¥ 2 ' John
~ U Goes to Moe's Southwest
Grill every week

; e 1 Tony

b~ B Aregular atSanFrancisco’s

e A PiscoLatin Lounge

&8 Kathy
~ Takes the family to Pat &
Oscar’s once a week or more

seasonal & profitable

shacking craze
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Customers who
keep coming
back are worth
a lot more

than just their
contribution to
the bottom line.
Here’s how

to go get them—
and keep the
ones you have.
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BY DANA TANYERI & PATRICIA COBE

LOSE YOUR EYES FOR A MINUTE AND
imagine your dining room or serv-

w’ ice line during a typical busy shift.
Smile. Now, keep that scene in mind but
take all of your regulars out of the picture.

Still smiling? Probably not.

Take away regulars and you take away
what for most operations is the heart and
soul of the business—not to mention the 58
bulk of revenues. Whether you're fast food, '

fine dining or the taco cart on the
corner, regulars keep you humming
and pay the bills. Consider the
following stats from the National
Restaurant Association’s 2008
Operator Survey: Repeat customers
account for an average of 75 percent
of sales at family dining and quick-
service restaurants; for 70 percent

of sales at casual dining restaurants;
and for 60 percent at fine dining
operations. It's a pretty safe bet that
during the past year, with consumers
extra-skittish about spending money

on unknowns, those percentages
have increased.

“Regulars pay the rent. From a
bottom-line standpoint, they're criti-
cal,” says Joan Simon of Full Plate
Restaurant Consulting based in the
San Francisco Bay area.

Simon notes that beyond the
obvious revenue contributions that
regulars make, they provide other
important benefits. Top among them
is positive word-of-mouth advertis-
ing. “You can spend a lot of money
on advertising, but if you pay close






