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Special events, such as sporting events or fun 
holidays, provide an opportunity for additional 
business.  Capture some of  that additional 
market share by participating in these events with 
special promotions, contests, prizes, etc.  Here is 
a list of  upcoming events, and some strategies to 
drive additional sales.

Super Bowl - February 4, 2018:  
Super Bowl is a huge day for 
pizzerias.  Everyone is looking 
for something to take home 
and share while the game is 
on. Create a special Super 
Bowl take-home-meal,   
including a pizza (possibly one signature pie, and 
one healthy option), wings, mozzarella sticks, and 
drink.  Write a half  price appetizer promotion in 
your store, and rent a projector and screen to 
show the game.  Paint on your window, “Super 
Bowl Party Here”.  Charge a single price for a 
large pie and discounts on beers during the game.

Valentine’s Day – February 14th, 2018:  Although 
you might not be able to offer a candlelit table for 
two, you can certainly draw some additional sales.  
Offer a ‘for someone special package’ that 
includes dinner, flowers and a bottle of  cham-
pagne.  As most customers are still price sensitive, 
customers will be looking for alternatives to the 
traditional prix fix menu.
St. Patrick’s Day – March 17th, 2018:  People will 
flock to the streets on St. Patties day, and next 
year is no exception since it’s a Saturday.  Depend-
ing on your location, rent a tent and some heaters 
and create an outdoor beer garden for customers.   
Add a special St. Patties day pizza shaped as a 
clover, with Pesto rather than traditional pizza 
sauce.  And the typical favorite – green beer.
March Madness – March 11 – April 2, 2018: 
Another great opportunity for increased sales.  
The tournaments bracket is a perfect place for a 
contest and prizes.  Another option is to have 
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Taking Advantage of
Upcoming Events

By Daniel Thor, Bellissimo Foods

Time to Reset!
By Peter Thor, President, Bellissimo Foods

Don’t know about you, but I’m glad 2017 is over. This past year has been, shall we 
say, INTERESTING! A whole lot going on both locally and nationally, and not all 
good, so we’re glad it’s over.  It’s time to rest and refresh our thinking on business 
issues and opportunities for 2018.  Turning the crank day after day can almost be 
mind-numbing, and sometimes we all need to step back and put what is important 
ahead of  what is urgent.

Some interesting articles recently have suggested the value of  an annual “tune-up” 
which, as the name implies, suggests that we recalibrate our activities to be more 
effective (and happier!).  The pizza restaurant business is a fast paced but basic 
business where quality and consistency are everything.  For many of  us, we can 
relate that to our business motivation and think about business operations, person-
nel, customer satisfaction, and marketing. Each of  these key facets to business must 
be aligned to be effective.  

One of  the great things about foodservice is that it is still a people business. There 
is an “art” as well as a “science” to what we collectively deliver as an industry. One 
of  the great challenges going forward will be how to incorporate technology and 
enhance the consumer experience without sacrificing what makes “going out to 
eat” special. Embracing technology for more efficient ordering and customer 
communication is now almost a requirement. Incorporating technology to improve 
quality, consistency, and food safety should be on your list to investigate in 2018. 

Whether you’re in the restaurant, distribution, or production side of  our business, 
2017 was a year of  change.  Noted are the big and small acquisitions of  food 
producers by larger companies, as well as the consolidating structure of  the broker-
age and distribution businesses. We see this as a danger to the independent operator 
and family owned businesses. Larger organizations are inherently better equipped 
to comply with and pay for complex regulations. But many consumers appreciate 
and will pay for better quality, noting that natural, organic, and locally sourced are 
especially popular.  

Back to the idea of  focusing on the important, let’s start with reviewing every 
department and team member to ensure that all objectives and incentives are 
aligned. The “alignment of  interests” and “alignment of  objectives” are fundamen-
tal to the success of  any business, yet are often ignored. There are numerous 
examples of  business failures due to the “silo” effect of  one department becoming 
dominant and pursuing objectives that ultimately turn out to be disastrous for the 

company.  Think of  Well Fargo Bank, a 100+ year old bank whose reputation, 
growth prospects, and profitability were destroyed by over-aggressive sales target 
pressures, leading to creating millions of  fraudulent accounts. In our industry, the 
near catastrophic result for a pepperoni producer which promised sales beyond 
capacity, sacrificing quality for volume, and as a result losing many longtime 
customers. We could cite more examples, but the point is that every business must 
identify its (1) core competencies, and (2) key objectives.  Both must be concise and 
able to be communicated and understood by all team members.

Start 2018 by making a real effort to connect better with your staff  and co-workers.  
Try to learn from them about details in your operation and customers you didn’t 
know about. Share information with them about how the business is going, trend-
ing, performing from your perspective and you’ll be surprised by their interest. 
Comments by some operators who’ve had to go through tough times have said that 
“opening up” to their employees and sharing information proved a turning point 
and created the team atmosphere they were looking for. In addition to simply 
communicating more often, review training procedures and consider giving more 
leadership roles and responsibility.  In addition to empowering those individuals, 
you may be surprised to find you can refocus your efforts in other areas needing 
attention.

“Operations” are the heart of  every business, because without a smoothly operat-
ing kitchen and consistent quality, a restaurant cannot survive. Having both the 
front and back of  the house on the same team and pulling the same direction is key 
to this success. Educating all employees about food quality and what makes your 
menu special will return many dividends in the form of  employee morale, new 
ingredient and menu ideas, and customer up-selling through a knowledgeable wait 
staff. 

Commit to two easy to manage marketing commitments this year. The first is to 
create a new promotion for each quarter of  the year.  Be creative and try something 
new. They do not have to be elaborate, just creative that fits with the personality of  
your restaurant.  Maybe it’s a “sports” theme, or a “giving back” theme, or a some-
thing to support the local community. Whatever it is, find ways to get the word out 
via the local paper, radio, and social media.

The second commitment is to get personally involved in one new community based 
activity, something you’ve not been previously associated with.  Perhaps it is the 
local school sports league or adult league. Alternatively you could support one of  
many local charity foundations, golf  tournaments, or church based fundraising 
efforts.  All of  the above will not only generate good will for the business, but intro-
duce new friends and energy. Don’t forget your partner Bellissimo distributor who 
also lives in your community and can be a valuable resource.  Good luck!
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C RNER
Chef ’s

Q: How do I get a crisper crust?

A: Crispiness of crust can be affected 
by the type of flour, dough formula-
tion, toppings and style of oven. Stiff 
dough can produce a dense, chewy 
crust. Adding more water to the for-
mula will open up the dough when 
baking, creating tiny air cells that 
lighten the crust and allow it to bake 
completely, producing a
lighter, crispier texture.

Source:
General Mills
Doughminator team
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UPSELLING & CROSS SELLING
BY: DANIEL THOR 

Valentine’s Day – February 14th, 2018:  Although you 
might not be able to offer a candlelit 

table for two, you can 
certainly draw some 

additional sales.  Offer a ‘for 
someone special package’ that 
includes dinner, flowers and a 

bottle of  champagne.  As most 
customers are still price sensitive, 

customers will be looking for alterna-
tives to the traditional prix fix menu.

St. Patrick's Day – March 17th, 2018:  
People will flock to the streets 
on St. Patty’s day, and next year 
is no exception since it’s a Satur-
day.  Depending on your location, 
rent a tent and some heaters and 
create an outdoor beer garden for 
customers.   Add a special St. Patty’s 
day pizza shaped as a clover, with 
Pesto rather than traditional pizza 
sauce.  And the typical favorite – 
green beer.

March Madness – March 11 – April 2, 2018: Another great    
 opportunity for increased sales.  The tournaments 

bracket is a perfect place for a contest and prizes.  
Another option is to have different 

coupons for different weeks of  the 
tournament.  An example of  this 

would be during Sweet 16 round, 
for any order of  10 wings, get 6 
free.  Base your choice of  promo-
tions on your customer segment, 

and your current strengths.  Don’t be 
afraid to try something new, and 

remember to get your staff  involved and   
 excited.  If  you need additional products, or 
new ideas, please contact your local Bellissimo distributor.  

Today’s business climate calls for a strategy to increase sales and 
profits. One of  the best ways to gain sales and profits is to 
increase the size of  the customer order. It is easier to get the 
customer placing an order to increase the size of  his order than 
to find a new customer. Up Selling and Cross Selling are useful 
tools. Up Selling involves getting the customer to buy a larger 
pizza, add toppings, etc. Cross Selling involves adding items to 
the order.

Up Selling Options
A key to Up Selling is the selling message.  No matter what kind 
of  additional item, size, feature you are trying to sell the 
customer Be specific in your message. Don’t just ask if  they want 
to order a larger size but “Would you like to order a medium 
pizza. Usually it’s $3.00 more but tonight it is only $2.00?”, 
“Would you like to add pepperoni or sausage to your order 
tonight?” Suggestive selling is as effective as discounting. 
Remember that adding additional toppings will usually add 
straight to your bottom line. For example, selling extra cheese for 
$1.00 might only cost you $.25.  That $.75 difference goes 
straight to profits.

Cross Selling Options
The Cross-Selling strategy is like Upselling. Being proactive with 
a loose script might make Cross Selling easier, but any kind of  
planning is a must.  A simple offer is very effective. “Would you 
like to add an order of  chicken wings?” may be all it takes to get 
that additional sale. People like suggestions.  Think about what 
you currently offer and also what other items you might add that 
are simple to handle and have a good perception of  value from 
customers. Try having a go-to Cross Sell option from each 
category: beverages, appetizers/starters, main dish items, side 
dishes and desserts.

An effective Up Selling or Cross Selling program requires a plan. 
Your plan should be simple, detailed and incorporate both Up 
Selling and Cross Selling. The same techniques apply to Delivery 
and Carry Out, Counter Service, or Table service. See next 
month’s issue for suggestions on how to build your plan.

These wings make an 
excellent appetizer, party 
plate or entree items, just 
don't forget the blue cheese 
or ranch. 
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company.  Think of  Well Fargo Bank, a 100+ year old bank 
whose reputation, growth prospects, and profitability were 
destroyed by over-aggressive sales target pressures, leading to 
creating millions of  fraudulent accounts. In our industry, the 
near catastrophic result for a pepperoni producer which prom-
ised sales beyond capacity, sacrificing quality for volume, and as 
a result losing many longtime customers. We could cite more 
examples, but the point is that every business must identify its 
(1) core competencies, and (2) key objectives.  Both must be 
concise and able to be communicated and understood by all 
team members.

Start 2018 by making a real effort to connect better with your 
staff  and co-workers.  Try to learn from them about details in 
your operation and customers you didn’t know about. Share 
information with them about how the business is going, trend-
ing, performing from your perspective and you’ll be surprised 
by their interest. Comments by some operators who’ve had to 
go through tough times have said that “opening up” to their 
employees and sharing information proved a turning point and 
created the team atmosphere they were looking for. In addition 
to simply communicating more often, review training proce-
dures and consider giving more leadership roles and responsi-
bility.  In addition to empowering those individuals, you may be 
surprised to find you can refocus your efforts in other areas 
needing attention.

“Operations” are the heart of  every business, because without 
a smoothly operating kitchen and consistent quality, a restau-
rant cannot survive. Having both the front and back of  the 
house on the same team and pulling the same direction is key 
to this success. Educating all employees about food quality and 
what makes your menu special will return many dividends in 
the form of  employee morale, new ingredient and menu ideas, 
and customer up-selling through a knowledgeable wait staff. 

Commit to two easy to manage marketing commitments this 
year. The first is to create a new promotion for each quarter of  
the year.  Be creative and try something new. They do not have 
to be elaborate, just creative that fits with the personality of  
your restaurant.  Maybe it’s a “sports” theme, or a “giving back” 
theme, or a something to support the local community. What-
ever it is, find ways to get the word out via the local paper, 
radio, and social media.

The second commitment is to get personally involved in one 
new community based activity, something you’ve not been 
previously associated with.  Perhaps it is the local school sports 
league or adult league. Alternatively you could support one of  
many local charity foundations, golf  tournaments, or church 
based fundraising efforts.  All of  the above will not only gener-
ate good will for the business, but introduce new friends and 
energy. Don’t forget your partner Bellissimo distributor who 
also lives in your community and can be a valuable resource.  
Good luck!

Talk to your distributor about CUSTOM BLENDING your ingredients, 
to achieve CONSISTENTLY superior, flavorful results each and every time.

1-800-ALLSPICE
www.allseasonings.com

For all your SPICE 
and INGREDIENT needs.
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