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ABSTRACT

This thesis offers an insight of a communication strategy analysis with a further spotlight
on a corporate image as a tool of meeting strategic goals of a small catering business Os-
teria Restaurants — the Bull, in the City of London. The theoretical part explains several
empirical terms related to the image itself while the practical part analyses corporate iden-
tity and image in reality as it is seen by the major target segments. The goal of this gradua-
tion thesis is to analyze the market position of hospitality operation, the Bull, within its
target group, apply quantitative as well as qualitative survey (focus group), and deliver a
communication improvement proposal directed to establish a long term customer relation-

ship and revenue increase.

Keywords:

Corporate Image, Corporate Identity, Corporate Culture, Corporate Design, Corporate
Communication, Factors of Imagery, Aesthetics Impact, Focus Group, Qualitative &
Quantitative Survey, Mission Statement, Vision, Communication Mix, Competitive Ad-

vantage, SWOT Analysis
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INTRODUCTION

On the global markets, the necessity of adding a value to products or services is being con-
stantly emphasized. Building a positive corporate image is definitely an asset how to reach
today’s demanding customers. However, this communication weapon has practically sev-
eral ways of utilization and understanding by various executives. While multinational en-
terprises focus mainly on a global approach by highly standardized offer, the others focus
with their communication activities on creation of positive image and goodwill by assem-
bling long term relationship with stakeholders. This can be applied especially on small and
middle sized companies and family businesses whose main goal is the establishment of

loyal client base rather than economy of scale.

Firstly the two main terms, corporate image and corporate identity, are thoroughly exam-
ined. The aim of the thesis is to perform a research on how such market position could be
developed, maintained and boosted up by analyzing a small family company like Osteria
Restaurants, hospitality operation — the Bull, in particular. The extended analysis should
reveal the level corporate image and it’s position formed so far by applying related theories
and surveys. According to the identified competitive advantage, improvements tender for

the communication activities in following time periods are delivered.
Main hypothesis:

1/ There are some clashes between the way a company The Bull aims to be seen — the cor-

porate identity is being directed, and the way it is actually seen by its stakeholders.

2/ However, the sustainable and strong corporate image developed throughout the years, is

rather positive. The communication efforts have contributed to overall reinforcement.
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I. THEORETICAL PART



UTB in Zlin, Faculty of Multimedia Communications 11

1 IMAGE

This chapter is devoted to the term image by collecting several titles concerned with this
question. Various author’s points of view are introduced, furthermore the aspects and the
role of image are revealed. The main attempt is to find the link between the corporate im-

age and overall communication strategy of a corporation.

1.1 Definition of Corporate Image

Image literally means the level of reputation and an overall picture a company has been
able to create in the eyes of public, competition, end-customers and other subjects in-
volved. It is the sum of activities linked with corporate culture, corporate identity and de-

sign, delivered by company’s communication.

According to Philip Kotler, image represents a set of opinions, thoughts and impressions,
which one creates about a firm or a product. Attitudes and acts of humans have connection

with image of the firm or product. (KOTLER, p.262)

Corporate image is the eye of the receiver. It is simply the picture that an audience has of
an organization through the accumulation of all received messages. It is determined by all

company’s actions. (IND, p.8)
It is wrong to assume that the company communicates only when it wants.

Image is powerful. It helps to determine how a person will behave towards a company.
How that company is perceived: as weak or strong, open or devious, warm or cold, rigid or

flexible, etc. (BERNSTEIN, p.11)

Identity is like the sun. It radiates energy from a solid mass. Image, on the other hand, is
like a balloon: it is all surface and spends too much time avoiding pricks.” (SELAME &
SELAME, p.157)

Image can never be more important than the brand. But the brand may be nothing without

its image — and can never be divorced from it. (OGILVY, p.117)

By image is understood a notion, which every individual generates about a company, either
based on personal experience or mainly based on messages and information gained from

the others or media. (FORET, p.63)
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Corporate image is the combined impact of made on an observer by all of a corporation’s
planned and unplanned visual and verbal communications as well as by outside influences.

(GREGORY & WIECHMAN, p.2)

When a customer regards your company as a good community player, honorable em-
ployee, an innovator or added value creator, then your outgrowth is trusted, you have

achieved a successive level of image. (GREGORY & WIECHMAN, p.3)

1.2 Corporate Identity & Corporate Image

An organisation’s identity is its sense of self — much like our own individual sense of iden-
tity. Consequently, it is unique. Identity is formed by an organisation’s history, its beliefs
and philosophy, the nature of its technology, its ownership, its people, the personality of its
leaders, its ethical and cultural values and its strategies. It is core of an organisation’s exis-

tence. (IND, p.11)

Corporate identity is a planned assembly of visual cues by which the audience can recog-
nize the company and discriminate one company from another and which may be used to

represent of symbolize the company. (BERNSTEIN, p.156)

Every organisation is unique, and the identity must spring from the organization’s own

roots, its personality, its strengths and weaknesses. (OLINS, p.29)

According to Gregory and Wiechman, the basic components of Corporate Identity in a
firm are name and logo — a planned form of visual signs which are used to communicate
via business cards, point of purchase materials, signs, cars, collateral materials or in adver-
tising. Corporate Identity expresses the way a corporation sees itself and such a way con-

tributes to affect the general image. (GREGORY & WIECHMAN, p.16)

The integration of the two components is essential to sustain credibility in changing envi-
ronment. In general external image contributes to gain a long term relationship with cus-
tomers, investors, suppliers and other stakeholders while internal identity boosts em-
ployee’s loyalty. And the visual statement is one of the strongest weapons in a company’s
image management; therefore Corporate Image is recognized to be a beneficent marketing

tool.
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Flexibility
Decentralized communication networks
Internal communication External
communication
(Identity) (Image)
Control

Centralized communication structures

Fig. 1 Competing values framework for corporate communication dimentional qualities

source: MAWRICK, N., & FILL, C. (5. June 1995). Towards a framework for managing
corporate identity. European Journal of Marketing . Vol.31, No.5/6, p.396-409

As obvious from the figure above, Corporate Identity and Corporate Image are highly in-
terrelated. Identity signifies the company’s presentation itself and that is reflected into the
image, a way an entity is perceived by its stakeholders in order to distinguish itself from
the others. “Corporate identity is like a DNA blueprint, which is unique to that particular
organization” (BELASEN, 2008)

1.3 Image as a Communication Tool — Factors of Imagery

Recently the importance of the term image has been emphasized within marketing com-
munications and has become a base of contemporary communication strategies either of
global brands or medium sized and small enterprises. The promotional campaign can be set
up in addition to the image level that has been created, as well as launched to create com-
pletely new image. As mentioned before, there are several intangible factors that can not be
really influenced by marketers, nevertheless there is a vast number of elements which can

be followed in order to boost the picture of an entity in the eyes of stakeholders.

1.3.1 Brand Name

Corporate brand name is a core pattern for image awareness creation. Customers make

associations with the product, service or company accordingly.

Added value in terms of brand image is one of the most superior objectives to be reached

by an entrepreneur. Building brand equity is a long process related to the functional prop-
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erties as well as positive experience, identifying oneself with the group of users, beliefs in
its effectiveness or simply the way the brand looks like. Such benefits can be gained and
boosted by suitable communication and advertising. As a result, the brand loyalty is
reached — a consumer’s positive attitude towards the corporate brand which can be easily

measured by records of purchasing behavior. (JONES, 1999)

Important patterns which determine brand are the name and graphic mode. According to
Aaker and Biel, 1993, brand image is driven by brand equity. “Brand equity stands for a
financial concept associated with the valuation placed on a brand.” (AAKER & BIEL,
1993) As a bunch of associations connected with the brand can be then described the im-
age. These attributes can be hard and soft. Within a hard association fall for instance: pre-
mium prices, user friendliness, taste and design. By soft — emotional attributes is meant
e.g. trustworthiness, excitement, masculinity, dullness etc. (AAKER & BIEL, 1993) The
authors further claim image can be divided into three basic components — subimages; (a)

corporate image; (b) image of the user; (c) image of the product or service.

Brand name, corporate identity and corporate image are again strongly interrelated con-

cepts.

1.3.2 Corporate Identity

“An organization’s mind identity is the set of values and philosophies that are believed by

everybody in the corporation.” (BELASEN, 2008)

Corporate identity is organization’s ,,self image* and it is a core tool which contributes to

drive communication strategy and by that the external image.
e Corporate Culture

Outlines the shared values and beliefs within the business. Part of corporate culture is de-

termination of goal, mission statement and the organization’s vision.

Obviously the most motivated person within a company is the owner. To get the employ-
ees more involved and attached to the values and norms of the enterprise, the leader should
create an inspiring environment. Self-respect, creativity and confidence are the terms sig-

nificant for the culture of inspirational leadership.
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Inspiring
Vision

A R

Relentless Shared Inspirational
Innovations Values Leadership

Inspirational
Environment

Fig. 2 Inspirational Leadership Model
source: KOTELNIKOV, retrieved April 4, 2010, from 1000ventures.com:

http://1000ventures.com/business_guide/crosscuttings/leadership_inspirational.html

¢ (Corporate Communication

Is the process that translates corporate identity into corporate image, then it has to be
communicated to employees, shareholders and customers alike. Without communication
the values and strategies will not have any sense of identity. It includes everything com-
pany does from the way telephones are answered to the way product brochures are pre-

sented. CC must be consistent and work together — integrated. (IND, p.15)
e Logo

A significant part of company means of communication with corporate audience is logo. A
design system which has important role of creating the visual statement which determines
what the company stands for. It has limited importance (significance), because the cultural

background of the audience will determine the interpretation. (IND, p.16)
e (Corporate Design

The view of design is more than just concerned with aesthetics, it is a marketing tool.

(IND, 1990) When the identity is used via design, the purpose is commercial, to make
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greater profit out of what they do in the short term. The visual style can also add value.

(OLINS, p.32)

©)

©)

It can define the type of company and what it does

Indicate the style of company

Differentiate a company from its competitors

Convey the logic of the corporate structure by emphasizing one element at the
expense of another

Communicate the change (IND, p.17)

Design system consists of four elements:

o

)

)

Names

Graphics

Slogans

Language

COMPANY
2
COMPANY
22
COMPANY
Your Country, Your CRy. Your Streol 123,
Phone: 123 23 34 45, Fac 122 33 22 22

Fig.3 Example of Unified Visual Style in
Graphic Manual

source: http://www.templateknowledgebase.com/sample templates/corporate station-

ary/pr_sampleView.htm
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Names should not be changed, it takes so much time and money to establish new corporate
name. Graphic systems can convey a consistent corporate style. Slogans do not always

travel well but they can act as rallying exclamation.

Language is much part of corporate design, aims to convey positioning among the audi-

ence by using technical language or jargon in the corporate literature.

People, a part of the corporate personality, also play a considerable role in the company.
People make impression, people pass messages — negative communication, choice of

words, appearance. (BERNSTEIN, p.160)

Word of Mouth, alias orally spread reputation is one of the most powerful communication
tools, therefore often the most expensive, regarding the made effort. The communication
tool is a satisfied customer. Firms, which cares about customers might save some assets
that would be otherwise invested in promotional campaign. It is also important, to bear in
mind that even dissatisfied client communicates with others and the level of the influence

is vaster than in the case of the satisfied one.

As an effective strategy is considered intentional influence of such people, that may have a
key significance on target market and are able to pass the message to the others more effi-

ciently than the firm itself. Such a process can be considered as a public relation oriented

strategy. (JAKUBIKOVA, 2008)

1.3.3 Public Relations

Is the most influential communication tools when it comes to image reinforcement. By
building a sustainable relationship with public, employees, press, community, customers,
investors etc. companies gain an impression of being an ethically concerned entity. In
terms of small and middle sized family businesses, the importance of the two the relation-
ship base of a sufficient end customer plus base is being emphasized in order to gain a

strong corporate image.

1.3.4 Direct Response

Direct mail can contribute to the positive perception of an organization; however it may
also evoke negative impression by urging the respondent to an action (fill in a coupon,

sign, give personal details etc.).
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1.3.5 Sales Promotion

This communication tool may have a negative impact on the company reputation, mainly
as a result of constant utilization of price discounts and other incentives which induce
lower quality notion. However a witty and creative way of sales promotion can boost the

image, thus customer relationship. (AAKER & BIEL, 1993)

1.4 Managing Image & Identity

What determines image? Why is the management of Corporate Image and Identity so

crutiall? Mawrick and Fill argue that there are the following main influential factors:

® Need to differentiate because of increased competitive activity and rivalry

e Shortening of product life-cycles

¢ (De)merger and diversification/consolidation activities

¢ High rates of media cost inflation

e Redefinition of marketing in terms of developing/maintaining relationships
¢ Increasing recognition of the value of integrated marketing communications
® Finer approaches to segmentation

¢ Increased incidence of crisis situations impacting on organizations

(MAWRICK & FILL, p.396-409)

1.4.1 Atributes of Image & Identity Management

As mentioned earlier, image is the way an enterprise is viewed by all its stakeholders.
Mawrick and Fill further claim that it is almost impossible that all, either customers, sup-
pliers, investors or competitors perceive a company with the same approach. Therefore
managing the identity is a vital issue within the corporate image building. It contains cor-

porate image, reputation and personality management.
e Corporate Reputation

This term is often convertible with corporate image itself; however image is rather the way
of perception while reputation is, more of an evaluation, a collective judgment of a firm.

(MAWRICK & FILL, p.396-409)
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,Reputations are more durable than images and may represent a relatively consistent store
of goodwill and support in favorable cases (positive reputations) or distrust and avoidance

in adverse situations (negative reputations).” (MAWRICK & FILL, p.396-409)
e Corporate Personality

Mawrick and Fill’s second element of identity management is Corporate Personality; ,,the
total sum of the organization's characteristics from which the identity is generated.*
(MAWRICK & FILL, p.396-409) This includes behavioral and intellectual characteristics

of a company.
e Corporate Vision

The vision statement is a very first step when it comes to image creation management. It
outlines a goal of an organization and specifies the common task for employees on the way
of reaching it. Corporate vision directs the company’s human resources to behave in a cer-
tain way. Corporate culture is then further developed and formal company policies as-

signed. An example of spoken vision statement could be:
“The Consumer is our boss, quality is our work and value for money is our goal.”
(DOWLING, p. 101 to 110)

e Customer Relationship Management

CRM is one of those included amongst the global trends of modern marketing. Such rela-
tionship are boosted not only by a number of benefits constantly brought to the end cus-
tomer, but also by a so called activity — customization. Either a firm focuses on a standard-
ized mass production with a very homogenous offer and marketing mix, or on the other
hand, its strategy could be specific for the delivery of products or services exactly by the

various tiny local segment needs.
e Segmentation

Various potential segments, principal, secondary or latent ones are vital to be untapped in
order to enable picturing an image of any company. The more the marketing mix is ad-
justed to peculiar demand the more the positive image outcome will be reinforced. Such a

kind of action is known as differentiated target marketing. (KINCL, 2004)



UTB in Zlin, Faculty of Multimedia Communications 20

Segmentation phases:

¢ Questioning
¢ Analysing
¢ Profiling

Several criteria are applied to identify, analyze and shape the prospective target segments,

e.g. geographical, demographical, behavioral, social -cultural, psycho-graphical etc.

Kiralova claims in her publication that there are kinds of standard criteria how to shape
different profiles of segments. According to her publication, some could be divided e.g.
from a psychological point of view into homogenous groups; careerist, pioneer, disciplined

or good neighbors.

Such segments need to fulfill these essential attributes; measurability, accessibility, copi-

ousness, striking power, stability, expediency, liquidity etc. (KIRALOVA, p.63)

Segmentation itself has three major phases; data gathering analysis, and profiling of the

possible target clusters.
e Staff

In service-oriented company, the employee performance, loyalty and motivation are one of

the core attributes of succeeding in image contraction. (AAKER & BIEL, 1993)
e Services marketing

The attention has risen in terms of marketing the services. Therefore the regular 4P market-
ing mix is extended with three additional components; customer service, people and proc-
esses. In order to build enduring and sustainable relationship, the importance of higher
level of customer service is emphasized. (PAYNE, p.2) People, in terms of production and
delivery of services have become inseparable element which relieves to gain competitive
advantage. Managing the process - the procedures, mechanisms, and routines - is a key

aspect of service quality uplift. (PAYNE, p.2)

The service product is “an overall concept of objects or processes which provide some va-
lue to customers, goods and services are subcategories which describe two types of prod-
uct. In fact customers are not buying goods or services — they are really buying specific

benefits and value from the total offering.” (PAYNE, p.221)
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A part of differentiation and communication the service product is branding. Adding value
in the services industry have become much more common than some 20 years ago.
(PAYNE, p.2) Pricing the service is also very important aspect of building the perception

of quality level and therefore image.

1.4.2 Image-Based Communication Campaign

The image creation or even image change is up to a certain level independent off corpora-
tion’s subjective efforts. However, there exist several theories engaged in inquiry of image

driven communication strategies.

Determining the objectives, defining the market segments, formulating the message, timing
of promotion, budgeting, media selection, evaluation of results are adjusted in addition to

the corporate identity.

The main goal of the image-based strategy is to build awareness, reinforce goodwill, in-
form and correct misleading information. Hence the choice of the audience must follow the
philosophy of the whole campaign and the targeting carried out with caution. While
launching a campaign with a new approach, the contracting authorities would rather bear in
mind that the message’s main task is to strengthen the reputation in order to assure the

message would no be confusing and disintegrated.

Before launching a campaign, a company’s first step to success is to implement a market-
ing research. The optimal solution is to apply both, quantitative as well as qualitative sur-
vey. That would help to profile the segments according to their demographic characteris-
tics together with analyzing their needs and preferences. Moreover, in depth interviews

such as focus group can facilitate to set together appropriate communication campaign.

The basic pattern of communication strategy founded on image is message. Such a mes-
sage has to differentiate the company from others, involve emotional sparkle as well as
practical information about the offer. Such a message can be buzzed either directly (via
actual quality of services and offer; customer’s satisfaction; employee’s behavior and per-
formance; equipment of the head office and the design of interior) or indirectly (via inte-

grated marketing communications).

Message must be related to the objectives and acceptable to the market segment. Attract
attention, generate interest or inform are the primary functions of messaging. Furthermore,

it is necessary that the message is passed to the customer within the product consumption.
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(SHEPHERD, p.15) The effect of message can be reinforced by compilation and utilization

of a catchy claim — slogan.

Image advertising is nowadays common marketing notion. This branch of advertising is
based on containing limited amount of text and highlighting the image — the picture. Such a
picture supposes to link the product with a certain lifestyle and values. The goal is to raise
attention and interest, influence buying behavior as well as brand awareness and familiar-
ity. In this case, more important is to promote product or service rather than its functional

features.

Public relations are “concerned with building up the image attempts to create a favorable
attitude in the minds of present and future customers, employees, and investors.* (SHEP-
HERD, p.21) Public relations help to shape public opinion, therefore the corporate image.
The public — either press, employee, customer, community, government, industry or inves-
tor relations etc. is influenced by means of PR. Publicity boosts the corporate image, and to
reach it, several tools like annual reports, media kits, newsletters, brochures, blogs or social
media are used. Positive reputation can be gained via involvement into sponsorship or
various corporate social responsibility actions, but can be as well damaged by uncontrolled

crisis communication.

The importance of people element in service promotion is highlighted. It is proved that
personal recommendation is one of the most valuable information in the decision making,
moreover people are very likely to share and spread experience with the service product
acquisition with the others. Negative experience then tent to have greater impact than the

positive ones. (PAYNE, p.221)

Sales Promotion is a fast way of boosting sales revenues. If overused, it can also cause
harm to the overall firm reputation. However in the accurate intensity sales promotion is a
perfect tool how to strengthen customer relationship. Means like price deals, loyal reward
programs, coupons, contests etc. contribute to maintain positive opinion about the corpora-

tion in the eyes of regular consumers.

Merchandising — “includes all activities to increase sales, that take place within the unit, eg

displays, sales by dining room staff” (SHEPHERD, p. 22)

In the personal sales and direct marketing the vast attention is paid to the way a corporation
presents itself causing the direct contact with the consumer happens. The way the business

letters, mails are designed, the way business partners and staff members appear, have a
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great impact on the level of perceived professionalism. It is important to keep the target
group regularly up-to-date via newsletters in order to create an impression of a caring ven-

dor.

1.4.3 Managing Company’s Aesthetic Impact

“From product design to office interiors, from corporate communications to architecture,
aesthetics permeates most aspects of an organization.” (SCHMITT, SIMONSON, &
MARCUS, vol.28, 1995) These terms of companies’ visual output are integrated to a
framework for a discipline called Corporate Aesthetics Management.
“The forms and shapes, the colors and materials, and the visual and auditory communica-
tions of an organization express its culture and values.” (SCHMITT, SIMONSON, &
MARCUS, vol.28, 1995) The visual impression of the company contributes to the general
picture the customer creates; therefore all the philosophy of an organization should be re-
flected in the corporate premises or places where the purchases are being made. The aes-
thetics in general falls within the corporate communication tools, therefore it should match
with the ideology promotion is done.
Corporate Aesthetics Management (CAM) is;

® systematic

e comprehensive

® strategic
Four Stages of CAM Framework

1. Situation Analysis

2. Designing the Aesthetics Strategy

3. Building the Collection of Design Elements

4. Aesthetics quality control

(SCHMITT, SIMONSON, & MARCUS, vol.28, 1995)
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Fig.4 4P of Aesthetics Management

source: SCHMITT, H., SIMONSON, A., & MARCUS, J. (10 1995).
Managing Corporate Image and. Long Range Planning Vol. 28, October 1995
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1.5 Spotlight on Company’s Image

To evaluate corporate image which has been created and suggest future communication
strategy, the firm is obliged to implement necessary marketing researches. To reach broad
information about what do the stakeholders think, it is useful to apply both, quantitative

and qualitative techniques.

“The systematic gathering, recording, and analyzing of data about problems relating to the
marketing of goods and services.” (CHISNALL, p.197) Might be also understood as col-
lection and evaluation of data in order to help suppliers to understand their customers bet-
ter. One of the most used methods for gathering primary data are questionnaires. Those
require careful planning and execution. *“ Questionnaire is a method of obtaining specific
information about defined problem so that the data, after analysis and interpretation, result

in a better appreciation of the problem” (CHISNALL, p.199)

Sample is a “number of units drown from a population and examined in some detail. This
information is considered then as applying to the whole universe.” (CHISNALL, p.201) It
is generally under the control, however, regarding the perfect image of population, some
distortions can occur. ESU — elementary sampling units - represent then the particular ele-
ment of sampled population, e.g. a kind of person, a kind of store, etc. Stratified - quota —
sample is specially designed group of people to be examined, while random type is exactly

the opposite. (CHISNALL, p.201)

1.5.1 Quantitative Research

This kind of survey research generates statistics while participating large scale of ques-
tioned in a short period of time. Most common technique of quantitative survey is applica-
tion of questionnaires. To make these tools very useful, their execution requires careful
attention. Designing and administration of a questionnaire research could be very time and

cost demanding.

There are two main types of questions, open and closed. Open questions provide data re-
flecting the respondent’s true opinions, offer an unbiased insight of researched problems
and sometimes can bring new ideas of resolutions. Their disadvantage is the time demand-
ing evaluation, because it is impossible to generate statistic data from them. On the top of

it, too many open questions in the questionnaire can tire the questioned.
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Closed questions are effective in terms of saving costs and time, acquired data easy to be

evaluated and questioned happy to fill them in.
The steps required to design and administer a questionnaire include:

Defining the Objectives of the survey
Determining the Sampling Group
Writing the Questionnaire

Administering the Questionnaire

s v =

Interpretation of the Results

1.5.2 Qualitative Research

“Qualitative research seeks deeper understanding of factors, sometimes covert, which in-
fluence buying decisions.” These exploratory, motivation, depth interviewing, attitude or
opinion researches now represent about 20 % of all researches applied in UK. (CHIS-

NALL, p.205)

Depth interview is one of the qualitative way in which the respondent is encouraged to talk
about the subject rather than to answer yes or no to specific questions. This free exchange
of ideas, beliefs and emotions helps to form general opinion of people sharing common

interests and responsibilities. (CHISNALL, p.206)

Qualitative researches are designed in such ways so they help gain deeper information
from stakeholders by using several observation and communication techniques. The
amount of respondents is usually much smaller than in quantitative research, but the con-
tact with them lasts longer. Within such methods fall interviews which can be classified as

informal, unstructured, semi-structured and structured.
Focus Group

Is a semi-structured interview qualitative research method, which provides sufficient in-
sight of what the respondents think. Focus group has been used since 1920 and in the mid-
dle of the last century it was first used for market research purposes. “Focus group is a use-
ful tool to gather the variety of beliefs, opinions, perceptions and attitudes of stakeholders.”
(CIINOGLU, 2007) In such a group usually 6 to 12 members with similar background

(teachers, students, etc.) usually interact and they should not debate longer than 2 hours.
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The whole procedure ought to take place in a cozy and private environment. Focus group is

a time and cost efficient way of gathering quite rich data on the given subject.

The whole group interview should start with an introduction of a discussed topic and some
easy questions to warm up the participants. Crucial is the role of moderator, who has to be
able to manage interaction within the group and needs to know perfectly the point in issue.
During the session is used pre-prepared question guide, however new questions related to
the debated ideas can occur as well. Therefore the moderator fulfils duty of coordinator,

psychologist, efficient speaker or empathic listener at once. (CINOGLU, 2007)

To analyze gathered data, a report should be drawn up right after the session containing
such information as time, place, size of the group, character of the participants. Then re-
searcher transcribes the recorded data and assesses the principal findings. (CINOGLU,

2007)
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II. PRACTICAL PART
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2 OSTERIA GASTRONOMIA

The practical part is devoted to the analysis of a hospitality operation, the Bull, a part of
Osteria Restaurants business in the very heart of London City. This chapter describes the
organisation profile, together with the corporate identity, culture and corporate communi-
cation. Means of marketing communication which are currently used are yet being ana-

lyzed.
2.1 Organization’s Profile

In 1999 the first Osteria restaurant opened its doors to fine dining and authentic Italian
cuisine in the City of London, within close proximity of Liverpool Street Station and major
metropolitan business area. Osteria Appenino was the first to be opened of four local ven-
tures by an experienced restaurateur, Roberto Dora. Roberto’s talent of creating a genuine
Mediterranean experience allowed Osteria Appenino to turn into one of the most visited

catering places in the City of London.

Later on, Roberto Dora decided to expand his business and open three other catering prem-
ises; The Bull, Osteria Adriatico and the latest one, Enoteca da Luca, which has been
opened this year. All places, together with 50 employees, have several things in common,
following the mission of the first, Osteria Appenino. However, each of them has its own

spirit, whereas the most distinct is perhaps The Bull’s.

The Bull, opened since 16" century, used to be a theater pub, bought by Dora in 2002, is a
restaurant/bar situated right opposite Osteria Appenino, Devonshire Row (just two minutes
away from Liverpool Street Station). This catering premise was launched with the aim to
complement the service of the actual Italian restaurant Appenino. The Bull offers menu
with seasonal dishes (typically English as well as Italian cuisine) in a relaxed but sophisti-
cated environment, with the late license to 12:30 in the evening. It is the perfect destination
for lunch with friends or drinks after a long day at work. The interior was adapted in the

spirit of classic London’s pub style. (Figure 6)

The Bull has always encountered success and been a crowded venue, however it has been

facing a massive decline in customers since 2008, the year of crisis.
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Fig.5 Sign Above the Door Entrance Fig.6 View of the Bar Front

2.2 Contemporary Corporate Identity

Main attributes of company’s identity like corporate culture, vision and mission statement,
corporate communication, imagery factors and company’s image management are being

outlined in this section of the thesis.

2.2.1 Corporate Culture

Everyone within the family business is conducted to follow certain values and norms
among which belong above all the personal, yet professional approach and care about the
customer. To employ such attitudes among every member of the workforce, Dora tries to
get his team excited about what they do and where they go. However, there is a lack of
motivation programs which would boost and evaluate employees’ efforts, strengthen the

loyalty and unify the vision of each individual.

Contemporary person in charge, the assistant manager Jenny Hansson, is bringing some

improvements to the venue in order to reinforce the team integrity and the sales.
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2.2.2 Goal/Vision

The goal of The Bull, and all four Osteria restaurants is to gain profit and build strong cor-
relation with all stakeholders involved. Furthermore, becoming one of the top visited
chains of restaurants within the business area of Central London belongs among the very

first career objectives to be achieved.

2.2.3 Mission

Being sufficiently profitable, becoming one of the best within the industry, and generating
enduring relationships while delivering authentic Italian dining experience, when place

customer’s desires at first and offer cozy and warm atmosphere.

To offer authentic Italian experience Roberto Dora sees the key of reaching the aspirations
mentioned above. That requires unquestionably a good business plan and strategic drive to

develop competitive advantage and positive corporate image.
2.3 Factors of Imagery

2.3.1 Brand Name

It is pretty ambiguous which name is meant to be used as the brand name, either Osteria or
The Bull. In some aspects Dora tries to integrate all four premises by giving them “Os-
teria” superior title, on the other hand The Bull is better known as a detached bar place.
The Italian word Osteria literally means a pub/bar — a catering place, while The Bull is an
indication for an animal, although it is a frequently used name for bars and pubs through-

out the entire England.
2.3.2 Corporate Identity

® (Corporate Communication & Design

Unfortunately the graphic manual still does not exist which is a vast disadvantage in terms

of corporate communication and overall corporate identity.
e Logo

A brand new logo — a head of a bull - was designed by ex manager in 2009. This, not really
professional draft, is used on some of the operational assets like the menu card and wine
list. However it is not displayed on many other corporate materials including the head let-

ters or the business card. (Figures 7, 8)
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Late Licence Till 12.30

4-5 Devonshire Row
London EC2M 4RG

E(

THE BUILL

t: 020 7655 4805
f: 020 7650 7794

www.osteriarestuarants.co.uk

THE BULL

Fig.8 Business Card

Fig.7 Wine List

e Graphics

As mentioned before, there is no graphics manual yet and only a limited number of promo-
tional materials which would offer practical information about the place as well as attrac-

tive pictures of interior and delicious dishes from the menu.
¢ Slogan

Neither The Bull nor any of Osteria Operations have developed any slogan or claim so far.



UTB in Zlin, Faculty of Multimedia Communications 33

Ry

THE BULIL

STARTERS AND L IGHT BITES SIDE O!LDERS

Soup of the day with garlic COOMROMS v i o' i v £5.00 Roasted potato wedges .............. R P L L |

Deep fricd Mozzarella, Mushroom and Aubergine Rocket, Parmesan and cherry tomato salad £3.50

coated in a mixed herb crumb with garlic mayo ..................£5.00 Carrots and French beans............. £3.50

Chicken Livers sautéed with oyster mushrooms Broccoli gratin with cheese sauce....................c..ccooneen. £3.50

and fried croutons in a Madeira gravy. = 1o £5.65

Stir fried Calamari with chilli, lime and sweet peppers........ £5.95 DESSERTS

Pan fried Scallops, wrapped in Parma ham

with roast cherry tomatoes and saffron sauce. ... EHEEL, ] £6.50 Sticky date pudding and toffee sauce . " . . £4.50
Chocolate soufflé with pistad\jc ice cream ¥ % ..£4.50

MAINS Tiramisu, ........... . £4.50
Apple strudel Wlth dnuhle cream (cnnlams nuta) . £4.50

Steak and pan fried onion Ciabatta with fries................... £8.50

Sausage and Mash with caramelised red onions and gravy ... £9.50 Al dishes are cooked on the premises and prepared to order. We try to provide

Aubergine and Ricotta layered bake the freshest and best quality produce. A discretionary 12.5% gratuity will be

in a sweet basil and tomato sauce.. ... SR 1L added to your bill.

Freshly made Fish Pie with a mash pmam crust ............ £9.95

Boned Corn-fed Chicken, with a creamy wild mushroom sauce

on a bed of long grain rice...... ..£10.75

Fresh Cod in crackling London Pnde harter and chlps .. £10.95
Slow roast Pork Belly with cabbage,

pancetta and caramelised apples............ 3 : +.£11.50
Freshly made Lobster Ravioli

in rich tomato and cream sauce ........ £ E12.75
8oz char-grilled Rump Steak served wnh chunky c}nps,

deep fried onion rings and red wine sauce ......... E12.75

The Bull, 4-6 Devonshire Row, London EC2M 4R Telephone 020 7655 4805

Fig.9 Menu Card

e Names

The Bull, corporate name has not been changed throughout centuries; therefore the image
has a strong base in this respect. Lately the word bull is related to the stock market mean-
ing increasing value of stocks, which has become useful since the majority of Bull custom-
ers actually works within finance. Metaphorical meaning of bull could therefore be the

word power.

Pizza menu actual for the evening service offers various kinds of a real Italian pizza and is
adjust to The Bull by giving pizzas bull attributes: The Big Bull, The Spicy Bull, The Bull

Special, Four Cows etc.

2.3.3 Public Relations

The Bull, as a small catering place, is not an attractive subject for media; therefore there is
almost no publicity. There are no annual reports published by the company and nor any
media kits prepared for stakeholders, design manual does not exist yet either. Company is
not involved in any corporate social responsibility actions. Nevertheless, there are quite

few reviews available on the city information servers like;
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e viewlondon.co.uk; e ukpubfinder.com;
e pubsgalore.co.uk; e goforlunch.com;

e whereinlondon.co.uk; e trustedplaces.com;
e allinlondon.co.uk; e citypubs.co.uk

® Dbeerintheevening.com; ¢ fancyapint.com.

® timeout.com; and many others...

Some reviews provide positive and some negative comments about the venue. Hereby see

some downloaded examples;

, For delicious meals, try visiting the Bull. They serve a menu full of exciting seasonal
dishes in a relaxed yet sophisticated environment. It is the perfect destination for lunch

with friends or drinks after a long day at work. *

(Retrieved from: www.viewlondon.co.uk/pubsandbars/the-bull-info10700.htm)

, They must be doing something right, judging by the hoards of drinkers that pack the
street outside of a Thursday and Friday night. Either that or it shows the shallowness of
the City Boys laughing into their Peronis and squeezing the last couple of pints out of their

expense accounts before they get taken away. “

(Retrieved from: http://www.beerintheevening.com/pubs/s/74/7477/Bull/Bishopsgate)

,»Many City pubs make an effort with real ale, but unfortunately this isn't one of them... It
did sell an OK pint of Pride, but that's it apart from numerous fancy dispensers of no doubt

hyper-expensive imported lagers.

(Retrieved from: http://www.pubsgalore.co.uk/pubs/23396/)

In conclusion, the reviews indicate the differences the venue’s image is perceived. The
Bull is valued rather positively and online servers recommend the place as a good place to
go for a pint or lunch. However, the most criticized are prices, lack of space (small prem-

ises) and lack of variety of British lagers, especially so traditional ales.
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Event management as part of public relations has been recently integrated in a part promo-
tional efforts organized by The Bull’s management. As an example the Saint Patrick’s Day
celebration could be considered. This day, an Irish celebration day, when everyone drinks
Guinness and wears green color has been a big success in terms of bringing incomers and

rising attention of people passing by. (Figures 10, 11, 12, 13))

The premises were decorated with green Guinness’s promotional materials and the Guin-
ness company provided the place with some prices which were given to the customers as

bonus for buying large amount of pints.

Fig.10 Decoration in a green hue for St. Patrick’s Day
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“BUll.

\ ST PATRICK’S DAY
'MARCH,

AMD GET A TREE £35S
GIFT TO CELEBRATE
ST PATRICKS DAY!

e W Laeh

Fig.11 , Buy five pints of Guinness and get a free

Guinness gift to celebrate St. Patick’s Day!“

Fig.12 Staffin green T-shirts Guinness,

St. Patrick’s Day
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Fig.13 The Boss, Roberto Dora, in the middle,

the assistant manager, Jenny Hansson, on his left

2.3.4 Direct Response

Direct response includes the direct means of communication by which the company in-
forms about new facilities, new or limited offers on menu, furthermore it provides direct
feedback on several concerns of suppliers, end-customers and other stakeholders. Osteria’s
/ The Bull’s direct response can be rated as follow up provided by its website. There is a
mail dedicated to any questions, further comments and concerns of customers
(info@osteriarestaurants.co.uk) with the possibility to submit and be able to receive every
important news about Osteria’s operations. Osteria restaurants are now also part of social
networks, the phenomenon called Facebook and Twitter. The means of direct response are
not so intense, therefore there is no fear in terms of negative impression so far, yet all these

activities can be further developed risk-free.

2.3.5 Sales Promotion

In comparison to catering places residing within close proximity, corporate sales promo-

tion activities are not that elaborated yet. Apart from few limited action offers or discount
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prices, there are not many tools how to stimulate the sales likewise. Arising opportunities

and new sales promotion proposal are thereinafter discussed in the project part.

2.4 Specifics of Company’s Corporate Identity and Image Management

2.4.1 Corporate Image

The Bull is a refurbished City pub just near a frequent station serving an Italian influenced
pub menu with antipasti, pasta and salads as well as traditional British dishes such as roast

of the day, fish & chips and sausage & mash.

In addition to the information gained from questionnaires as well as from website review-
ing London’s dining facilities, The Bull has generally created an image of a solid and posh
looking British bar/pub full of smartly dressed City white collars having their beers before
getting on the train home. Bull is a place loved by its regulars because they could enjoy a
pint after work, delicious pizza, above all a great atmosphere delivered by friendly bar

staff.

2.4.2 Corporate Reputation

Following the theoretical part, corporate reputation refers to collective judgment more du-
rable than the corporate image itself. From applied surveys, both the questionnaire and
focus group, corporate reputation of The Bull can be thus defined as positive. Moreover, in
general the main objectives determined by the management are met. The Bull can be val-
ued as a traditional British pub with a cozy and friendly atmosphere, always with cheerful

staff and a good quality services.

2.4.3 Corporate Personality

The sum of characteristics from which the identity present in this case all the factors of
imagery; mainly regarding to staff, means of the company’s communication, aesthetics
attributes of interior and exterior together with all facilities provided by the catering place.
Corporate personality needs to be compatible with the mission statement and the goals of
the company. Therefore following the aim of delivering authentic Italian dining experi-

ence, when the customer’s desires are placed first and offers cozy and warm atmosphere.
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2.4.4 Osteria’s Aesthetic Communication

Since Osteria chain of catering equipment rarely uses mass media channels in its commu-
nication, the aesthetic implementation fulfils the principle role in a corporate image crea-
tion. Furthermore, in such a kind of business like catering industry, the design of interior,
clean and cozy environment are of the first incentives transmitted to the customer. Each of
Osteria restaurants is designed in a slightly different way, but there is always an integrating
element within all of them. The Bull is specific for its leather seats and wooden tables.
There is enough space for dining together with some room for vertical drinkers situated
within the bar area. The attempt to mix contemporary styles into a one-roomed space is
clearly obvious. Dimmed headlights, candles, crystal chandeliers, brown and gray colored

walls create a nice and worm atmosphere. (Figures 14, 15)

Fig. 14, 15 The Bull’s Interior Design
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Following the chapter dedicated to aesthetic impact in the theoretical part of thesis, the 4P

of Aesthetics Management has been designed likewise:

HOSPITALITY OPERATION OFF THE BULL

Building in Devonshire Row 4-5, Liverpool Street Station

Properties Refurbished posh-looking bar room, decorative bathrooms, kitchen, provi-
sional smoking area, apartment upstairs, excusive functional room upstairs

Bar — range of alcoholic and non-alcoholic beverages (soft drinks, beers,
wines, spirits, liquors), background music

Restaurant — lunch menu (Italian and classical English dishes), pizza
served in the evenings, take away facilities, service with personal ap-
Products proach to each customer

Smoking area — facilities for smokers

Functional room upstairs available for private parties

Black & white staff clothing, wooden furniture, leather seats, crystal chan-
deliers, candles, dimmed headlights, marble bar, flower decorations, brick
Presentations brown colored wall, gray wallpapers, background music

Stationery — menu card, wine list, business card, menu offer board presen-
tation situated outside on the street

Publications Promotional - web site presentation, Facebook, Twitter social networking
presentations

Table 1 4P of Aesthetics Management Applied on The Bull

source: self-implementation




UTB in Zlin, Faculty of Multimedia Communications 41

3 CORPORATE IMAGE /ACCORDING TO THE SURVEY

3.1 Quantitative survey / Image Factors/ Segmentation and Preferences

3.1.1 Questionnaire

There were 120 questionnaires spread within the target group. (Attachment A1 — question-
naire) First phase of gathering the data took place on the 18" of November 2009 and the
second phase on the 6™ of April 2010. According to the survey, the primary target group is
a man in the age of 25 — 40. Therefore the preferences of this segment are most valuable
for the future communication strategy and business objectives. However the other seg-

ments’ attitudes and statistics are taken into account as well.

Questionnaire includes open (12) and closed (7) questions, majority of them quantitative
and some qualitative wise. Accordingly, it required a special kind of attention paid to the
evaluation. There are used several types of multiple choice questions, e.g. frequency ques-

tions,
The steps required to design and administer a questionnaire include:
1. Defining the Objectives of the Survey

The goal of the survey was to outline the main target group and its preference, attitudes

and in general, the factors that influence the image of researched place.

2. Determining the Sampling Group

The type of sampling group was random, represented by amount of heterogeneous incom-
ers on that specific days, 6™ of April 2010 and 18" of November 2009. No matter the sex,
no metter the age or frequency of the visit rate, questionnaires were distributed to almost

all who entered.

3. Writing the Questionnaire

Following the goals of the questionnaire, the questions were written down to divide main
target segments by creating clusters according to demographical, behavioral or psychogra-
phycal perspective. To gain few subjective viewpoints, some of the questions were opened

with qualitative properties.
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4. Administering the Questionnaire

Questionnaires were given to the respondents and then gathered back. Some quantitative

data were evaluated statistically, some had to be read and recorded one by one.

5. Interpretation of the Results

According to the results, the segments were divided into main target clusters with certain

attitudes. Graphs and figures were drawn and in a report given to the chief.

3.1.2 Target Groups & Segmentation

In terms of positive image and long-term relationship establishment, stakeholders can be
divided likewise; end-customers, investors, competition, suppliers, other partners, employ-
ees and media. Most profitable are seen creations of sustainable regular end-customer cli-
ent bases which together with built-up employee loyalty represent the two aspects most

reflected into a final corporate image.

The Bull’s target group is quite wide; such culinary experience delivered by Italian cater-
ing equipment is enjoyed by various categories of consumers. On the list of primary target
group there are therefore women and men in the age of 23 — 60 years, those who have sev-
eral demographic and economic factors in common. The highest revenues for the company
are ensured by population working within the area of City of London, those who dispose
such an income or profession which allows them to consume regularly outside their of-

fices.

To base this statements upon some reliable data, a quantitative survey has been conducted
and a short questionnaire drawn up. The results revealed few major target groups with dif-

ferent kinds of needs, characteristics, opinions or consumption behavior.
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Phase 1/Data Collection

The questionnaires have been spread amongst 70 respondents, customers who visited The
Bull on Wednesday, 18th of November 2009. Wednesday, being a day in the middle of the
week, was the most appropriate day due to a fact, that on Mondays the least while on Fri-
days the most poeple come in. Another survey was applied on Tuesday and Wednesday,
6th and 7th of April 2010. Again the sample contained random incomers, this time about

the amount of 50.
Phase 2/Data Analysis

After gathering all the questionnaires, the segments were divided into different clusters
according to various criteria like; size, geographic, demographic, social/economical, psy-
chological or behavioral perspectives. These are essential to distinguish e.g. where do the
consumers live, how old they are, how often they purchase a certain product, which relig-
ion do they believe in, what are their preferences, what do they dis/like about the offer,
what is their education etc. As a result, this contributes to the creation of most or least at-
tractive profiles of customers. En example could be; a 40years old man, with a university
degrees, is a regular customer, because he appreciates the fact that he works nearby, more-
over he likes the interior disposition, however he would not come on Mondays, because he

is busy at work etc.
Phase 3/ Profiling the Target Segments

Five main internally homogenous and externally heterogeneous segment clusters have been

generated after the data analysis. ( Figures 16, 17)

Structure of visitors - 70 respondents
18/11/2009

M Young Manager
B Middle Aged Manager
Metropolitain boy

W London Woman

Fig.16 Structure of visitors on 18the November 2009
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source: self-implementation

Structure of visitors - so respondents
6&7/4/2010

B Young Manager
B Middle Aged Manager
Metropolitain boy

M London Woman

Fig.17 Structure of visitors on 6th an the April 2010

source: self-implementation

SEGMENT 1 - YOUNG MANAGER

(illustrative image)

MAN 25 — 40 years old represents 55 % of overall respondents, therefore the most impor-
tant group. He is a regular customer of The Bull, being a sociable person, who prefers a
good quality product like superior wine, whiskey, cocktails or chef’s specialities (80%) to

something quick and easy like a fast food, pizza, beer, fish&chips, burgers etc. (20%)
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Type of Consumers

’ B Easy 20%

M Special
80%

Fig.18 Types of Consumers

This customer appreciates the suitable location of The Bull’s premises (Liverpool St. Sta-
tion, proximate distance from workplace) The young manager first time heard about The
Bull from his friends or just passed by. This man comes most likely on Thursdays and Fri-
days because he enjoys a drink after work. He values positively mainly the individual ap-

proach of the staff and pleasant service.

Most valuable

M Location 27%
m Personal Approach 55%
m Wide choice 9%

® Interior Disposal 9%

Fig.19 Most valuable reason to visit

This target group member is quite busy during the lunch time, therefore he is not likely to
dine in The Bull. Most of young “managers* agree that the prices could be a little bit

lower.
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SEGMENT 2 - MIDDLE AGED MANAGER

(illustrative image)

This group of 40 — 55 old men represents around 20% out of the questioned sample. The
middle aged manager is more or less a regular customer of The Bull (coming in at least
once in two weeks), a sociable person, who again prefers quality, likes the atmosphere and
the approach of the staff. In contrast with a young manager group he considers the price
list accurate to the standard city level. Middle aged managers sometimes come to have a

lunch with their colleagues to solve business issues.

SEGMENT 3 - METROPOLITAN BOY

(illustrative image)

Metropolitan boy is a classification for a 18 — 25 year old guy (15% of respondents). This
rather younger ratio of regular arrivers having university education level are also sociable,
but prefer easy, cheap and fast style of dining and refreshments. They would embrace ac-
tions and limited offers, loyalty programs, discounts & happy hours and wider range of

beers.
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SEGMENT 4 - LONDON WOMAN

(illustrative image)

Female aged 18 — 40 represents only 9% of all respondents. They are mainly high school
educated individuals who also like to eat and drink in public, either something easy and
fast or something special and superior. They are most likely to come in at the end of the
week (Thursdays or Fridays), because the premises are very close to their office. They
would welcome if the place was busier, had happy hours, offered discounts, had some inte-

rior improvements as well as dance floor.

SEGMENT 5 - TOURIST

(illustrative image)

This group of customers signifies so called latent demand. There are not too obvious, but
they should be kept in mind anyways (5 out of total 120 respondents). They pass by nor-
mally by coincidence, since the Liverpool St. Station is behind the corner and it is always
their first time in The Bull. Even though this segment is very small and not so attractive the

offer is partly adjusted to their needs.
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3.2 Qualitative Research / Focus Group Report

Focus Group survey was realized on 6™ of April, 2010 and took place within the hospital-
ity operation, The Bull, at 4 o’clock p.m., the least busy hours of the day. Choice of envi-
ronment was appropriate because the interviewees could see the interior and were right
inside the atmosphere. In total, 10 invitations were sent a week in advance, however even-
tually only four respondents showed up. Even though the number of participants was so
low, the overall outcome turned out to be very interesting. The sample — group of inter-
viewee was on purpose quite homogenous; it contained four regular customers whereas
one became to be and employee later on. The participants — Sophie Katzel (19 years, Den-
mark), Cara Cemmings (28, England), Stephen Mistretta (32, England) and Renaat Vissers
(40, Belgium) were provided with their favorite drinks and snacks. The whole session took

45 minutes and was recorded on a video camera. (Attachment A4 - DVD data record)

In parallel with the discussion the interviewees were given discussion guide to fill in (At-
tachment A3 — discussion guide). This sheet included the same eight questions like the
whole group went through within the session. The paper guideline served as a subsidiary
material, respondents were asked to fill in briefly and had plenty of time to turn back to
any question after the session. Moderator disposed with the same guideline provided also
with further instructions and was also taking notes and remarks of the whole discussion.
(Attachment A3 — moderator guideline) The most valid information obtained from the fo-
cus group where those recorded on the video since also the means of non-verbal communi-

cation were interspected.

First question, to mention the favorite drink and dish, aimed to warm the participants up
and enable them to get rid of shyness in front of each other. Onward questions using asso-
ciations (name five first associations which come to your mind when you hear The Bull),
personifications (if you were the owner, what changes would you implement), creativity
(make a draft of a logo), projective techniques (displaying printed materials and viewing
the interior disposal), were applied. The very illustrative task was to put together SWOT
analysis of the researched place, and perhaps provided the main outcome of the whole ses-

sion.
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3.2.1 Focus Group Report

1/ The most favorite drinks are: vodka & tonic; Malibu & coke; whiskey & coke; vodka &

cranberry juice. The most favorite dishes are: steak and pizza.

2/ The most frequent five associations about The Bull are:

friendly, cozy, warm, clean, relaxed.

3/ The third question asked respondents to put associations together in one sentence. The

output is as follows:

“The Bull is a cozy pub, where I often drink and meet friends.”
“The Bull is a cozy pub, where [ work.”

“The Bull is a café, where I feel comfortable.”

“The Bull is a cozy and friendly pub.”

4/ The forth task was to compile SWOT analysis. (Figure 20)

The most often mentioned strengths were: good location, cozy environment, and friendly

staff.
The main weaknesses were: prices, bad toilets and no facilities for smokers.

Major opportunities were seen in the upcoming World cup and displaying more sport
events in general, implementing some loyalty reward programs or happy hours and in im-

proving overall economic situation.

As principal threats were: local competition, rice in prices and area rebuilding.
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S

Fig.20 SWOT Analysis compiled together with Focus Group participants

source: self-implementation

5/ Being the owner of the place, primary improvements would be: introduction of updated
menu, thematic events, karaoke nights, sport on TV, more and better music, improvement

of equipment, customer loyalty programs.

6/ Showing the main printed graphic materials, the main comments were that all of them
were too basic, not inspiring, and designed too plain. In general, respondents believed that
the design of the business card should be changed. They agreed that all printed materials
should show the same logo and that particularly design of the business card was too simple

and too common.




UTB in Zlin, Faculty of Multimedia Communications 51

7/ The results of the creative task to draft a simple logo, often reflected in association of

The bull’s head and also a pizza.

e Bel

Fig.21 First draft of a logo by Sophie Katzel

The first respondent compliled a draft reflecting on the exact name of the place, The Bull,
while “U” letter was provided with horns similar to bull. The association with the visual
appearance of the animal’s head and the shape of “U” is clear from this picture, yet crea-

tive and elaborated.

Fig.22 Second draft of a logo by Stephen Mistretta

The second draft “El Torro” (a bull in Spanish) is a clear and simple proof of a strong rela-
tion with the name and its meaning. The author has not thought about any deep associa-
tions or metaphors, perhaps a logo is not such an important element in the overall image he

gets.
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Fig.23 Third draft of a logo by Renaat Vissers

Pizza wise logo draft is probably the most creative of all. The person has the place strongly
related to the pizza consumed in the evening. The respondent was able to connect some-
thing which is consumed by him with the way he feels when visiting The Bull, association

like friendship, relax, pleasant service etc. But would such a logo perform well in practice?

0
(&Mﬁz&& :

Fig.24 Fourth draft of a logo by Cara Cemmings

Simply a bottle of sparkling wine and glasses wise image refers clearly to the association
of having a drink after work. In this case it is obvious that the name and its sense do not
have to play the most important role, however the main association — the purpose of the

visit and the drink do.

8/The last task to discuss was to put the interviewees to a place of a communication agency

and to try to create a slogan. These were the outcomes:

“The Bull — Drinking & Dining”
“The Bull, my second home”
“The Bull, good place to celebrate!”

“Cheers!”
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3.3 Conclusion

The Bull is a place with a long tradition and throughout the years it has been operating on
Devonshire Row, it has managed to create quite a satisfactory level of positive corporate
image. Therefore the second hypothesis could be partly verified, whereas communication
efforts have not contributed to the overall reinforcement. Even though it is concerned to be
a tiny business, the communication of The Bull is not intense enough, carefully formulated
and not even integrated. Survey confirmed the main part of image is created right within
the place by the overall atmosphere and staff. Wherefore the company’s communication

activities have not really contributed to the reputation The Bull has acquired.

2/ However, the sustainable and strong corporate image developed throughout the years, is

rather positive. The communication efforts have contributed to overall reinforcement.

One of the main aims and goals seen by the company is to deliver extraordinary Italian
dining experience; however it has been revealed that The Bull has rather character of a
cozy British pub suitable for drinking after work. According to the questionnaire, the ma-
jority of respondents prefer good quality dining (chef’s specials) and drinking (cocktails).
Whereas the most consumed dishes in The Bull are English fish&chips, sandwiches and
several kinds of lagers. Therefore The Bull is not a place to offer extraordinary Italian din-
ing experience, but rather something easy like a sandwich or pizza and a pint of beer. If the
demanding customer fancies something special, he or she does not obviously go to get it at
The Bull. The first hypothesis can be again verified.

1/ There are some clashes between the way the company aims to be seen — the corporate

identity is being directed, and the way it is actually seen by its stakeholders.
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III. PROJECT PART
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4 IMAGE STRATEGY PROPOSALS

In addition to Chapter 2 there were some clashes found between how the company is actu-

ally viewed and how the company aims to be seen externally.

Data valuable for developing the image strategy proposal include acquisitions retrieved
from survey, focus group, general observation and analysis of imagery factors. The survey
was applied on various members of stakeholders, mainly end-customers and partly em-

ployees.

For the focus group survey was chosen a sample of 7 — 8 stakeholders (mentioned above)
who were questioned in order to gain qualitative data. Despite sending invitations to ten
chosen people only four of them actually showed up at the day of the session. Even if the
number of participants was not appropriate, the outcome turned out to be very beneficial
and interesting. Simultaneously, questionnaires were given to regular end-consumers with

a view to gather quantitative facts and figures.

In this chapter, qualitative and quantitative outcomes are followed, furthermore, there are
few major characteristics marked out in order to determine the competitive advantage of
The Bull. Following competitive advantage statement, there are some tips for directing the
campaign and communication in future horizon. The main outcome within the project part
are a new 4P aesthetic management model concept and communication campaign proposal
which also includes timing proposal, estimated budged and suggestion for effectiveness

evaluation.

4.1 Competitive Advantage

The overall image of the hospitality operation of The Bull could be classified as positive
and quite strong. Most of the questioned visitors characterized the place as a cozy and
friendly pub where they enjoy a pint of beer or drink after work hours, mainly from
Wednesday till Friday. The place is unique for its neighborly atmosphere of a classical
British place with a friendly and personal approach of the staff (this strength has been men-
tioned by vast number of respondents in both qualitative and quantitative surveys). The
biggest advantage is the location, therefore lots of customers simply get to know the place

by passing by or working nearby.
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4.2 Further Reflection on Surveys

In accordance to the survey none of the visitors have actually read about The Bull on the
internet, while quite a few of them have heard positive reviews from their friends and col-
leagues. Therefore it is assumed that any vast ATL - above the line communication efforts
would be pointless. In the understanding that word of mouth is the fundamental informa-

tion source, means of BTL - bellow the line communication should be pivotal.

Part of the respondents is aware of the possibility to have lunch, a very small number has
had lunch there, whereas the majority of questioned would like to try it. Consequently,

there is an interest in having lunch which could be boosted by attracting incomers.

The place gets definitely busier in the evening hours when the primary target group enjoys
most often a pint of lager or Jack Daniels&Coke while consuming Italian pizza which is
served there from 6 p.m. The main profit is hence gained from approximately 6 o’clock till

9 o’clock a.m., Wednesdays to Fridays.

There have been also uncovered some negatives about The Bull. One of the main disad-
vantages found is the fact it gets very often busy mainly with men. Some people find the
prices too high, however some assume they are corresponding to the city standards. Fol-
lowing this outcomes, some improvements to bring more women to the venue should be
launched. Instead of lowering the prices, some sales promotion tools could be used in order

to keep the high-standard wise corporate image.

4.3 Six Tips to Direct a New Communication Strategy

Regarding the main goals of the company — image reinforcement and profit enhancement -

six steps to focus on before putting together a brand new communication mix are proposed:
1/ FOCUS ON COMPETITIVE ADVANTAGE

Earlier in this chapter, the competitive advantage is determined. Therefore the company
should stick with the core image of a classical British pub and the Mediterranean wise
character should be just an additional element. Such an idea should be reflected into the
overall corporate culture and philosophy. The Bull is facing some struggles with the num-
ber of incomers during lunch time and that the most consumed dishes are still the tradi-
tional English fish’n’chips, pork belly, sausage and mash etc. Offering Italian specials does

not make much sense considering the fact there is a high quality Italian restaurant across
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the road. The main suggestions are then to broaden the English menu and offer more typi-

cal English dishes while keeping always a few Italian meals.

The Bull has gained the image of an “after working hour place”, where city office employ-
ees enjoy their pint, watch football matches and maybe have a bite of served pizza. It might
be a good idea to extent the selection of snacks (nuts, nachos, crisps etc.) currently popular

with evening drinkers.

The most often drunk beverage is undoubtly beer, so it should be reconsidered whether the

number and choice of beer brands available at the bar is sufficient.
2/ DISPLAY YOURSELF

Second, a rather communication proposal is to intensify the popularity by showing the ma-
jor qualities on photos. Professional and attractive images of the premises and meals of-
fered would definitely help to picture the place and contribute to the overall image promo-

tion among customers.

Such images can be displayed as a slide show on the LCD TV screen which is situated
right inside the bar. Photos would include not only dishes and the bar itself but also attrac-
tive functional room, pictures of staff or reports from successful events. Furthermore, that
image would be printed out and distributed as promotional material in a form of a bro-

chure.

To boost viral communication a short movie should be shot and linked to download or

watch it through social network web sites like Facebook, Twitter or Youtube.
3/ATTRACT MEDIA

In order to gain publicity and interest of media, the organization of extraordinary events is
proposed. Celebrations are so popular in Great Britain and have also a big emotional po-
tential, so that the management of The Bull should take an advantage of that fact. The Saint
Patrick’s day was very successful in terms of bringing even brand new people to the

venue, what confirms the relevance of such efforts.

One option how to raise such attention is to connect event management with guerilla mar-
keting means of communication. A creative proposal is to organize a celebration (e.g. Os-
teria Birthday Party) and invite all people from generated client base. The creative concept
is to unroll a red carpet in the middle of Devonshire Row in order to connect Osteria Ap-

penino and The Bull. The restaurant could offer all the meals, while at The Bull the drinks,
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dance floor and DJ/live band would be provided. Devonshire Row is a very busy and nar-
row street and such an extraordinary object like a red carpet would definitely attract atten-

tion by people passing by and also the press.
4/ATTRACT WOMEN

Cocktail menu and limited actions (e.g. buy three glasses of wine and get the whole bottle)
for women should be introduced with the view of increasing the very low number of
women visiting The Bull. According to the survey, women would appreciate more music
in the venue and even dance floor, therefore the alternative of dedicating a thematic eve-

ning for women should be taken in account.

Even though women are not the primary target group, they are definitely an element which

would raise the overall number of men.
4/ BE INTEGRATED

Improvement of the overall corporate identity is essentially needed. A new and unified
logo should be designed by a professional graphic designer. Clear and unified corporate
colours must be determined and accordingly all means of corporate communication (busi-
ness card, uniforms, menu cards, interior, website) adjusted. Such a new identity has to
appear from the competitive advantage. Since everyone tends to see image in a little bit
different way, the need to frame up an unified visual style is emphasized. You must know

who you are before trying to reach the audience!
S/UPGRADE THE OFFER - ADD MORE QUALITY

First of all the offer should be adapted according to the findings gained from the survey
(e.g. new beer brands) while the competitive advantage should be taken into account. It
means to upgrade the menu particularly with more dishes in the British style.

The level and style of music should be changed according to the preferences and the parts
of both the interior (basically the bathroom area) and exterior (the smoking area) should
be redecorated and renovated. Improvement of the offer of services is appropriate (offer
e.g. a free newspaper, higher quality of WIFI signal). Finally, those members of staff who
are the core and the best within the team should be kept and more motivated.

In general, improvement of the aesthetic management attributes is needed according to the

brand new aesthetic 4Ps proposal (see chapter 4.4 — Aesthetic Mix Suggestion)
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6/MAINTAIN REGULARS & EMPLOYEES

Loyal customers are advised to be kept by giving them extra benefits (club cards, happy
hours, discounts, gifts)

The survey has revealed that staff has been evaluated as the most distinctive advantage of
the place, therefore it is necessary to keep the core members of the bar team and to moti-
vate them, follow the inspirational leadership model mentioned in theoretical part. By
providing the employees with some bonuses (collecting points for selling chef’s specials
or a certain kind of brand, organize a celebration etc.) the loyalty will be boosted which

would lead to happier staff, therefore a happier customer.

4.4 Aesthetic Mix Suggestion

Following the theoretical and practical parts dedicated to aesthetic impact, the 4P of Aes-

thetics Management Proposal has been designed likewise:

HOSPITALITY OPERATION OF THE BULL

Building in Devonshire Row 4-5, Liverpool Street Station

Properties Redecorated bar room, tidier bathrooms, kitchen, improved
smoking area, apartment upstairs, better promoted functional
room upstairs

Bar - range of alcoholic and non-alcoholic beverages must be
enriched by bringing new brands of beers and a new cocktail
menu. Background music should be adapted to customer needs,
the intensity and choice adapted to the time of the day

Sport events should be displayed on the LCD TV screen

Products

Restaurant — lunch menu should be extended by more English
specials like burgers, Shepherds pie, wider range of sandwiches
(Italian and classical English dishes), pizza served in the eve-
nings promoted in a more intensive way
In general, the overall offer of services should be improved

. Black & white staff clothing replaced by staff uniforms — T-

Presentations shirts with logo

Background music should be adapted to customer needs, the
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intensity and choice adapted to the time of the day

Outworn and out-of-date furniture and equipment (+ smoking
area) should be redecorated and restored following unified
corporate colors and corporate style

Stationery — menu card, wine list, business card, menu offer
board situated outside on the street must be adapted according
to the new design manual proposal following the new corporate
communication drive

Promotional - web site presentation has to be updated, restored,
enriched with interactive facilities, texts and attractive images
Publication of premises and dishes and new paper brochures have to be
printed out

Short promotional movie should be placed within social net-
work web sites such as Facebook, Twitter, Myspace and You-
tube

Slide show with images of premises and deliciously looking
dishes displayed on the LCD screen.

Table 2 New of 4P of Aesthetic Management Concept

source: self-implementation

4.5 Communication Mix Suggestion

It is wrong to assume that just big corporations need to boost image and create corporate
identity. Earlier, the two main presumptions to succeed on the market are highlighted, the
competitive advantage and the target segments. The questions WHAT? and WHOM? are
thereafter answered. This chapter identifies an answer on the following fundamental ques-

tions like: HOW? WHEN? FOR HOW MUCH?

There are some key implementations initial for the image-boost oriented strategy. The
business must look professional, therefore the need to communicate the core strength to the
target audience. Firstly the contemporary ambiguous corporate identity should be looked
after by cominig up with the Design manual for The Bull. Identity package should be
launched, including identity package containing design of promotional brochures, new
logo, headletters, business cards and slogan (claim). A new web site, independent from

Osteria chain - www.thebull.co.uk — should be launched. Even though The Bull is an offi-
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cial part of Osteria restaurants, its corporate image is based on totally different concept
which requires individual brand name and communication strategy

Communication tools ought to be further developed by emphasizing bellow the line activi-
ties involving direct marketing, event management, guerilla marketing and sales promo-
tion. .

Service quality could be enhanced by facility and selection enlargement, together with
training of the professional team. The company can also focus on Social responsibility en-
gagement — by following SCR policies like ecological efforts, philantropy, ethical codes
etc.

New Communication Mix involves sales promotion, direct marketing, public relation,
event management, aesthetic communication and word of mouth - viral marketing initia-

tives.

Sales Promotion

Guerilla
Marketing

Direct Marketing

Viral Marketing Public Relations

Aesthethic Event

Communication Management

Fig.25 Scheme of a Proposed Communication Mix

source: self-implementation
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4.5.1 Sales Promotion

There are hardly any contemporary sales promotion activities in comparison to the sur-
rounding competition bar and pub places. The survey results also confirmed the necessity
and lack of such limited motivation activities. There have been implemented only minor
discounts or promotions within The Bull operation. Example like St. Patrick’s Day, when
Guiness beer supported the sales by providing incentives like various prices and merchan-
dising materials (e.g. buy five pints of Guinness and get a gift to celebrate St. Patrick’s

Day).

Loyalty programs like collecting points cards offering discounts and bonuses to reward

those who are regulars or who spent a lot should be implemented.

A special emphasis should be placed on the days and times Roberto Dora wants to bring
more people, Mondays and Tuesdays lunchtime and everyday evenings after 9 o’clock
p-m. In this case tools like happy hours, third pizza free, special deal lunch menus on Mon-
days and Tuesdays or offers attracting women (buy three glasses and get a bottle) etc. Time
to time thematic evenings could be held, e.g. thematic Tuesdays (Ale/Guinness/Smirnoft’s

etc. Tuesday).

A great way how to connect virtual world with sales promotion tools, advertising and viral

communication are the online deals - online dining vouchers (Figure 26)

RTISEMENT

kgb deals

Just £15 for a £30
dining voucher

for Boho Mexica

Go NOW to
www.kgbdeals.co.uk

TEXTING 110118 GOSTS YOUR USUIAL NETWCFAK RITE. OUF ANSWERS COST £1.
A GALSTO 119 118 GOST 669 ONEQFF CHARGE AND 359 PERMNITE FROM MOST LANCLIMES, MOBLE CHARGES WATY

Fig.26 KGB Deals Advertisement
source: Free Newspaper Metro, 6th April 2010

These means of sales promotion work on the base of selling meal deals with 50% discount
on average. Website company purchases for less than 50% of the original price (e.g. exclu-
sive menu for £50 is bought for £20 and sold online for £25), selling companies gain im-
mediate profit, while online companies make 10%. Your deal is displayed as a deal of the

day as the only offer for 24hours on their website.
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My City Deal is the most successful deal in Britain so far offering up to 90% off the price.
It boosts viral communication by incentives like “recommend to your friend and get a free
deal* “invite your friends for a deal* . Label links of Facebook, Twitter and email links are

placed on the home web page. It also shows how many deals have been purchased.

l Dea
9000\“5 NEW OFFERS

UPDATED
DAILY!

WWWW.MYCITYDEAL.CO.UK

Fig.27 My City Deal Flier
source: My City Deal Sales Agent

4.5.2 Public Relations

As all the BTL communication tools, also PR is interrelated with Event Management,
Guerilla Marketing and basically all tools which can raise interest of media and publicity.
New venue, functional room upstairs is perfect on gaining new clients and get public’s

attention, especially if an authority is taking part.
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Another, maybe a bit exaggerated proposal, is to organize a contest day — called e.g. Texas
Festival, holding various cowboy attractions like mechanical bull or competitions like fast

drinking, pizza eating contest etc.

A great way of PR would be getting some positive reviews on big companies’ intranet
websites. There is a vast number of global enterprises head offices within the Liverpool
street area. People do not often have time to waste so that they check reviews about places
to eat or drink online written by their colleagues. Offering such a review supervisor a free

dinner The Bull can get some positive comments and publicity.

4.5.3 Web Site Presentation

In relation to corporate identity, a new professional web site should be designed separately
for The Bull. Following new designer proposal, logo, corporate colours it should be repre-
sentative and offer more practical information as well as more information about the his-
tory and tradition of the place. Professional and attractive images of interior and delicious
meals ought to be displayed in order to attract incomers. Www.thebull.co.uk could offer
panorama images, could be more interactive, have music background and cooperate with

tourist information servers.

A set of professional photos should be collected and framed up into a slide show to be dis-
played either on the web site itself or on the LCD screen hanging on the bar room wall. A
short promotional movie about the place should be made and implemented on Youtube and

the link should be posted on the web presentation.

4.5.4 Direct Marketing

Direct marketing efforts should be definitely intensified and a client base generated. The
web site should offer the possibility to sign up and send newsletters regularly to invite
people to special actions, interesting events or the news. Some pubs and bars offer a free
glass after signing up, that is how they get the personal data to extend their database to
bring new visitors to the venue. There should be a feed back mail box or public inquiry
displayed on the home page reflecting satisfaction of customers to facilitate analysis of the
actual image perception. Www.thebull.co.uk should be linked to Facebook, Twitter,
Myspace, Youtube social networking websites in order to initiate higher level of viral

communication.
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4.5.5 Guerilla Marketing

The creative concept of red carpet Osteria celebration is an idea how to shock people pass-
ing by. Another guerilla proposal is to start baking the evening Bull pizza with bull horns.
This might be very effective since it does not cost anything at all and the pizzas have al-
ready had bull-wise names (e.g. The Big Bull, The Bull Special, Four Cows, Spicy Bull

etc.)

More guerilla marketing could be used even by following the myth there is a ghost in the
bar. Such a fake ghost can appear in the short movies or within the slide show on LCD, or

even walk time to time through the restaurant.

4.5.6 Advertising

Advertising as a mean of above the line communication can reach a big number of audi-
ence, however it is very expensive for such a small kind of family business. The Bull could
advertise indirectly via barter cooperation with online deal servers. It could be attempted to
collaborate with free newspaper, lifestyle/gastronomy publications by offering some bene-

fits in form of free dining.

4.6 Timing Mix Suggestion

Timing proposal of implementing each tool of campaign is divided into three main phases.
Phase 1

The 1* month the communication campaign would be prepared and planned by installation
of graphics and design manual together with the upgrade of images, shooting the movie,
innovation of interior + smoking area, menu improvement, staff T-shirts, creating a new

slogan

Phase 2

The 2™ month the movie is placed on web site as ell as new texts and images. In terms of
direct marketing, the update of client base would be generated, which would give some

time for gaining new contacts. Sales promotion activities would be all implemented.
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Phase 3

During the 5™ month some of the event management proposals would be implemented to-

gether with one of the guerilla marketing concept.

PHASE1

Preparation Plan

* Redesign (Manual, Web, Srategy)
¢ Redecoration

e Reconstructions

¢ Shootin the movie

PHASE 2
Implementation

* Movie and pictures on the web site
e Databases generating
« Sales promotion and Direct marketing

PHASE 3

Realisation

e Event management
* Guerilla marketing

Fig.28 Half Year Horizon Timing Model

source: self-implementation

Short term timing would be oriented on the less busy times of the week Mondays, Tues-

days evenings and Mondays till Wednesdays lunch times by implementing always one

short term sales promotion incentives. They can vary week by week.

MONDAY TUESDAY WEDNESDAY | THURSDAY FRIDAY
Lunch - Lunch deal - Lunch deal - Lunch deal - Once a month
Time - Special menus - Special menus _ Happy hours thematic lunch
- Happy hours - Happy hours
11:30
15:00
Evening - Third pizza free | - Third pizza free - Third pizza free - Once a month - Women
- Women deal - Women deal/ thematic evening deal
18:00 —
- Happy hours - Happy hours
23:00
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Table 3 Short scale oriented timing

source: self-implementation

4.7 Estimated Budget for a Half Year Horizon

There are two possible ways of budgeting:

- According to competition

- According to estimated costs

It is very difficult to gain such information from the competition, therefore it is more ap-

propriate to forecast expenses according to the estimated costs of the campaign.

Communication means, medium Cost in Pounds £

Design Manual — designer graphic proposal £1.000
Photographer £300
Print — 500 pieces £300
Web site upgrade £500
Short Movie (2 minutes) £300
Events £500
Smoking area renovation £500
T-shirts £150
Additional costs Up to £500
Reserve £500
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Total Estimated Costs £4.550

Table4 Estimated Campaign Budget

source: self-implementation

4.8 Effectiveness Evaluation

In terms of meeting economically oriented goals, the effectiveness could be evaluated and
proved by increase in profits. In one moth after the half year long campaign there should

be a return of investments spent on the campaign.

The new survey focused on image investigation should be realized after the campaign. It
would evaluate if the image actually changed in the eyes of customers, compare and con-

trast differences between data gained from the survey executed before and after the cam-
paign.

The level of people visiting the website, the number of clients in the database (signed up)
or the number of friends on Facebook, Twitter, the number of times the video has been

watched via Youtube are other ways of evaluating effectiveness and predicate of meeting

communication goals.

For an immediate and direct feedback, there should be a chat/discussion forum imple-

mented within the new web site Thebull.co.uk.
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CONCLUSION

The framework for corporate identity and corporate image has been outlined in the theo-
retical part. Using the literature research process, 4P aesthetic management model has been
detected and applied later in the practical as well as the project part. The new 4P aesthetic

model draft in the project part is one of the most valuable benefit of the whole thesis.

Corporate identity, company’s main goals and vision, together with communication strat-
egy have been analyzed in the practical part. Quantitative survey revealed the percentage
of the main target group clusters and analyzed them from demographical, psychographical
and behavioral point of view. The main preference of primary target group - young man-

ager — were spotted, and factors influencing the image outlined.

Focus group report revealed some further psychographic facts about attitudes of 4 regular
customers. It contributed as well to specify the main core competence, therefore target the

brand new communication mix proposal in the project part.

The most important outcome was finding that corporate identity — the vision and the goal —
vary partly from the actual corporate image created in the eyes of stakeholders. Dora’s met
objectives are placing customer at the first place and provide for quality and personal ser-
vice. Delivery of authentic Italian experience is though a wrong aspiration due to the un-
covered fact that The Bull is perceived mainly like a traditional English bar/pub. Hence the

first hypothesis has been verified.

1/ There are some clashes between the way the company aims to be seen — the corpo-

rate identity is being directed, and the way it is actually seen by its stakeholders.

The survey detected that there is quite a strong positive image built, mainly due to the
quality and the pleasant service which the customers always get. The absence of integrated
corporate communication is clear from the analysis in the practical part. There has not been
created the design manual yet and the overall communication efforts are fragmented and

poorly targeted. Accordingly second hypothesis can be only partly confirmed.

2/ However, the sustainable and strong corporate image developed throughout the
years, is rather positive. The communication efforts have contributed to overall rein-

forcement.
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Apart from the competitive advantage — strong image of a British catering place, the com-
munication drive is drawn out in the project part. Self-implemented 6 tips for promotional
orientation are the crucial points to design new marketing communication mix and the aes-

thetic mix as well.

In the final part of the thesis, there is a new promotional campaign proposed, together with
timing suggestion and alternatives of effectiveness evaluation. It is highlighted that a new
campaign should stick with the competitive advantage, bellow the line communication

tools, mainly sales promotion, direct marketing, public relations and guerilla marketing.
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ATTACHMENT A 1: QUESTIONNAIRE

The purpose of this questionnaire is to find out about factors that influence customer’s preferences in
choice of places to attend after work hours. Please, answer a few questions bellow by marking the suit-
able option or filling in blank space. It will not take you more than five minutes and will contribute to

the satisfaction of both counterparts.

1. You would describe yourself as a person who...

a) Likes eating and drinking out in a favorite bar/restaurant/café and socialize with people

b) Prefers to enjoy food’n’drinks at home in privacy

¢) Does not really care, depends on time and occasion, fast food is the best option since I am always in
arush

2. What kind of catering is the most preferable for you of the ones bellow?

a) Easy - beer, burgers, pizza, fish’n’chips, that’s my style!

b) Good quality — wine, whiskey, cocktails, rich specialties of chef

¢) Healthy — not much alcohol and various salads, seafood and fish

3. Bull bar is a place you visit...

a) Regularly, more than two times a week

b) Time to time, once in two weeks

c) Itis my first time here

4. Where did you get to know about Bull from?

a) Colleagues from work/friends/family members

b) By chance, I passed by

¢) From the official internet website

d) From online restaurant reviews

e) Advertisement in newspaper

I 0111 o1 | o R S

5. Which are the days of the week you are the most likely to visit Bull?

6. What is the main reason you come to Bull?

a) Ienjoy a pint of beer or a drink after work

b) Ienjoy taking breakfast there before going to work and read the daily press
¢) Ienjoy a business/casual lunch with my colleagues there

7. What is the main reason you would go to another place?

8. What do you most appreciate about Bull? Why would you choose Bull off the other equip-
ments within the area?

a) The location (close to a place you work)

b) The offer, nice menu, wide range of drinks

c) Personal approach of the staff, convenient service

d) Cozy environment

9. Would you visit this bar on Mondays/Tuesdays, why?

a) Yes, be-
0T T N
b) No, be-



10.

What kind of improvement would make you come more often at the beginning of the week?
(happy hours, wider range of drinks, improvement of the interior, different music,
etc...describe briefly)

. Do you know about the possibility to have a lunch in Bull?

Yes
No

. Have you ever had a lunch in Bull?

Yes, and I was very satisfied

Yes,and I misSed ..oovvviieiieiiiiiiiiii e
No, but I would like to try

NO, DECAUSE ...,

. Bull’s most drunk beverages are beer, wine and mixed drinks. Is there any particular brand of

a beer, wine you are missing in the offer?

. The Bull’s price list is

Accurate for the standard city prices
Not very cheap, I would appreciate some discounts
Cheap, I would be even able to pay a little more

. Would you recommend visiting Bull to your friends/colleagues/family?

Yes
No

. Say one best and one worst thing about Bull

Male
Female

. Age

10 -25
25-40
40-55
55 -

. Education

Basic
High school/Grammar school/Training college
University

That’s the end, thank you indeed for the time dedicated to this questionnaire!



ATTACHMENT A2: FOCUS GROUP DISCUSSION GUIDE

Agenda:

® Wellcome

® Review of agenda

® Review of goal of the meeting
® Review of ground rules

o [ntroduction

® Questions and answers

® Wrap up

Welcome and thank you for coming to this focus group. Each of you has been selected to
participate because your point of view is important to us. The purpose of this focus group
interview is to determine your ideas and opinions about The Bull, a place you work (in the

eyes of an employee), the place you often visit (in the eyes of a regular customer).

There are a few guidelines I would like to ask you to follow during the focus group inter-
view. This sheet serves as subsidiary material, therefore the answers may be brief, the main
attention is paid to the conversation which is going to be held within the session. You will

also have plenty of time to go back and fill in the answers after the interview.
QUESTIONS & ANSWERS

Firstly, please fill in a few personal details (voluntary):

1. To warm up, name please your favourite drink and dish



2. Please, first You all know Bull very well, say five most significant associations —
images which first come to your mind when hear ,,Bull*

3. Try to express in a sentence the impression you get from the Bull, (hints bellow
might help you) which category you assume Bull falls within? What adjective
would bet the most suitable?

pub-bar-restaurant-club-cafe- alehouse-tavern-cabaret....etc.
posh-dodgy-cosy-expensive-cheap-comfortable-friendly-small...ETC.

TRE BULL IS G o.ooveeeeeeee e where [

4. Try to tag together a brief SWOT analysis of Bull

Strenghts

If you were the owner of the place (hav ing unlimited power), what would you do, what

changes or innovations would you implement in a half year horizont?

5. Look at these materials, what do you think about them? Do you like them? Would
you do something in a different way? (logo, menu, business card...)



6. Make a simple draft of a logo, inspired by your own imagination.

7. Imagine you are an agency and have to create a slogan — claim of Bull to attract
customers, try to think up most catchy statement...

This is the end, thank you again to everyone for coming and I believe this would contribute

to satisfaction of all counterparts involved.



ATTACHMENT A3: FOCUS GROUP MODERATOR GUIDLINE

Agenda:

e Wellcome

® Review of goal of the meeting
® Review of agenda

® Review of ground rules

e [ntroduction

® Questions and answers

e Wrap up

Welcome and thank you for coming to this focus group. Each of you has been selected to

participate because your point of view is important to us.

The purpose of this focus group interview is to determine your ideas and opinions about
The Bull, a place you work (in the eyes of an employee), the place you often visit (in the eyes

of a regular customer).

There are some rules I would like to mention before we start. Everything said and done is
confidential and will not be used outside the room except for the purposes of this research;
every statement is right; please do not hesitate to disagree with someone else; but do not all

talk at once.

Firstly we will shortly introduce ourselves to each other and explain the relation to the hos-
pitanty operation, the Bull. My name is Helena and I have worked for Roberto Dora, the
owner, for more than free years. By the following session I would like to help him to direct

his future activities.

There are a few guidelines I would like to ask you to follow during the focus group inter-
view. This sheet serves as subsidiary material, therefore the answers may be brief, the main
attention is paid to the conversation which is going to be held within the session. You will

also have plenty of time to go back and fill in the answers after the interview.
QUESTIONS & ANSWERS

Firstly, please fill in a few personal details (voluntary):



8. To warm up, name please your favourite drink and dish

9. Please, first You all know Bull very well, say five most significant associations —
images which first come to your mind when hear ,,Bull*

10. Try to express in a sentence the impression you get from the Bull, (hints bellow
might help you) which category you assume Bull falls within? What adjective
would be the most suitable?

pub-bar-restaurant-club-cafe- alehouse-tavern-cabaret....etc.
posh-dodgy-cosy-expensive-cheap-comfortable-friendly-small...ETC.

TRE BULL IS G o.ooeeeeeeeee e e where [

11. Try to tag together a brief SWOT analysis of Bull

Strenghts

If you were the owner of the place (hav ing unlimited power), what would you do, what

changes or innovations would you implement in a half year horizont?



12. Look at these materials, what do you think about them? Do you like them? Would
you do something in a different way? (logo, menu, business card...)

13. Make a simple draft of a logo, inspired by your own imagination.

14. Imagine you are an agency and have to create a slogan — claim of Bull to attract
customers, try to think up most catchy statement...

This is the end, thank you again toeveryone for coming and I believe this would contribute

to satisfaction of all counterparts involved.



ATTACHMENT A4: FOCUS GROUP DATA RECORD



