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Retaining guests is vital to 
the success of your food 
truck. Why? 

Revenue. Your repeat 
guests account for on 
average 33% of your 
revenue. However, in 
numbers they represent 
only about 15% of your 
guest base.  

Harvard University found that if you increase repeat visits by only 5%, you have the 
potential of increasing profits from 25-125%. 

Your repeat guests are so important to your business. You want to do everything in 
your power to keep them coming back. Most of these guests already like your food 
business, and their lifetime value is worth a lot to you and your family. 

Let’s examine the top causes of losing guests. 

Bad Guest Service. Poor guest service is one of the leading reasons guests leave 
your food truck with no intention of returning. With so many eating choices 
available, no one will tolerate poor guest service. They will simply never return. 

We are in the “Age of the Guest,” and it’s up to you to train your staff to provide 
guest service that goes above and beyond. The success of your business depends 
your ability to give exceptional service on a consistent basis. 

Lumped in with poor service by your staff are long wait times. Sometimes seen as a 
sign of a much sought-after food truck, long wait times can also mean an inefficient 
food truck. We talked about speed of service (SOS) and how to improve a few 
weeks ago. View that presentation here. 

Poor Food Quality. Your guests expect quality. When it comes to the quality, they 
want it in everything from the food to the coffee. If your guests don’t like your 
menu, they won’t return. If they had to wait too long to be served, they won’t 
return. If the food was delivered cold, they won’t return. If they don’t tell you about 
these issues you cannot improve.  

Dirty Food truck. The atmosphere at your food truck matters. If your food truck is 
dirty, you can bet you’ll lose guests. Cleanliness is especially important to your 
guests. It is often cited as one of the worst mistakes a food truck can make. One 
study even says that a food truck problem such as a lack of cleanliness is one of the 
longest remembered by guests and associated with the lowest guest retention rates. 

 

https://www.moorebetterperformance.com/
https://www.youtube.com/watch?v=ZlVEb3BwRyo&ab_channel=FoodVendorReality
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Inconsistency. Let’s imagine you visit Food truck X on several occasions, and you 
are happy with the food and the guest service. You like it so much that you decide 
to treat a potential client to a quick lunch. You figure you can count on this food 
truck to wow this person. What you are met with instead is a grumpy order taker 
who seems like they want to be anywhere else. You order food – the same as last 
time – and go so far as to recommend it. You wait and wait. Finally, it arrives, and 
it’s not prepared as you remember or ordered.  

While you may have had two good visits, this last visit means you will never return. 

The moral of this story is consistency is key. If you see problems like this, fix them 
immediately. It only takes one bad experience to convince a guest to never return. 

Imagine if you never took time to tell the owner what was wrong. For the remainder 
of the time that food truck is open they are creating a pool of guests that will never 
return and those guests are generating… 

Negative Word of Mouth. Using the example above, you can imagine how much 
negative word-of-mouth the situation has the potential to generate. On average a 
dissatisfied guest will tell 9 to 15 people about the bad experience. You’ve already 
lost one guest, and now your food truck is poised to lose many more through 
negative word-of-mouth. Folks that many have been considering your business but 
now have a reason NOT to try it, based on the influence of that one person.  

Unhappy guests talk, and then they talk some more.  

Final Thoughts 

A recent study finds that 70% of food truck guests never make a second visit, and 
that many food trucks do nothing to encourage them to return. Guest retention is 
Seven Times more cost effective than always marketing for new guests. We have 
already discussed marketing and that presentation is here. 

 

So what happens when we to get a compliant. Which we will. Expect it. Prepare for 
it. Embrace it.  

  

 

 

Embrace it?   

 

 

https://www.moorebetterperformance.com/
https://www.youtube.com/watch?v=KyH4FMPtOhg&t=2s&ab_channel=FoodVendorReality


 

©MooreBetterPerformance.com  3 | P a g e   
 

HANDLING GUEST COMPLAINTS 

“A bad experience can be achieved through bad service alone.”  
Chef Paul Prudhomme 

 
“Always render more and better service than is expected of you.” 

Og Mandino 
 

“Service rendered without joy helps no one.” 
Mahatma Gandhi 

 
My family has been a season pass holder at Walt Disney World for a number of 
years. My children had been there so much they could (and did!) give directions to 
bathrooms, food trucks and rides. Our first trip to Disney World with our 6-year-
old daughter was in the late 1990’s. Being at the age where everything seems real 
and utterly magical, saying she had the time of her young life would be a massive 
understatement.  

Her very first desire was to see Ariel from “The Little Mermaid”. We entered the 
Magic Kingdom and made a bee line for Ariel’s Grotto. My daughter, of course, 
wanted to collect all the autographs of the characters and we had purchased the 
official (and ridiculously expensive) Disney World Autograph Book.  

The Grotto was an area with sprinklers and other sea themed items to help while 
away the long, long wait to see Ariel. When we arrived the line time sign said 60 
minutes. We got in the line and waited… 

And waited… 

And waited… 

My daughter was just as excited as when we first arrived at Ariel’s Grotto. She was 
talking and laughing, running into the sprinklers and just being an excited little girl. 
The line finally moved and we were 2 families away from seeing The Little Mermaid. 
We were told Ariel needed a break and would be back in 20 minutes. The family 
directly in front of us were openly disappointed and made it known to the poor 
person that had to inform us of the wait.  

He smiled and began talking to the children attempting to entertain them with 
stories of Ariel’s adventures. He noticed their autograph books and offered to draw 
a special page for them, promising Ariel would sign the adjoining page. The kids 
rudely refused saying only “my autograph book is for famous people. You aren’t 
famous”. The parents made no attempt to chastise their children and offered no 
apology on their behalf.  

https://www.moorebetterperformance.com/
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The Disney employee not missing a beat and with a huge smile offered to check on 
Ariel for the family. He excused himself and said he would be right back.  

After a few moments he returned and ushered the family in for their audience with 
Ariel. After taking that family to meet Ariel, he told us our turn was next and it 
would be few minutes while Ariel visited with the first family. My daughter held up 
her autograph book and said, “please I would like a special page for Ariel, her 
friends aren’t nobodies.” 

The attendant then proceeded to draw an amazing under sea scene with Flounder 
and Sebastian in a matter of seconds. Clearly he possessed artistic ability and had 
drawn that scene 100’s of times. That intricate pen drawing and Ariel’s adjoining 
autograph became my daughters most prized possession well into her teens. As an 
adult with her master’s degree in Education she still talks about that day. I can’t help 
looking at the photo of her with Ariel and wonder what that artistic “nobody” is 
doing today.  

That young man served us with utter joy. He was proud to work in a fantasy world 
and he stayed true to his character even when he would have been justified (and 
cheered) to break character and cuss out the rude parents and their progeny.  

In the subsequent years we visited WDW a few more hundred times and always 
made that trip to Ariel’s Grotto first on the “to do list”. All because one employee 
made a difference.   

  

https://www.moorebetterperformance.com/
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“Being on par with price and quality only gets you in the game. Service wins 
the game.”  

Tony Alesandra 
 

Besides the obvious need for quick, friendly service in your food establishment, you 
will need a SOP (standard operating procedure) for slow times. This SOP helps you 
prepare for future guests so you will be able to service them in the manner they 
deserve. 

In a street vending business or B&M train yourself and your staff with this pattern: 
Help, Restock, Clean, Market, Resume. 

Help – This applies if you have employees. Once your cashier has taken all the 
orders and no one else is in line. They should help the food producing employees 
with cooking, assembly or bagging the food for presentation.  

Restock – Once all the food is prepared and presented and there are no new guests 
to serve it is time to restock. Restocking prepares you for the next wave of guests so 
that they get the service they deserve. A well-stocked food prep area if visible to 
your guests helps sell food. No one wants to see half full bottles and pans knowing 
their food is being prepared in this “scrapping the bottom of the barrel” 
environment. Please note, if you have a line of people, they expect to see half used 
pans, bottles, etc. It is the guest that steps up with no line that will be turned off by 
half used pans.   

Clean – As soon as everything is stocked begin to clean up all spills and other 
messy areas around your food and on the floor or surrounding grounds. If you have 
a seating area clean it and empty trash cans. 

Market – Once you have restocked and cleaned, move on to marketing your trailer 
or cart. Pass out samples, spin a sign, wave to passersby, do anything to get 
attention to your set up. If you are inclined to sit down and take a breather, you are 
in the wrong business and perhaps this explains why you are lacking business at the 
moment.  

Resume – This step is easy. It takes precedence over the other steps. If new guests 
enter your serve area AT ANY TIME stop whatever step you are doing, greet them 
and get prepared to serve them in a positively memorable way. 

This pattern along with your procedures to service your guests quickly helps 
demonstrate you are a serious business owner. Paying attention to details that really 
make a difference your guests will notice.  

 

https://www.moorebetterperformance.com/
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“Finding happiness, satisfaction and fulfillment in continuously serving 
somebody else something good to eat, is what makes a really good restaurant.” 

Chef Mario Batali 
 

Highly satisfied guests are integral to your food business success. Harvard Business 
School did a study on Starbucks and found guest satisfaction has a massive impact 
on your revenue. (well duh!) Researching Starbucks, they found a satisfied guest 
visits an average of 4.3 times per month while spending $4.06. This “satisfied” guest 
remains loyal for 4.4 years. They went on to find that a highly satisfied guest visits 
7.2 times per month, spends $4.42 and is a loyal for 8.3 years. 

What about when you have a dissatisfied guest? According to Guest Experience Report, 
researchers found the #1 reason guests abandon a brand is due to poor quality and 
rude guest service. This pair of items was cited 18% more times than slow or 
untimely service.  

That is why in QSC2 quality is first followed by service and why I always say Fast 
and Friendly when describing service. 

 

“I just get up every day and try to do a little better than the day before.” 
Chef Emeril Lagasse 

 
I hope you have been exposed to an improvement philosophy known as “1% 
better”. This philosophy states all you have to do is be one percent better today than 
yesterday. Mathematically this looks like this. 1.01365. Meaning over the course of a 
year you are improving personally and professionally only 1 percent each day over 
the previous day. Solve that equation. I’ll wait. 

The answer is 37.7834343329. Or you are 37 times better than when the year 
started.  

Giving 110% at work still means at the end of the year you are giving 110%. 
Improving over previous performance every day is called growth.  

The flip side of the equation is extremely scary. Perform almost as well today as 
yesterday. Mathematically: (.99365) Work that one out on your own. You will be 
shocked. 

https://www.moorebetterperformance.com/


 

©MooreBetterPerformance.com  7 | P a g e   
 

HANDLING GUEST COMPLAINTS 

 

 

Having said all this what happens when something goes awry? It does 
happen. A sandwich request for ‘no onions’ gets onions anyway. A medium burger 
is served well done. It takes twenty minutes to give out food. An item is left off the 
order. The dipping sauce is forgotten. Or any of the thousands of possible 
complaints. What do we do?? 

No matter how careful and diligent you may be some day you will disappoint a guest 
and get a complaint. The complaint may be completely baseless or even completely 
made up. Those are the exceptions. Most complaints on the other hand are the 
guest’s way of asking you to correct a mistake or problem. The calm unspoken part 
of the complaint is: “Hey, I really like you and your food but today something is 
wrong. I just want you to fix it so when I come back I can be confident the problem 
will not happen again.”  

When you think of a complaint in those terms it is not so personal and hurtful. A 
vocal guest complaint is the best thing you can get (as opposed to the unspoken 
complaint that never comes back and you don’t know why). Here is a consumer of 
your food that is pointing out an opportunity for improvement and helping you 
gain superiority over your competition. Even if the complaint is subjective like 
something not hot or cold enough or the service wasn’t friendly or fast enough, it is 
still an opportunity to fine tune operations and get better for the future. 

How do you handle the irate, noisy, complaining guest? First thing is to 
remove them from your other guests. A complainer will influence others to be more 
critical and even complain as well. This is no different than a line of guests 
influenced by the person in front of them and creating a “run” on a product. If 

https://www.moorebetterperformance.com/
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possible move them to an area away from the serving area to continue the 
conversation. If you are working alone and you have other guests get control of the 
situation as quickly as you can. Calmly say “I don’t ever want to operate in the way 
you are describing. Would you please give me details about the problem so I can fix 
it right now?” A calm response from you talking in a lower tone voice than normal, 
generally, will influence the complainer to talk lower as well, helping diffuse what 
could be a tense situation.  

Your goal in dealing with every guest is create a lasting and profitable relationship. 
When you have moved the complainer away from your other guests and gotten the 
complainer to be detail focused it is time to: 

•  L - Listen to the complaint without interruption. Repeat details to 
ensure you understand and ask questions to get a complete picture of the 
issue. The top 2 complaints are either food or service related. 

•  A - Apologize for the inconvenience or disappointment. Be specific 
with your apology and empathize with the feelings the guest has expressed. 
Remember guests come to you when they are hungry. Hunger impacts 
different people in different ways usually negatively. The problem with your 
food or service has impeded them satisfying their hunger leaving them 
frustrated and irritable. Apologizing for the situation is NOT admitting their 
complaint is valid, you are apologizing for how the issue impacted them. 
Apologizing is NOT saying “I’m sorry.” That statement is a self-evaluation 
and the guest should respond with “Yes, yes you are.”   

•  S - Satisfy the guest by addressing and correcting the issue. Ask the 
guest specifically what action they would like you to take. If the requested 
action makes sense for the complaint, by all means do it. Don’t be afraid to 
refund money. Gauge the intensity of the complaint before deciding on your 
next action. It is imperative you break the emotional state of the guest. If they 
are emotionally upset over the issue they will continue venting well beyond 
the merits of the complaint. Give them choices to consider. This helps break 
negative emotions as the brain must now focus of which choice is best. Such 
as asking, “I would like to offer a free dessert for your trouble would you like 
that now or save it for your next visit?” 

•  T - Thank the guest for bringing the issue to your attention and 
helping improve your business. Your “thank you” should be sincere and 
spoken with a smile. Promise future actions to prevent this complaint from 
reoccurring and above all invite them back to your business so they can 
see the improvements firsthand.  

 

https://www.moorebetterperformance.com/
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Sometimes you will get a serial complainer.  

You know the type, a person 
that no matter how great the 
food and service might be they 
are going to complain loudly 
and absolutely nothing you do 
will appease them. These are 
the people that inexperienced 
or feeble operators become 
rude towards and actively 
chase away from their 
business.  

Hiding behind sarcasm they try to embarrass the complainer into leaving hoping to 
save face with the other guests in line. The short-term gain is, perhaps, the 
complainer leaves, the vendor saves a $10.00 refund and makes a few people laugh. 
The long term and most damaging part to the business is negative impact to the 
reputation and guest perception of the vendor. Even the guests that laugh 
heartily at the situation and applaud the actions are left with the distinct impression 
the operator is a ‘jerk’. These guests know instinctively if they complain they 
probably would get the same treatment so they are less likely to return and that is 
not a sales building technique. Just like Ariel’s friend from the Grotto, he chose 
is response carefully and won over the crowd without retaliation to the loud 
complainer. A true professional. 

Vendors have vastly differing opinions on offering refunds. A refund simply means 
the food is counted as waste, the sale is voided and money returned. Plan for 
mistakes you will make and count that food as waste. Every vendor should have a 
waste budget. Somewhere around the .60% level is a good goal. Budgeting for 
mistakes and complaints take the financial sting out of both. You should expect to 
make mistakes and you should also expect occasional complaint refunds. Thinking 
you won’t make mistakes is arrogant and just plain wrong.  

This is totally different from a meritless complaint. The one where the person 
hasn’t even bought food and is complaining about pricing, food quality, location or 
whatever else enters their mind. These folks are not guests as they haven’t 
purchased anything and they are being disruptive to your business. Tell them you 
would be happy to discuss any comments when you are not open for business and 
then ask point blank if they are going to order any food but say it with a smile. Any 
answer other than “yes, I want a …” interrupt them and ask them to leave so that 
you may serve the other people in line. Again, politely with a smile. Any other 
response other than them walking away, you dial 911 and show them the phone 

https://www.moorebetterperformance.com/
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screen. Ask for police assistance with someone disrupting your business by creating 
a nuisance to you and your paying guests. No further engagement with the 
complainer is required. As long as you remain calm and in control the complainer 
usually leaves long before you finish the call.  

Engaging a complainer about pricing or if your hot dogs or burger meat are really 
‘all beef’ is pointless while you are in operation. These types of inquiries are 
designed to get under your skin by implying your products are inferior. This 
suggestion is a way of trying to chase away your guests already in line. A simple “I’ll 
be happy to discuss business strategies with you after I’m closed” or “Of course 
they are all beef I am proud to serve this brand” and get back to taking orders from 
real guests. You don’t have to prove anything to anyone except your health 
department.  

Remember Listen, Apologize, Satisfy and Thank. Budget for refunds and mistakes. 
Your ultimate goal should be to get a complainer to return and spend more cash 
that you can actually keep! 

 

The next goal is turning that complainer into a loyal raving fan. To do that you 
must… 

Understand the importance and value of guest feedback in continuously 
improving business results. A simple report format for guest feedback should be 
used for guest recovery when the feedback is of a negative nature. Use this example 
form especially when refunds are promised on phone conversations or when 
handling poor reviews or negative social media comments.  

Date: 4/1/2021 Time: 1pm 

Guest Name: John Smith Type of contact: Phone (555) 321-1234 

Feedback: Sandwich made with onions requested NO onions, NO ketchup 

Action Promised: Replace sandwich on next visit. Give BMG card. 

Date Promised Action Collected: 4/10/2021 

Follow up date (if not contacted): 4/15/2021 

https://www.moorebetterperformance.com/
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Guest recovery would be a part of the “S- satisfy” component of LAST.  

This form would be kept on the vehicle at all times and used whenever any 
complaint is logged. Phone call, in person complaint, reviews, negative comments. 
All are learning points. Keeping a record will show patterns over time. Both in 
repeat complainers AND in your teams performance.  

You may have noticed a “BMG” card in the “action promised” section. That is a 
business card sized coupon for a free product. Be My Guest (BMG) allows you to 
not have to ‘refund’ money. Your action replaces the sandwich AND gives them a 
reason to return beyond the replacement transaction. This free item does not have 
to be a sandwich, it could be a dessert. In my experience 80% of people given a 
BMG card for whatever reason will order additional items when they use the card. 
Effectively turning a complaint into MORE sales.  

 

 

 

A BMG card 
could look like 
this: 

 

 

 

 

 

I can hear someone saying, “I can’t make money replacing, refunding, and giving 
stuff away.” Well you also can’t make money without guests. Complaints are 
your opportunity to improve and impress. Ignoring that opportunity is a sure-fire 
way to fail.  

Let’s look at refunds. A first-time guest gets a completely wrong order. They get 
mad because they are hungry and now because of some mistake along the vendors 
delivery process and now the guest cannot eat. They want a refund and promise to 
go somewhere that will “get it right”. Let’s say they ate half the sandwich, most of 
the correctly made side item and most of the drink. Let’s say the mistake was not 
adding mayo. Clearly something that could be missed until the guest realized it is 
not there. They could have eaten most of it without noticing the mayo was missing.  

https://www.moorebetterperformance.com/
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So do you refund? If you are thinking “NO, they ate most of it!” please drop me a 
message with your business name and number. I will buy your equipment when you 
fail. Because you will. It may take a year or two to chase off all your guest base but it 
will happen. Poor attitude and poor service become a reputation that cannot be 
overcame for food trucks.  

Refunds are a way of taking the pain away from mistake for your guests. 
Disappointment in the situation still exists but the guest will recognize your attempt 
at making things right. They are now more likely to return in the future when they 
get over the emotional reaction to the mistake. In a lawsuit making the victim 
“whole” is the goal and often a monetary value is placed on the “pain and 
suffering”. Refunds simply make the complainer “whole” again. Offering a free 
meal (BMG card) is simply paying “damages” for your business error. Contractors 
sometimes have to redo something that was not up to “code” at their own expense. 
Vendors replacing food and giving refunds is no different. Some part of the QSC2 

code was broken and must be fixed.  

What happens next? 

When the complainer returns to collect on the BMG card or other promise made to 
entice a second visit we are taking them one step farther in the journey turning them 
from complainer to raving fan. Let’s say that complaint with adding mayo resulted 
in a promise for a free dessert on their next visit. Most likely they will buy 
something else to go with the dessert. With that purchase transaction give them a 
“bounce back” coupon like this: 

   

 

 

 

 

 

 

 

 

 

 

 

https://www.moorebetterperformance.com/
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This card requires a purchase and likely will be used to introduce your business to a 
new guest. Look at the two cards carefully. One has a yellow stripe the other black. 
Those help identify what stage in guest recovery this particular guest is in. The 
yellow stripe denotes a first return visit after the error. This evaluation visit is crucial 
to winning back this guest and moving them closer to raving fan status. This little 
notification tells your team to go above and beyond with this guest and their order. 
Paying particular attention to every detail.  

The bounce back offer with the black stripe identifies this guest as on their second 
evaluation after a complaint AND they are showing off your business to another 
person. Again that extra special attention is required, like using their name during 
the interaction and getting the name of the friend they are treating.  

Remember this reformed complainer cared enough to point out an opportunity for 
improvement in the first place. Even if in that moment of complaint they were over 
wrought with emotion from a minor mistake making the situation uncomfortable. It 
is the unspoken complaint is the most hurtful because those folks never come 
back and you just don’t know why. Their lack of caring about your business has 
taken away your opportunity to improve.  

 

BOLO. Be on the lookout for that 
complainer. You know their name and 
have had three other interactions at this 
point.  

Time to set the hook! Take a few 
seconds to ask about the previous meal 
and if it was up to their expectations. 
Most likely it was since they have 
returned. This question puts them in the 
frame of mind to like today’s meal as 
well. Since you just reminded them of a 
great performance on their previous 
visit. Ask them to post a review or at 

least a photo to social media and tag your business. Point out you are a small 
business dependent on great guests like them helping your business grow. Feeding 
their ego encourages them to want to post at least a positive comment.  

The final action is to get them into your loyalty program. Treat them as a VIP and 
pre-punch the card a couple of times or give them double points if you use a point-
based system. The idea is to move them closer to the reward than normal. As always 
thank them for being a valuable guest of your business.  

https://www.moorebetterperformance.com/


 

©MooreBetterPerformance.com  14 | P a g e   
 

HANDLING GUEST COMPLAINTS 

Creating your raving fans. The next step should also be used for all your loyalty 
program participants not just the ones that complained. These folks are already 
fans if not raving fans. If you have heard the saying about “surrounding yourself 
with successful people if you want to be successful” this program aims to surround 
your business with raving fans. Happy guests influence other guests to be happy. 
You are effectively creating a ‘run’ on satisfied guests which means less complaints! 

As a guest fulfills your loyalty program to get their reward give them a few coupons 
to pass out to their friends. Ask them to sign the cards with their name or ID 
number from your loyalty program. As those coupons are redeemed the original 
guest (the one that passed the card) gets a point value or a punch on their card as 
well. This is a kind of network marketing. The original VIP likely will only pass the 
card to folks they feel will use the card so they can be rewarded as well. Even 
though this is a discounted purchase you will still make more money in the long 
term. At the end of the day just review these “recommends” cards and give the 
credit to the VIP guest that has done some marketing for you. It is important to stay 
on top of the tracking for this program to be successful!  

Creating win-win-win scenarios. You win from additional sales perhaps from 
people you normally would not have served. Your VIP guest wins by collecting 
additional rewards and giving a friend or colleague a discount. Your new guest wins 
from the discount and exposure to your great food.  

This card with the green stripe signals this is a referral guest and related in some 
manner to an existing VIP guest. Sign this guest up for the loyalty program and give 

https://www.moorebetterperformance.com/
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them the VIP treatment as well. After they fulfill the loyalty program give them a 
few “Recommends” cards as well.  

Now how does all this impact the bottom line?  

Let’s say your average check is $18.00 and the expenses for that one check (variable 
and fixed) is $12.00, leaving you $6.00 in profit.  

On an $18 order discounted 20% means you have $14.40 in sales and the same $12 
in expenses leaving you $2.40 in profit. BUT… 

This person has just signed up for a loyalty program meaning they will be making 
more visits at FULL PRICE. 

If your reward is a free sandwich after they purchase 10 combos, that means your 
business will generate $180 in sales (folks rarely buy the minimum to qualify) while it 
gives away only the $3.60 above and the food cost of your sandwich. Let’s say $4.50 
is the food cost for the reward freebie, making a grand total of $8.10.  

The normal profit on the 10 full priced orders is $60 plus the original discounted 
order’s profit of $2.40. Giving you a return on your $8.10 marketing investment of 
$62.40. If you could invest $8 to make $62 would you do it. Of course, you would.  

The best practice is to make the qualification to get a point or card punch is a 
combo while rewarding only a sandwich at the end of the collection. This way when 
the “prize” is collected the guest most likely will order a side and drink to complete 
their meal. If you have your menu priced properly the profit from the side and drink 
cover the cost of the sandwich, so you don’t really take a loss on that one order.  

Marketing is an investment. Coupons, discounts and GUEST RECOVERY are 
investments into your business.  

Put your loyalty program on overdrive. Let’s say you have 10 VIPs today using 
your loyalty program. Once they complete and collect your reward offering, give 
them each 2 of the “Recommends” cards. Since they are vested by getting a small 
reward as well they will give the card to friends they feel reasonably sure will use the 
card.  In turn you give each of those  2 cards after they fulfill their first 10 
purchases. How many loyal guests would you have?  

10+20+60=90. Ninety potential raving fans. Will they all collect all the points or 
punches? No. Some will, some won’t. The idea is to feed the active participants and 
keep them on the raving fan train with your food and service paired with the 
occasional perk. The ones that occasionally come in for the random punch 
collection are still important to your business. Even if it takes two months to collect 
their reward at least they are spending money with you as they collect punches.  

https://www.moorebetterperformance.com/
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Menu Fatigue is the enemy of loyalty programs. Menu fatigue is when guests grow 
tired of the ‘same old thing’ and just drop out of being a regular guest. Your QSC2 

has not changed but your menu has become ‘boring’ to your regulars. These folks 
just slowly stop coming in. The guy that came three times a week for months is now 
only coming every couple of weeks. Eventually he will just stop coming.  

This is one reason restaurants have seasonal menu changes or limited time offers 
(LTO). An LTO is a product that is brought into the menu with a definite end date 
in mind. It could be a week, a month or a season. Most of the ads will reflect the 
additional product to drive excitement and trials. An LTO becomes a homerun is 
when guests ‘demand’ it be made a core item. Now instead of dropping the LTO 
another product that has sunk to the bottom of the sale mix report is dropped. 
Leaving the menu stronger and alleviating inevitable menu fatigue for a while 
longer. 

 

As with all our training these programs take a commitment on the owners part to 
make them work and practice when the opportunity presents itself. If you need help 
by all means consider purchasing the training course on the next page. Besides a ton 
of training material that covers subjects most “gurus” don’t even know you will get 
eight hours of one-on-one training with me, concentrating on what your business 
needs.  

 

  
 
 
 
   
 If you are anti-capitalism please don’t read the next page… 
  

STOP 

https://www.moorebetterperformance.com/
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• Includes 250-page Textbook. 
• 80-page printable workbook 
• Business Plan Word & Excel template designed for food 

trucks.  
• PLUS spread sheets for Food Cost, Recipe Planning, Sales 

Tracking, HACCP Plan, Used Trailer inspection and more.  
• Contract templates for Catering, Restroom permission, 

Space Lease, Commissary Agreement. 
 

Bonus - 8 hours of virtual 1 on 1 coaching with me.  

Together creating profit from opening day. 

Click now! let’s get to 

work! 

limited spots 
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