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6: INCREASING THE
CONSUMPTION OF REGIONAL
PRODUCE

“It's one of those unique selling points isn’tit. I've got all these
beers here but this one is ten miles down the road. It's one of the
oldest brew houses still surviving in England...it's a good bit of
history and people say that it’s a really good beer as well.”
Richard Arnold, The Crown Inn, Hopton

Once you have identified what local products you have available to offer ie:
whole menu, individual regional dishes etc your customers need to made
aware of what you have to offer and potential customers need to be attracted.

In this section you will:
B Establish why raising customer awareness is important
B Define possible target markets

B |dentify practical marketing methods you could use to promote your
‘local’ stance in your business

|dentify the benefits of each marketing method
Decide the most appropriate methods for you

B Establish ways of ensuring the day to day operation matches your
marketing

B How do you make your marketing
effective?

However many potentially profitable ideas you might have, if people don’t
know about them you won’t sell them. Small companies often avoid
‘marketing’ as they feel it is expensive but there are many different forms
that can be used very successfully and with little financial cost.

The right methods of marketing will help you to increase awareness of your
restaurant or organisation to potential customers by informing them of what
you have available. Whatever method you choose it should encourage
customers to ‘want’ to come and try the ‘local food or drink’ you have to offer.

For marketing to be effective you need to firstly define your target market ie:
the main category of customer you want to visit your business. Some forms
of marketing work better in some markets than others and some wording
may attract one type of customer but not another.




Example target markets

Business

Leisure breaks

Age ranges eg: families, over 50 etc
Socio-economic range

Nationality

Geographical area
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A farm with a bed and breakfast business outside Worcester may target families during
school holidays and initially promote within the Home Counties, using historic Worcester as
a reason for visiting and selling their location as quiet, children involved in the farm, fresh
local produce and cooking.

Companies may have more than one target market with different marketing activities going
on for each sector.

Make sure your target market and your pricing are in balance e.g. you have a small tea/coffee
shop targeting families with a children’s menu that is priced at £12. This could be a much

higher cost than an average family wanting a light lunch while sightseeing wants to pay and
more than other businesses, your competition, are offering.

B EXERCISE:

Decide what type of market your local product/s might be suitable to target.




B Ways of marketing your local product

“Please be sure to mention how you came across our website. As someone once said,
“I know half my advertising budget is wasted. The trouble is, | don’t know which half!”
Crown Country Inn — Shropshire - website

This quote actually came from John Wanamaker, Wanamaker Department Stores but all
businesses suffer the same problem when it comes to tracking effectiveness of advertising
and marketing.

All businesses rely on word of mouth reputation. The smaller the business the more heavily
you may look for this method of increasing customer awareness. It can be a slower method
than some of the others listed above but balanced with that it is the method which is most
sustaining for customer loyalty. Maintaining a positive word of mouth recommendation takes
hard work and commitment as the product needs to be consistent at all times or people will
be disappointed.

] Case Study

Brent Castle at The Crowns, Ullingswick took over the business in 2002. He doesn’t advertise
and has built the busy business by word of mouth reputation. He says that when using this
type of marketing “you must always be aware of everything you do and everything you produce.
You must be on your guard and perform to your very best every day.”

Sandra Jefferies at the Fighting Cocks in Stottesdon also relies heavily on word of mouth
reputation but supports this with some advertising occasionally - “you never know”. In the past
she has used local Shropshire review magazines and Heart Of England fine foods and has
now taken a page on a TV screen in the local Post Office in Bewley. This is for a fixed term
and is too soon to tell whether it has made any difference. Finance is limited for advertising
so Sandra ensures that when advertising takes place it is effective and is carried out for a
reason.

Questions:
¢+ What are the advantages to both businesses on prioritising word of mouth
reputation?

. What are the disadvantages of relying on word of mouth reputation?

. Why do small businesses have the advantage on relying on word of mouth reputation
from large companies?

. Why do you think Sandra Jefferies at The Fighting Cocks supports her businesses
reputation with occasional advertising?

. How might her choice of TV screens in a Post Office work for her?



B EXERCISE:

Here is a list of some of the main marketing methods. The majority of these methods are
aimed towards attracting customers to try your business, the last three are aimed for once
the customers have arrived. For each consider the advantages and disadvantages for you
and indicate those which you could use.

Method Disadvantages Advantages Can you
use?

Adverts — magazines

newspapers

Questionnaires
(to local businesses,
existing customers)

Fliers

Promotions
(special discounts etc)

Word of Mouth
recommendation

e.g. customers, suppliers,
staff families

Press releases

Familiarity trips

(Fam trips) inviting groups
of people e.g. travel
agents to look
round/stay/eat etc

Guide books — local and
nationwide

Gastronomic Guides

Food trails —
e.g. visit Britain website

Own website or linked into
others




Method Disadvantages Advantages Can you
use?

Mailshots

Local media — radio/ TV

Business brochure

Point of sale materials
e.g. tent cards, fliers

Posters / Pictures

Staff training —

to promote sales to
customers once they
have booked

EXAMPLE

The Stagg Inn & Restaurant at Titley use guides to advertise themselves in — this will ensure
potential nationwide awareness.

They are delighted to be listed in the following guides:

. The Good Food Guide (Dining Pub of the Year, Herefordshire 2004)
. The Good Pub Guide

. Les Routiers Guides

. Time Out U.K.Guide

. The AA Good Pub Guide

. The AA Restaurant Guide

. The Which Guide to Country Pubs

. Independent Top 50 Country Pubs

. The Times/Pimms Guide

. Flavours of Herefordshire — Best Restaurant 2002, 2003

. Hardens Top 100 UK Restaurants (Best Restaurant — Heart of England Awards
for creative use of local produce 2004)

. Sawday’s Pub Guide 2004
. Good Britain Guide



This is a flier used by Astley Vineyards:

OPENING HOURS
Mandoy 1000 AN o 5.00PM
Tues, £ Wed, CLOSED
Thurs /Fri/Sar. 10.00 AWM to 500 FM
Sunday 1200 nocn to 5,00 PM
At other times please telephone for
&n appaintment

—
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Astley Vinzyards were estoblished in the mid
197075 by viticultural pioneers Michael and
Batty Boche ard it therefare ranks itself
amonget the earlier and langer lagting
commercial English vineyards, When the five
ocres ot Astley were planted, it became, at
that time, the most northerly vineyard
wn the warld.

The production of wine so for north dictates
that climatic cenditions ere marginal but, o
Hugh. Johngen states: ", all gond wines gre
mace in marginal conditions. Give the
wine-vine all the heat and moisture It can
use and its wine will be gross. The finest
aromas, the crispest mest timgling flevours,
the subtleties to die for-mesidt from slow
ripening, coolHights, grq'plﬁ'}h:mgm.g ofn
|l'd_|!| ﬂ'l'l-ﬁ-‘ﬂ?*'

A wine is oAl expression qf_th:z cite, the wariaty,
the climate and the winemiker s skifle, An
overuse vf— rrilizer'ond ireiganion in pursuit
of muximui yields.d#iteEs thequalities af
the wine and diminishes The effect of
vineyard site - the fectar, cenfers
uniqueness-fo the winz,

At Astley, the unphndl: s in the op'pmn
direction with o dedication To the production
of wine from ultra low yieldd that concentrate
site and variety characteristics.

Astley

VINEYARDS

Astley Vineyards

Astley
STOURPORT-0n-SEVERN
Worcestershire
DY13 ORU

Tel. 01299 822907

By combineng o coreful selection of vine
vareties suited To nu'fh:rly_:mdlhnns an
Oid Warld emphadiz oo ferfaie . the berefits

of @ Mew Wirkd afipebath o vineyard
menagemert ofd the Taleat of mfernational

wine copsiffant Mln Fowheadtley

Vineydrds :mt&ﬁnﬁ of the finest

upnumns of Enlish wihe praduction

This dtvnTluH rd'-;iml-'rg fescis to Agtley
shaweasing limited.adiThan ruks of estarte
arawn white wines resiiting infhe proud boest
that pver 85% of all Astley wines ever
produced have won awisds in infermatienal,
national or regional competithon. All wines
currently achieve English Quality Wine status,
They are not awailable in supermorkets o
multiple refol outlets,

The vineyord s 5et in an igyllic and peaceful
setting rich i bird and wildlife, Endry w5
free and vigitors are welcome fo Toste the
wines, enboy the surroundings ond explore

the vinepard. Should shop hours prove to be

inappropriate, please telephone for an

alternotive. appointment, Smoll parties, 12

1o 20 people. are invited to moke
arrangements for an infarmal, persanal and
Infarmative guided Tour

"?




This is a flier used by The Hundred House Hotel to promote their conference facilities:

The Hundred ™"
Housg Hotel %

CONFERENCE ROOMS

The Tithe Barn
This former | Tth eentury tythe bara offon & superh location for 2 modem day corparnts evem
The pavir gallery afcin b the mals Moor ghe idial nndicain secs for teamwork, The bam
s el containgd with B4 own bar and ieilet faciiities

The Canrt Rosn
Withan the keart af fie Hundred Houss thin is simply ideal for the smaller meeling. A board-
room enga i separated froms 2 refeshiment mad dining ares by o charming fireplace. Perfent iz
those all day wwbons ax 8wl e arva - expeciaily when the mememium of dicussion came
Hnagh Thi meatimes!
The Courtroom in sailable Sunday - Tharsday snly, Subject 1o availabiliy

Aprsmimadbea
A0 Bedrooma are eh-uine and have every modom diy ameniny

The Cardras
The sunning rose & hert gandens peovide b nelaniag "beoak-pur” area from even the moit
immensive conferende; a ipace o rckan, rellent and enjoy . Alfrewo Sming is svailable during
the wsrtmer mosiii. BB rena avielable on requeil.

B EXERCISE:
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For each flier identify what is ‘eye catching’. Would they attract you to try the product/ business?

Why? If it wouldn’t attract you, define why and remember those points when you are drawing
up your own materials.




B EXERCISE:

Successful marketing can be achieved by putting yourself in the shoes of the consumer. Think
of your wording as a consumer not as a caterer. A consumer survey recently conducted by
The Countryside Agency found the following. Consider each point and how you could use
these consumer findings positively in your marketing.

Countryside Agency Finding What positives could you use
in your marketing that could
overcome these points?

Consumers generally have negative attitudes
towards perceived current farming practices

Consumers have a distrust of government,
retailers and farmers

A positive (if passive) attitude towards
supporting environmental and welfare
improvements

An unresolved conflict between these positive
attitudes towards sustainability and the desire
for all year round access to all foods

Always make sure you cost your marketing method out before embarking on it.

B Marketing v the daily operation

Long term successful marketing depends on the day to day operations. The two must go
hand in hand. Word of mouth recommendation will only work if you have a consistent standard
of product. People will only recommend in the first place if the expectations they have from
reading the marketing material are satisfied. People will only come back if the standards
reach the quality that has been advertised or what they expected.

Make sure that the produce you are using is the right quality day in and day out
Ensure what you may have advertised is available

Check all deliveries and ensure they are correctly labelled

Write cooking specifications so that consistency is achieved at all times
Maximise presentation — have ‘eye’ appeal

* 6 6 o o



B EXERCISE:

Any other aspects you may need to look at?

Summary

However many potentially profitable ideas you might have, if people don’t know about
them you won't sell them.

Whatever method you choose it should encourage customers to ‘want’ to come and
try the ‘local food or drink’ you have to offer.

Define your target market.
Make sure your target market and your pricing are in balance.
Always make sure you cost your marketing method out before embarking on it.

Word of mouth recommendation will only work if you have a consistent standard of
product.



