
38 CATERER MIDDLE EAST OCTOBER 2008

 DESIGNER COLUMN

I was back in the UAE last 
month. It was a whirlwind 
of meetings, all of them 
interesting and stimulating.

One thing I have noticed as an 
outsider is that, while there is an 
understanding that up-to-date 
restaurant design is important, 
there is a great deal of naivety 
about why.  

This is not a comment intended 
to offend restaurant owners. The 
truth is that many designers do 
not understand the impact their 
design selections can have on 
the profitability of the businesses 
they are working for. 

You see, it is not enough to 
make a restaurant look good. 
To become famous it has to 
look good in the right way, and 
it’s easy to spend large sums of 
money on the wrong things.

Making market sense
These days, I don’t read much 
about design, but I do read a lot 
about marketing — it helps me 
to understand design in context 
and to advise my clients about 
how to create branded outlet 
designs that appeal to their 
target markets.  

These days, I find that I don’t 
have many conversations about 
finishes and colour. 

I have conversations about 
market sectors, branding and 
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colour psychology. I try to 
guide clients away from buying 
ubiquitous designs when they 
have unique businesses. 

It’s easy for a skilled design 
salesman to find out what you 
like and then draw something 
appealing — that’s their job. And 
no doubt they may seduce you.  

It is much harder for a 
designer to make a living by 
telling you your instincts won’t 
work, but if they do, hire them!

They are clearly not afraid of 
losing your business by risking 
offence, and that means they’re 
doing their job right.

Don’t be afraid of doing 
something new, even if at first 
your friends and colleagues 
don’t like it. The important thing 
is to get noticed.

Another common marketing 
mistake I come across almost 
every day, quite often at high 
levels within client organisations: 
most restaurateurs think they 
should have as broad an offering 
as possible — more choice is 
good, right? 

No, not always — generally 
people respond more positively 
to less choice.

Nowadays, our lives are full 
of clutter. More companies 
offer more services than ever 
before and competition for our 
attention is getting greater as we 

It’s not what 
you spend 
on design; 
it’s how you 
spend it
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are bombarded with marketing 
messages and sophisticated 
branding every day.  

Trying to do everything at once 
will just dilute your message. 
In small, provincial markets 
it might work, but in busy, 
cosmopolitan markets like 
Dubai, it won’t.

I have seen many small 
business clients fail by becoming 
generalists for fear of missing a 
sale when they could have been 
successful specialists. 

You won’t get famous by 
doing lots of things averagely. 
You can only get famous by 
doing one thing excellently. 
And remember, you don’t need 
everyone to be your customer 
once; you need customers who 
like what you do enough to 
come back regularly, and to tell 
others. This will help you add 
value and raise profits.

Whatever you do, do it 
excellently. Become famous.
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Top tips for finding fame
�Keep your menu focused. 
If you do Thai, don’t try to do 
Chinese or Japanese sushi at 
the same time. 
�Keep your offer and 
brand clear and instantly 
understandable for customers.
�Don’t try to appeal to 
everyone or you’ll end up 
appealing to no-one.  
�Forget your own design 
tastes and hire an unfettered 
professional that knows how 
to use scientific design to 
communicate your simple 
message clearly.
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