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Duke Marketing, LLC., established in 1989, is a
California‐based full service marketing firm
providing strategic communications and crea‐
tive brand building expertise for multi‐location
and franchise organizations. Duke Marketing
combines a full range of services with on‐target
strategies, fresh ideas and break‐out creative
concepts to offer complete marketing and sales
driving solutions for multi‐unit restaurants,
retail and foodservice operations.
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Local Store Marketing
Diet™ Proves Successful

RECESSION? Time to Reorganize & Reenergize!

Over the past 40 weeks, one
of Long John Silver’s franchisee’s
with 2 stores in very small towns
in Kentucky, have been on Duke
Marketing’s “LSM Diet™” With
only 5,000 residents and 40%
unemployment, these little
towns are home to very few
places to eat and business own‐
ers struggle. With no places to
get banners or flyers made, they
either have to drive 60 miles to
the closest Staples or have
Duke Marketing design, print
and ship. Every week for the
past 9 months, Duke Marketing
has coached and consulted their
GM’s in these small markets to
focus on community participa‐
tion. Seniors were treated to a
new Early Bird
program, Medical
Mondays for
doctors and
nurses, bookmarks
for teachers and
students, and
Shop with a
Trooper for less fortunate kids
were among the tactics used.
“In just 9 months we are getting
trial and sales,” says Raymond
D. GM. “Our guests are loving
our community involvement
and are eating here more often.
We are more competitive and
effective by doing LSM once a
week on the LSM Diet!"

Wednesday, July 27th, Bloomberg published,
“Restaurant industry in recession.” A new
indicator of the US economy for the first time
since the Great Depression. Besides new regu‐
lations for minimum wage, mandates for sick
leave, and menu labeling for restaurant opera‐
tors, there are more costs than ever before.
Today restaurant brands are being forced to
reorganize their
communications
in order to stay
competitive.
There is far more
than just table tents
and menu boards to
update and communi‐
cate with guests.
Today there are
numerous
“channels” to reach
potential guests and
communicate with your
existing guests. Now,
more than ever, restau‐
rant operators must deter‐
mine which channels they will
implement to stay relevant and competi‐
tive.
Brevity is the future of communication.
Your customers are busy people with crowded
inboxes. So get to the point! Deliver useful
information in as few words as possible, and
take steps to make your mobile, social posts
and emails more relevant. Provide content
that’s fun and educational in between the pro‐
motional stuff, and look for exciting new ways
to reward your best customers.
If you can leverage your customer data to
figure out what each individual actually wants
and when they want it, then you’ll be in an
excellent position to deliver a uniquely tailored
online experience that’s sure to engage.
Even though most customers aren’t ready
for mobile ordering, smart restaurant market‐
ers can see that that’s the way ordering will be
three, four, five years down the road.
Reorganize your brand with a focus on
what sells today, and what will sell four to five
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years from now. Test new ideas for products,
service and sales.
Recession is NOT a good time to cut back
on marketing. When sales are slow, restau‐
rant brand leaders know this is the time to
stay on top of consumer's minds and re‐
energize staff.
Recessions are never desirable, but they are
inevitable. Using the right marketing strategy
during tough times is the best way for
your brand to survive. Importantly,
don’t decrease advertising ac‐
tivity. Get to know your
customers and think of
new ways to create value
in your brand—and
to distinguish your
brand from
others.
Use some of
the new
communication
channels such as
blogs, search
marketing, and
content develop‐
ment for your brand. Refocus on what
makes your restaurant unique and how
to communicate that through social media.
Of course, everyone knows the golden arches
and what they stand for. But the local coffee
shop down the street can also use its brand to
evoke desirable associations and attract
customers. Get your social network involved
in sharing your stories and content and create
two‐way communication with them. Sharing
videos about a menu item, chef or hosting a
contest for guests to post videos on social me‐
dia channels, will help big time!
Communication and sharing the organiza‐
tional vision is key to reenergizing staff. If
everyone is aware of the collective vision,
which leads to prosperity and success of each
team member, motivation and enthusiasm
become the indivisible parts of all activities.
By supporting new ideas and encourage crea‐
tivity, staff will feel appreciated and reener‐
gized! Refresh, reorganize, reenergize!
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for several
restaurant
brands and
franchisees
across the
country.
Working
with Long
John Silver’s, the 1100 unit quick serve
seafood chain, and their California team,
recently completed and were certified in
Local Store Marketing University train‐
ing. Need LSM‐U? Read more about
LSM‐U on the opposite page.

Motivating and Effective Training for Operators to Drive Sales
LSM‐U™, “Local Store Marketing University™”, is offered
as a training workshop session devised to enhance restaurant
marketer’s ability to understand, create and implement

Duff Goldman, Food Network

Dear Friends of Duke Marketing,
Thank you for your patience this year
with our second issue FINALLY coming
out! My best
friend for 35
years, Claire,
passed away.
Cancer touches
everyone, and is
incredibly hard to
deal with when it
is someone so
close and so
young.
Duke Marketing team has had endless
projects and we LOVE it busy! We’ve
had the pleasure of working with Mels
Original Diners and Jimboy’s Tacos, both
long‐time North‐
ern, CA regional
brands.
We’ve pro‐
vided creative
services and
public relations

Just for fun! Guess who?

Antony Bourdain, Travel Channel

From the DUKE

Think of Marketing as the big “M”, with strategy and position
at the forefront, and the little “m” which takes that strategy
and bakes it into all of the vehicles and processes that create a
marketing machine that will work to scale your business.

With the first half of the year behind us, now is a good time to
Thank you for your on‐going support.
Wishing you good health and a great rest
of the summer!
My best‐ LDUKE
Be sure to FOLLOW
Duke Marketing on
Facebook!

local store marketing strategies to
increase sales and awareness in their
own restaurant’s 1‐3 mile radius.
Attendees are given a questionnaire
to answer prior to attending LSM‐U.
The survey provides each attendee
with the opportunity to think about
and prioritize their top challenges
and opportunities within the restau‐
rant’s local community.
Each attendee of LSM‐U is given a
backpack, workbook, t‐shirt and
printed materials to kick start their
efforts. LSM‐U has been offered
across the US at California, Texas and
Florida restaurant associations, and
restaurant chain conventions. Along
with role playing and LSM tools to
create their own marketing plan,
each attendee is awarded a certifi‐
cate of completion.
“Our GM’s
were so fired up
following the
LSM‐U training,
they couldn’t
wait to imple‐
ment our first
promotions. We
targeted local
sports teams
with an offer for kids in uniform and
saw new faces and families start
coming in,” said Long John Silver’s
district manager. “We also started
Medical Mondays and Taco Tuesdays
which are both
gaining in popu‐
larity and growing
sales each week.”
“LSM‐U gave my
team the tools
and the confi‐
dence to get out
and meet area
businesses with
flyers and promotions that are al‐
ready making a difference in terms of
sales and their positive attitudes!”

reflect on whether your strategies are working and, consider if
it’s time to bring in additional marketing help.
Duke Marketing combines the big “M” and all the little “m’s”
into the equation for business growth and success!

Contact Duke Marketing for more
information about LSM‐U or visit:

www.lsm‐u.com

