National Food Tourism E-commerce Webinar

Maximise your
Opportunities for

Online &
Off-premise Sales










Webinar will cover

What does the food consumer want - latest
behaviour research.

What are the emerging global food experiences?

How to choose and prepare your product for online
sales?

What's in the box? Food that travels well -
sustainably.

Maximising sales & revenue, the online opportunity
Communications and PR strategies
Communication Experts

Case Studies - Peers




" Enter questions throughout the
webinar via the Questions
panel on the right. We will
answer them during the live
Q&A at the end.

" No formal break

= Follow-up will include the
Recording, Slides & any
templates or docs mentioned
during the webinar

" Time checks

" Polls






Food Tourism

Research
Overview
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What does the Irish food

consumer want??




It can be challenging for consumers to predict their
future behaviour...

Particularly in a situation as uncertain as the
Covid-19 pandemic

However, the research work supports the view that:
Some of these behaviours

New behaviours with offer obvious benefits to
regards to eating the consumer so there is a

out/dining in have been good chance that at least
adopted since March some of them will stick in

2020 the longer term
(post-vaccination)

m HHHHHHHH Qualitative: 3 focus groups, 2 consumer and 1 industry
L Quantitative: Sample of 1034 consumers



The food and beverage sector has been greatly impacted by lockdowns and restrictions imposed due to
Covid-19. The creativity and ability of businesses to pivot and adapt during this time has been crucial to
the survival of many to date.

TAKE AWAY/ OUTDOOR TIMINGS &
CLICK & COLLECT DINING TECHNOLOGY



Take Away/
Click & Collect



Basic pattern of Pre & Post Covid motivations is

largely consistent;

Albeit stronger Post-Covid
emphasis on different
experience (break from
enforced routine)

Base:

B A & terent Question text: Q.12

All Trish adults who ate out or ordered in during 2019 n- 1032

Since the Covid-19 pandemic which of the following are the five most important motivations for eating
out or ordering in?



Pre=-Covid Behaviours

" Pre-Covid more than 30% of Irish consumers were
weekly users of takeaways and cafes

" Takeaway accounted for 71% during lockdown

" 15% new market share is in restaurant takeaways
(favourite/local restaurant - diversifications)

" Research suggests a strong pent-up demand for
restaurant/café/gastro pub experiences due to lock
down.

(Consumer segment detail available)



During the lockdown and
re-opening stage

" Getting takeaway/meal kits from restaurants where they used to
‘sitin’.

" Frequenting food trucks for new meal occasions and in different
locations.

" Shopping for food in local cafes that have turned themselves into
farmer’'s markets.

" Getting takeaway pints/cocktails from bars rather than sitting in.
" Going for food and drink in the pub rather than just drinks.

" Buying nicer food in supermarkets and delis for picnics and eating

at home.
S If these behaviours continue to fulfil needs, then there is a good chance they will be maintained. Some are obvious stop gap solutions (takeaway pints in
B A & INSIGHT December), others may not have longevity for the wider population but there will be opportunities with more niche groups. So, meal kits may not prevail long

term for those in their 20's, but parents of young children are more open



Supporting local

" Desire to support local business
" Desire to avoid taxis/public transport
" Desire to avoid cities/urban centres - busy

" Feeling a stronger connection with your
neighbourhood during lockdown

= Staycation - self-catering, caravan and camping



Outdoor Dining



Positive experiences

Almost half of consumers have eaten
outside since March: overall evaluation is
fairly positive.

Rationale for being more comfortable eating
outside

(o)
31% vva%t6 nf:)re
519% want more cpace for
feel safer fresh air/ P ;
L social
ventilation . :
distancing



Willingness to eat outside

= Willingness to eat outside does vary by season

91% 97% 87% 55%
willing in willing in willing in willing in
Spring Summer Autumn Winter

" Variance in industry and consumer view

" Qutside Dining - there is a cross season preference for
casual dining, light bites & drinks /cocktails

= Opportunities for food/coffee trucks on outdoor trails and
outdoor areas & picnics (local foods)



Weather Protection

= Consumer tend to feel safer outside
" Key trade off - safety vs Irish weather
" Keeping warm a big factor

" 59% mention availability of heaters/heated seating
as important criteria.

" 68% mention covered areas (i.e. wind & rain
protection)

" We're a cool country, so need to have appropriate
solutions - Scandinavia not Spain



Technology &
New Behaviours



New behaviours...

" Consumer now used to having to book 90-minute slots

" This hasn’t improved the eating out experience for most & not
something that they want to continue long term.

= It has however given rise to more complex restaurant ‘journeys’
(referenced by some) which could be something that presents
opportunities in the future.

Dessert in another establishment

" Timeslots - segmentation GenZ versus senior clientele / niche

RESEARCH
& INSIGHT




Click and collect a new
normal

® Ordering (from home)
= Delivery apps (Uber/Deliveroo etc.
" ‘Checking in’ to a restaurant/Menu’s in advance

" Ordering (pre-visit & in a restaurant)

73%
73% likely to continue using food
likely to continue using click and ordering apps/menus when in a
collect after the pandemic pub or restaurant after the
pandemic



The extent to which technology can add will depend on

the experience sought

Takeaway/Delivery
options

Openness to whole process being
technologically driven.

RESEARCH
& INSIGHT
=

Interest in ordering via app or utilising QR
codes, potentially even before reaching
the establishment, but some level of
personal service expected
when inside.

Ideally this delivers an actual benefit
beyond ‘safety’ (i.e. more efficient
service).

High end dining

Resistance to this kind of experience
becoming technologically driven. Personal
service will still be key, start to finish.

Some creative thinking may be required
around menus (little interest in these
being digital).



Summary recommendations

Even as vaccines get
rolled out and the
situation becomes more
manageable, Covid-
related measures, like
outdoor eating and
distancing will be
important to customers to
help them feel more ‘safe’

Establishments should be
prepared to cater for this
for the foreseeable.

Many of the Covid-related
innovations in this sector
have clear benefits for the
consumer and may be here
to stay.

The sector has been very
flexible and innovative thus
far, and this spirit will
continue to be vital as core
business models may look
very different again, this
time next year.

City centre establishments
have had it tougher than
most and a return of growth
here might be further
impacted by longer term
WFH.

More support for this sub-
sector would be appreciated
by the trade.

There was much
enthusiasm this summer for
more casual dining out
options, during domestic
holidays like fish and chips
vans/food trucks/picnics.

There are opportunities to
build on this as part of our
summer campaigns next
year.

Technology has flourished
within the sector as a result
of Covid-related restrictions.

Long term, it is welcomed
where it improves the eating
out/dining in experience
(greater efficiency for
example).

However, it is important that
we recognise where tech
doesn’t enhance - where

human contact is a key part

of the experience.

No ‘one size fits all’
solution exists for the
sector in managing post-
Covid impact.

So much depends on
space, clientele, location,
ambience, investment
potential to some degree,
advice to establishment
needs to be tailored.






THANK YOU




P61 O Conghaile

Travel Editor,
Irish Independent

Featured

Industry
Peers




RETHINKING 2021

CAN FOOD & DRINK BRING THE WORLD TOGETHER?



WHAT THE HELL
JUST HAPPENED?



‘EXISTENTIAL CRISIS’ - evromonitor
RECESSION FOR SERVICES & CULTURE
SURVIVAL, STAFF RETENTION
RECOVERY... 2021 OR 2029?

WHERE DO TREND LINES LEAD?



RESET
AT HOME
EXPERIENCE
SUSTAINABILITY

COMMUNITY




| THE GREAT RESET

OCK BOTTOM. NO ?



COVID AS CIRCUIT-BREAKER
WHAT CAN DISRUPTION DO
FOR ME?

SPACE TO REIMAGINE

[ B W7

Accelerating Travel
Innovation After
Coronavirus

CAROLINE BREMNER
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Paul Cadden
Saba
Dublin



BEYOND THE
HAMPER

TREATS & LUXURY
GIFTS = NEW CUSTOMER
IRISH OVERSEAS (TASTE OF HOME)
TRAVEL FANS (TASTE OF ABROAD)
CATERING TO SELF-CATERING
EXTRA REVENUE



A WORLD AT HOME

EEEEEEEEEEEEEEEEE










CONNECT AND IMMERSE

‘The experience offers a chance to discover a taste of the Belfast Food Tour
from the comfort of their own home with a few friends — and we can still
connect with and support our network of suppliers’



CORPORATE OPPORTUNITY

REMOTE WORKING & ISOLATION
81% HAVE NO WORKPLACE SOCIAL ACTIVITIES
JUST 9% WILL HOST VIRTUAL PARTY

-IRISHJOBS.IE & IREACH (2,620 EMPLOYEES IN IRELAND)












Budo




Booze boxes, cocktail kits
Access to the bar’s playlists



EXPERIENTIAL SHOPPING




PLEASE DON'T DISAPPOINT!

WHAT DOES THE PRODUCT SAY ABOUT YOU?
VALUE IS MAKE-OR-BREAK
CONNECT CUSTOMER & BRAND
ADD A LITTLE EXTRA...

(HAND-WRITTEN NOTES, A SURPRISE, A LITTLE FLOURISH)



4351 ANABILTY



TRAVEL'S FAST
FASHION MOMENT?







GREEN GUINNESS

‘GRAIN TO GLASS’

CARBON-NEUTRAL PINTS

150K+ SMALLHOLDER FARMS

50% OF LEADERS WILL BE WOMEN

45% ‘ETHNICALLY DIVERSE BACKGROUNDS’



WHAT DOES YOUR
DELIVERY SAY
ABOUT YOU?






GARIMA ARORA

GAA, BANGKOK

‘I'm a champion of Thai local ingredients, local techniques, local this and that, but | think we forgot about our
local client base. Restrictions on travel made us realise we weren’t paying attention to our biggest local asset.’

A new casual canteen and wine bar, open through the day, will create ‘an accessible experience for Bangkok natives'






ACE HOTEL







IRELAND CAN BE A LEADER!



THANK YOU!



Jennifer Kennedy

« Retail consultant specialising in retail development within tourism and
heritage.

« Qver the past 20 years, has worked with numerous global organisations
from start-ups to multi-nationals, her clients are tourism destinations all
across Ireland.

« (Career spans across business strategy, retail, commercial tourism
development.

Featured = Michael’s, Dublin

= Tuscany, Killaloe/Ballina

Industry
Peers




Create an engaging
retail experience

for your brand online!

v' Top Tips to maximise your offer online.

v' Best in class case-studies.
v' Additional products to enhance the gifting offer.

v' Packaging and communicating your offer.




Key Topics

" What should I sell?
" The Power of Emotion!
" The Visual Path to Purchase.

" How to enhance the customer
experience.

® Ensure Profitability.
" Packaging & Shipping



What Should I Sell!?

67



Here we are, it's 2021!

" As a result, the gift-giving experience is one that
is ripe for improvement and getting new scrutiny.

" With consumers unable to travel, the use of
online gift giving is poised to hit record levels.

" Value/Local/Safe are key drivers to purchase in
2021.

" Are we ready to provide value to customers
shopping for gifts online today, tomorrow, and
beyond?
There has been an explosion of food operators big and small offering online deliveries ,click-and-collect options and telephone orders.
Small restaurants have developed new - and essential - income streams while helping people to stay safe by staying at home and allowing the food they need to come to them.

There are restaurants that would never have imagined delivering food to the front doors of [reland now more than happy to do so, while hardware shops are dropping paint off at
people homes, off-licences , wine sellers and other shops are helping people to avoid queues by ordering online.



https://www.irishtimes.com/news

Target Market

We have a unique opportunity within the domestic market this year,
people will travel less to visit each other but will still want to
acknowledge special occasions and send a gift.

International
Customers who want to send a piece of home abroad.-International

shipping and the cost of it will play a role in the decision-making
path to purchase. Ensure you are clearly communicating your costs
and policy regarding time-frame for shipping.

Self-Gifting
Customers who want to give themselves a treat now and are

planning future treats. More than ever customers want to cheer
themselves up and self purchase gifts.



Who are you?

This will define the type of product you
should sell online

" Your own brand must take center stage when selling
your product online, through product, packaging and
messaging.

" What type of product do you produce and how many
options are within your product range?

" Depending on the nature of your product, hampers,
box-sets, gift bags, gift vouchers are all popular
options for consumers to self buy and purchase for
gifting online.

Qg

RASCALS

PRemg comeN®

" (Can you sell a product online that will require future
replenishment or is desirable enough to require the
customer to return many times to re-purchase?



Clever Innovations

" Booze Boxes-Wine Pairings

" 'Allta box' for delivery-charcuterie and pastas at
home.

" Weekly Subscription Model.
" FOMO-only 100 boxes available per week.
% Craft Cocktails

" Deliver Nationwide



% Donation to Charity

“ Free Delivery orders over €30.00
“ Cider House @ Home 12pk



The Power of Emotion!




Emotion/Connection

Virtual Cooking Class Virtual Wine Tasting Virtual Family Dinner



Let your afternoon tea
experience create memories.

Afternsen Tea
at Tfeme

First things first, don your finest garments or your

most comfortable lounge wear. Then pour yourself

a nice chilled glass of Prosecco or cup of tea from
the selection of Organic Java Republic Hand Stitched

Silken tea pillows included in your treat box.
&
Most importantly - enjoy with good friends or your
nearest and dearest.



Street Food Fillet of Beef Tartare Austrian Style
in @ Tomato Dressing with Avocado
10

Charcuterie Plate With Bread and Olives - Prized
Bellota Iberico Ham Acorn Fed
12

Or - Puglian Proscuitto
9




Gareth Smith

Michael’s
Dublin

Sabrina Amodeo

Tuscany
Killaloe / Ballina



The Visual Path
to Purchase




Why customers push the buy
button for gifting!

How your product looks on your website is crucial
to the decision-making process for a customer.

The product needs to look desirable, well lit and
evidence of the packaging it will be sent in needs
to be visible.

Put yourself in the mind of your customer and pre-
empt what you think they would like to send as a
gift to a loved one.

Creating themes for the products you sell can be
highly beneficial EG:”Cocktail Party” “From our
Home to Yours” “Because you love baking”



ﬁ\‘l ”f y

RASCALS

PREWing coue

The brewery has been garnering a reputation for its
excellent pizzas, served alongside one of its craft
beers.

Order a Meat Me In Inchicore (tomato sauce,
mozzarella, pepperoni, Gubeen chorizo and roasted
peppers) and pull up a stool at one of the barrels or
tables (there isn’t a lot of shelter from the elements
here, so go prepared).

As well as pizzas, there are side dishes, salads, and
a dessert menu.






Optimise your message to
your audience



Seasonal Products




HAMPERS/TREAT BOX

Hampers/Treat Boxes are one of the key product offers that are successful
for any season, they cater for individuals or groups which makes it easier
for the consumer to cover a one gift fits all option.

EXPERIENCES

Future Experiences are great buys for gifting, in the current climate it also
really supports struggling businesses. E.g. Discount in 2021 when you've
gifted from us! Free Cocktails when you visit us in 2021!

SUBSCRIPTIONS

Subscriptions for your product across a emth/12mth term. This model
keeps your brand and product in front of the consumer throughout the yr.

This becomes the gift that keeps on giving.

GIFT VOUCHERS

Gift vouchers are another great way of gifting and allowing your loved one
to pick and choose what they like from your brand.



Personalised gift ideas that you
can add to your offer to tap into
seasonality.




How to Profit With Your Gift
Range

Product pricing is one of the most critical aspects in your gift business as
it directly affects your profits and successful growth.

Prices should be set at a level that will allow your gift business to be
profitable whilst remaining competitive and perceived as a good value gift.

Here's a simple guide in building pricing strategy:

®  Price each product individually with 45%-50% GPM at a minimum.

®  Price the packaging as a product and apply the same GPM- Eqg:If the hamper cost
you €3,factor that cost as €6 to make a margin on the physical hamper.

® Add €5-€10 to the overall retail value of your product to cover administration and
labour.

® Depending on the overall margin you are achieving, decide if you want to charge
the customer additional for shipping and add the cost in addition to the product or
provide free shipping over a certain value if your margins allow you to.

As a rule of thumb, calculate your margin using the Cost-Based
0 Pricing formula based on a ratio of 2/2.5 times cost of goods.




Enhance the customer
experience online




Enhance

discoverability

How easy is your gift card
selection & subscription
service to find across your
website, mobile website
and mobile app?

Get ahead of the

contactless
payments curve

Contactless payment
methods like mobile wallets
have finally broken
through, compelling
retailers to offer the option
at checkout

Focus on post-

purchase customer
engagement

It is important to close out
the customer experience
by encouraging feedback.

A notable change in the
gift card industry has been
the rise in consumer
purchases of cards for
themselves — not just for
gifting.



How to promote gift cards
in e=commerce business?

@
03,

Begin building an e-mail list from the start of your business. This list
can prove to be instrumental in marketing your gift cards. A seasonal-
themed email sent out to the entire list, announcing/ promoting your
gift cards will ensure improved traffic ahead and during the Christmas
season.

Deploy social media channels for promotions:
Utilise social media channels for effectively promoting your gift cards
both prior to and during the season. It's crucial to find out the channels
where your target customers are most active and make efforts to
attract them there.

Announce on your website:

Make it a point to inform your customers of the availability of gift
cards/ subscription service on your website. The announcement needs
to done in a way to attract the maximum attention of website visitors.
A well-placed banner and a carefully timed pop-up can convey the
message in a moment.



Subscription models & exclusive members clubs can
be relevant for multiple categories

250G X 12-month beginner Give the gift that gives and gives with a Each month, Sheridans expert
Golden ticket membership to our mongers select four cheeses to send
Barista Subscription Tasting Club. Choose from 3, 6 or 12 to cheese club members along with
months and your recipient will get 1 bar tasting notes on each of the cheeses.

From: € 152.00 from our core range and a unique Bean

Lab creating each month.



Packaging & Shipping




Packaging & Shipping

PACKAGING

Dealing with perishables, reassure customer
that product will be intact and fresh on delivery,
packaging sustainably, choose the correct
packaging for your item - not one size fits all.

SHIPPING

Breakage risk, delivery times & customer
service contact details if they have a problem.

PRICING

Charging to ship is a decision you need to make
depending on your margins. A good option is to
offer free shipping over a certain spend value.



Seasonal Gift
Packaging-I buy
because it looks like a
beautiful seasonal gift.



The presentation & packaging of
your brand’s physical gift card
should be an extension of your
brand’s positioning & tone of voice



Understand your target audience and tailor your
approach accordingly

Consumers shop with their eyes. Ensure your
online storefront is visually appealing

Key holiday periods can present a viable
opportunity to develop new product opportunities

Gift vouchers & subscription models should be
incorporated into your eCommerce strategy

Create opportunities to drive customers back to your
business!



Chef & Food Consultant

= Qver 30 years experience both national and
international as a professional chef

= Extensive background in leadership and executive
management expertise in the hospitality industry

= A culinary nutritionist practitioner



What's in the Box-
Food that Travels

Well

Niall Hill —=Chef & Food Consultant




Plate to Box
making that
transition!



Key Considerations
® Menu Options

® Incorporating Healthy Ingredients

® Portion Control/ Costs and its importance
® Sustainable and suitable packaging

® Presentation is key

" E-Commerce



Key Factors in Menu
Design for Takeout

Customer
experience

MENU

Examine current menu and drive efficiencies
Reformulate where necessary

Decide on packaging

Cost

TRAVEL

Hot or Cold Delivery

How robust is your product

Trial your product in the environment in
which it will be stored and travel
Shelf-life testing

CUSTOMER EXPERIENCE

First impressions are lasting
Presentation

Easy to follow instructions
Does the food reheat well



Consider Healthy
Menu Options in Line
with Current Trends

The Principles of Healthy, Sustainable
Menus provide unique guidance for the
foodservice industry, and bring together
findings from nutritional and
environmental science perspectives on
optimal food choices, trends in consumer
preferences, and impacts of projected

demographic shifts



Menu Options that Travel Well

Low risk Soups Slow cooked Meats Chocolate fudge style Do cream based
Broths, Pates Stews, Confit Frangipani based desserts travel
Naked Salads Food that reheats tarts well?

well



Tips on Portion Control and
its Importance to your
Business

Portion control also means consistency in
the taste, quality, and quantity of food,

which results in customer satisfaction.

Controlling portions becomes crucial for

the success of any restaurant as it has a

considerable impact on Food Costs.



Tips on portion control

Implementing these will improve consistency, quality and

drives costs down

Standardise all recipes

Develop SOP’s

Create templates for scaling recipes up or down
Plate / packaging size

Emphasising calorie quality over quantity

Analyse vyields as a KPI



Associated Cost of Creating
Suitable Menu Options

Shelf-life
Testing

Packaging




Taking a closer look at
your food cost

Garlic

R o)
Coriander Onions || Ginger| Lemon Grass 0%

204 4% 0% 6%

Spinach Curry powder

20% 1%

%

Ground Coriander
1%

Toasted Coconut

3% Potatoes

4%

Tomato Pulp
8%

Squash

Coconut milk 39%

8%

Red lentils | Water
4% 0%

Ingredient cost %

Recipe Name :

Cost date:
Ingredients

Onions

Ginger

Lemon Grass
Garlic

Curry powder
Ground Coriander
Potatoes

Squash

Red lentils
Water

Coconut milk
Tomato Pulp
Toasted Coconut
Spinach
Coriander

Total units

Squash, potato & red lentil curry, toasted

coconut

Recipe
amount

20

1

5

1

1.3

1

65

65

22

35

35

108

4

22

2

Selling price
€9.95

Unit
weight

1000
1000
80
1000
1000
400
9000
1000
1000
1000
3000
15300
1000
1000
1000

Vat rate

Cost per unit

1.99
2.1
1.15
4.99
8.9
4.9
5
5.85
1.72
0
6.4
10.95
6.95
8.95
8.95

UNIT PRICE:

Selling Price,
no vat

€9.13
Food cost %
Margin %

Total
Cost -

0.04
0.00
0.07
0.00
0.01
0.01
0.04
0.38
0.04
0.00
0.07
0.08
0.03
0.20
0.02
0.99

0.99

€8.14 Profit
10.86
89.14



Sustainable and
suitable packaging



Made from plants using renewable, lower
carbon, recycled or reclaimed materials

Designed to be commercially compostable
with food waste

Practical solution for single-use food-
contaminated disposables

Allowing foodservice to achieve their
sustainability goals



Other Considerations

Glass- Jam jars
Kilner jars

Recyclable PET

Bamboo



How Important is
Presentation ?

“A number of studies now show that the
visual composition of the food on a plate
can exert a significant influence over what
people think about the dish. The
commonly-made assertion that fits with
such observations is that people eat first

with their eyes”



Attention to detail can make all the difference



Benefits of E-commerce to aid Profitability

% Clear and concise
" Options

% Cut off times

® Purchasing

" Waste

" 24 hrs

" Wider reach



Started October 2020

5-day meal plan

Meat protein meal plan

Plant based meal plan

Deliveries at weekends

Using Google forms to receive orders

Using Revolut to take payment



Useful links

B www.down2earthmaterials.ie

A T _
o) " www.cal.ie
B charlesxmichel.com
Useful Links B www.menusofchange.org

" Failte Ireland Templates

@ %é D " Alpack.ie

° Scaling recipes up and down

° Yield Analysis

° Food Costing Template



http://www.down2earthmaterials.ie/
http://www.cal.ie/
https://charlesxmichel.com/
http://www.menusofchange.org/
https://www.alpack.ie/
https://www.failteireland.ie/FailteIreland/media/WebsiteStructure/Documents/2_Develop_Your_Business/3_Marketing_Toolkit/6_Food_Tourism/Chef%20toolkit/Recipe-Cost-Template.xlsx
https://www.failteireland.ie/FailteIreland/media/WebsiteStructure/Documents/2_Develop_Your_Business/3_Marketing_Toolkit/6_Food_Tourism/Chef%20toolkit/Yield-Template.xlsx
http://www.failteireland.ie/FailteIreland/media/WebsiteStructure/Documents/2_Develop_Your_Business/3_Marketing_Toolkit/6_Food_Tourism/Chef%20toolkit/Squash,-Potato,-Red-Lentil-Soup-Recipe.xlsx

Understand what menu options work well for your
business while driving efficiencies

Invest the time and identify and control the costs

Key Take

Aways

Explore sustainable packaging options that
represent your brand and core values

Recognise that presentation and attention to detail
can add value




Food Demo

NEURgI
Chef & Food Consultant



Ian Cleary

« Ian has the unusual mix of marketing and technology skills and through
RazorSocial has built up global recognition for his work.

« Featured on Forbes, New York times, INC and co-author of Digital Marketing
Growth Hacks alongside some of the top digital marketing influencers globally.

« Reqgular speaker at international digital marketing conferences and an instructor of
professional practice with Rutgers University in New York.

Featured Blue Haven, Kinsale

Industry Nash 19, Cork
Peers Boathouse & Shack, Donegal




Maximising Your
Online Sales -

Practical Tips

lan Cleary - RazorSocial




What we are going to cover

€%

Selling Driving people Optimising conversion
online to your offers of your offers



Your shop...




Restaurant click and collect

Commission
Flipdish

Money to you

EPOS



Payment Gateway and Payment Gateway Merchant Account
Merchant Account

o od



Driving people to your

offers




The warmer the audience the more likely the sale

They know nothing or
very little about you

They know something
about you but may not be
a customer

HOT

They know, like and trust
you and are probably
customers



Personality, shareable content, cross promotion with
businesses

ENGAGE
Ask gquestions, interact with answers, appeal to their emotions,
share great imagery, behind the scenes.

NURTURE
Prime them for a sale -testimonials, what offers are coming

Ask for the sale



Attract & Convert

Tag 2 Pizza friends to win
a free pizza kit...



Attract - Grid on Instagram



Engage -
Product stories and imagery



Engage - Questions



Engage - Live event



Nurture



Convert - Offers for occasions



Convert -
Collaborations



Don’t forget your blog content



And.....

Share your passion
not your content



Ciaran Fitzgerald

Blue Haven
Kinsale

Clare Nash

Nash 19
Cork

Garry & Mairead Anderson

Boathouse & Shack
Donegal



Driving more traffic (SEO)

Create content around what people are
searching for now (Ubersuggest)

Find the pages with the most traffic and
add a link to your landing page if
relevant



Important Tool — Yoast SEO plugin



Optimise Results




1. Simple....is the best



2. Building an email list is like saving

"The first order came in 2 minutes
after | sent the newsletter out and

they have been trickling in nicely all
day!”



Join a club not a newsletter...



A good incentive to sign up...



@ Thank you for signing up for offers, here’s an
offer.

Didn't take me up, here’s some info and an
offer.

@ Still didn’t take me up on the offer? You're on
my newsletter.



4. Scale up with ads

Cost per click 200 20 10
€0.75 visitors Shoppers Customers

Thanks for

Facebook Booking

Ad

GOAL

iSs achieved



Facebook ad example

e = Total Sales = 10
------------ = Profit on sales = 10x €/5 = €/50
o Cost of ads = 0.75 % 200 = €150

e w Nt profit — €600



Advertising is for
scaling up an offer that works
not promoting an offer that doesn’t



5. Shipping incentives generates sales



6. Scarcity generates sales

~ 2\

IIV\'A
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Early bird offer
Limited to X bookings
Only X left

24 hour offer

Filling up fast

Countdown



7. Track resuits - Add eCommerce Tracking



Olivia Collins

« MD of Food PR and Communications and sister agency Food Social, providing
consultancy to a wide range of hospitality clients and groups across Ireland.

« Qlivia has over 20 years’ experience providing creative and effective
Communications strategies and leadership.

« Works with Michelin starred restaurants, award winning venues, high profile
chefs and quality artisan producers become national brands and household
names.

« Communications manager for the award-winning international food symposium
Food On The Edge.

Featured

Industry = Salty Buoy
Peers




What you will learn
today

v How to secure media coverage
v How to write for media

v The importance of imagery

v' Communicating with media

v How to use Social Media in your PR efforts




Key Topics

“ PR Tools
O Press Release and Notes To Editor
O Photography
O Press Drop

" Media and Social Media



Case Study: Jump Juice

All Jump Juice Bars currently closed.
Many remained closed for months in
2020 as they were situated in shopping
centres.

Launched Jump Juice Direct in
November 2020. An online ordering
and delivery service of fresh juices to
your door.

Launched a Subscription Service in
December in time for New Years
‘health kick’

February 2021 will be targeting
corporate audience through a trade-
focused campaign.
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"Trading for over 18 years in the quick-service food and
beverage space we had become used to a local
promotional formula that worked.

After a recent pivot into bottled cold-pressed juices and
smoothies direct to consumers we realised quickly we
needed to do things differently and national PR had
to become an integral part of our communications
strategy".

"We are now months ahead of our own projections. On
top of that the coverage has managed to open doors
we did not expect would open." Charlie Scanlan, Feb,
2021



Niall Sabongi
The Salty Buoy
Dublin



Building a PR Campaign: The Tools

. Press release
. Imagery

Press Drops

Social Media



Press Release

Writing for Media




Tips for writing a compelling press release :

" Write a Press Release when you have news

" Start by writing up the basic information you want to articulate - the what / the who / the how
" In the context of your press release ask Why?

" Stick to the facts. Information cannot be subjective and must be factual.

® Avoid superlatives such as, amazing, delicious, exquisite, wonderful, best, innovation etc. Think
like a journalist and not a marketer

" If you want to use marketing pitches, do it in the quote

% Date your press release

" If embargoed state this clearly

" Title and save the file appropriately. Press Release + abbreviated title:

" Save and send via email as a PDF attachment



International National




Photography

The importance of
Imagery In PR




Tips on Photography

" Strong image, weak story better than strong story and
weak image

" Press Release Image Header

% (Choose your photographer wisely - product or press

" No more than 3 people to appear in photos

" Use people when suitable - particularly in food

® Do a variety of PR shots and Product shots

" Set out list of photos you want in advance (Photo Brief)

" Ask for portrait and landscape options






Press Drops

Sending Samples
to Press




" Decide how many to gift

" Give advance notice of intent plus the date delivery can
be expected

" Request best delivery address

" Give yourself plenty of time between requesting address
and date of delivery

" Decide what note you will be placing with media drop.

" Always include social media handle which will encourage
them to thank you online.

" Optional but effective include copy of your press
release.

% Ideally try to sure they land at the same time






Twitter and Media









Downloads

. Press Release Template

. Photography Template

Taking Food or Product Images
on your phone tip sheet




Thank you

@MissFoodPR




Food Writers Panel

Olivia Collins
Host

Orlagh O’Brien
Live Visual Scribber

Aoife Carrigy

Freelance Food Journalist, Author and Editor,
Wine Columnist at The Irish Independent

Ali Dunworth

Food writer & Irish Times journalist

Gillian Nelis

Managing Editor, Sunday Business Post
Editor of Food & Wine






Communication

Platforms




Sign up to hear about opportunities to
promote your business overseas

Register on the Industry Opportunity site to:
* Receive alerts for new opportunities
» Select the markets that you are interested in

* Choose the activity type (digital marketing, trade
activities, publicity)




How to get involved

1. Tell us your most unique feature
150 words or less, share any quirky facts, what makes your business unique

2. Share some visuals
4 photos that help tell your unique story

Illustrate how it is made, showcase the product in a uniqgue background, owners crafting the
product etc.

3. Your Social media channel
Facebook, Twitter & Instagram so that we can tag you for posting

4. Lead contact
Kindly share with us the names of who owns the business

Send your content to FillYourHeartWithreland@tourismireland.com



mailto:FYHWI@tourismireland.com

Food With A View Content Series



www.tourismireland.com/Zindustryopportunities.com

FillYourHeartWithlreland@tourismireland.com



WORKING WITH FAILTE IRELAND




Failte Ireland Trade Portal

O

The Trade Portal is
Failte Ireland’s online
self-service portal.



Failte Ireland Trade Portal

O Once you sign up or log in to the Trade

Portal, you will be able to access and sign
up for many FI resources, including:

Listings of B2B Trade Events (international and
domestic), and details of any supports Failte
Ireland offer to attend these

Funding Application Forms

Applications and Renewals for Failte Ireland
Quality Assurance Framework

The Covid-19 Safety Charter Application Form
Sign up forms for Training Courses

You will also be able to update your business profile
so that we always have the most up-to-date contact
details for you and your staff.



Covid
Support Hub

For more details visit: Or email us at: ,
covid19 failteireland.ie/business-supports/ business.supports@failteireland.ie



mailto:business.supports@failteireland.ie

Discover Ireland Website

® Discoverlreland.ie has been newly redesigned to and
was launched July 2020..

" It's free to get a listing on Discoverlreland.ie - key Call
to Action for domestic marketing campaign.

® If you already have a listing, make sure that it is
accurate and has up-to-date imagery and content

" These listings also feed into Ireland.com website,

which targets the overseas market. https://failteireland.ie/qget-listed.aspx

Follow the links on this page as shown above



https://failteireland.ie/get-listed.aspx

Failte Ireland Newsletter

" Make sure that you don’t miss o

out on the latest updates from
Failte Ireland by signing up to
our Industry newsletter.

® You will find a link to sign up
for the newsletter on the
Tourism News page of the
Failte Ireland website.

® QOur regular ezines and
newsletters will keep you
informed on the latest industry
news, insights, business
supports relevant for your
business



Breakfast Innovation Toolkit

8 Module -
Step by Step Guide

Supporting Tools

Top Tips Labour & Food Cost Sustainability Ready to Go Easy to use

calculators & user Handy Hints Checklists templates
video guides

Modules

Innovating breakfast for a new era
The changing landscape
Reengineering your breakfast menu

Upselling and customer
communications

Driving lean production
Driving lean service

SOPs. Training. Staff
communications.

Measuring impact and the bottom
line



Inside Food - Podcast

= 30-minute Bite Size Tips & Practical Advice

= Interview style
Moderator, Industry Practitioner and Subject Matter Expert

= Launching 15t Week in March - weekly for 7 weeks

Failte Ireland - Inside Food
Podcast Series

® Consumer Trends Shaping Eating Out
® Innovating Menu Engineering for Profit
" A fresh look at Food Costs

" Tracking Labour Cost & Food Waste

" Driving Sales

® Show me the money - data analysis for
business decisions

® Technology Innovation - enhancing
performance



National Food Tourism E-commerce \Webinar

Thank You




