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APRIL  25 ,  2017



• Welcome

• dine GPS

• Sysco Riverside

• Open Table

• The Desert Sun

• TravelZoo

• Social Media with Jeff Mindell
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AGENDA
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dine GPS is a year-round initiative to showcase the 
Greater Palm Springs restaurant community

Marketing channels to engage with foodies, locals and 
visitors

• Website

• Social Media

• Public Relations

• Community Partners

dine GPS bootcamp events a couple of times per year

dine GPS
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Website:  dineGPS.com
Promote Culinary Events Year-Round

• Greater Palm Springs Restaurant Week
• Food & Wine Events
• Calendar of Events

Email Marketing
• Build a strong subscriber base of foodies
• Engage with locals and visitors

Social Media
• Facebook, Twitter & Instagram
• #dineGPS
• Social Media Toolkit

dine GPS
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SOCIAL MEDIA TOOLKIT
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RESTAURANT WEEK

A 10 day dining event June 2-11, 2017

Special lunch and dinner menus at set prices
Lunch $15 $20 $25
Dinner $29 $39 $49

Celebrate the variety of eateries in all nine cities 
represented by nine forks in the logo

Restaurant participation fee before 5.1: $500 
Late registration after 5.1: $600

No dining vouchers required
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Restaurant Resources
• Online Restaurant Resource Center

• Menu Toolkit

• Social Media Toolkit

• Spanish Materials 

• Promotional In-Restaurant Collateral

• Enhanced Marketing & Media

RESTAURANT WEEK
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CREATIVE
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LOCAL MEDIA
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NEW ADVERTISING
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LA Ventura & Riverside Counties
Orange County
San Diego County

REGIONAL MEDIA
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DIGITAL MEDIA
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DINING GUIDE & MAP
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#dineGPS

SOCIAL MEDIA



• Live Media Promo’s
• Press Releases 
• Journalist & Blogger 

Destination Visits
• Media Preview Event    

Friday, May 19

16

PUBLIC RELATIONS



1. Participate & Engage in Restaurant Week 

2. Use the Resources & Menu Toolkit
• Train Staff 
• Create Great Menus
• Distribute Promo Materials & Dining Map

3. Connect and Engage with @dineGPS and #dineGPS
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TOP TIPS FOR SUMMER SUCCESS



SYSCO MENU TIPS & SOLUTIONS

Nate Johns
Business Resource Consultant



DEVELOPING A MENU 
FOR RESTAURANT WEEK

• What do you want to get out 
of restaurant week? 

• Do you want to make some 
quick money? 

• Create loyal guests that turn 
into regulars?



MAKE CASH FAST
How are you going to 
increase your profits?

• Manhattan steak instead of  
a filet

• Putting a few less shrimp in 
your shrimp scampi

TIP: Create an upsell opportunity

The image part with relationship ID rId2 was not found in the file.



MEET NEW 
REGULARS

The image part with relationship ID rId3 was not found in the file.

• Serve your best foods
• Stick to your top performers



Sysco Menu 
Services on Demand

• SELF SERVICE TOOL: Design 
menus and marketing materials 
anytime, anywhere with OnDemand, 
our online tool.

• MARKETING CAMPAIGNS: Create 
personalized marketing promotions 
using templates featuring holidays, 
events and industry trends.

• PROFITABILITY 
CALCULATOR: Calculate the 
additional profits you can make with 
a few simple price changes.

• MENU ANALYSIS & 
ENGINEERING: Partner with one of 
our Industry Experts to optimize your 
menu.



BUSINESS SERVICES FOR 
HOSPITALITY OPERATORS 

Andrea De La Piedra
Hispanic Segment Manager



CULINARY CONSULTATION

• Menu Development
• Cost Saving 
• Alternate Products
• New & Exclusive Items
• Recipe Creation
• Product Comparisons
• Current Culinary Trends
• Product Specialists

The image part with relationship ID rId3 was not found in the file.



OPERATIONS

• Marketing Strategies
• Inventory Control
• Cost Tracking 

Daily/Weekly/Monthly
• Menu Engineering
• Employee training
• Work Flow Assessment
• Equipment Sourcing
• Sustainability 

Recommendations

The image part with relationship ID rId3 was not found in the file.



Thank you For Joining Us
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1

Insights on Restaurant Week
Diners



WE KNOW LOCAL BUSINESS.

Consumers looking for restaurants
like yours are using…

DISPLAY
Influenced by local business 
display ads, in both in print 

and digital.

SOCIAL
Reading local business reviews 

and listening to others.

SEARCH
Searching for local businesses 

and clicking on results.
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16 minutes of every hour spent online is on a 
social network

75% of small businesses are using social media 
to improve brand exposure

63% of small businesses find social media 
create more loyal customers

Restaurant Week Diners

45.7%
Instagram

44.9%
Twitter

Do you participate on any of 
these social networks?

65.9%
YouTube

86.5%
Facebook

SOURCE: 2016 AudienceSCAN®
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80% of consumers use the internet to find local 
businesses.

50% of consumers who search for a type of 
business on a mobile device call or visit within 
24 hours

46% Paid search accounts for nearly half of all 
search revenue

Restaurant Week Diners

28.5%
Bing

Which Internet Search Engine 
Do you Use Most Often

32.1%
Yahoo

89.9%
Google

SOURCE: 2016 AudienceSCAN®
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71% of adults with high household incomes read 
a print newspaper or access newspaper digital 
content in an average week

46% of newspaper website users spend an 
average of ten or more hours engaging in a 
variety of activities online during an average 
week

30% conversion rate increases can be attributed 
to digital display

Restaurant Week Diners

58.8%
Ad on a Social Network

56.1%
Mobile Smartphone App

Where have you seen an ad in 
the past 12 months that led to 

you to take action?

58.9%
Magazine

(print & online)

60.1%
Newspaper

(print & online)

"Take action" defined as: doing an Internet search, going to a website, downloading an app,
buying a product or calling/visiting a business.
SOURCE: 2016 AudienceSCAN®



WE KNOW LOCAL BUSINESS.

How it works together

Source: Forrester Research, The 
Interplay of Search and Social 
Media, October 2009; The Effects 
of Display Media on Search Traffic, 
August 2009; Social Media 
Examinar, 2013 

97%
of marketing decision-makers have 
seen an improvement in revenue 

attributed to integrated marketing. 

119%	sales	lift
When search ads are 
combined with display ads.

50% higher clicks 
on paid search ads when 
consumers are exposed to both 
brand-specific social media and 
paid search ads.

SEARCH

DISPLAY

74% of brand marketers saw 
an increase in website traffic 

after investing in just 6 hours per week on social media.

SOCIAL
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APRIL 2016 – ENGAGED READERS
TRUSTED CONTENT | INTEGRATED PLATFORMS

Paid Circulation: 
29,370

(2016 Annual Average)

1,089,386 page views 
438,133 unique visitors

139,825 page views 
3,509 unique visitors

20,192
Email opt-in
Subscribers

Source:  Alliance for Audited Media, Q1 – Q4, 2016; Adobe Analytics, February 2017

2,144,961 page views 
358,740 unique visitors

March 2017 ENGAGED AUDIENCES
Desktop

Mobile

Tablet

3,374,172 page views 
800,382 unique visitors

Total of all devices
Digital only 
subscribers: 

3,566

2,491,145
PageViews

56,116
Visitors

E- Edition
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Desert Sun Media Group Reaches Your Guests

72% 

53% 

59% 
63% 

59% 

65% 

55% 

0% 

10% 

20% 

30% 

40% 

50% 

60% 

70% 

80% 

Palm Desert Indio Palm Springs La Quinta Cathedral City Indian Wells Rancho Mirage

Coachella Valley Reach By City

Sources: Scarborough Palm Springs 2016. Daily or Sunday print newspaper or E-edition or desertsun.com weekly reach or Neighbors or Desert Magazine or Desert Outlook magazine past 6 months readership.
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DESERT MAGAZINE – June Issue – May 28, 2017
• A lifestyle magazine for adventurous gen-xers, 

millennials and boomers

• Typical DESERT magazine reader is between 
35-64 years of age and is collecting new 
experiences in the Coachella Valley

• 40,000 copies distributed to Desert Sun Sunday 
subscribers plus area locations (CVB, top hotels, 
medical and real estate offices)

• Photo Listing approx. 2.25” x 4.5”
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Neighbors – East and West Valley Editions

• Engages your customer at the neighborhood 
level to 85,000 households. Reaches 
subscribers and non-subscribers every Friday 
starting May 5, 2017
• East – Palm Desert, LQ, IW, Indio
• West – Palm Springs, RM, Cathedral City

• Photo listing approx. 1.52” x 4.5”
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Dining Deals - Thursday

• Reach 115,000 Desert Sun 
weekly readers in our proven 
restaurant marketplace starting 
Thursday, May 4, 2017
• 4.92” x 3” color ad
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6 Week Package – May 4 – June 9

• 6 ads in Neighbors - Fridays

• 6 ads in Restaurant Week Dining Deals 
Special Section – Thursdays

• 1 ad in June DESERT magazine special 
section

4 Week Package – May 18– June 9

• 4 ads in Neighbors - Fridays

• 4 ads in Restaurant Week Dining Deals 
Special Section – Thursdays

• 1 ad in June DESERT magazine special 
section

Digital Add-ons Opportunities

• Geo Fencing $500 per month

• 40K Cross-platform

• 1 ad in June DESERT magazine special 
section

Special Restaurant Week 
Promotion Package



Palm Springs Marketing Bootcamp
April 25, 2017
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Traditional Marketing challenges

Dine	GPS – April 25, 2017

2010: A new solution

Perceptions around the model 

How Travelzoo can help



Dine GPS – April 25, 2017

Traditional marketing challenges for restaurants 2

• Bringing in new customers

• Filling tables during quiet times

• Marketing is expensive

• Online marketing is constantly 
evolving



Dine GPS – April 25, 2017

2010: A new solution (sounds too good to be true) 3

If it doesn’t 
work, you pay 

nothing

Revenue is 
shared with the 

publisher

Marketing 
with no up-front

cost



The rise of the daily deals industry 4

• The market became very crowded very quickly

• Thousands of restaurants fighting against each 
other – and other businesses

• A marketplace full of discounted products

• Volume produced challenges for all parties

• The bubble burst



Why did the bubble burst? 5

Too much volume.

Too little revenue for businesses.

Poor experiences.

What was supposed to be no-risk 
became high-risk.



Dine GPS – April 25, 2017

The market today 6

The market 
still exists, but 
is CALMER
and more
STABLE

Business 
have learned 
how to MAKE 

IT WORK

Consumers 
love a deal, but 

VALUE THE 
EXPERIENCE

more



The perceptions around discounting 7

Only if you do it too frequently 
or too widely

• Even luxury brands have 
sales once/twice a year

Not if you appeal to the right 
audience

Discounting devalues 
the brand

You attract the wrong 
crowd

Not if you give them a fantastic 
experience

People will only come 
for the discounts

77



How Travelzoo can help 8

• We can put you in front of the right 
audience
– Our audience is mature and educated 

with high disposable income

• You can offer higher-priced packages

• You can target specific key need periods



Create an offer that suits your business 9

• We want you to showcase the best 
your restaurant has to offer

• We'll talk about why we love your 
restaurant

• You offer our members:
– Tasting menu package
– A la carte package
– Prix-fixe package
– General spend



Dine GPS – April 25, 2017

Why Travelzoo is different 10

• We’re not, and have never been, a 
“daily deals” company

• We have an audience of affluent 
travelers who love to dine out

• We only work with high-quality, 
highly-rated restaurants

• We’ll only send a restaurant offer 
once a week

• We can put you in front of 
audiences in key drive markets

• We can also target travelers who 
have booked to come to Palm 
Springs



Our partners 11

1 million+ members in Southern California 

Over 28 million globally



Dine GPS – April 25, 2017

Our audience 12

Source: Travelzoo Member Survey, December 2016

MATURE

74%
are age 45+

WORLDLY

85%
have a valid 

passport

SMART

91%
are college 
educated

TRAVELERS

71%
took 3+ trips 

last year

AFFLUENT

41%
have HHI over

$100k

CONSUMERS

64%
are female



Dine GPS – April 25, 2017

Summary 13

Dine GPS – April 25, 2017



Dine GPS – April 25, 2017

THANK YOU

travelzoo.com

Lauren Whipp
Business Development Manager 

310-295-6563
lwhipp@travelzoo.com



LEVERAGING
INSTAGRAM:
SOCIAL MEDIA
TIPS&TRICKS

@JEFFMINDELL
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Happy Hour
Hosted by

93

Thank You

Enjoy A Gift Bag


