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MINDING YOUR BUSINESS

NATION'S RESTAURANT NEWS

To attract more male diners, Noodles & Company
added a "Noodle-Less" section with such protein-
driven entrées as sautéed curried shrimp, abave.

(Contiraed from page 62}
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Bates savs customers’ eyes also are drawn to “any-
thing in boxes,” Plagis box in the middle of a sec
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tion ~ breaking up the entrées, for example — canre
sult in customers ordering o wider varicty of items, ac
cording to both Bates and Pavesic. That 18 because
they will see the first item in the list, the one above the
box. the one below the box and the last item on the list
as well as what's in the box

“If you want to be really effective
put a box in the center of the category.”
Bates expluins, By doing that, “vou've
doubled the number of items they'll
look at, because you've basically divid-
ed the section into fwo categories,”

Colors and icons also get people’s at
tention. Bold colars that are easy 1o
read work best, compared with interme
diate colors, such as pink, or those that
are hard to see, like yellow, Bates says,
\ ‘Red is probably the most dominant
color because people associnic it with a
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place to stop or a place where vou have
to take wetion,” he savs

We're also trained 10 notice green
because of stoplights, he Sy Blue is
prohably the third most effective color,
aceording to Bates

But every restaurant concept has a
differem objective that the menu needs
1o help fulfill. Quick-service restaurants
want 1o [oeus on speed. Al higher-end
restaurants dayparts determine whether
gucsts rush or inger, with lunch a time
to-gel in and out and dinner a time to
relux

T've learned a lon of different opin
ions and philosophies about how 1o cre
ate menus,” says Steve Battn, director
of food and beverage operations at the

It's pay-what-you-wish
at One World Cafe in Utah
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can ba an emotiongl lssue for restacrant operaiors
when It comas 10 setting r

Ardd diners’ own emiotic

But Denise
One World Ca
charge for her food, She lats the

At One Word, which gemv
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then pay what they wish,
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Marnott Marquis in New York. Bui. he observes, basi
cally menus vary with the restaurant

At The View, the rotating restaurant that reopened
on the hatel's 47th floor at the end of September. the
menu had to cater to pretheater guests in a hurry as

(O ontined on page 6F




