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A Critical Analysis: Infusion of social media and traditional media strategies
and tactics in the recipe for success for local, Main Street USA restaurants

Tori Partykevich

Introduction
Case Study #2

Behind every successful restaurant is a group of talented and BJ’s Restaurant & Brewhouse recognized the crowded chain-restaurant
creative people. A strong plan and a committed integration of market surrounding their upcoming new location and hired Innerwest
both traditional and new media strategies will help advance any pF C -LI ANqb Advertising and Public Relations to help them. The new location would be

i ) : Lngv;sstsosr;ggéact:mllson Schulder Media Contact: RachelGléI]r.r;eT:;;l‘s;:;:gll a t di tri ti n tl t.

revenue. A carefully constructed social media plan, community Al shvber@im wbgsienon ST e oo O E
involvement & sponsorships, local newspaper/TV Al M Fecures 20 Lonch Combos For Less Th 16 What They Did
advertisements, special offers, public events, newsletters and e S e » Decided to use all media outlets: print, TV, radio, internet
loyalty programs are all extremely valuable tactics for restaurants e ST L e g e » Direct outreach with media
to embrace. Looking at case studies, interviewing professionals, N * Organized publicity worthy events for client and media
doing online research and creating, distributing and analyzing a * Partme e . .
Survey haS helped me evaluate juSt hOW beneﬁCial a public ’t’):::::Zii::::r::v:j:r:ew lunch experience for our guests,” said Lane Cardwell, President of . Full advertlslng Campalgn Wlth 30 radlo SpOtS and prlnt adS

relations vlan can be for a restaurant. e o rors » ot com i e vario 2 saua - ordsble price potnt. e
p P.F. Chang's new lunch specialties include: Results . : .
— e Measured through direct media coverage in all outlets both locally and
Served with choice of Hot & Sour Soup, Egg Drop Soup or Mixed Greens Salad. . g g y
o L OO NGNS regionally
Caramel Mango Chicken Lo Mein . . . . .
Cangs iy ks Suppre et ot * Restaurant opened with seeing 3+ hour wait list throughout first month
Ginger ke o ool g * Large number of banquets and parties booked continuously
Kung Pao Chicken Beef a la Sichuan R .
ortegistreneian i B * Media coverage in several local outlets
. ] Philip’s Better Lemon Chicken VEGETARIAN PLATES . . . .
What, if any, of these strategies does your o ilsrn * Received award winning campaign that year
DIM SUM LUNCH - $7.45 PER PERSON
u u u u Served with choice of soup or salad and two orders of steamed dumplings.
restaurant participate in to attract & retain s ot
Hot & Sour Soup
Mixed Greens Salad
customers and generate revenue?
PARTNERSHIPS
90.00% ’ .
8 O . 0 0 % ‘ : \ Image Source: http://uchri.org/cfps/public-partnerships-in-the-humanities-community-partnerships/
o\ R
R SN\ | ~ FREE appetizer or dessert
50.00% — ‘ ¥ with purchase of 2 adult entrées
il | "1 e ‘ 2 COUPON CODE: 12  VALID UNTIL:*4/23/2015*
30.00% - . T oo oy s e 1 ot O st i 1000 o v prhse 2
20.00% 1 AR/ R o e oo o o GG Tk oy g
I e ar. ey ot co/servicos/social-media/ mage Souree hnp//www.dreamsﬁme.com/stock.photo.special.evem.blu;armw-slogan-g _Ckgmund_ . 5555535555755559554545455354553541553951553951559545354 5595559554595 59 S S i
10.00% image351853é0 ‘ Image Source: http://yipit.com/business/olive-garden/free-appetizer-or-dessert-with-purchase-of-2-adult-entrees-w-coupon/
0.00% — — — —
Using Social Community local local TV/radio special deals, media Case StUdy #1
Media involvement newspaper ads discounts, relations i.e. Case Study #3
e ads promos, etc  press Itihaas restaurant decided thev wanted to make a greater impact
sponsorships releases y 5 p
b ° l ° ’ ° °
S Wlth the local “foodie” community they had heard so much .about el Stonewood, a Florida restaurant group called upon Axis Public Relations to
K their arca. Th.e restaurant already prided themselves on their help grow their customer base. The restaurant group had not engaged in any
authentic Indian cuisine.

sort of self promotion or media relations in three years. Axia recommended a
six month program to help bring attention to the restaurant’s image and

What They Did brand.
« Commissioned local artists to create a giant Indian flag using
basmati rice, turmeric and coriander and released a photo of it What They Did

with a press release on Indian Independence Day

e Shifted social media activity focus to showcasing chefs, food and
ingredients including detailed descriptions of preparation and
ingredients to highlight the creativity and artistry involved in the

e Built and grew relationships with local and national food editors, bloggers
and writers

 Engaged with restaurant business writers who wrote about the menu, new
loyalty program and revamped website

work o . * Developed social media and news media campaigns and policy
Click + : * Hosted a dining and entertainment event for food bloggers
Itk To vead 'H'"§  Hosted consumer event to showcase redesigned dining experience: Results

a 7-course whisky and Indian cuisine tasting menu

» Coverage in major news outlets
* Restaurant group saw more than $3.7 million in measured earned media

Image Source: http://www.globalindoorhealthnetwork.com/GIHN-press-releases .

Results . " » coverage generated by Axia

wonths m * 8 successtul reviews from food bloggers with 1007% positive * 245 media mentions with an audience growth to 146 million consumers

newsSietter SO . . . « Company-wide sales increase of 15%
— * 24 coverage mentions/ pieces in 3 months
Imell(g_e Stﬁu_rci:.httf:{/th_e;vf)trliilismygfﬁc_e.c_:om;-ltZf)(l)?—wor(is—ar;lq—éf—ytee/lrs—in—the— > TaSting event br Ought Out mor e than 60 gueStS
« 30% growth in Facebook audience, double Facebook engagement
“**Sincerest thanks to Regina Bell, Public Relations professor & advisor, for her unending rate from 1.9% to 3.7%

encouragement and support, even when doing an honors project was just a little thought in my
head over a year ago! Her dedication to helping me learn and succeed helped get me here today.

 26% organic growth for Twitter audience
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