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JULY 2008 TREND REPORT:

YOUR CUSTOMERS HAVE BECOME
ULTRA-SENSITIVE TO MENU PRICES.

WHAT SHOULD YOU DO?

AND WHAT DOES THIS HAVE TO DO WITH MEATBALLS?

We all that know consumers are pinched in the pocketbook! But
thereds a way around t hi s [eisdbfeat!lcul t st

Instead of playing with pricing and portions, we o0r e ¢lienisl i ng our
instead to appeal to theirc u s t o ereotionsd Tug at their
heartstrings. Talk about their feelings.

T h a hodv you give your f&b businesses a fresh, new look that
di ver t s cabtentonfrom thair@ocketbooks.

Here are examples of how some companies are playing this game:

U Look at the use of
emotional
language of this
trendy frozen
yogurt chain --

space, O

har mony,

nature, O
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mysel f. O None of these words say
but instead emphasize how the company wants its customers
to feel.

Hereds anot her
one by a bottled water supplier.
Again,they 6 r e pl ayi
personal sensitivities and
private hopes of potential
shoppers. And
using language that has
nothing to do with the contents
of their product.

He r ea®ald and fascinating oy
approach by a vodka company. Hello delicious.
Wh at 0 s stingraltoet this -
advertisement I
quite tell whether the woman is

talking to the

the vodka is talking to the woman.
E| t her way, wh o

was the last time you conS|dered
using such a word on your
menus?
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U And thereds this
choice of language that
helps differentiate these
chocolate bars from their
competitors. Instead of
dealing with intrinsic stuff
-- like cocoa percentages
I this company has you
dancing around the

meadow and

ey regenerating your soul.

SO: HOW CAN YOU TAKE ADVANTAGE OF
THIS STRATEGY? HOW SHOULD IT BE
INFLUENCING YOUR MENUS?

WHAT ARE WE ADVISING OUR CLIENTS
TO DO?

FI RST: You need to recognize that
terribly useful. Besides, it is a weak defensive maneuver.

SECOND: You need to recognize that menu language has

reached a dead-end of sameness. You see the same words and
the same ingredients everywhere.
menus have become too dependent upon ingredients.

THIRD: You need to take another look at how you want your

t

customerstofeelabout the food theyo6re order

much it costs.

Here are a few more examples of how companies have been
playing the emotional game:



U Pret a Manger, the English
takeaway sandwich chain, is
selling a bottled beverage with fino
nas t.iltefferd the fictional
benefit ofi ofmdetaonxi ftiheat
even larger fictiono f Al i qui d
psychiTahawaroe playing a
great mind game here.

U This German brewer went after the female market with a line of
low-alcohol beers flavored with fruit juices. It promisesii pe ac e 0
and fAbal anceo, and i s marketed as a
AnKarl ao



