
Case Study3
Tempura Garden
Tempura Garden restaurant offers Asian cuisine consisting of Japanese and
some Korean dishes. The meals are competitively priced ($7–$10 for lunch
and $8–$16 for dinner) compared with other full service restaurants in the
area, but the location and parking are a problem: the restaurant is located
away from the main traffic area, and there is limited parking available.
Fortunately, the restaurant is doing fairly well because it is one of the few
places in town that offer sushi and other Japanese and Korean dishes.
However, the downturn in the economy has affected the full-service
restaurant market, and the owner is concerned about competing in the new
environment.

The restaurant has a group of loyal customers that live nearby, as well as
some of the local Asian population. The owner is concerned about keeping
these customers satisfied, but he must also find a way to attract new
customers to continue to be profitable. Therefore, he decides that the first
step would be to survey his current customers to determine how they had
first heard about Tempura Garden and what is important to them when
choosing a restaurant. The following are the results to the first question.

How did you first become aware of Tempura Garden?

Newspaper advertisement 10%

Radio advertisement 5%

Word of mouth 55%

Val-Pak 10%

Drove by 20%

This provided some useful insight into how people became aware of the
restaurant. Apparently, word of mouth was the main vehicle, which is
consistent with other studies reported in trade publications. The owner
didn’t do much radio advertising, but he did place ads in the newspaper 
and Val-Pak (various retail coupons combined and delivered through direct
mail) on a regular basis.



The other area of concern is the importance of various attributes or
characteristics in choosing a restaurant. In particular, he wanted to know if
his location was a major weakness relative to other full-service restaurants
in the area. In addition, he could determine what characteristics were most
important to customers when choosing a restaurant. The survey contained a
section for respondents to rate the importance of a list of characteristics on
a 7-point scale ranging from 1~ not important at all to 7~ very important.

The following table contains the mean importance ratings.

characteristic Importance rating Performance rating

Timeliness of service 5.64 4.17
Quality of service 6.21 4.36
Cleanliness 6.43 4.37
Quality of food 6.63 4.50
Menu variety 5.29 4.32
Employee friendliness 5.91 4.46
Atmosphere 5.44 4.11
Convenience of location 5.08 4.23
Value for the price paid 6.01 4.18

In addition to the importance ratings, respondents were also asked to rate
Tempura Garden’s performance on a 5-point scale ranging from 1~ poor to
5~ excellent. The mean performance ratings appear in the third column in
the table. The owner must now examine the results and make some
decisions based on his analysis.

Case Study Questions and Issues
1. How did people first become aware of the restaurant? How does this

affect the owner’s approach to creating awareness and getting people to
try the restaurant? What strategies would you recommend?

2. What are the most important factors in choosing a restaurant? How
does Tempura Garden rate on these factors?

3. Discuss the owner’s potential responses to the ratings for each of the
consumer problem-solving processes.

4. What additional information would be useful?


