
Inside this issue: 

Franchising in the Food 

& Drink Industries 

2 

Scoop Purchase Chair 

Offer 

2 

Master Chef Whips up 

Business for Industry 

2 

Our Fading Love with 

Plastic 

3 

Gigantic Table Top 

Clearance 

3 

The Land of Retail 

Opportunity 

3 

Five Strategy Secrets 4 

Volume 1, Issue 1 Marchð April 

Our café style chairs 
range from Aluminium 
slat chairs for outdoor 
alfresco 
type dining 
through to 
our more 
fashion-
able ve-
neer 
chairs, vinyl covered 
moulded chairs and 

Restaurant/Café Furniture  

Print advertising is more than 

twice as effective as television 

advertising for large retailers, 

according to new data seen by 

The Times. 

Every £1 spent on print advertise-

ments yields £5 in revenue, com-

pared with £2.15 for television 

and £3.44 for online advertising, 

a study of 26 leading UK retailers 

found. 

The anonymous participants of 

the study, which was carried out 

by Microsoft Advertising, in-

cluded large clothing stores, big 

grocery retailers, fashion retailers 

and department stores. 

Of the firms surveyed, 24 were in 

the top 100 UK companies in 

terms of media spend. The study 

recommended retailers increased 

online and print advertising 

budgets by 10 per cent and de-

creased television budgets by 

that amount. 

άtǊƛƴǘ ƛǎ ǾŜǊȅ ƎƻƻŘ ŦƻǊ ǘŀǊƎŜǘƛƴƎ 

specific audiences and getting 

ŜȅŜōŀƭƭǎ ƻƴ ƪŜȅ ǇǊƻŘǳŎǘǎΣέ ǎŀƛŘ 

Joel Dawson, head of online mar-

ƪŜǘƛƴƎ ŀǘ .ƻƻǘǎΦ ά.ǳǘ ǘƘŜ ǎƳŀǊǘŜǊ 

businesses are integrating digital 

advertising into the planning 

ǇǊƻŎŜǎǎΦέ 

Of television advertising, Mr 

5ŀǿǎƻƴ ǎŀƛŘΥ άLǘ ǿƻǊƪǎ ǾŜǊȅ ǿŜƭƭ 

for us in terms of reach and fre-

ǉǳŜƴŎȅΦέ 

The study comes as online adver-

tising is rising and predicted to 

rise further. In October, Diageo 

doubled its online marketing 

budget for Smirnoff vodka, tar-

geting online adverts and social 

networking sites. 

Deloitte, the professional services 

firm, forecast that online adver-

ǘƛǎƛƴƎΩǎ Ǝƭƻōŀƭ ǎƘŀǊŜ ǿƻǳƭŘ ƎǊƻǿ 

from its current 10 per cent to 15 

per cent by 2012. 

Although online advertising 

spending fell roughly 5 per cent 

worldwide during the recession, 

5ŜƭƻƛǘǘŜ ǎŀƛŘ ǘƘŀǘ άǘƘƛǎ ǿŀǎ ǎǘƛƭƭ ŀ 

much smaller decline than almost 

ŀƴȅ ƻǘƘŜǊ ŀŘǾŜǊǘƛǎƛƴƎ ŎŀǘŜƎƻǊȅέΦ 

¢ƘŜ ŦƛƴŘƛƴƎǎ ƻŦ aƛŎǊƻǎƻŦǘΩǎ ǎǳǊǾŜȅ 

run counter to a study by Price-

waterhouseCoopers in 2007. That 

looked at ten years of data for 

more than 700 brands in seven 

different market sectors.  

It showed that television adver-

tising delivered £4.50 for every 

pound spent and that campaigns 

using the medium were 25 per 

cent more effective than those 

which did not.  

Tess Alps, chief executive of 

Thinkbox, a television marketing 

body, said the Microsoft data was 

inconsistent with much bigger 

studies. 

Taken from an article by Alexi Mostrous 
in The Times 29 December  2009 

www.timesonline.co.uk 

Advertising in print is twice as effective 

as TV, says Microsoft 

Tips to Increasing 
Sales 

1. LǘΩǎ ŜŀǎƛŜǊ ǘƻ ǎŜƭƭ ǘƻ ŀƴ ŜȄƛǎǘπ
ing customer than a new 
customer. 

2. Focus on the benefit to 
your customers. The best 
headlines in marketing and 
sales are those that prom-
ise a benefit to the reader. 

3. Personalise your approach. 
Create customized versions 
of your marketing and sales 
material to cater for the 
special interests of your 
target audience. 

4. Ask loyal customers for 
referrals. You may give a 
gift for any referral that 
results in a sale. 

5. Ask for the sale. Whether in 
person or through written 
material ALWAYS remem-
ber to ask for the sale.   

Autumn Contact Newsletter 

honey or two tone as 
well as our teak slat 
arm chairs which come 
in black, natural and 
light oak timber finish 
and we have the casual 
dining experience cov-
ered as well. We also 
can meet your larger 
event needs with our 
range of     upholstered 
banquet chairs. 

Our range of restaurant 
and café furniture is an 
integral part of our mix 
and has developed into 
a core component of 
the business.  
We offer a range that 
covers Restaurant, Café, 
Hotel, Club, Bar, and 
Indoor Functions as 
well as Conference style 
seating.  

modern chrome back 
chairs with vinyl seat 
pads for indoor dining 

and res-
taurants.  
Add to this 
our range 
of pol-
ished alu-
minium 

frame rattan effect arm 
chairs in either black, 



businesses in the accom-
modation, café and res-
taurant industry were 
6.8% underemployed.  
 

Hart said current re-
search indicates that this 
situation has not greatly 
changed regardless of 
the economic situation. 
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Franchising in the Food and Drink Industries is One of the 
Biggest Industries that there is. 

aŀǎǘŜǊ/ƘŜŦΣέ wϧ/! /9h 
John Hart told online 
publication Hospitality. 
άaŀǎǘŜǊ/ƘŜŦ ƘƛƎƘƭƛƎƘǘŜŘ 
the career opportunities 

The final episode of the 
show, which screened on 
Sunday, 19 July, clocked a 
record 3.7 million viewers, 
and has also set many 
Australians to consider  a 
career in the industry, 
according to Restaurant 
and Catering Australia 
(R&CA). 
 

ά¢ƘŜ ŀǎǎƻŎƛŀǘƛƻƴ ƛǎ ŘŜπ
lighted with the over-
whelming enthusiasm for 
the industry generated by 

Master Chef Cooking Competition 

The food and beverages industry is one of the 
biggest industries that there is. Everyone 
both loves and needs food and it is therefore 
no surprise to see that in the United Kingdom 
the food and beverage industry is worth 
around 30 billion pounds a year, and in the 
United States the figure is a staggering $558 
billion per annum. 
Due to the size of the industry it is no sur-
prise that one of the most popular areas to 
purchase a franchise is in the food and drinks 
sector. 
There are many different types of food fran-
chises; these include: fast food restaurants, 
ice cream parlors, mobile food stalls, baker-
ies, healthy eating stores; to name but a few. 
Many well known fast food outlets offer fran-
chise opportunities in their efforts to expand 
and build their brand names. For example 
McDonalds, pizza hut and Kentucky Fried 

Chicken are all franchised companies. 
Operating a food franchise has many advan-
tages, such as:  
 
 
 
 
 
 
 

¶ Demand for food - we need to eat; there 

will always be a market to sell food, what-
ever the state of the economy. 

¶ High success rate - If you buy into a suc-
cessful franchise then as long as you work 
hard the business is likely to be successful. 
This is the research required for successfully 
opening up in a given location should have 
been carried out by the franchisor. 
Support - an advantage of purchasing a food 

or drink franchise is the support given by the 
franchisor. Setting up a business is not to be 
taken lightly, and the helpful advice and 
training that is given will go a long way in 
helping you set up a successful business. 
There are of course downsides to purchasing 
a franchise:  

¶ Lack of freedom - a price that pays with 
a franchise is that set procedures must be 
followed; this helps to protect their brand. 
Fee and royalties, - It can be very expensive 

to purchase a franchise in a well known busi-

ness, and you will give a portion of your prof-

its over each year. 

 

Taken from an article by   
Dean Sturridge  
Ezine Articles 
Tuesday, 23 February 2010  

available in the restaurant 
and catering industry.  
 

Renewed interest in the 
industry will no doubt 
help alleviate some of the 
skills and labour shortages 
that the industry is cur-
rently experiencing in the 
areas of cooks, chefs and 
ƳŀƴŀƎŜǊǎΦέ 
 

A workplace survey un-
dertaken by R&CA in 
January 2007 found that 

Taken from an article IN   
Best Restaurants 
Tuesday, 23 February 2010 
www.bestrestaurants.com.au  

Apart from whisking some 
ƻŦ !ǳǎǘǊŀƭƛŀΩǎ ǘƻǇ ŀƳŀǘŜǳǊ 
cooks into chefs, reality 
television show, Master 
Chef, has also whipped up 
enthusiasm for the restau-
rant and catering industry.  

Master Chef Cooking Competition 

Ergoflex Plastic Chair  

Trendy and stylish the òErgoflexó chair comes in 
your choice of blue, black, red or white plastic 
finish, with strong and durable chromed legs. 

Ideal for casual indoor or outdoor dining 

Each + GST 

Master Chef Whips Up Business For Industry 
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Our Fading Love with Plastic 

There is also a strong 

trend toward debit 

card spending which is 

rising faster than 

credit cards or Eftpos 

transactions. Accord-

ing to financial ser-

vices company Canstar Cannex, debit card 

spending climbed 39 per cent in 2009.  

Shoppers seem to see debit cards as being the 

best of both worlds. They have the wide accep-

tance of credit cards, without the high interest 

and fees. They suit shoppers that are wary of 

accumulating personal debt ς and as consumer 

sentiment tightens while interest rates rise, it is 

likely that debit card usage will grow.  

Growth in average balances on credit cards 

has slowed and is not up with the 5.6 per 

cent increase in usage, rising only 1.8 per 

cent.  

Christmas shoppers spent $21 billion using 

credit cards in December, up 5.6 per cent 

from the previous year and stronger than the 

2.1 per cent retail sales rise, according to new 

analysis from MasterCard.  

²ƘƛƭŜ Ƴŀƴȅ ōŜƭƛŜǾŜ ǘƘŀǘ ǘƘŜ wŜǎŜǊǾŜ .ŀƴƪΩǎ 

interest rate hikes before Christmas damp-

ened spending, they appear to have little 

ƴŜƎŀǘƛǾŜ ƛƳǇŀŎǘ ƻƴ ǇŜƻǇƭŜΩǎ ǿƛƭƭƛƴƎƴŜǎǎ ǘƻ 

book up credit card debt.  

In spite of this growth, a trend is emerging 

away from huge credit card debt.  

Conservatism is creeping into credit card hab-

its. While usage is growing, so is repayment. 

More card holders are paying off debt before 

it accrues interest and charges.  

Taken from an article by  Rob Lake 
Business Spectator  
Tuesday, 23 February 2010  
www.businessspectator.com.au 
 

same language and are a similar 

demographic profile, but the 

path may not be smooth. Austra-

lian retail history is littered with 

offshore retailers that tried and 

failed. 

The secret seems to be under-

standing the differences in this 

market and what Australian con-

sumers expect. In a country 

where great coffee is widely 

available, Starbucks tried to sell 

us their giant cups of weak milky 

muck. They failed. 

The Disney Store assumed we 

would be as enamoured with the 

rodent as Americans and Japa-

ƴŜǎŜ ŎƻƴǎǳƳŜǊǎΦ ²Ŝ ǿŜǊŜƴΩǘΦ 

Daimaru tried with their high 

service model to find that three 

was too many in the department 

store sector. Daimaru, which had 

big plans, never got beyond one 

struggling store in Melbourne 

and retreated to Japan after a 

difficult decade. 

Costco and Tiffany are trying and 

seem to be successful, but time 

will tell with 

these offshore 

raiders. 

The Australian Financial Review 

reports that several large off 

shore retailers are looking at 

opening stores in Australia in 

the next 12 months. 

Gap will open its first Australian 

stores next year, to be followed 

closely by Abercrombie & Fitch, 

Forever 21, Le Coq, Henleys, 

Scotch and Soda and Zara. 

Australia has appeals for US and 

UK retailers in that we speak the 

Each + GST Top Only  
Famous brand òIsotopó    

Table Tops, 600mm  

Round or Square 

This hardwearing and heat resistant table top has been 

tested for resistance to scratching, hot spills, and hot    

cigarette ash. Itõs easy clean, stress and weather resistant 

and makes an ideal bistro or cafe table top 

Pipee Chairs 
from 

$20.95  

+ GST 

The Land of Retail Opportunity 

Taken from an article by  M. Janks 
Business Spectator  
Wednesday, 26 January 2010  
www.businessspectator.com.au 
 

http://www.businessspectator.com.au/bs.nsf/Article/Consumers-increasing-use-of-debit-cards-ZXC46?opendocument&src=rss
http://www.businessspectator.com.au/bs.nsf/Article/Record-22b-splurged-on-cards-for-Xmas-2L9LM?OpenDocument
http://www.businessspectator.com.au/interest-rates
http://www.businessspectator.com.au/interest-rates

