ALL DAY ONLY FROM 11

Toast 4.00 DF v

Brown sourdough with almond butter & strawberry jam

Garden Soup 500
Daily ingredients seryed with toastec
Avocado Toast 700
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Design Secrets for an Even
Mgenu That Stands Out

A Checklist of Pro Tips & Helpful Reminders

=i, Ginger, tamari & white crab meat, rolled i
served with a spicy lime yoghurt dressing
‘ Eggs (any style) 6.50 DF * guacamole 2.50
6‘ Scrambled, poached or fried with toasted white sourdough
b Pistachio & Cauliflower Bowl 12:°
- 3-Egg Omelette 6,50 DF Diced pecoring, coriander, cauliflower rice &
d Cooked in coconut Oil with toasted white sourdough

* grilled chicken 3.00

EXOHS

Mozzarella 1.00, Poached Egg 2.00, Fri

ed Egg 2.00
Grilled Chicken 3.00, Smoked Salmon 4.50,

Marinated Beef 4.00
Gluten Free Bread (contains egg) 2.00
Bee Pollen 70p, Cacao Nibs 50p, Chia Seed<
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Design Secrets

for an Events Menu That Stands Out

When it comes to the private events industry, a great
way to stand out above your competition is with a well-
designed menu. Industry pros know the secrets behind
a successful private events menu start with design, and
knowing simple menu tricks that will appeal to your

prospective customers.

What are the top design tips you can follow that will
make your private events menu stand out? For some
insider knowledge, we turned to Mark Laux, managing
partner of HotOperator, a leading restaurant marketing
agency that specializes in menu design. He discussed
their process and how they engineer the perfect menus
that lead to signed private event and catering contracts.

Read on to see what we found out.

Differentiate your events menu from your
traditional menu

The design of your private events menu and traditional
restaurant menu should be completely different. While
your traditional menu should be used to entice a dine-

in customer, your catering menu should speak to your
potential customer about an event they are throwing.
“Your catering menu has to offer a mental picture of a
successful event with happy guests,” says Mark. "It has
to convince the customer that they’ll be the talk of the
town and that their guests will be impressed and satisfied

with their choice.”

By the Numbers

r

Written out prices (“twelve dollars”

vs. $12) encourage guests to spend

more. (Cornell University)

Think strategically when pricing

You've come up with the menu items and ingredients
you want to feature — now comes pricing. When it
comes to a successful events menu, you want to
think strategically. “"Every product has a potential
‘sweet spot” when it comes to pricing,” says Mark.
“A good catering menu should hit the sweet spot on

every item,” he adds.

Make sure the look is on-brand

Your brand is one of the first things you develop
when starting your business. It’s what makes you
stand out. So, it’s important not to lose things like
look and style when you start to design your events
menu. “Make sure your design and writing enhances
your brand, not changes it,” says Mark. You can

help ensure this happens by having a one-on-one
meeting with your menu designer and showing them
the existing menus and any other collateral you have
onsite. You can also give them some descriptive
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words (like “elegant,” “modern” or “rustic”) that may

help illustrate your brand’s aesthetic.


https://hotoperator.com/
https://scholarship.sha.cornell.edu/chrpubs/169/

By the Numbers

The average diner spends just 109

seconds reading a restaurant menu.

(Georgia State University)

Highlight important menu items

Most every restaurant or catering venue has
signature menu items they want to highlight. Simple

design tips, like line breaks and boxes, can help
. , . . - . Keep marketing in mind
direct customer’s eyes in specific directions on your

menu. “How you call attention to certain items over When it comes to successful menus, design and

others has an effect on how well the event will go, marketing go hand-in-hand. "Good design is good

how happy the guest will be and how much money business, and a well-designed menu will support

the restaurant will make over time,” explains Mark. your marketing efforts,” explains Mark. Through
the design of your menu, you should be able to let
your customers know why they should pick your

event or catering business, and what makes you
PrO T| p stand out from your competition.

Most customers tend to look at the .

middle of a menu first, then to the

upper right and finally to the top
left corner. (Restaurant Engine)

Don’t be afraid to include photos or illustrations

I . ,

While you won’t usually see photos on menus at
|

upscale restaurants, more affordable places use

this tactic as a visual way to entice customers.

Including a photo or two of your most popular (or

most aesthetically pleasing) catering items may
Know your customer demographics help influence customers to choose that specific

Knowing who you're selling to will help you create your package for their event.

events menu. Mark suggests that gathering simple

demographics, like what businesses surround your '

restaurant, population estimates in your city, average

income levels of your customers and other statistics,

typically within 25 miles of your space, will help you

get a feel for your customer personas and what you

need to do to appeal to them. A


https://restaurantengine.com/psychology-of-menu-design/
https://restaurantsuccess.touchbistro.com/touchbistro-blog/market-research-for-restaurants-101
https://restaurantsuccess.touchbistro.com/touchbistro-blog/market-research-for-restaurants-101
https://scholarworks.gsu.edu/cgi/viewcontent.cgi?article=1000&context=hospitality_facpub

The Checklist

Differentiate your events menu from your traditional menu

Think strategically when pricing

Make sure the look is on-brand

Highlight important menu items

Know your customer demographics

Keep marketing in mind

Don’t be afraid to include photos or illustrations
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Learn more at gatherhere.com




