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trillium

executive su mmary

As a new restaurant, staff turnover is a major internal threat to Trillium Kitchen and Patio's
success. | his PR pidn designed for Trillium Kitchen and Patio will target the pro|o|em of high staff
turnover by providing the TKP management with incentive and team bui|ding programs fo

imp|emen’r in order to improve staff morale and peri(ormonce based on customer feedback.

This strategy is roofed in our research Findings. Key secondory research indicates that incentive
programs improve performance by 22 percent, and team-based incentive programs can improve
performances as much as 44 percent. Additionally, feeling engaged in company culture leads to

a 41 percent decrease in absentecism and a 17 percent increase in produc’rivi’ry. In interviews,
servers expressed interest in both incentives and a training booklet, which was expec’red, given
that in survey responses, 41 percent of servers reported feeling unprepared and that they would

be motivated by cash incentives.

The goo|s of this project include increasing emp|oyee attendance at educational/team bui|ding
events and unders’rdnding of the menu options and wine pairings, and increasing the amount of
incentive programs and educational/team building activities. Other goals include drawing

attention to retail wine nigh’r and increasing the positive ratings and feedback of Trillium.

Tactics include creating a training booklet, |o|dcing comment cards in checkbooks, using feedback
from them to imp|emen’r an incentive program, organizing team bui|ding/educq’riono| events, and

dis’rribuiing a ﬂyer thot advertises a social media promotion for Retail Wine Nighi.

This project will cost a total of $3,649.55, which includes bonuses and incentives for servers,
printing equipment for flyers, and team building events. It will be implemented between January
and March, and evaluated by irdcking event attendance and pre and post campaign surveys to

medadsure awdareness.
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MISSION
STATEMENT

‘From our lively, wide-open front
porch to our rustic-modern clining
spaces to our intimate wine-tasting
areq, evererhing about Trillium is
dedicated to greeting you with open
arms, Feeding you We||, and he|ping
you celebrate everyﬂwing from the

everyday to the eerrOordinory."
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SITUATION
ANALYSIS

Trillium Kitchen and Patio is an upsco|e, eclectic American restaurant in the northern Universier District
of Columbus, Ohio. Named for the Ohio state wildflower, Trillium is in the location previously inhabited
by |ong’rime local favorite, Alana’s Food and Wine, which has renovated the space info a more open
and modern eoJrery. Co—owners, executive chef Broo”ey Balch and genero| manager Michael Kulikowski

openeo| Trillium on June 1, 2017. Both men have previous restaurant experience in Columbus.

Co-owners Balch and Kulikowski want to keep the positive, oqueronding reputation of Alana’s while also
creating its own special niche and identity, to soon be known as a legacy. A goal of Trillium is to be
elegant yet wild, and always a place to go celebrate anything from extraordinary to the everyday. Each

emp|0\/ee is dedicated, trained and expecred to greet its customers with open arms.

Trillium’s main external publics include The Ohio State University's faculty and staff, OSU parents,
Clintonville residents, Grandview residents, Upper /A\r|ing+on residents o|ong with Columbus so-called
“foodies” who enjoy delicious food and lots of great wine. The reputation of Trillium is still bemg
established, but so far it has very positive feedback Jrhrough the medig, inc|uo|ing Columbus
Underground, Columbus Creates, and Columbus Monthly, as well as from customer reviews on

websites like Reso, Ye|p and Facebook.

For internal communication activities, emp|oyees take part in mon’rrﬂy training, team hoppy hours and
tours of local supp|iers fo rwe||o the camaraderie among the emp|oyees for a more positive work
environment. Exferno”y, +|'1ey hire a social media consultant to take pictures of their menu items for
|ns+ogrom and Facebook. These social media p|orhcorrns are also used to promote Trillium’s upcoming
events, such as wine tastings, retail wine nigrﬁrs, game o|oy specior|s and live music on the patio. Trillium

currently has 958 Instagram followers and 601 Facebook followers.

However, despife their positive start, a major internal cho”enge moving forward is the training and
refention of staff. Due to the costs and time required to train staff, hoving a low-turnover rate is
essential for a successful business. Hovmg a well-trained staff is essential for higrw quo|i+y service that will

continue to attract customers for years fo come.
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SWOT /\no|ysis

Renowned chef, experienced
manager and beverage manager
Establishing informal stoff team
bui|o|ing

Patio and live music

Happy Hour drink and food menu
Retail wine nithr

Great game doy traffic

Features 75+ different varieties of

wine

L ocated in Universi’ry District close to ®

Clintonville, not as saturated with restaurants

as Short North ®o
More parking than most restaurants - should ...
advertise

Participation in Columbus Restaurant week

events

Proximier to \)\/or’rhingfon, Upper Ar|ing’ron

and Clintonville, especio”y by 315

One of the few upsco|e restaurants located

close to Upper Arlington residents

Loss of the patio in winter

New and unestablished

Sl bui|ding social media presence
Possible lack of established team
culture among staff

Search engine presence is weak

Not super busy on weeknigh’rs

Negative Yelp, Reso, and Facebook
reviews could tank their reputation
Old North Columbus Construction
Rowdy students and loud music from
Cazuela’s next door

Servers |eoving to work at other
restaurants

Competitors: Harvest Pizza, The Crest
The Pearl, The Guild House, Marcelld’

Construction around OSU campus
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SECONDARY
RESEARCH FINDINGS

Reasons for Restaurant Turnover Rates

According to a 2013 study from The Clute Institute, some internal drivers for high-turnover rates include the
desire for cho“enging and useful work, as well as the need for career groerh in all directions. In the restaurant
business, tasks can sometimes seem repetitive and menial, and emp|oyees may not find the work soﬁsfying‘ Some
may see if as just an in-between job, such as co||ege students hoping to make some extra cash, rather than a
|ong—’rime career. It is important that Trillium creates an environment where emp|oyees, especio”y co||ege students,
see the job as an opportunity develop professional skills that will translate to later success in the workforce.
Another reason for high-Jrurnover is the need for performance-based rewards. Thus, it is essential for Trillium to

implement these to retain those people who may have a preconceived idea to stay for only a short time.

The Success of Incentive Programs

According to a me’ro—ono|ysis conducted by the Incentive Research Foundation, incentive programs have a positive
impact. The\/ found that incentive programs, with rewards in the form of money or +ongib|e awards, increased
performance by an average of 22 percent. Team incentives increased performance by as much as 44 percent.
This is important for Trillium as it's evident that businesses can benefit greoHy from incentive programes, especio”y
when it's team oriented. Incentive programs also engage participants. When asked to persist toward a goal,

people increase their performance by 27 percent when motivated by incentive programs.

In addition, the erudy found that |ong—+erm programs ou’rpen(orm short-term programs that run for a year or
more produced an average 44 percent performance increase, while programs running six months or less showed
a 30 percent increase. Programs of a week or less yie|o|eo| a 20 percent boost. This is important information to
know because if Trillium starts an incentive program, it should be strategic so that it can sustain for a |ong period

of time.

Company Culture

Employees who are engaged in their company culture are more productive than employees who are nof,
occordmg to findings from a me’ro—ono|ysis pub|isheo| by Go”up this year. The ono|ysis focused on the re|o+ionship
between emp|oyee engagement and business success and found that companies that fostered a strong culture
with their emp|oyees saw a 4l percent decrease in absenteeism and a 17 percent increase in produc+ivi+y. Trillium
is a small restaurant focused on providing greo’r service and a spech(ic experience for customers. This research
illustrates the importance company culture has for Trillium, especially because it can have such a large impact on

employee productivity.
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GOAL STATEMENT

Our goo| is to imp/emenf emp/oyee feedback and ino|us+ry research info o
realistic strategy to improve Trillium'’s training, retention, and overall satisfaction
of staff. Creating a positive, supportive company culture through incentive and
fec:m-bui/c/ing programs will improve the overall quo|i+y of service, and therefore

improve the customer experience at Trillium.

N

%
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KEY PUBLICS

SGI’VGI’S

e Servers are the most important of all three pub|ics on which we focused. This is because Jrhey are the
center of our goo| statement, as we focus on Trillium’s training, refention and overall satisfaction of staff.
Trillium’s manager and assistant genero| manager expressed their desire to deep|y focus on retention of
staff, as it is a very big part of the success of the restaurant. Servers are the foundation for restaurants’
success since they have the most direct interaction with customers and bad service can be the reason
people do or do not come back to a restaurant. They have a lot of influence on the customer's
experience as well as the reputation of the restaurant. An appropriate channel to reach this public

would be face-to-face, work Jre|epl’1one and email.

e Qur focus group and surveys provio|ec| gooo| demogrophic, as well as psychogrophic data on the
servers. Some demogrcphics we collected are about 5-6 servers are in their mid 20s and 6 are 45 and
up. They range between the ages of 17 and 55. From our answers on the survey 42.86 percent are

male servers while 57.14 percent are females.

« For psychogrophic our results showed that honesty, integrity and character are the biggest traits looked
for in servers, servers like the nigh’r time schedule because it works with their persono| schedules, and
Jrhey expressed how fu|1(i||ing this job is because it is o|woys chonging and Jrhey feed off the energy of
their coworkers and customers. Though at Trillium there are a variety of age ranges, d gooo| majority
of people who work at restaurants are younger, college and newly graduated students who are
searching for long-time employment. This will also be an important segment of the public to target
because these are the people that are most likely to have a higher turnover rate because in general,
they don't see this as a long-time career if they are in or are planning to go to college. People in that
age range, particularly young adults, like to go out on the weekends to bars and restaurants on High
Street. Co||ege students also love going to coffee shops, where Jrhey spend time doing homework or

honging out with their friends.

+ A good majority of workers at Trillium belong to the Millennial generation, whose ages range from 18-
35. The Millennial generation are Jrechno|ogic0||y savvy, civic oriented, and are the most conscious to
date about health, social, economical and environmental issues. Mony Millennials are g|obo| citizens,

entrepreneu rial, Frugo|, liberal and desire oquhenJricier.
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KEY PUBLICS

Owners

e The owners are our second most important |ou|o|ic being JrczirgeJrecI. The owners are moking the
decisions for not on|y who to hire, but Jrhey are also in chqrge of imp|emen+ing incentive programs to
|’1€|p the retention and saftisfaction of the staff. The owners will |'1e|p Trillium succeed by putting effort
and fime info the selection of the servers they hire. Servers are our number one targeting public and
the owners have a huge impact on their success. The owners have the most power within the
organization and shed the most influence on their other employees. Channels to reach the owners

would be work email, work Jre|e|ohor1e and face-to-face conversations.

« Michael Kulikowski and Bradley Balch are co-owners of Trillium. Kulikowski graduated from Fisher
Co||ege of Business at Ohio State University. He double majored in morkeﬂng and business. Not on|y
did he groduo’re from OSU, but he also then went on to attend and later groduo’red from the
Columbus Cu|inory Institute. Kulikowski has over ten years of restaurant experience prior to opening
Trillium. Balch is the head chef at Trillium. He graduated from Johnson and Wales University with a
degree in culinary arts. Balch has over twenty years of restaurant experience prior to Trillium,

including as chef ot the Sycamore, a restaurant in German Village.

o En’rrepreneurs are enthusiastic, optimistic and future-oriented. They believe Jrhey'H be successful and
are Wi||ing to risk their resources in pursuif of proFiJr. They have the creative capacity to recognize and
pursue opportunities. They are both persuasive and persistent. As well, successful entrepreneurs are
flexible, open—minded and decisive. Great restaurant owners have to be upbeoJr to set a tone for the
emp|oyees and increase overall hoppiness for customers. Given the hectic nature of restuarants,
owners desire fo be models of stability and have good communication skills. While we do not know
Kulikowski or Bolch on a deep level and have not seen how they inferact with their employees and
customers, we can assume that Jrhey possess many of these traits given the success of their restaurant
so far, as well as some of our survey feedback. to coffee shops, where they spend time doing

homework or honging out with their friends.
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KEY PUBLICS

Clintonville Residents

o Qur last key pub|ic being Jrc1rgeJreo| are the Clintonville residents. Clintonville is located rig|’1+ outside of
OSU’s campus. Kulikowski expressed how there are not many other upsco|e restaurants on this part of
High Street, so he wanted to make this one very popu|or and well known among the residents of
Clintonville, its neighbors. These residents can support Trillium by eating at their restaurant as well as
spreading the word of this new restaurant. Word of mouth is very powerful for the reputation of any
business as it influences whether people will go there or not. Some appropriate channels to reach these

pub|ics are social meo|io, newspapers, Hyers and billboards.

« We collected data on this specific key public by using a survey. The ages of people who participated
ranged from 18-64. Forty-five of these people are female and eleven of them males. Qualities that
Clintonville residents look for in servers are atfitude, attention and know|eo|ge. The number one Jrhing
mentioned about how a server could ruin one’s dining experience was being rude. The qu0|i+y of
food was the answer chosen by a majority as to what impacts their experience most at a restaurant.
Some additional demogrophic information about the residents of Clintonville overall is that it includes
a male popu|o+ion of 17,888 and a female popu|o’rion of 18,052 with an average income of about
$78,422. About 88.9 percent of the popu|o+ion is of white eJrhnicier, while on|y 3.4 percent is of color.
The median age for residents of Clintonville is about 40 and about 40 percent of its residents in

Clintonville are married with families.

e With the median age of the Clintonville residents being 40, some activities that Jrhey migh’r enjoy is
the entertainment in the Arena District such as sporting events and concerts at Nationwide Arena
and Huntington Park. COSI which is a science museum has been recognized as one of the best in the
United States. Clintonville is located righf outside of Ohio State’s campus. Tours of campus and
sporting events fun for everyone in the fomi|\/(3). Around the ho|idoys Clintonville hosts a
Ho|io|0y\/i||e which is Dec.3 this year. This is a neighborhood—wide ho|io|oy party with lots of music,

refreshments and even free jo||y Jrro||ey rides(4).

TRILLIUM



Objectives

Key Public: Servers
To impact the action of emp|oyees; specifico”y, to increase their attendance at
educational/team bui|ding events (20% increase in 6 months)

To impact the awareness of emp|oyees; speciFico“y, to increase their undereronding

of the menu options and wine pairings (30% increase in 3 months)

Key Public: Owners
To impact the action of the owners; specificc”y, to increase the amount of

educational/team bui|ding activities for emp|oyees (Once every two months)

To impact the awareness of the owners; specifico”y, increasing their unders+ono|ing

of recruitment and retaining employees. (35% increase in 3 months)

To impact the action of the owners; specificc”y, increasing the amount of incentive

programs (20% increase in 3 months)

Key Public: Clintonville Residents
To impact the awareness among Clintonville residents; specifico”y, drawing attention
to retail wine night (30% increase in 2 months)

To impact the action of the Clintonville residents; specifico”y increasing the positive

ratings and feedback of Trillium (30% increase 4 months)
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Primory Research

Server Focus Group

The purpose of the server focus group was to find information regarding server retention and
training from the perspective of the serving staff. The participants of the focus group were a new|y
hired, first-time bartender, and a veteran server who has been in the business for over 15 years.
The data we collected was about how servers feel about Working at Trillium, Why Jrhe\/ are
working there, and their ’rhoughfs on running an incentive program.

The first key piece of information that we learned from the focus group was that servers and
bartenders are primarily there for the money. The serving staff is happy if the restaurant is busy
and Jrhey are moking money, but Jrhe\/ are unhoppy if the restaurant is too busy, with servers
getting stretched in oo many directions. Servers are able to work just 4-5 hours per shift and that
genero“y takes care of every’rhing that Jrhe\/ need to make them hoppy. Other reasons servers liked
working at Trillium included the crew that H’wey work with and the nithime work schedule.

The serving staff did not like that their job often can be very stressful. Customers expect servers to
give them a certain level of service, but sometimes there is so much to do that servers are unable
to give the proper service that they hope to give. In these types of situations, customers can
become impatient and tips could be greatly affected. The servers find the tip aspect of the job
stressful because customers can dictate the amount of money they make based on performance.
There are many stressful aspects of the serving job at Trillium, but the biggest issue regarding
employee retention is that servers must feel that the money counteracts the stress for them to hold

their jobs.

Both participants felt that their job at Trillium could be long term. If a server felt like it was not, the
skills set that is learned is something that he or she could always fall back on. The serving staff
understands that serving can turn into a career and that their job could be long term, being
promoted fo a management position or moving on to a higher level position within the industry.
After osking about the training process, we found that the serving staff felt that there was no
structured training regimen. However, they felt that it was not an issue because Trillium tends to
hire seasoned servers. It was stated that an in-depth training process would not be beneficial for o
small business like Trillium. Instead, it was brought to our aottention that the staff would appreciate

a gener0| pockeJr with guide|ines for serving, moking drinks, and seHing yourseh( up for success.

When servers were asked about their current incentive program, it was described as more of a
perk than a set program. The staff feels that they would benefit from an incentive program. Some
suggestions for incentive programs included weekend and long-term programs. These programs
would create friendly competition among the staff to improve camaraderie and sales.
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Primory Research

Informational Interview

Inferviewing the owners is crucial fo creating an effective strategy fo address our goo| statement. We need
to have a good understanding of the owner's thoughts when it comes to how the restaurant should run,
because we want the strategy fo support Michael's vision. The main purpose of the inferview was to find
information that we could use fo improve employee retention and training. Along with Michael, we

inferviewed Chelseq, the assistant genero| manager

One of the key Jrhings we found was that, o|+houg|'1 Trillium would love to have servers hold their positions
for several years, Jrhey do not expect them to. However, serving atf Trillium is not a dead end job. Trillium
views serving as an enJrry level posi’rion, where there is much room for promoﬁon and persono| grow’rh The
owners and management at Trillium encourage their servers to move on to the next step in the restaurant
industry when they are ready. Servers offen get promoted fo management positions or obtain jobs in sales,
where they excel. Chelsea hopes to hire servers who want to build a career that starts with serving. The
owners and management of Trillium understand that the chances of Finding a career server are not |il<e|y, o)
they are looking for those who might be inferested in pursuing a career in the service industry, or are willing

to stick around for at least six to eight months before moving on to the next job.

The interview also gave us information about the ideal server for which Trillium is |ool<ing. Chelsea stressed
that her ideal server is wi||ing to learn con+inuous|y to expond his or her know|eo|ge about food and wine.
They are skilled at reoding guests and know how to deal with any type of situation. W hether there is a
question about the menu or an an angry customer, the ideal server is always prepared.

Information about Trillium’s server training process was also recorded. We found that servers begin |oy
Fo”owing veteran servers during the shift for about a week. Afterward, servers take small sections (2-3
tables) on slow nights, then work up to full size sections. Servers are tested on their knowledge of the food
and wine menu Jrhrough verbal and written exams as well. Chelsea mentioned that she would like to
imp|emen’r more menu and wine testing Hﬁroughou’r the training process and Michael liked that the training
process was not streamlined and rigio|. Michaoel also said that he did not want to have a comp|eJre|y
structured training process because he wanted servers that were casual, friendly and far from robotic.

The final important finding from the inferview was that Michael is open fo the idea of an incentive program
for serving staff. Currenﬂy Trilium has an unstructured incentive program between wine representatives
and servers, where servers receive a somp|e bottle of wine for se||ing an excepﬁon0| amount of a specific
bottle. There is no incentive program at Trillium that is set in stone with orgonizecl pro’roco|, so Michael is
Wi||ing to invest in one under the condition that it is within reason and is type of program that rewards
servers for the rig|'1Jr Jr|'1ings.

TRILLIUM
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Primory Research

Server Survey

To focus on the key public of Trillium Kitchen and Patio employees, we developed a Qualtrics survey to
better understand the demogrophic and psychogrophic information about this pub|ic, in addition to
gauging their attitudes on what it is like to work there, their responses to our ideas and ideas for
improvement. Using mu|Jri|o|e choice, short answer and slider bar questions, the goo| of this survey was to
understand what currently motivates the servers and what could motivate them in the future.

The most important finding in our survey was that all the responderﬁs said that an incentive program
would encourage them to work at Trillium longer. This is what we were expecting based on secondary
research, but it was good information to know going forward as we o|eve|opeo| this p|cm. Most of the
respondents reported that cash would motivate them the most as well, which helped us to design an
incentive program. W hat was surprising was that four out of the seven responden’rs considered their
positions long-term, given that the restaurant business has very high turnover rates. The number of years
they would stay ranged from one year to four years, depending on other careers launching, moving and
the earning potential/success at Trillium. This is important as it gives Michael a good gauge about the
retention of his emp|oyees. What was also surprising and very important to note, was that 43% of the
employees felt somewhat unprepared. Given the high reviews, it was interesting fo see how some
emp|oyees still were s’rrugg|ing a little. This is key information to know as we must he||o Trillium improve
their training process so they can provide the best service possible to keep people coming back to Trillium
and attracting others Jr|'1roug|'1 good reviews and recommendations. Also, important fo note, when the
respondents were asked about any team building activities, several employees reported that they were
unable to go because Jrhey could not |ego||y drink, another repor+eo| that Jr|'1ey were informal and others
did not know if any existed. This he|peo| us moving forward with deciding our tactics of how to build

company culture.

Clintonville Public Survey

This Qualtrics survey targeted the public of Clintonville, and was placed on a Clintonville Community
Facebook page. Its goo| was to understand the key pu|o|ic of Clintonville residents demogrcphico”y and
psychogrophically, and understand what they are looking for in o restaurant experience. It was composed
of 10 mu|’ri|o|e choice and short answer questions, and received 58 responses. The most important info
that we gained was what they valued most in servers. The top three were friendliness, menu knowledge
and timeliness. This information was he|pfu| in deve|oping our incentive program that we will detail later
on. Something that surprised us was that when asked if the quality of food or service impacted their
experience the most, on|y 28% said that the qu0|i+y of service did. We Jrhouthr that it may be a little
higher. However, that certainly does not negate the importance of strong customer experience. The next
question provided a short answer space for their experiences with server mistakes at Clintonville
restaurants. Their replies ranged from rude servers to lack of concern for dietary restrictions, to
forgeh(u|ness to efiquette issues. Clintonville residents ranked friendliness as the top quo|i+y that Jrhey
value in a server, followed |oy menu know|edge, timeliness, and attention to detail. In a short answer
question osking what impresses them most with servers, many respondenJrs listed attentiveness,
personality, and customer service. The next question asked what would ruin a dining experience, and the
responses included rudeness, neg|ec+ing o||ergies/die+ory restrictions, forgeh(u|ness, and unsanitary actions
like touching food or the tops of cups. 67% of respondents said that quality of food impacts their
experience the most, while 28% said that quo|i+y of service did. 4% said other, and their write-in answers

were: both, and "high quality service would never allow low quality food.”
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CAMPAIGN THEME:

"GIVING PURPOSE TO SERVICE"




Strategies

As our main focus, we p|on to show the Trillium servers how ihe\/ will benefit from our campaign. According to
the survey, the majority of the servers said Jrhey were motivated |oy cash bonuses and p|onneo| fo remain at
Trillium for one to two years. |m|o|emen+ing an audience engagement strategy will motivate the servers to
remain af Trillium |ong term by giving them a goo| to work towards. Rewording the servers for positive
feedback will cause the servers to become more motivated to learn and retain information that could posiJrive|\/
impact their customer interactions. Using an audience engagement strategy for Trillium’s servers will motivate
employees while making them feel appreciated. As the servers work to achieve their reward, they will also feel
valued within the company, which will cause them to stay longer. In addition to employee motivation, the
audience engagement strategy will provide a i’iigher level of customer service which will posi’rive|y impact

customer feedback.

Our second strategy focuses on the owners of Trillium. As the leaders of the restaurant, the owners will
complete their objectives through hosting events for their employees. When they increase the number of events
for their employees, the owners will continue improve communication within the company. These events will

allow feedback between emp|oyees and management which will improve emp|oyee satisfaction and retention.

Qur last strategy is organization peri(ormcmce, Focusing on Clintonville residents as our third key pub|ic, this
strategy aftempts to target these individuals for feedback. Receiving feedback from this key pub|ic will allow
Trillium to gain a better undersionding of their performonce as it appears fo one of their target audiences. The
organization performance strategy will impact the motivation of Trillium servers while ensuring the organization

is Working at its highesi poJrenJrioi

Fach strategy for the three key pub|ics connects with another. Beginning with the owners, the continuation of
events and encouraging the employees to succeed will inspire the servers to try their best which will generate
positive feedback from customers. The positive feedback from customers should not on|y bring them back, but

also sway other poieniio| customers fo try Trillium.
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Tactics

Comment Cards

We suggest making comment cards that can be put into each checkbook.
They will be half-sheets of paper and there will be three categories:
friendliness, know|edge of menu and timeliness. These are the top three
quo|i+ies that Clintonville residents cared most about for servers. Each
quo|i+y will give the ronking, from 1 (poor) to 5 (excellent). At the bottom
there will leave a line for additional comments. To track Clintonville
residents specifico”y, below there will be a line for where you are from. It
could say something like "Let us know where you are from; we love to
know our customers.” At the top there will also be a line for the server’s

name.

The comment cards will be put near where the check books are located
and each emp|oyee will put one in when Jrhey pass out the checkbooks out.
After dinner, the server will mention that there are comment cards Jr|'1ey
can fill out. This will hopefu”y motivate the server to do well, knowing that
having a gooo| review will he|p them for the incentive program, which we
will outline later. The servers will put their names on the sheets and keep
them in their apron.. At the end of the nigh’r, whoever is c|osing, will collect
all the comment cards and put them in a safe location. After every night
the next o|oy or whenever is most convenient, one of the owners will put

the information in an excel spreodshee’r to keep the data for records.

The pub|ic and target audience for this tactic is the Clintonville residents.
One of our objectives was to increase the positive ratings of Trillium for
Clintonville residents. This will provide o measurable way for Trillium to
see their reviews. In addition, as mentioned before, this tactic will be central
for our incentive program. Comment cards are a gooo| way to rate the
quality of servers, rather than measuring by sales for example, because
customers could order expensive or a lot of food regardless of how well
Jr|'1ey pen(ormed. The owners as well can see which quo|i’ries reviewed that

are lower, which will he||o them in their training process.
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Tactics

Incentive Program

We have decided to imp|emen+ an incentive program, because Jrhrough our
primary research we found that all the 8 Trillium servers we surveyed said
Jrhey would be motivated by this. In our secondory research as well, we found
similar Findingsi For the new program will use cash as an incentive, because
this was the overwhelming option among the employees in the survey. The

comment cards will be used to track emp|oyee performonce.

We decided to use comment cards because this is an easy way fo measure
pen(ormonce. It is also a fairer than an option then incentivizing peop|e with the
highest sales because some customers may choose to buy higher priced meals
that have noJrhing to do with the servers. Also, servers will be more genuine as
their recommendations will not be based on the highest priced item. The sum
total of the points received for each server recorded in the excel spreadsheet
will be calculated after each quarter. The server with the most points will
receive a $100, the second $50, and the third $25, all in Visa ghor cards. To
he||o ensure that servers do not fabricate their comment cards, busboys could

pick up the check with the cards.

To help decrease staff turnover, which was a huge concern for Michael, cash
will be rewarded to people who stay extended periods of time. Staff who stay
for six months will receive $50, one year $200, two years $200, and then if
they stay for longer, they will receive $100 for each year they work. This
money again will be in visa giﬂ cards. We also suggest Trillium to continue
their wine incentive program where if a server sells a certain amount of wine,
+hey will be given somp|e bottles. Not on|y is this another incentive to
encourage emp|oyees to stay and to sell more wine, Jrhey will also be able to
taste the wine, which will |'16|p them when Jrhey talk to customers about

different wine pairings.
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Tactics

Employee Training Booklet

We suggest making an employee training booklet, due to a
recommendation by a server in the focus group who thought it
would be he|p1(u| to make the training process more orgcmized and
documented. While some servers may have a decent amount of
experience, there will still be peop|e needing a little extra |'1e|p. There
is a lof of |eo1rning and the training process does not last very |ong.
The survey also reporJred that 47 percent of the emp|oyees felt
somewhat unprepored. In the booklet could include the menu,
o|ong with wine recommendations. This will be he|p1cu|, and aid in
the customer experience. There would also be a diagram of how
the table is set up, as well as table numbers. There could be a
checklist of genero| steps of service and any other expectations or

pI’O'I'OCO|S peop|e are SUppOS@d to ](O“OW.

The booklets can also include the mission and values of Tri”ium, as
well as some background info, so they can start to understand the
culture better. These booklets can be printed by the owner and be
given out fo each employee when they begin. This way, employees
can review the sheet again before their next shift so Jrhey don't
forge’r what Jrhey learned, and can continue to memorize the menu
and wine pairings. A booklet will also be putin the kitchen or in a

convenient areq, so new emp|oyees especio”y can look at it

throughout the night.
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Tactics

Retail Wine Night Flyers

In order to promote retail wine nithr and attract more peop|e to Trillium, we
have creatfed ﬂyers to be distributed to the customers. The ﬂyers showcase
Trillium’s images of wine from their social medic, inc|uo|ing a bockdrop with
wine and their logo. The flyer details that customers can enjoy a bottle of
wine at retail price every Tuesday. To help bring even more awareness about
Trillium and its wine night, we wanted to use a social media promotional idea
and used this flyer to display it. We thought a flyer would be a good way to
do this because, if servers forge’r to mention it, customers will af least see it on
the page and hopefu”y respono|. If peop|e take a picture in the restaurant, tag
Trillium and put the hosthog #CelebratewithTrillium and post on their social
medig, Jrhey will receive a free appetizer at the owner's choosing after
showing the server the post. Peop|e must have at least 50 friends, so Jr|'1ey do
not just create an account for the food without the post having an impact.
We believe this will increase Trillium'’s social media presence, as customers will
follow their accounts and more people will hear about Trillium. When people
post to Facebook, Jrhey migl’ﬁr also be led to write a review, which will he||o
Trillium as well. We believe this has big potential because most of Trillium's
target audience are |oig social media users. In a 2016, Pew research sfudy, 84
percent of people aged 30-49 use Facebook. Also, people love free food and
this is an easy way fo get some. Peop|e will on|y get one ﬂyer per table and
the hostess will have a stack near them and will give it out to the table before
the meal begins so they can get the appetizer before dinner if they choose.
While flyers aren't proven to be the most effective form of PR, given that
peop|e can get free food from Fo”owing the instructions on the ﬂyers, Jrhey

may be more inclined to pay attention fo them.
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Tactics

Group Bonding/Educational Events

We would like to have Trillium contfinue their wine classes, because so far Jrhey
have been successful. Knowing about wine is crucial for Trillium because Jr|'1e\/ want
to be known for their wine in Columbus. Servers must be know|eo|geob|e to make
good recommendations to customers. In the focus group as well, both peop|e
expressed that fo have knowledge was crucial and wanted more of it. We suggest
that Trillium continue to do these every quarter. With the classes though, we also
suggest that Trillium include food with it. Trillium could make a few of its dishes

that pairs well with the wine. This way servers will persono”y be able to fell its

emp|oyees how well certain wines pair with dishes.

We also suggest that Trillium hoving a bonding event once every quarter. Not
everyone can parficipate in the wine classes, so it would be gooo| to have someHﬂng
that everyone can attend. People in the focus group and one person in the survey
said they either did not know how to describe company culture or thought it should
continue to o|eve|op. Peop|e don't have to be best friends and hong out all the time,
but some comrodery that could be formed +hrough these activities migh’r he|p build
a strong culture. The more positive the environment, the more peop|e will be
inclined to stay. This culture will also improve the customer experience overall. We
suggest that every quarter, starting March 5, 2018, Trillium cater food for their
emp|oyees in their restaurant. This could include from p|oces such as Panera and
City Barbeque, and others where prices are reasonable. We think a buffet would
be a good idea because it makes it easier and it is cheaper than buying individual
meals for emp|oyees. Also, given that Trillium would provide them a free meal, we

think that there would be a pretty gooo| turnout. The events will also all be on

MOHdOy, SO NO one WOU|OI be schedu|ed to Work

Two weeks prior to the event, one of the owners will send out an email and also
ask employees at the beginning of their shifts fo get a head count on how many
peop|e will be coming. A week before, Jrhey will call the restaurant to order the food.

On the day of the event, they will pick up the food and bring it to Trillium and the "
gathering will last 1-2 hours.
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Evaluation

Our first server objective is to increase their atfendance at educational/team building events. In
order to evaluate this, we will fake attendance Figures at these events both before and aofter the
imp|emen+o’rion of our communication p|on. In this way, we can see if we have achieved the
increase in attendance we desire. The second server objective is to increase their unders’ronding
of the menu and food and wine pairings. We will administer a pre and post-campaign survey
that evaluates both the servers’ knowledge of the menu items and pairings and how
comfortable Jrhey feel with the menu. This will provide a measurable Figure as to how well the

servers know the menu items.

Our action objective for the owners was to increase the amount of education/team bui|o|ing
events for emp|oyees. To evaluate this, we will account for the numbers of these events both
before and after the campaign is imp|emen’red, and see if this number increases affer
imp|emen+ing the campaign. Our second objective for the owners is to increase their
understanding of employee recruitment and retention. We will conduct pre and post-campaign
interviews with the owners to determine their level of undersianding with these concepts both
before and after the campaign. We will also conduct an interview during the campaign to see
if the owners are oc’rive|y improving their undersjrondirig while the campaign is in progress. We
would also like fo see the owner's increase the amount of incentive programs. To evaluate this
objective we will be accounting for the number of incentive measures the owners have
imp|emen+eo| both before and after the campaign, providing us with a measurable difference

once the Compoign is over.

One objective for Clintonville residents is to increase their awareness of Trillium’s retail wine
nigh’r. We will conduct a pre and post-campaign survey to residents of Clintonville to determine
whether or not Jrhey are familiar with wine nithr and whether that icoimi|iori’ry increases once
the campaign is over or not. We also would like to increase the positive ratings and feedback
from Clintonville residents. In order to evaluate this, we will account for the number of positive
reviews in the comment cards we give fo customers. In this way we will be able to account for

a chonge in the number of positive reviews over the course of the campaign.
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Budge+

Incentive program and prize cash - $1,700

$700 for quor’rer|y incentive program prizes
$100 x 4 (First Place Prize)

$50 x 4 (Second Place Prize)

$25 x 4 (Third Place Prize)
$25 gh(’r card or bottle of wine equ<:1| in cost

$1000 divided among servers for yeor|y anniversary bonus

$100 per emp|oyee for annual bonus, assuming 10 emp|oyees stay one year

Printing Equipment - $749.55
Color ink cor’rridge -4 pockoges ($164.99 per cqr’rridge on S’rop|es)
Printer paper $60
4 boxes of 8 ($15 per case on Staples)
Paper cutter ($29.95 on Staples)

Group Bonding - $1,200
$300 each quarter (Panera Deluxe Assortment Catering: $69.99 serves 10 people)

Total: $3,649.55




Timeline

Timeline starting January 1, 2018

Comment Cards- January 16, 2018

Incentive Program- January 23, 2018

Retail wine nigh’r F|yers— Februory 1, 2018

Emp|oyee training booklet- March 1, 2018

Educational events- Recurring every 3 months from March 1, 2018

Group bonding— Group event or activity every 2 months start March 5, 2018
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http://www.usereso.com/columbus/restaurants/trillium-kitchen-patio
https://www.yelp.com/biz/trillium-kitchen-and-patio-columbus-2

https://www .facebook.com/trilliumkitchenandpatio/

https://www.instagram.com/trilliumkitchen/
http://www.columbusunderground.com/trillium-replaces-alanas-food-and-wine-s]
http://www.columbuscreates.com/blog/2017/7/5/trillium-kitchen-patio
http://www.columbusmonthly.com/lifestyle/20170516/tastemakers-2017-chef-bradley-balch-of-trillium-kitchen--patio

http://www.columbusalive.com/content/stories/2016/03/10/a-new-old-north-residents-and-developers-spar-over-

north-campus-redevelopmenthtml

https://www .cluteinstitute.com/ojs/index.php/)BCS/article/viewFile/7795/7859
http://theirf.org/research/incentives-motivation-and-workplace-performance- research-and-best-practices/147/
http://news.gallup.com/businessjournal/208487/right-culture-not-employee- happiness.aspx

th://opemcorbusiness,open+ob|e.com/insider—imcormoﬁon/su rvey-says-company- cultu re—is—fop—priori’ry—For—resfou rants/

http://luckyattitude.co.uk/millennial-characteristics/
https://www.monster.com/career-advice/article/entrepreneur-traits
https://get.grubhub.com/blog/7-traits-of -successful-restaurant-managers.html
http://www city-data.com/neighborhood/Clintonville-Columbus-OH.html
https://statisticalatlas.com/neighborhood/Ohio/Columbus/Clintonville/Race-and-Ethnicity
http://www.columbusunderground.com/the-top-20-things-to-do-in-columbus-ohio
http://experienceclintonville.com
http://www.pewinfernet.org/2016/11/1l/social-media-update-2016/

th://smo”business‘chron‘com/overoge—coer—’rroin—new—emp|oyee—44072h’rm| TRILLIUM | 25



Appendix A - Clintonville Survey

Q3 - Are you a Clintonville resident?

Yes

Q4 - How old are you?

L N

o=

Q5 - Are you male or female?

Prefer not to
Answer

Answer

Male

Female

Prefer not to Answer
Total

5.17%
18.97%
43.10%

12.07%

96.55%
3.45%
100%

19.30%
78.95%
1.75%
100%

11
25
12

55

60

Count

56

58

Count

11
45

57

Qb - In your experience dining at restaurants in Clintonville, have you observed servers
making mistakes? If so, briefly explain:

In your experience dining at restaurants in Clintorwille, have you observed servers making mistakes? If so, briefly
explain:

Yes. They give the bill to the boyfriend when I'm paying, It's sexist and annaying.

Yes. The worst mistake is being rude to custon gross but not ly a mistake is dirty appearance and/or
unifarm.

Yes. The only mistake i will complain about this is a server who makes me feel ignored.

Yes. Some seem to deliberately avoid eye contact when moving around to make it hard to get something.

Yes. I'm vegan and a few servers have brought me non-vegan items. I'm not upset because it ahways gets
corrected. | just feel badly about the wasted food.

Yes- order mistakes (forgot to remove something from an item), unpleasant, unaware of menu items
Yes, | have observed servers not checking on tables that need refills, etc

Yes, forgetting orders, ignoring giests, bringing wrong food

‘Yfes, errors with orders here & there or forgetting to follow up. Human mistakes.

Yes, but our server was new.

Yes, all servers make mistakes. Different servers have different frequencies of error, and proper leadership and
training can reduce this but not eliminate it.

Yes - not indicating when a menu item ingredient might be an issue (e.g., patron asks about vegetarian options
and then orders something that has an unexpected meat ingredient).

Sure, Proper etiquette not atways observed. Oldest ladies get to order first!
Sure, everyone makes mistakes. Sometimes the wrong item is brought, or given to the wrong person.

Picking up cups and glasses too close to the rim or taking a few of our glasses away to refill with water, Mot sure
who got which glass when returned

Once, a server forgot to take our order for about 15 minutes
Omitting or including an ingredient that was edited in some way by the patron (eg croutons on a salad)
Nothing setious

Nathing cut of the crdinary

Mot that | recall

Mot really

Mot really

Mot often,

Mot marny.

Mot asking if people at the table want another drink/dessert/etc.
ne

§FE &8 % E

R

misremembering ceders. spilling drinks, ghing foed to the wrong peaple, nat remembering things that customers
harve asked thern te bring, giving checks to the wrong people. ignering tables, not relilling drinks prompaly, ete.

Mirvor anly, like forgetting a salsd

Imcarrect subssitutions or feod taking too long to arrive

Ineorrect or delaved onders.

| think a lot of restawrants in the anea hine servers with litthe te no restavrant experience and then fall to train them
approgriately, | often feed generally neglected by servers, empty drinks with no offer of another. walting to order,

‘widting to pay, etc. Strangely endugh, | have also had half full drinks very promptly cleared off my table when I've
o ko the bathroom or gut to smake on multiphe occasions, abways comected guickly by staff,

| sen eviderse of mistakes (wrong orders), but not servers making mistakes por se.
geiting arder wrong

Forgetting items (extra napkins, additional requests)

Forget 1 thing

Everyone makes mistakes.

Gringing the wrang meal to the table, forgetting a drink order, forgetting other lems asied for the table, bring the
eheck bifone aiking about desiert, petting checks mixed up, of Ulting the wrong items on the chicks,

Bonchon--SLOOOOOMMIANWY
Abgobutely, mady times
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Q7 - Rank the overall impertance of these qualities in a server:

| FrisndBness

W Timeliness
W Attention to Detail

-]
P

&®
=
3=
=
=
M-

1 2 3 4
n
Fﬂ:ldsE 41.30% 19 15.22% 7 21.74% 10 21.74% 10
Knowle
"*'“‘:; 11.11% 5 24.44% 11 24.44% 11 40.00% 18
Menu
ﬁmeg 26.6T% 12 35.56% 16 26.67% 12 1111% -1
Attentio
nto 22.22% 10  24.44% 11 26.67% 12 26.6T% 12
Detall

Q8 - What impresses you the most with a server? (for example: consistent refills,
personality, knowledge of the menu)?

‘What Impresses you the most with a server? [for example: consistent refills, personality, knowledge of the menu)?

Personality

fast professional service, attention to details

Observant but not hovering

Being quick and attentive

Making conversation, awareness of needs at the table
Consistent refills, being able to be attentive without interrupting
Attentiveness

Attention to patrons, friendliness
Ability to suggest menu combi
refills fanticipating needs
Attention to customers
Ability to get it right

Attitude & attention

1% that are compl ¥ AND that fulfill dietary restrictions.

skating the balance between consistent service and giving customers space.
Im mest impressed with a server who wants to make sure the customer has a positive experience.

Proactive knowledge of menu in relation to dietary concerns

Fccuracy, promptness, consistency, remembering, managing tasks, being personable, making good
recommendations (and perhaps more importantly, honestly warning customers about patentially bad dishes if
they're choosing between two things), etc.

Menu knowledge

Getting to know each tables patrons and their needs
Personality & following up

Attention to needs of the table

Knowledge of dining in general (food, wine, cocktails)

W Knowledge of the Menu

Total

45

45

45

Efficient and helps expedite the meal from greeting and drink orders to coming back quick for food orders to
helping the kitchen along and delivering promptly to bringing check quickly.

Friendly with out being a shadow.,

checking in enough to keep on top of the experience but not too much te annoy the experience
Consistent refills

Personality

Personality and effort are far more impertant than flawless execution,

Semeont who seems to understand the customer's needs without being told, whether it's refills, chatty/not
chatty, guidance

Invisible service. Things appear

Personality and customer service

Personality

Attentiveness

Knowledge

Quick service, checking in after iterms are brought

Consistency

Personality, honest personal recommendations

To observe from a distance and not hover over the diners.

Good customer service

Friendliness and desire to ensure my meal is vegan. | tend to only go to vegan-friendly restaurants.
Knowledge of the menu and timelinesd (a tie)

Professionalism

Persanality and attention to detail - | shouldn't need to ask for a refill
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Q% - What is one thing a server could do that would ruin your dining experience?

‘What |5 one thing a server oould do that would ruin your dining experience?

Be rude

bring cold food, lgrore us. talke too long to bring order
Uncleanliness

Baing slow or disappearing

Maess up 3 meal that was clearly stated had an allergy
Be rude

Bring wrong or cold foad

Ignene us and flirt at the hostess station
Bring ordered ltem that violates dietary requirements (e.5., salad with meat shards after asking for flesh to be
omitbed)

food served to peaple at different times

Mat fallew up

| hiarve foed allergies, ot holding an ingredient weuld ruin experience:

Be rude

be mean.

hale excuses for bad food or bad service

Ak i not to order an sdditional ibem beciuse the restaurant is busy
ignaresfonget us

|8 takess rone than one issue to ruin my experience.

‘Waiting more than 10 minutes to stop by and irtroduce that they ane the senver
Rundeness

Bring an allergen to the table after carcful ordering to keep that from happening
There are many “one things"

Nat caring about thelr job

Bring cold food

Dismiss my needs

Forget to come back

take forever to takw our order o just not stop In at 3l to check on things

Be sneaty

Having them disappear... waiting on them to wait on you!
Nt refill iy drink

Towch my food when serving it

B rade

Kt come to the table.

B vory sow

Slow

Act e they don't want to be there & be ude

PooT appearance

Making meouses for mistakes.Mistakes happen: just apologiae and fix it and mowve on, Defensivenaess and dendal
wsem o be growing in all sectors.

Be incondiderate

Rude

Forget about you

Be chaxious

Be owerly dramatic, and “cute”, while | have great respect for a good server, | don't appreciate having to hear
unnecessary chatter,

Kot check back wu and not refilling drinis

Be rude

Rudenesd s a destbreaker but it never happens

Be rude

Towch my cup at the top where | drink from

Rude / gnone me - M've had servers ignane my table for an extended period of time after being seated

Q10 - What impacts your experience more at a restaurant?

Guality of Service

2 Answer
1 Quality of Service
2 Guality of Food
3 Other

Total

Q10_3_TEXT - Other

Other - Text
Both
High quality-service would never allow low-guality food

28.57%
67.35%

100%

e _

Count

14

49
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