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    “Serving the Restaurants, Hotel, Resorts, Foodservice & Country Clubs industries since 1992” 
ò Offering top products and services to these industries while increasing proþts & productivityó

Hospitality Network Association

Special Interest Articles

Location, Location, Location 
“Were to buy”

Planning your next interview.

Preventing Card Card Fraud.   
 
Making sure you have the 
proper Public Relations Plan. 
 
Oversights, Errors & Mistakes 
for Restaurant Start-up‘s. 

How to Market and 
Merchandize Desserts

About The Association

The Hospitality Network Association has been servicing the Chicagoland 
restaurant and hospitality industries since 1992. �e main purpose of 

this Association is to promote the principles and policies of high ethical and 
moral standards in sales conduct and fair trade practices. Our organization 
fosters a greater degree of cooperation and con�dence between service 
providers and restaurant and hospitality operators. �e Hospitality Network 
Association promotes a closer social unity between its members, advances 
the education and general industry knowledge of those members.

�is business league is an Association of persons promoting a common 
interest and commercial practices associated with the restaurant, hospitality, 
hotel, and private club industries in the Chicago area. We are a not for pro�t 
organization. �e members of this organization represent some of Chicago�s 
leading service and product providers.

Our organization reaches out to the total restaurant and hospitality industries, in giving its time 
and e�orts to increase awareness of marketplace growth issues, current industry trends and legal 
challenges.

Location, Location, Location
By: Jeremy B. Kudan

Finding the best available location for any retailer is 
critical especially for a restaurant since the hours 

of operation are typically geared towards speci�c 
times of the day. �e ability to locate closest to your 
core customers helps to insure the concept�s success. 
Every restaurant should have a de�ned demographic 
market, which they are aiming to serve. 

If your concept were strictly or predominantly serving lunch you would 
want to locate close to large o�ce or student populations. If you are 
doing breakfast or co�ee you should �nd a site on a major commuter 
route with ample parking or a drive thru. For dinner business the right 
site might be near public transportation or in a central business district 
near complimentary retailers in order to take advantage of their tra�c, 
hours and marketing. If your plan calls for attracting tourists you would 
want to be a short cab ride from major hotels or convention centers.  

Specialty locations such as within a hotel, shopping center or near planned 
developments can often be closely targeted to the desired customer 
because of the existing research on what those customers want and what 
works there now.

Often the best available location is one which currently houses another 
tenant or in a yet to be built development. Knowing the brokers, tenants, 
owners and local community organizations in a given market as well as 
current rental rates and market conditions gives a professional local real 
estate broker the tools to service the site selection needs of his clients.  
Contact Jeremy for your real estate development needs.

PR is one of your best investments!  
By: Lissy Peace

Public Relations or PR is one of the best 
investments a new or existing restaurant can 

make. Most people learn of great restaurants from 
friends or something that they have read or seen 
on television.  Creating positive word mouth is 
key to the success of the best restaurants in the 
world.  Before you spend thousands on advertising, 

consider public relations.  Human nature dictates that we don�t trust 
advertising.  Unless they�re looking for McDonald�sfi, diners don�t 
try a restaurant for the �rst time because they saw an advertisement. 
Travelers usually check with hotel associates before venturing out on 
their own to �nd a restaurant. 

Before you open your new restaurant, �nd out what the local papers, 
radio, and television stations are in your area.  Many television and 
radio stations bring in restaurants on a regular basis.  Most newspapers 
have feature sections on food and/or restaurants. Hiring a seasoned PR 
executive provides someone who has the contacts, knows the deadlines, 
and should have the relationships to garner your restaurant coverage.  
If you�re looking to do the PR yourself, consult with a PR executive 
to make sure your release is acceptable for press consideration. Once 
the publicity placements start to hit the papers, many restaurateurs are 
proud to hang them in their lobbies. 
Contact Lissy Peace, PR campaign strategies for your restaurant concept.




