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So, What To Do? 
Discounting, Couponing, Dollar Menu… 

Oh My!
“What would entice customers to 

go to restaurants more often?”
• Discounts
• Coupons for Free Items
• More Dollar Menu Items
• Choice of Price Offerings
-NPD Study, NRN 10/5/09

Deals that most influence the 
dine-out decision:

• BOGO
• Value/Dollar Menu
• Specific Price Point
• Combo Meals
• Free App w/Entree
-Technomic Amex Study 2009, Oct QSR
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Internally, Externally, Everywherernally



Grand Slam Giveaway
1. KISS – core equity product

2. Full Alignment – in the tower, in the field, company, franchise

3. Contingency Plans – rain checks

4. Tell the World – superbowl… and then some

5. Plan, Plan, Plan – ask all the “what if’s”

6. Pray - rub the rabbit’s foot, rosary… whatever is nearby that won’t 
get you a hall pass to HR
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