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ew blood

Want to grab new customers before anyone else? Talk to your local real estate
agent. By Sharon Aris
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2d, Brunning

middle bar. Inde
re ahead of

admits, they we
the curve, and the place took

its time to find its feet—and

a clientele—when it first
opened six years ago. But
with 3,000 new residents an-

nually in the greater Bunbury

region, and housing prices

up 36 per cent in the last 1.2
maonths (the figures roll off

Brunning's tongue as befits
the newsreader-cum-res

taurateur he is), they're now

reaping the rewards, as Mojo'’s

attracts the urbane _'{]-'('J|L‘S'

sional new rasidents looking

for something more than
what's being offered by the
traditional dried-flower-and-

wooden-floor cafe brigade

that's made up much of the
town's dining in the past.

But not everyone is located
g

does every restaurant have a

in a high-growth area, nor

minds, including software
developers, architects, teach-
ers, journalists, engineers and
businesspeople, Not coincl
dentally, these are also the

people earning good money.

They alsa have good social
networks, and very much
want to be out and about.
In short, the ones you want
regularly in your restaurant,
The question is, how?
‘The creative centres are not
thriving for such traditional
economic reasons as ac-
cess to natural resources or
transpaortation routes, writes
Florida. *"Nor are they thriving
because their local govern
ments have given away the
store through tax breaks
and other incentives to lure
business. They are succeed-
ing largely because creative
people want to live there”

And what creatives are look
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The strif mpleted in -
but a plethora of hotel-int
partment conversions ha

ar 3 [ INCrease in res
lents. Indeed, this area is now

prime walk-past pasition on
the main strip that will attract

newcomers. So how else do

u get them through the

door? Grant Lewers, manaqg-

ing director of resultsagency.
com, has one very simple an

swer: get cosy with your local

real estate agents. According
to Lewers, you should already
be on good terms with loca
agents as they themselves
are prime business regulars,

so it's worth targeting agents

with a special lunc
Then, once you've got them
in, have a chat to them about

offer

doing a value-added
they can present to new
residents. “A lot of them like

basket and

to send a fruit

champagne. Why not sell

them a voucher for a meal at

your restaurant they can add

t as well? So instead of

a 5200 fruit basket, they buy a

TOPTIP

Restaurants offering take-
away are In a particularly
F)HI'I"IE" r]l:]‘:.ill(')ﬁ o attract
new residents who often
don't have the time and
energy to cook when

till unpacking. But
make the offer conditional
on them coming to pick
up—you want them to
have a look at your estab-

lishment so they’ll think of

dining there later.

ing for is buzz.*On many fronts,
the creative class lifestyle
comes down to a passionate
quest for experience writes
Florida. “They like indigenous
street-level culture—a teeming
blend of cafés, sidewalk musi-
clans, and small galleries and
bistros, where it is hard to draw
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Lewers outlines a sell-strat

egy that slides from up-front

profitable, to cost-neutral or
finally subsidised. Ideally, he
says, you want them to buy a
voucher that covers 100 per
cent of the meal’s cost. But if
they're unwilling to spend the
full amount, why not charge

the estate agent 530 for a

)7 That

voucher worth $100

ay to get them to

discount meal

[ at least gets

the new residents in the door

He also suggests you might
want to tailor the pa

whether they are renters or

3ge to
buyers: maybe a 550 gift to
renters and $80 to owners.

Lewers also st sts these

offers are best customised

the line between participant
and cbserver”

Allan Simpson, owner of
Manly beachside establish-
ments Whitewater Restaurant
and Blue Water Café, isn't
familiar with the ideas of
Richard Florida, but how he
approaches his business is
really a case study in chas-
ing the new creative class. A
restaurateur with extensive
experience in South Africa
before moving to Sydney 10
years ago, Simpson spent
time finding an area for his
business that had waterfront,
a good mix of tourism and
locals—and, most impor-
tantly, position. “The base of
the business is locals first, but
with extra feet passing the
door He adds this is par
ticularly important in winter.
“When the tourists go, you
really want locals.’
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on the agent's letterhead
rather than the restaurant'’s.

Something saying 'this is our

favourite pizza place’ dc
ook bought,” he says."It's the
restaurant saying to the real
estate agent, ‘'you want to
make them feel good, and we

feel good. Let’s

want them 1o

a deal”

e residents

 are residents—the

other question is, how do
vou catch and hold the best
of thern? One ¢

conomist

with an interesting fh{-(_]')-‘ 15

post-Industrial Revolution,

it's creative people who drive
the economy now, and if
vou want your City, industry

or business to flourish, you

need to attract them. Florida
defines this ‘creative class' as

people who create things

from the application of their

In Manly he found his mix,
with renovated old build
ings, two dining areas on the
wharf and beach side, and
a council willing to upgrade
the footpaths to attract a
diverse mix. “There's a lot of
new restaurants in the area,
which is great. It becomes a
dining precinct. It brings the
standard up so people come
to the area’

Still, he says, his model is
about providing a good and
consistent dining experience
“It's based on the idea of
value. If you have a crois-
sant and coffee and spend
58, if the waitress is friendly,
people remember it's a good

experience." Add to that a loy

alty program where database
members are sent special
offers or invited to the launch
of new wine and food, and
you can hook. O



