening.
Being Curious.
Understanding Their Perspective.

Placing the practical and emotional needs of your
guests first is the bedrock of any successful business -
especially hospitality. The great news is that much
empathetic behavior comes naturally to us.

Our communication with our guests - prior to, during
and after their stay with us - must be empathetic. We
need to put ourselves in their shoes, to understand
what they need before they know they need it.




Principles of

Communications
Leadership

Empathy
Clarity
Consistency
Creativity
Credibility

Marketing
Boot Camp

The 6 Principles

Brand Reinvention, Social Media & People Engagement

Did we actually face our critics and reinvent our pizza from the crust up?

% OH YES WE DID.

“The Pizza Turnaround” Documentary Postad December 216t 2009

http://pizzaturnaround.com/
L, ) (o ) (oo )

DOMINO'S PIZZA resents apocuvenary THE PIZZA TURNAROUND'
suerne ACTUAL DOMINO'S EMPLOYEES  wseirensy OUR HARSHEST CRITICS


http://pizzaturnaround.com/

Marketing
Boot Camp
The 4P’s | Media & Messageés | Roadmap for Success | How to Measure Success | The 6 Principles :
Principles of '
Communications
Leadership
Empathy Little Human Touches
Clarity
Consisten cy Example: LOVEJOY BAKERS BAKERY
Creativity

Credibility
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Principles of
Communications
Leadership

Empathy Being True to Vision - ie: Farm to Fork, Fast Food

Clarity
Consisten cy Example: LEON, LONDON

Creativity
Credibility

REAL g00d FOOD fust

Cucumber - waitham Abbey UK
Asparagus - isie Wight Uk
Carrot/beetroot - Lincs uk
Tomatoes - uk
Peppers - uk
Roast Chicken - bedham, Essex
Salmon - shetland isle UK
Tofu - Brick Lane London

If you would like to know

more about.our food
\, > > email Ed our Managing Director
ATUHT ¢ ]

at eddie@chopd.co.uk
FAST FOOD . e m— s

—

Published 6th September 2010
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>

Principles of

Communications
Leadership

Empathy Intimate, Local, Authentic, Friendly
Clarity
Consistency
Creativity
Credibility

Example: TASTY N’ SONS, PORTLAND
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Leadership

Empathy
Clarity
Consistency
Creativity
Credibility

Marketing
Boot Camp

The 4P’s | Media & Messageés | Roadmap for Success | How to Measure Success | The 6 Principles

Authentic “On The Go” Display & Messaging

Example: PRET A MANGER, UK + US
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Principles of

Communications
Leadership

Empathy
Clarity
Consistency
Creativity
Credibility

Having a clear idea or ‘vision’ for your restaurant is
often the single most challenging aspect for owners.
The marketing world refers to this task as developing a
‘single-minded proposition’ or ‘core purpose.’

Restaurant and dining experiences have grown and
diversified over the past 20 years, making it ever more
important to stand out and stay there with a simple,
elegant yet confident idea that appeals to your guests.

Ask yourself:

. What makes you meaningfully different?

. What is genuinely unique about your offer?

. What do you have that others don’t and
can’t copy?

. How would you ideally want your customers
to feel about you?
What is the most succinct
description of you?
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Principles of

Communications
Leadership

Empathy Clear Creative
Clarity
Consistency
Creativity
Credibility

Example: FIVE GUYS

e

G0

@, e ot
e ¥
o

ALL TOPPINGS FREE

M—OMMI-.‘ -
B B O L et fone B0 Fair Pt B "GP0
|
‘P EEREREREOEE N

A

§
i

FRESH CL
POTATOES
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Principles of

Communications
Leadership

Empathy Clear Creative — Chalkboard with Clear Menu Information
Clarity
Consistency
Creativity
Credibility

Example: CRAFT & COMMERCE, SAN DIEGO
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Principles of

Communications
Leadership

Empathy Clear Creative — Topping Customization App: Simple & Intuitive
Clarity

Consistency
Creativity
Credibility

Example: LITTLE STAR PIZZA

i ATRY =T 241 PM

241 MM 7 OB

« LATAY @
« ' o oy
-

Little Star Plzza — '

ﬁ Little Star Plzza

Classic Pizza Garlic Bread Cheesecake

Description:
Sa 2ge, mushrooms, onlors, green
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Principles of

Communications n
Leadership

Empathy Clear Creative — Simple Graphic Application to Tableware
Clarity

Consistency
Creativity
Credibility

Example:

Nt

il 4
|

- 4
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Principles of
Communications

Consistency

The 6 Principles

Not to be confused with monotony - great brands
are always consistent in both
their tone and application.

Consistency comes from a controlled yet
versatile combination of visual elements that
collectively express your brand-building
awareness, recognition, familiarity and ultimately,
loyalty. All aspects of marketing and
communications

- traditional and digital, mobile and experiential-
should demonstrate consistency.

Leading local restaurants that have become
destinations demonstrate high levels

of consistency across a controlled yet versatile
combination of visual elements

capturing their brand.

Consistency is

not to be confused
with monotony

or complacency.




Marketing
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The 6 Principles

Principles of

Communications
Leadership

-~ = Channel Consistency on a Mass Scale
Clarity
Consistency Example: DUNKIN’ DONUTS
Creativity
Credibility

'
Suns] e

APP

\
L o

| AMERICA'S
| FAVORITE |

|coFFEE |
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The 6 Principles

Principles of
Communications

Leadership ] o
T Approaching _comn_lu_nlcgtlon
Clarity challenges with originality, flare,
Consistency energy, style and elegance.
- As we’ve said before, great restaurants are theatrical
CreatIVIty performances: a cast of passionate and elegantly-
A synchronized individuals, sharing the vision of
Cl’edlblllty providing a magical experience to their audience.

All aspects of any leading restaurant’s experience,
service, and communication strategy demonstrate
creativity.

The original social connector, communal dining has

become a complicated, sophisticated but integral
part of our lives today. Inspired by global influences,
sensationalized by media and by celebrity chefs,
continuously appearing in social media, eating out
has become a valued and cherished pastime.

How you talk about your restaurant should capture
the very essence of its menu, service - style and
ambience.

Your Visual Identity..............c..... 43
Creative Examples.............cerueee. 44
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~ U Your Visual Identity

Empathy WHAT YOU LOOK & SOUND LIKE
Clarity
Consistency Logo Colors
ni - When in doubt, keep it simple - Limit palette to 5 key colors
CreatIVIty - No more than two type treatments - Use in different combinations
Credibility - Remember scalability - Neutral base, bright accents

- Bold & iconic shapes - Material colors are different in print & digital
- Use up to 3 colors
- Your name could be your logo -
- Remember digital, print & environments IIIUStratlons & Icons
- Must work in 1 color - Useful visual devices
- Functional or decorative
- Use an overall look & feel
Name - Think scale & application
- Very important - Story tell
- Literal, associated or abstract
- Inspired by location or menu
- Memorable -
- Review on context of identity Tagllne & copy Style
- Express your essence
- Up to 6 words
- Memorable, snappy
Type - Write as you speak
- Use 2 typefaces - Have an inspired opinion
- Consider a san serif & serif combination - Less is more
- Use a grid - Always reflect your personality
- Consider type sizes - Copy is as important as image



Principles of

Communications

Leadership
Empathy
Clarity
Consistency

Creativity
Credibility

Marketing \

Boot Camp
The 4P’s | Me ﬂ“/ ? y The 6 Principles
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Identity Suite

WHAT YOU LOOK & SOUND LIKE

Example: CHANDLERS GRILL

rllustrations & Icons

ww e =
CHANDLERS ORILL Name

iype

Logo

ey
CLICK HERE FOR CHANDLERS GRILL SOURCE FILES 44



Identity Suite

Example: CHANDLERS GRILL | MENU DESIGN

11700t en

CHANDLERS GRILL

=
CLICK HERE FOR CHANDLERS GRILL SOURCE FILES

Malibu Junipero
Aol reatt i, shaken nd served it Maytag b chaess v

%

MARTINIS

Chandler's Martini
Riculousy god vl tch i hiken and Gished withoumbers 9

Absolute Pear
Absalat oo T Aot Poars Vodka, Grand Maror and loman 9

Key Lime Martini
Vot e favord vodkas, KK Bach Koy L o i and
‘s f

am crache st 1 &

Havana Sidecar
Pyt XO Reserve Rum, Citonge andfrsh e ke it a sugard i 11

French Martini
i vodka, Chanbord quer,
Pneappn o and champagne 0

Lemon Drop Hangar
v Clon “Buddha's ond Vo
and et emonii served it  sgard i 10

The All Nighter
SokVani, Kaun i o e §
»
The Navigator
Pymooth g, Ut nd grpev o &

Dean-Tini
A“Doanc" iz our ofGry Goose Vo,
v ovr o with b choas olves snd 8t o famon 11

Godiva Double Chocolate
of the word’s most o chocate

x Tuo;
aueurs, Godia Dark & Godia Wi, shaken with Aot Vani &

Orange Crush
Bacarth 0 um,Citonge and s orange s &

ini
Aol Poch,DokiyperPeschiro pasch
schnapp aprcol peca nd champagne &

Cosmopalitan
Vodk,Gttonge, cranbery and o e 7

¥y

COCKTAILS

The H
L Fovorto Mastiuerum, Lardo Marushio e,
rapelt i and st sour 8

~ 106 North
Hendik's g, Coltres,oon i 1 champigns 10

Pisco Sour
Don Cosar P Pur, s v i an powdore sugr

Dark & Stormy
SulorJrySpicd R, ot anges e wih el
Mimosa
champagne andoangepic 7

' Pomegranate Cooler
HangarGne Mandarn Bossom Yok, orange i, pomrane s and
wdn 8

Bloody Mary
Vo ith our gt ich & 3pcy i and colery s m 7
Byhama Mama
Lght &kt cocont and opica s 7
Caipirinha
Catac, o i o and g
Long Isiand
22 e ot s §
Mojito
BacardLimon, o it e i &
Rusty Nail
Sctchad Dambui S5
Singapore Sling
i sweetvsar,remcine i chrybrandy ot 5

0ld Fashioned
3m Boam burton, e i and  slash of itrs 6

June Bride
HangarOne andar Bloston Voka,back hery syrupand soda 8

Kir Royale
Champagne with 1 piash o Chambord &

v o«
CHANDOLERS GRILL

BREAKFAST
Gond i 1Sy b seventosnin, - s nd i,
Sunn ke n o i 70 proiced

Smoked SalmonFitat - Gont Chee, O, Aparogs 14

Cornad oot Has - Poachd Ege, Boson Baked Bear,Bvwm Brsd 13

Allin one
A Puckages nclde Cofte or Twand s G of dko

- Sweot
Btk Pancakas - Babaris o Chocoble hips,Yormont Naps Sy 12
Mt Bgan st - ixed B, Vet Mol Sy 12

Lomon Rt ot Gakas - Blckbury Prosarves Lonon Conft 12
Ml Pancskes - Coramelzd Baaas Vs, Vrmont ople Sy 10

Breaktast made oasy
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- |dentity Suite
Empathy WHAT YOU LOOK & SOUND LIKE
Clarity
Consistency Example: CHANDLERS GRILL | TACTICAL COMMUNICATIONS EXAMPLE
Creativity ¥ Rl pr
Credibility CHANDLERS GRICE Logo

Custom Imagery

Headline, Body Copy
& Call To Action

BEST QUALITY, LOCALLY SOURCED, ORGANIC AND PESTICIDE FREE FR
MENU ITEMS AVAILABE, KIDS WELCOME. COME VISIT US AT THE HILTON SEATTI

-
IALITY, LOCALLY SO UITS, MEATS AND VEGETABLES. VEGAN
LE. WE CAN'T WAIT TO SEE YOU!!

CHANDUERS GRILC

—
CLICK HERE FOR CHANDLERS GRILL SOURCE FILES



Marketing \

Boot Camp
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Principles of
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- " |dentity Suite
Empathy WHAT YOU LOOK & SOUND LIKE
Clarity
Consistency Example: CHANDLERS GRILL | TACTICAL COMMUNICATIONS EXAMPLE
Creativity
Credibility

Call To Action
& Contact
Details

Headline

W o o Y
GCEHEARNSEEERENFS S GE0 S|

Come, meet and eat. Tag I i ne

www.chandlersgrill.com

Done¢ enim nunc, tincidunt in‘libero quis,
~ tempor euismod nisi. Susppndisse potenti.
Pellentesque ut diam interdum, aliquet mi at.

Logo

-
CLICK HERE FOR CHANDLERS GRILL SOURCE FILES


https://hsm.sharefile.com/download.aspx?id=s296297f72434b499
https://hsm.sharefile.com/download.aspx?id=s296297f72434b499

Identity Suite

Example: CHANDLERS GRILL | TACTICAL COMMUNICATIONS EXAMPLES

CHANDLERS GRILL

Come, meet and eat.

Openfable

=
CLICK HERE FOR CHANDLERS GRILL SOURCE FILES 48
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Principles of
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- " |dentity Suite

Empathy WHAT YOU LOOK & SOUND LIKE
Clarity
Consistency Example: CHANDLERS GRILL | EVENT COMMUNICATIONS EXAMPLE
Creativity
Credibility

Did you know that we would love to host your special event?!

BIRTHDAYS | CORPORATE EVENTS | CATERING

We can customize the menu to your taste in food, beverage, style, formality,
budget, decor, music and can work with your event coordinator.

2121 Green Steet Drive
Seattle, WA 90001
555.888.1212
events@chandlersgrill.com

et
CLICK HERE FOR CHANDLERS GRILL SOURCE FILES


https://hsm.sharefile.com/download.aspx?id=s296297f72434b499
https://hsm.sharefile.com/download.aspx?id=s296297f72434b499

Identity Suite

Example: CHANDLERS GRILL | ONLINE + MOBILE COMMUNICATIONS EXAMPLES

\
/

0 |
| [p—
i |
] v - "iﬂ :
P € e
| 1 LA ‘“2?‘ e SO

~ BREAKFAST MENU
'LUNCH MENU
DINNER MENU
LATE NIGHT ENTERTAINMENT
RESERVATIONS
MAP
CALL US.

=
CLICK HERE FOR CHANDLERS GRILL SOURCE FILES 50
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Principles of
Communications

- " |dentity Suite
Empathy WHAT YOU LOOK & SOUND LIKE

Clarity
Consistency Example: CHANDLERS GRILL | FACEBOOK PAGE EXAMPLES

Creativity
Credibility

CHANDLERS
iR 1L

Chandler’s Grill

Modern American Cuisine
18,955 likes - 743 talking about this

Steakhouse - Seafood Restaurant

Recognized for exquisite Steakhouses and Ocean Club

Seafood houses. Locations in Beverly Hills, Thousand b - ‘;';?tf B
Oaks, Costa Mesa, and Newport Beach, CA, -

About - S;Jggest an Edit

Highlights ~

[=] Post Photo / Video s | Invite Your Friends to Like This Page

Write something... Type a friend’s name..



Authentic & Charming Creative

Example: THE CHOP SHOP RESTAURANT, BUTCHER & BAR

The o
' EH‘@P/ SHG’B
gﬂ@ S;—HJ@B —— NEIGHBORHKOOD i

Meat Manket

NEIGHBORHOOD —

Meat Manket

DID WE MENTION
= TEE=—

FREE
BEER

& HOT DOGS
T

———
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Authentic & Charming Creative
WHAT YOU LOOK & SOUND LIKE

‘Exampl:PRETAMANGER

.......

» DRET A MANCER & ==

¥

Appetite

Free soup, £2.59

(GM free, eqgq free, colouring free, phosphate free,

_—_— — e, s s

emulsifier free, stabiliser free,

artificial flavouring free and hardly any fat.)

ot bas an asvrage of only 180 cakories and

e
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How toiMeasure Success | The 6 Pringj

Changing Creative in a Controlled Palette for Consistency

Example: DRY SODAS
. - ,/—\ 3 - 2 ,A,_ ,A,_
7404/ PURE CANE SUBMR | . 70/ PURE CANE SUGAR | W\ 54/ PURE CANE SUGRR | \wy, 7404/ PURE CANE SUGMR | W, 7014/ PURE CANE SUGMR | tyy
60 50 65 45 65
p =S
CALORIES CAl ES CALORIES CALORIES CALORIES

12FLOZ (355 mL) 12FLOZ (355 mL 12FLOZ (355 mL) 12FLOZ (355 mL) 12FLOZ (355 mL)

S v Svvmmmm | Scammmm | S’
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The 6 Principles

Although the hotel restaurant operation is a vital and
integral component of the overall Hilton Experience,
research tells us that, to maximize the appeal and
perception of your F&B proposition, the local
reputation of the restaurant must be created and
maintained as a credible, autonomous, stand-alone
offer.

The guiding principle is authenticity: always be true to
your capabilities, skills and resources: focus on your
particular strengths, and deliver services with
elegance and consistency. Your very own vision, tone,
and brand personality will dictate how you present
yourself to your community.

Credibility is the
bedrock of marketing

Let’s examine marketing and branding strategies over
the next four pages for:

CREDIBLE & GOOD CAUSE.........56
USING SOCIAL NETWORKS.......... 59
EXAMPLES OF CREATIVE...........60
REVINATE...........................064
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Credible PR & Independent Media Reviews

CREDIBILITY, THE BEDROCK OF MARKETING

Example: FIVE GUYS

FIVE GUYS

BURGERS and FRIES

Home Menu Order Online About Us Contact Us Fanatics Gift Cards Locations Five Guys Gear

ZAGAT Survey Rated — “The Best $5 Burger A
Since 2001 Man Can Eat”
GQ Magazine

Voted Best Burger Voted Best French
Capital Region Living Fries
Connect Savannah

Rated #1 Burger for Voted Best Burger
Lunch in NYC Missoulian
Time Out New York

“Willie Wonkas of

AreYOU a FIVE GUYS Fanatic? Burgercraft”

The Washington Post
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Principles of

Communications

S LE  Good Cause Marketing

Empathy CREDIBILITY, THE BEDROCK OF MARKETING
Clarity
Consistency Example: NEWMAN’S OWN

Creativity
Credibility

All Worldwide Profits to Chgay; ty
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Communications

S B ndependent Reviews

Empathy CREDIBILITY, THE BEDROCK OF MARKETING
Clarity
Consistency Example: ZAGAT & YELP

Creativity
Credibility Empire Restaurant

816 Main St. (Spruce St.) Louisville, CO 80027
Phone: 303-665-2521
Website: www.theempirerestaurant.com

ZAGAT Food Decor Sen Cost
Ratings & Review 25] 22 25 | $32)
“What a find!” exclaim enthusiasts of this “phenomenal” Louisville
“gem" with a “comfortable”, “unpretentious” dining room that's

- Agl'a Indian Kitchen “always full of people” “indulging” in the “wonderful® New American
¥ dishes; factor in an “awesome staff", “fair prices”, a "gorgeous

» 0G0 39 Reviews copper bar” and “great beer and wine selection®, and no wonder
it's so “popular.”

Indian

§ . Price: $$
11:30 AM - 3:00 PM
5:00 PM - 10:30 PM

Browse 39 Reviews
Amazing Indian food! I've been >

"r’-it?&l looking for a good place since... . SU RVEY

call (310) 827-0050 \ Loma 1sLAND
RESTAURANTS
Sarin Thai Rijuyss)

Map 2553 Lincoln Blvd
Venice
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The 4P’s | Media & Messages | Roadmap for Success | How to Measure Success | The 6 Principles

Using Social Networks

CLICK HERE FOR HILTON WORLDWIDE Are our best opportunity to listen &
SOCIAL MEDIA GUIDLINES learn about your diners

restaurants, based on what they hear from their friends and
other trusted sources on and
other popular social media platforms. Conversely, people
love to share their personal dining experiences and photos.

Simply put, restaurant consumers are s r
obvious reasons, they trust and want to try

't

MESSAGE-BASED IMAGE-BASED ¥ FOOD-BASED o
You([T) L

- Social networking - Image capture

- Instant messaging - Share content - Consumer advocate

- Exposes opinions - Documentation - Credible information and inspiration

- Strong point of view, valued opinion
- Independent yet influential

- High levels of awareness - High levels of awareness

- Invites authentic interaction - Speed

- Ease of use - Cost-effective - Trusted opinion

- Ability to observe & listen - Authentic way to build PR - Awareness

- Opportunity to brand-build - Easy to link & integrate with other platforms - Entertainment & engagement
- Channel to connect with customers - Mobile - Research tool

- Credible & cost-effective channel

- Mobile

59
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Principles of
Communications

St LR Social Network Creative
Empathy CREDIBILITY, THE BEDROCK OF MARKETING

Clarity
Consistency Example: FACEBOOK + TWITTER

Creativity
Credibility

facebook Search for people, places and things T Paul Wylde Home &z %

JQZZ ~—
<z Cly,

Tula's Restaurant & Jazz Club
1,159 likes - 84 talking al

Addie Broyles” -

@broylesa
@ 55 (10-30) - Jazz Club - Concert Venue - Family Styl 8 i
@ 2214 2nd Ave, Seattle, Washington 98121 5 1 - q ollo e O Er R ectior Morn

(206) 443-4221 :
Austin, TX - austin360.com/ralishaustl
@ Today 4:00 pm - 12:00 am 3

About - Suggest an Edit

T80 119K 2 Follow

o >
= ’ - Addie Broyles - trcyos
rost [ Photo  video D Ol fow cays et Gcowriper rpai. Hyou ove

Softserve, you might have a ook:
Write something...

Addie Broyles -
Timothy Miller -~ 3 arterys Wow | have a branch of my famiy tree that ips nto the era of the

JBRR Tula's Restaurant & Jazz Club republic in Missouri City. Need to 00k up the name.

Addie Broyles -
.bif Santa Anna's troops arrved. They wer Iving w/ catie (& horses) and
Kiling as they ate. Beef makes it sound ke it came from HEB.

‘Addie Broyles oyl
For those of you wondering why | said “cattie" and not "beef” - from what |
understand, they had to rush 30 head of cattie i the mission...

S pr——
FT 2 T om0 sy for e 10 o ppor s e You
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Communications

S=CBUERN  5ocial Network Creative
Empathy CREDIBILITY, THE BEDROCK OF MARKETING
Clarity
Consistency Example: INSTAGRAM + YOUTUBE
Creativity 00000 ATET & © 25% B

Credlblllty YouITD

tomskitchens

TCHEN

NT-BAR-DELI—

Alpine Bakery & Trattoria (Alpharetta, Georgia) - Restaurant Promo

Melissa Ewing - 20 videos 9,563

27 likes " e ¥
tomskitchens Spotted! Looking good our Publishad on Mar 26, 2013
. 'ublished on Mar 28,
blueberry pancake poster in the mall Alpine Bakery & Trattoria
@yourcanarywharf 12315 Crabapple Road
rachelthebaker |'d just drool past it... Alpharetta, Georgia 30004

‘Show more
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FEECEE Social Network Creative

Empathy CREDIBILITY, THE BEDROCK OF MARKETING urbanspoon

. -
Clarity
cConsi stency Example: YELP + URBAN SPOON

C re at I V I ty Near San Francisco, CA

Cl’edlblhty Find Friends ~ Messages Talk  Evel

Cielo Malibu Wines
Ooooos s

Category: Wineries (€di]

urbanspoon
-—

Join | Signin
31424 Mulholland Hwy Los Angeles Fresno LasVegas New York Orange County SanDiego SantaBamara More...

Malibu, CA 90265 - U L |
o . |Urbanspoon Los Angeles .|
Los Angeles restaurants and reviews from critics, food bloggers, and friends.
Price Range: $S Parking: Private Lot ‘Wheelchair Accessibl No|
Accepts Credit Cards: Yes Good for Kids: No Neighborhoods

. Beach Cities
1 Edit Business Info ¥ First to Review [l Long Boach (e Browse Los Angeles restaurants offering online reservations.

o
B2 Send to Friend R Bookmark 0 Send to Phone ‘¢ Write a Review Downtown LA

Downtown (1
Ads | £ Showall

cielowines.com

Book a table online More on Urbanspoon..

Talk of the Town

Certified Wine Specialist Wine Classes & Consulting
Become a Wine Specialist in 9 Weeks with San Fran WSET Certification, consulting events, classes, | EastLA
Wine School! parties, SD Show all

DeSano Pizza
Paiche
Ll - Hinok & the Bird
:'°”‘; °°" € Trois Mec >
8 reviews for Cielo Malibu Wines sl i > Fishing With Dynamite 10 Popular Russian Dishes For The Winter
Show all b7 Olympics
Crossroads
Sort by: Yelp Sort v | Date | Rating | Elites’ | Facebook Friend: Mid-City Church Key

P
B . Y > &b © Magic Restroom Cafe
8 reviews in English West Hollywood (389)
. Pty Cash Taqueria
Show all Paiche
vt Connie & Ted's
* D000 e Pasadena & San
Gabriel Los Angeles's most popular What's Your Cocktall Astrological Sign?
Brenda F. LOVE LOVE LOVE this place. | joined the Cielo Wine Club about a year ago. Pasadona (
Van Nuys, CA Showal $3$ Fine dining $8S Higher priced
What got me about this piace...the wine, the bam, and the great time to be had here| s, Famando Valiey Mastro's Steakhouse Bottega Louie
wine is amazing. The atmosphere is top notch! The time to be had....ike N0 Other. | pyrpank i Fogo de Chéo Pizzeria Mozza
Sherman Oaks
Since joining, | have exposed others to this gem and they have joined. Recently, we| Studio City
my mom'’s b-day here and the family members who attended raved about the barn f Woodland Hills (236 Katsuya Gu¥stream
Show all
This location is nice for an afternoon getaway. | would definitely recommend! 88 Moderately priced § Cheap eats
g . v IR The Griddle Cafe Porto's Bakery & Cafe Ll
Show all Cavies
Bossa Nova Brazilian. Bay Clies Htaian Deli
West San Fernando Gielina Porto's Bakery & Cafe
? Useful | © Funny Cool Show all The Counter Diddy Riese Cookies

Recent restaurant photos

Osteria Mozza Houston's
Spago Lucille's Smokehouse BBQ

Was this review

A Bookmark ndto a Friend @ Link to This Review
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Creativity

Credibility

.| New food truck launch: Curb A Peel

1Pad app that gives you a
taste of LA's melting pot of
" street food flavors,
Downl

BUY LASF on ITUNES HOME | RECIPES = COMMUNITYBLOG | REVIEWS = NOTFOOD ~ HOW-TO'S | FUN | ABOUT (D)

LA Stroet Food App $199 Sign Up for the |8 AoARoBERTS 0 COMMENTS New on the Community Blog:

Amateur Gourmet O O i
Email Newsletter:  S0meone’s In The Kitchen With...Emeric

FOLLOW LA STREET
200D) LSRRG )

B " Follow Me: . el
Facgbook 3 - The Ghemistry TheMost  Magnificent
& | B of Cookinga  Satistying First Miso Soup!
BN fome’ s esen!
\ = cann
‘;QKBngHe ° -
5 “
BROWSE D
Best List (2) . AMBASSADOR

. You could win -
Dining On Up (1) - $25,000!

fted LASF toa tastng o thei food truck a Lyric Pre-School
s Kinks, but the custom-bul truck is defi o
(GFT highway. Lookfor hem on the sreets soon and read about my review o date. ) Next weok s and Cara Eisenpress, e /®BlogHer PromotionsePrizes

¥ questions you may have for them. And fyou
for fuure guests,leave them in the comments!

MR The Amateur Gourmet on
Gosdll

1,379 people e The Amateur Gourmet.
r 7.

Joe's Stone Crab
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I Revinate

A helptul tool’for managing Social Media

WHAT IS REVINATE?

Revinate makes it easy to aggregate,
analyze and utilize guest feedback to
improve operations and drive new
sales.

WHY USE REVINATE?

By actively using Revinate, your
property will experience an increase in
the number of reviews, higher ratings,
increased percentage of review
responses and an improved TripAdvisor
Popularity Index Score

The 6 Principles

ACCESSING REVINATE

Revinate can be used by everyone, at both
the property level and corporate, to quickly
capture guest feedback, analyze results,
engage with guests, drive sales and
improve hotel and restaurant operations

Access Revinate through 0nQ within the
Applications drop down menu.
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' l Images,
Let’s Get Featured Templates links &

Let’s Talk Meet Our Marketing Contact Us
Creative Creative & Guides More

oL Business Guests Boot Camp

PR:
The Holy Grail of | '
Restaurant Marketing <,

Effective public relations creates a buzz around your . )
restaurant and bar. Positive public relations is particularly
useful for building a loyal customer base: reviews of your

$ restaurant and bar experience are usually delivered by .
s credible, independent third parties — be it via media, social
- it | networks, or food critics. 3
T /
\ llllll\l~llllllll lllllll66
v -

-,

' ,.“67

CLICK HERE TO DOWNLOAD GENEIQIC HILTON
WORLDIWDE PR TEMPLATES

65



https://hsm.sharefile.com/download.aspx?id=s85bf7bbbbe34d7aa

D
Overview of PR

PR Overview and Highlights

Let’s talk about the basics and the types of
tactics available in the world of PR.

When to issue a
Press Release

It’s important to remember
that press releases are
warranted when there is
actual news to report with
information that is new to
your target audience.

How to create your
restaurant's media list

Who is your audience? Look at
what they read, both traditional and
online media, then determine your
media targets. Once you know your
media targets, then determine what
sections of that media are most
relevant.

For example, look at the local
happenings pages, restaurant
reviews, lifestyle sections, local
hirings news/business pages, even
different contacts at these outlets
depending on the type of news you
are sharing (new chef vs promotion
Vs special menu).

How to manage a
Budget

PR can be an investment, so it’s
important to include a budgeted
figure within your overall
Marketing budget. Especially
when/if you’re considering an
external PR consultant or (for
larger hotels) an agency. By hiring
a PR specialist, a lot of guesswork
will be eliminated for hotels as
they plan for their PR plans.

If you are considering to do this on
your own, the following section
contain some very basic steps
on how to get started in PR.

66
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PR Roadmap

PR Roadmap

In this next seétion,
managing and exe

will cover key steps to follow for
g successful PR.

lic relations phases for restaurants

: Photography. 4: Media relations.

7: Availability



PR Roadmap: CONTACT INFORMATION

Every piece of public relations material
from your restaurant and bar should
include contact information: a contact
name, phone number, and email
address. (Include a mailing address if
issuing Fact Sheets).

Make it easy for media providers to
follow up on releases and to publish
further information.

1: Contact info.

It’s very important that your contact be
someone who can respond quickly to
media inquiries.

Tip:

If this person is away from their desk most of the
day, consider including a mobile phone number,
as media will require immediate access. In some
cases, if the media does not hear back within 24
hours this result in a missed opportunity for
coverage.




Developing a targeted, up to date media
contact list with actual editors & writers who
cover the type of news you are sharing is the
best way to reach your target audience.

A PR agency or consultant can also build this
for you—they can also maintain this list.

Keep in mind:

Using a press release distribution service can make the
process of getting information out to the public an
expensive proposition, so use them efficiently and
monitor them.

PR: The holy grail
of restaurant
marketing

PR Roadmap: TARGET INFORMATION

Prior to releasing information, target the
audiences that you feel would have the
greatest interest in your press release or
marketing data.

Then approach the PR agency you might hire
with a press pack, followed up by a telephone
conversation, or when possible, a face-to-
face meeting.

Tips on Building Your Media List

Know your Patrons - do they reside locally?
Do they drive in from neighboring cities?
Business travel?

Make a list of Publications your Patrons
may read - Go online or call the publications to
determine the best contacts for the type of
news you have (or could have moving forward).
Contact the right contacts at those
publications - call and speak to someone on

the editorial team. Getting the right contact can
mean the differnce between your press release
being seen as spam and getting media
coverage.




PR Roadmap: PHOTOGRAPHY

Including inspired and pertinent pictures
with your press release gives the public
visual images that will add emphasis and
clarity to your message. Use images
capturing the essence of your hospitality
experience.

A few tips to remember:

* Best format: high res, 300 DPI or larger,
jpg file format and ensure receipt of
recipient when sending large files.

If distributing your press release via
email, include a low-res version of the
image(s). Keep in mind, some large

PR: The ho[y grai attachments may exceed the writer's size
Of restaurant limit so may not be delivered.

. Remember to include "high resolution
marketlng images available upon request" at the
top of the release as you attach the low
resolution version.

If a journalist calls to follow up on
anything in your release, be sure to offer
to send an image. If you don't have
imagery directly related to what you are
promoting (new menu item, new Chef,
etc.,) then still offer a generic image of
your restaurant (although you are likely to
need a headshot for your Chef).




PR Roadmap: MEDIA RELATIONS

A well-written press release can
help the media and the public
understand the point you are
trying to make.

Public relations professionals'
best allies are journalists: build
personal and professional
rapport with them. Good media
relations will not only make
your information public, but can
also lead to personal interviews
and follow-ups adding
exposure.

Encourage important outlets by
granting exclusives on new
ideas or initiatives.

PR: The holy grail
of restaurant
marketing




PR Roadmap: TOOLS

Understand the public

, Mw& relations tools and
LWW occasions at your disposal

and know how to use them:

Press releases
Competitions
Personal interviews PR: The holy g

Seminars of restaurant
Events marketing

Web broadcasts
Story exclusives




PR Roadmap: TIMING

Some public relations pieces For example, announcing a new

can be scheduled for release restaurant or a menu change

well in advance. can be coordinated by the
public relations professionals

-1 and : _
,j# P W“oo pﬁM}f‘W with your marketing group to

20% get the timing right.

But public relations groups
should be prepared to release
important information on a
moment's notice to coordinate
with local-issue or corporate-
wide communications.

PR: The holy grail L

of restaurant CLICK HERE FOR GENERIC F&B
marketing ANNOUNCEMENT TEMPLATE



https://hsm.sharefile.com/download.aspx?id=s49c35b20d964b138

PR Roadmap: AVAILABILITY

Reporters cannot confirm Availability is critical for a public
information in time to make relations professional, which

deadlines if you are not means giving all of your contact
available at all times. information to the media and

remaining on call at all times.

Be flexible to remain tactical.

6:Timing 7: Availability




PR Roadmap: STAY ACTIVE

Actively develop new
ways to get information
to consumers and media.
Don’t wait for occasions.

Make yourself available for
speeches, events and seminars.

Become an active member in
professional, food, hospitality
and civic organizations.

6: Timing 8: Stay active




PR Roadmap: FACT CHECKING

Never release information until Develop a fact-checking system
it has been thoroughly checked for press releases and all public
for accuracy. Allocate a relations materials. The system
colleague to proof, edit, and must deliver the information to all
review your communications. pertinent parties for sign-off

The release should shed before it is made public. Never

consistently positive light on deceive the public, ever.
your company.
Misinformation will be uncovered.
Public fallout from deceit will
(heet Wfﬂ) cause greater damage than the
i et issue you were trying to conceal.

PR: The holy grail
of restaurant
marketing




PR Roadmap: WRITING A CHEF’S BIO

An elegantly written chef’s bio is
particularly useful in helping to
promote a restaurant and bar, as it
communicates very quickly the
experience, skills, capabilities and
passions of the chef — a key member
of the team and reason to visit.

CLICK HERE FOR CHEF BIO
TEMPLATE

Define his/her overall vision or
philosophy.

Write from a third-person perspective.

Create a short (1-line) and long
(1 page) version. The short version is
great for social & mobile media.

Structure the main content around
who you are, what you’ve done, how
you do those things, where you are
going and why you do, what you do.

End your bio with contact details.

PR: The holy grail
of restaurant
marketing



https://hsm.sharefile.com/download.aspx?id=sb273a854d484090a
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THINKING DIGITAL
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Let’s Get

Creative

=
Creative Agency Management

Marketing, communication, and design agencies come in
all shapes and sizes. At the high end, for global brands, are
the holding companies with

full-service digital agencies around the world.

There are also smaller, specialized and often locally-based
agencies that provide integrated and channel-specific
marketing services such as web design, print, mobile
messaging programs, social media marketing campaigns.

Our communication with our guests - prior to, during and
after their stay with us - must be empathetic. We need to
put ourselves in their shoes, to understand what they need
before they know they need it.

Integrated creative agencies generally

have four distinct areas of expertise \arge agow od med®
that are orchestrated for your £itS of2 pilities: ¢ Sship
. gene ap? olation
particular needs: piversity agen® "
_BUi‘t‘ir\ 3 fermalSA—1c
1. Strategy & Planning oot o et
[ ] -n »
’ -In s abou't‘\i\t‘r’ateg %
2. Creative development gonef® & St
. . “ore 9% rtise- o decis®© -
3. Production & Media Mt 010 8051 conne
_client 2%~ 4 with t s
4. Account Management 00 i ™
A . LOW
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Creative Agency Management

0
&o/z/ ‘ )
: Let’s get creatlve Most agencies provide some or all of the following services:

¢ Brand development.
ENGAGING WITH & MANAGING

\
Q,O" < A CREATIVE AGENCY :
d"d RGO cur Y ° Lead generation.

» PROPERTY MESSAGING &
PLACEMENT ¢ Awareness building.

¢ Interactive marketing & rich media communications strategy

¢ Search engine optimization.

e Website design & development.

Y

1

e email marketing.
e Public relations.

'~ * Social media marketing.
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Let’s get VLTI e © steps o hiring an agency:

Step One: Company Self-Assessment
Deciding whether or not your company needs to hire a creative agency calls for the

same evaluative steps involved in any significant investment. Working with an
ENGAGING WITH & MANAGING pe e v signifieen vorking w

agency can help small businesses that are looking to scale their marketing but lack

A CREATIVE AGENCY enough in-house resources to do so. Every successful partnership needs a
THINKING DIGITAL | wy.
PROPERTY MESSAGING & o,
PLACEMENT N Wfﬂi";iif;"’h’a&:ff°"’"°s-°
© agenc,,,
Step Two: Understand Agen Structures

Many agencies are evolving their service offerings and fee structures to meet client
demand for integrated solutions and clearly-defined fees better reflecting the work
involved. Each fee structure has advantages and challenges for different types of
media. Most agencies use time-based pricing, which is based on a set hourly fee to
track time spent on a client’s earned and owned media accounts.

Increasingly, agencies are using performance-based hybrids that include a
time-based, fixed-fee, or percentage-of-spend rate, as well as a smaller
performance-based component for paid media work. The goal is for clients and
agencies to share the risk when trying new marketing strategies, yet fairly
compensate the agency for its time and work. This is also a way for agencies to
become more competitive in the base-pricing: by adding in bonuses based on
performance, the initial agency fee may be lowered.

\( 81



I Let’s get creatlve

ENGAGING WITH & MANAGING
A CREATIVE AGENCY
THINKING DIGITAL

PROPERTY MESSAGING &
PLACEMENT

Let’s Get

Creative

Creative Agency Management | Thinking Digital | Messaging & Placement

Step Three: Begin the Agency Selection Process: Calls, RFls and RFPs

Most agency executives report that the majority of their new business comes from
referrals rather than Requests For Proposals (RFPs.) It may be wise to begin by
contacting your sales, marketing and operational peers, to find out which agencies
they are using and why.

Reach out to agencies to discuss your needs and and to determine whether they
might be an appropriate fit. Some restaurant clients begin the selection process using
a broad-based RFI to cast a wide net before homing in on targeted group of potential
partners through an RFP. An RFP gathers targeted information from the agencies that
seem most interested in your business, allowing you to assess which would be the
best fit for your marketing needs and culture. It should include tangible criteria like the
agency’s experience, ability to provide scalability, proven results, and fee model.
Intangibles like cultural fit should be assessed. Industry experts recommend sending
out no fewer than three and no more than eight RFPs with a two-to-three week
deadline for responses.

Step Four: Choosing the Right Agency

When you have received your RFP responses, arrange face-to-face presentations
from each of the ‘finalists.” During these meetings, consider both quantitative factors
(including pricing, channel expertise, and analytics/reporting capabilities) and
qualitative — or intuitive — considerations (the agency’s culture, and the chemistry
between your staff and the agency’s team). Weight these factors.

Step Five: Negotiate Contract Terms

Contracts can be a sticking point in negotiations. Before signing any contract, you
should clearly understand the pricing, contract-length, and renewal status. Many
advertisers want the flexibility of a month-to-month contract. However, agencies
usually want longer contracts to ensure revenue flow. One factor to consider is that
many digital campaigns, particularly pay per click (PPC - a form of online advertising
whereby advertisers pay for each visitor sent) and search-engine optimization
programs, take several months to build results.

If an agency is offering bundled services with additional built-in costs (i.e., website
design, domain name procurement, call-tracking numbers, etc.) then an annual
contract may be necessary. Some annual contracts include a three-month opt-out
provision.
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Creative Agency Management | Thinking Digital | Messaging & Placement

Your brief to your new agency is probably the single most important document during
the entire engagement. The brief, although focused and salient, should be strategic.
Below is a rough outline to what should be included in your brief and there is a
comprehensive template available for download at the end of this toolkit:

1. Introduction & Background
2. Objectives

3. Evaluation Criteria

4. Target Audience

5. Customer take-out

6. Competitor landscape

7. Tone of voice

8. Key proposition

9. Substantiation
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Creative Agency Management | Thinking Digital | Messaging & Placement

ENGAGING WITH & MANAGING A
TN YecisNea2 The same brand story, tone, language, and

IR  visual expression should extend across all

customer touch-points.
PLACEMENT

Digital channels offer opportunities of immediacy and interactivity, and can
be updated easily and efficiently.

Enhance my time:

ly
ws that near

. research sho

Empathica r

percent) have C

restaurant of ret .
comments and im 3
shared by other use

Give me back my time:
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Thinking Digital

ENGAGING WITH & MANAGING A
CREATIVE AGENCY
THINKING DIGITAL 1. Tap into your most important social networks and focus your
PROPERTY MESSAGING & energy and resources there.

PLACEMENT With so many social networking sites and tools available to your consumers, it’s easy
to get lost in the clutter. Therefore, you are more likely to succeed, if you focus your
social media efforts on a few important channels, versus spreading yourself thin on
10 different platforms. Not sure how to narrow down the list of social media
platforms? Facebook, Twitter, Pinterest and Yelp are four great places to start.

2. Reward customers for checking-in.

Local check-ins help boost your business’s local search visibility. One
suggestion is to treat your customers to a free appetizer or dessert by
frequently checking-in at your location on Facebook, Yelp or Google
Places, for instance.

3. Invest in a mobile-friendly website.

- Every bar or restaurant needs a mobile-friendly website, or in other
RES:I,‘::{.“&"T words, a website that is designed for mobile web browsers. Surprisingly,
E‘\/ though, a recent study reveals that 95 percent of independent

restaurants do not have a mobile website, and only about half of chain
restaurants have some sort of mobile site. If you do not yet have a
mobile-friendly site, it is well-worth the investment.
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Thinking Digital

ENGAGING WITH & MANAGING A
CREATIVE AGENCY

IGILLGIERlEREE  When considering digital communications,

g PROPERTY MESSAGING &

Yoo remember that:

* You are now part of a conversation

» Digital is a channel, not the channel.

* Align and integrate with other brand touch-points.

» Digital interfaces with social networking sites.

» It’s a great opportunity to capture data.

« Often requires editorial skills to manage.

* Keep your website fresh and updated.

» Think like an entertainment brand - have an opinion.

» Give your audience a ‘voice’ — curate stories.

» Understand the value of ‘open-source’ — sharing content.
* Monitor your social-media presence, intervene when necessary.
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Internal signage, way-finding, communications, promotions
and point of sale are important customer touch-points

and must be treated with the same levels of attention

and care as more high-profile brand channels such

ENGAGING WITH & MANAGING A as advertising and online communications.

CREATIVE AGENCY ‘ Clarity, consistency and quality should be applied to every
THINKING DIGITAL message, however big or small. Examples of property

messaging applications include the rooms themselves,
PROPERTY MESSAGING & elevators, floor lobbies and signage systems.

PLACEMENT

Be sure to implement consistent graphic elements
across all internal property channels — logo, typefaces
and colors.

Also be aware and sympathetic to the property interior
design scheme. Your messaging must be integrated with
the experience in an elegant, purposeful and
unobtrusive way.

more:
Less is ver kit

: these
think as *
Tr:;;es a add\’t\O\"r?t
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Traditional Print Creative

Example: HERB N’ KITGHEN, NEW YORK HILTON MIDTOWN

DINNER PACKAGE PROMO CARD DINNER PACKAGE PROMO CARD 89
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Traditional Print Creative

Example: HERB N’ KITGHEN, NEW YORK HILTON MIDTOWN
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GENERIC/FRESH/SEASONAL POSTCARD HAPPY HOUR POSTCARD
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Traditional Print Creative

Example: HERB N’ KITGHEN, NEW YORK HILTON MIDTOWN

PROMOTIONAL CARD THEMES:
SEASONAL MENU

9 DINNER PACKAGE
CRILLK
HAPPY HOUR

s WINE TASTINGS

GATHER N ANNOUNCEMENT

QUENCH GENERIC BRAND AWARENESS
e BIRTHDAY

RELAN

'WEEKNIGHT HAPPY HOUR l

NOSH, SIP, GATHER N" MINGLE.

WEEKLY HAPPY HOUR PROMO CARD

FRONT

BACK
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Traditional Print Creative

Example: HERB N’ KITGHEN, NEW YORK HILTON MIDTOWN

PROMO THEME: PROMO THEME: PROMO THEME:
VISITING PURVEYORS & CHEFS, IN HOTEL PROMOTION WINE TASTING OR
COOKING DEMONSTRATIONS WINE & FOOD FESTIVAL
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Traditional Print Creative

Example: HERB N’ KITGHEN, NEW YORK HILTON MIDTOWN

STAY TWO NIGHTS THIS

WINTER AND ENJOY A FARM
FRESH DINNER ON US. v

AN

MY

N

PROMO THEME: PROMO THEME: PROMO THEME:
LOCAL/FRESH TO-GO HAPPY HOUR DINNER PACKAGE
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Traditional Print Creative

Example: HERB N’ KITGHEN, NEW YORK HILTON MIDTOWN

HERB N'KITCHEN
‘ﬂ ,,,,,,,,,,

—— SAMPLE CITY —

we bring the kitchen to you
DIAL 5305

HERB N'KITCHEN

vvvvvvvvvv

KEY CARD INSERT

COMPLIMENTARY CARDS
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Digital Creative

Example: HERB N’ KITGHEN, NEW YORK HILTON MIDTOWN

- NOW ROAST N’
’FALL FLAVORS
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Digital Creative

Example: HERB N’ KITGHEN, NEW YORK HILTON MIDTOWN

REWARDS
NIGHTLY

FRESH, QUALITY AND
HEALTHY CHOICES READY
WHEN YOU Al

SEE MENU & ORDER NOW

BOOK TWO NIGHTS

NOW AND RECEIVE ¥
50 DOLLARS IN 4
DINING REWARDS
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Digital Creative

Example: HERB N’ KITGHEN, NEW YORK HILTON MIDTOWN

New York Hilton Mldtown $236

Avenue Of The Americas, New

SAMPLE
BANNER AD
IN PLACEMENT

LA oo
’ ‘ it g .&f 92% 43000t
— W aed

N PRGN S S, S,
i e e

Your travel dates
ov/172014 01202014 1v| meomi [1 v] [0w
Room type Avg rate per might
.67 [
f z J“ Guestroom Two Beds $235.67 -
Two Double Beds Accessible w/ Bathtub $235.67
' Py ——
- v
g h(
% Deluxe Room, 2 Double Beds, Accessible $245.67
PARL
u
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Digital Creative

Example: HERB N’ KITGHEN, NEW YORK HILTON MIDTOWN

facebook % Herb N'Kiichen NYC  Find friends | Home

amew" B

facebook

STAY TWO NIGHTS THIS
WINTER AND ENJOY A FARM

- . 4 ' ; ¥
HERB N KITCHEN e e . FRESH BREAKFASY O OB

Update Info  View Activity 3 +
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Example: HERB N’ KITCHEN, NEW YORK HILTON MIDTOWN

FRESHN’
SEASONAL

HERB N’ KITCHEN

BREAKFAST BUFFET

ROOM DELIVERY

TO PLACE AN ORDER:

ROOM DELIVERY:

SAMPLE CITY

Conseauo exernatur, omnihic tem re do lum.
id ma voluptatur sincidem si seni mi nis ped
quam que con nit eum dic id mo lut por mo tor
sunt vendere, omn imolore lacieni endelit vol-
orep erchilicip sunde bis as et delitat emporiam
Volor samus, nati si voluptatur, quis volupti bus
apide es mos ut volupta errunt verfe rrorrum
aut vitat quis endi distrum etur,

Necto veris millia qui te volorep ersperit verf
erferios assum que nest es ea volor ep tat atur,
ommaosti quam, officiunt ra der um nosam fuga
Uptaspe corepe que none plabori omnia que
lautend ella udipsus et quo blabo, Edigenit
Vollupt atatet elestia tur aut ariores tinullu pta

tiat aut am corem evel eum si quam

HERB N’ KITCHEN

BREAKFAST BUFFET

ROOM DELIVERY

TO PLACE AN ORDER:

ROOM DELIVERY:

NKITCHEN

—— sAMPLE CITY ——

Consequo exernatur, omnihic tem re do
lum, id ma voluptatur sincid em si senmi nis
ped quam que con nit eum dic id mo bis as
emporiam volor samus, nati si vosi

uptatur, quis volupti bus apide es mo
volupta errunt verfe ror ru aut vitat
quis distrum etur.

Necto veris millia qui te volorep ersp erit,

ver fer ferios assum que nest es ea volor que
none plab ori omnia que lautend ella udipsus
et quo blabo. Edigenit vollupt ata tet elestia
tur aut ariores tinullu pta tiat aut am corem
evel eum veris millia qui te volorep ersp erit,
ver fer ferios assum que nest es ea volor que
none plab ori omnia que lautend ella udip
sus et quo blabo. Edigenit vollupt ata tet el

e

tur aut ariores tinullu pta tiat aut am
corem evel eum si quaquis us.
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Templates

& Guides

These hotlinks will connect you to various resources, tools and
templates.

Market S.W.0.T. Creative Chandler’s HGI Creative
Analysis Analysis Brief Creative Suite
N N N A"

PR HWW EMAIL HILTON NOW HWW CORE

PRIVACY & i
Templates PRE’_\A&; MARKETING @ COMMEDLICY & 0riginatioEan"éﬂﬂé's'l
PRESS RELEASE, SOCIAL MEDIA & xecu-tlon
GUIDELINES Questions:

CHEFF BIO, AND
F&B GENERIC
ANNOUNCEMENT

£

£

Contact your

' ' Manager
100

E-Commerce


https://hsm.sharefile.com/download.aspx?id=s824e868fc08431a9
https://hsm.sharefile.com/download.aspx?id=s7515e3768114a039
https://hsm.sharefile.com/download.aspx?id=s0a415bf280a411bb
https://hsm.sharefile.com/download.aspx?id=s296297f72434b499
https://onqinsider.hilton.com/insider/onqlogin/login.aspx?appurl=https://OnQTeamSites.hilton.com/ValidateSession.aspx?ReturnUrl=%2fsites%2fHWWUS%2fSchool%2520of%2520Law%2f_layouts%2fAuthenticate.aspx%3fSource%3d%252fsites%252fHWWUS%252fSchool%252520of%252520Law%252fCatalog%252520Documents%252fPrivacy%252520FAQs%252520%2800211394%29.pdf&Source=%2fsites%2fHWWUS%2fSchool%2520of%2520Law%2fCatalog%2520Documents%2fPrivacy%2520FAQs%2520%2800211394%29.pdf
https://onqinsider.hilton.com/Insider/OnQLogin/Login.aspx?APPURL=/insider/links/sessionappend.htm?redirecturl=http%3A%2F%2Fwww.nowglobalcommunications.com%2Findex.cfm%2Fnewsroom%2Fdetail%2F12175%3Fr%3D1
https://onqinsider.hilton.com/Insider/OnQLogin/Login.aspx?APPURL=/insider/links/sessionappend.htm?redirecturl=http%3A%2F%2Fwww.nowglobalcommunications.com%2Findex.cfm%2Fnewsroom%2Fdetail%2F12175%3Fr%3D1
https://onqinsider.hilton.com/Insider/OnQLogin/Login.aspx?APPURL=/insider/links/sessionappend.htm?redirecturl=http%3A%2F%2Fwww.nowglobalcommunications.com%2Findex.cfm%2Fnewsroom%2Fdetail%2F12175%3Fr%3D1
https://onqinsider.hilton.com/insider/onqlogin/?APPURL=http://gdm.hilton.com%2fforms%2fcore%2fDefault.aspx

Images,
links &
More

o AL . '
Hilton New York Hotel Executive TimeOut TripAdvisor
Restaurant Times
A N  \ ¢\
Caterer and Fodor’s bon appétit Pinterest Food
Hotelkeeper Network
istock.com gettyimages.com Hotelier | Lodging Hospitality | HOTELS magazine
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http://hiltonrestaurantconcepts.com/public/login.aspx
http://www.nytimes.com/subscriptions/Multiproduct/lp87JHJ.html?pid=1&cw_ei=3&ei=3&cw_si=&pa=-2&cr=&ai=&cw_av=&ca=${campaignName}&sd=${urlID}&sk=${keywordText}&campaignId=46666&__KEYWORDS__=${keywordText}&__CAMP__=46666
http://hotelexecutive.com/
http://www.timeout.com/
http://www.tripadvisor.com/
http://www.catererandhotelkeeper.co.uk/
http://www.fodors.com/
http://www.bonappetit.com/
http://www.pinterest.com/
http://www.foodnetwork.com/
http://www.istockphoto.com/
http://www.gettyimages.com/
http://www.hoteliermiddleeast.com/
http://lhonline.com/
http://www.hotelsmag.com/

Thank Jm

Contact us

We sincerely hope these guidelines are an inspira

W - { ,! , give you the tools you need to succeet&n',yo
,HL M 1’T W If you have any questions, we are here to help you. Please call,

write or email us @ Restaurant_Concepts@Hilton.com

"HILTON

WORLDWIDE

© 2014 Hilton Worldwide, Inc.



