Photo credit to Seminole Hard Rock Tampa.

were in a @mival-themed casino recently and couldn't help but wonder why a New York-style essen and a 16! Fridays ended up there.

operations were incongruous with the image and ambience the property nvey.
arch, we found these restaurants were not part of the original food and s at the @sin etimes, after maybe a
inal restaurant concepts need tweaking — or rethinking. The restaurants are:




The casino can use the chef’s name, fame and likeness to market the restau-
rant. He or she will help design the space and the menu and areate and stan-
dardize recipes. The property usually retains the right to sign-off on the con-
cept, design and menu. The celeb chef will work with the restaurant’s chef de
cuisine for several weeks prior to the opening and is required to spend a set
amount of time at the property over the course of the year. The expectation is
that diners will flock to the restaurant because of the chef’s notoriety and the
foodie status symbol of saying that they’ve eaten there. Many times, bringing
in 3 highly recognized chef can be a big boost to your F&B operations.
However, unless the “name on the door”is also a“face in the kitchen” on a reg-
ular basis, the mystique can fade quickly.

New casinos are faced with the prospect of not only opening up a gam-
ing operation, but also building food and beverage from the ground up. This is
your opportunity to look at all aspects of your planned venues and ensure,
from the start, that you're developing strong tie-ins with your casino’s look,
atmosphere and predicted dientele. Here are some important things to keep
in mind when creating a new restaurant or rebranding an existing one:
= s your concept a good fit for the area/location? Is your new restaurant

drastically different than what's currently being offered in the area?

Think fong and hard about why no one has opened this type of place

before.

Is the concept appropriate for your casino dientele? Is it what they

want? Focus groups can be a useful tool in determining your guests’din-

ing preferences.

Are your hours of operation realistic? Your upscale restaurants might do

gangbuster business at dinner — maybe even Sunday brunch — but

will the tables be full for Tuesday lunches?

Does it compete too dosely with others on property? Be espedially care-

ful not to offer very similar dishes at different price points at several

restaurants.

Does the menu remain consistent with the concept? Resist the tempta-

tion to offer “something for everyone” and dilute your culinary focus.

Is the pricing well thought out? Will your diners perceive their meals as

a good value?

Have you considered what delivery system will be used? Guests order

and pick up their food at a counter? Food delivered to the table? in a

table service restaurant, hand-carrying or tray-carrying? If you're consid-

ering tableside preparations, know that this requires team service and a

highly trained staff.

Is the ambiance consistent with overall theme? Have you selected the

most effective lighting, music, décor and uniforms?

Does your service team have the appropriate experience and expertise?

Are their strengths utilized — friendly, folksy staff in your casual restau-

rants; more genteel and polished people in fine dining?

Is your tabletop relevant to the concept? Colorful linens and fanciful

napkin folds for a festive look; heavyweight silver, fine china and arystal

for a more subdued, sophisticated feel.

Have you established a good line of communication between your F&B

) n - and marketing departments to develop prometions and spedials that
n mind. Should you will appeal to potential diners, be possible for the staff to implement
s in the case of Harrah’s Tunica and be cost-effective?

f alty As you contemplate new F&B venues or changes in existing ones, take a
look at the image and atmosphere you're trying to convey throughout your
casino. Take an even closer look at the guests who visit your property. Then
consider what options will best help you to tie it all together into a“total pack-
age” that will resonate with your guests’ expectations. NAG

David Rothschild is co-owner of EATiQuette, a Phoenix-based restaurant service
training company spedializing in on-site, certificate programs for casino food
and beverage departments. He can be reached at (602) 569-2051 or
David@EATiQuette.com. You can read David’s previous Native American Casino
articles on EATiQuette.com by using the “articles” link on the home page.
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