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While there are several different restaurants and bars in College Park, none seem to 
have that (relatively) high-end feel every student is looking for once in awhile. The 
three most popular bars on campus, R.J. Bentley’s, Terrapin Turf, and Cornerstone, 
are known for having rather low standards and constantly allowing underage 
students with fake IDs in. These bars have been described by various reviewers as 
places with “trashy dance floor experiences” and “where respectability goes to die.” 
As hangouts, these three bars, as well as the excess of fast-food style restaurants 
like Chipotle and Panda Express, aren’t quite universally appealing. Furthermore, 
many students often want to have a nice “night out” that doesn’t involve drinking, 
like for a casual date night, or would like to go to a more upscale restaurant when 
parents are visiting. College Park currently has very few higher-end options; even 
with the establishment of The Hotel and Food/Art/Innovation Hall, there is a lack 
of affordable, fresh, yet intimate environments. Especially regarding The Hotel, 
there will be many professionals staying there who may want to escape the hotel 
environment in the evening to explore the surrounding areas of the Discovery District 
and College Park. 

Our group therefore found this to be a very big strategic window of opportunity. We 
decided to create a rooftop restaurant bar that values aesthetics, quality, and fun. 
Our venue is located where the Applebee’s on Route 1 is, and it’s made up of two 
levels: the ground floor and the rooftop. The ground floor will be the main dining 
area. It will be a sit-down restaurant where people can order dinner and drinks. 
There will be a bar extending out of the kitchen in the middle of the ground floor. 
The rooftop level will serve as the primary bar area, overlooking enjoyable scenery. 
There will be a partially enclosed area with part of the bar and some tables so that 
patrons can enjoy this level even when the weather isn’t nice. There will also be an 
area with a fire pit for when it gets cold outside. The rooftop level will have some 
tables and couches, as well as small high circular table tops for people to stand 
around. Patrons can relax, dine, and drink with their friends in this nice, more open 
space. Additionally, the rooftop and/or the entire restaurant bar can be rented out 
by organizations to throw events. Similar to the other levels, people are welcome 
to eat there during the day; however, on nights when events are going on, this area 
will be closed off to people under 21. Bouncers will stand outside of the rooftop 
door at night. Unlike the current bars in College Park, our rooftop restaurant bar will 
have a much classier and brighter atmosphere. The rooftop element is exceedingly 
popular in many big cities, including Nashville, Washington D.C., and New York, yet it 
does not currently exist in College Park. Having a rooftop level definitely makes our 
concept stand out from the other venues. 

CONCEPT DESCRIPTION 
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Furthermore, we also plan on creating a rotating events schedule so that there will 
always be something new at the restaurant bar. For example, once a week there 
may be a special mocktail night so that students under 21 can legally enjoy the bar. 
Another week may offer a special themed night, like “the Roaring 20s” or “Southern 
Hospitality,” with music and menu specials that match this theme. By implementing 
these rotating events and specials, the restaurant bar will have a lot of ever-changing 
variety, which will keep patrons returning to experience these new events. We want 
our customers to perceive us as a fresh, modern, more upscale dining/drinking 
venue that focuses on trendy design, a healthier food quality than surrounding 
restaurants, customer service, and getting the best “bang for your buck.”

To provide good times, good vibes, and quality food to anyone looking for a scenic 
rooftop experience.

MISSION STATEMENT

RESTAURANT ELEMENT CONCEPT BRANDING



5

Food and Wine Menus

Coasters

Napkins
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Takeout Bags for Boxed Food

Business Cards (Front and Back)
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TARGET MARKET

TARGET CONSUMERS
The two primary target customers for our concept are college students, especially 
upperclassmen, and young professionals staying in the neighboring hotel. As 
students ourselves, we have noticed the lack of a nicer restaurant/bar destination 
near campus. Surrounded with lower-end bars and fast-food restaurants, students 
have very little options to choose from for special occasions. Students are often 
forced to drive off-campus to celebrate birthdays or have a nice meal with their 
family visiting campus. Our restaurant will become a go-to destination for this 
currently underserved market. 

We also believe the rooftop bar will be the main attraction for young professionals in 
the area. Currently existing bars are crowded by young, loud college students simply 
looking for cheap drinks and a place to party. This scene does not attract working 
professionals who just want a quiet place to unwind and sip on drinks. Our restaurant 
will have a much quieter and intimate atmosphere. The rooftop element and higher 
quality product offerings will bring sophistication to the customer’s experience. 
Because our rooftop is the first of its kind in College Park, we also believe that this 
will attract alumni to visit our restaurant. When visiting their former campus, many 
alumni are eager to see the changes and transformation the campus has undergone. 
This rooftop bar is very different from anything else currently on campus and will 
definitely spark interest in the alumni population. 
Lastly, another consumer group we hope to attract is on-campus organizations. Most 
organizations repetitively hold their events in various rooms in the Smith school, 
Stamp Student Union, or other places on campus. We believe that our restaurant will 
be a fresh, new location to hold fancier events. Any club or department looking to 
have a more upscale event can easily rent out the rooftop to host their event.
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Mike is a junior finance major student at the University of Maryland. He comes to Yala 
about once or twice a week. He usually take his girlfriend out for dinner on Friday 
nights. The food at Yala is not too heavy, yet very fulfilling. Their favorite drink is the 
raspberry martini. He also comes to celebrate his friend’s’ birthday at Yala several 
times during the semester. One time, a friend of Mike’s rented out the roof top for 
a birthday party, and everyone enjoyed the setting sun of College Park. He loves 
design of all kinds, and so felt particularly drawn to Yala’s cool, modern aesthetic. 

PERSONAS

Zoe is an alumni graduated in 2016. She is now working as a graphic designer at 
an agency near College Park. She likes to go out for an occasional drink, but didn’t 
like how the bars she knew in College Park were filled with college students and, 
oftentimes, underage drinkers. She likes to go to bars to drink, but not to get drunk. 
She was curious about Yala because she heard from younger friends at College Park 
that it was different from any of the other bars she frequented when she attended 
UMD. Zoe regularly dines at Yala two to three times a month with her colleagues for 
a night out. She also brings clients to the restaurant for a drink in the afternoon. She 
also comes to Yala when the Smith School of Business holds networking events and 
she is invited as an alumni.
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Emily is a freshmen major in Math at the University of Maryland. She hasn’t reached 
legal age for drinking, but she still likes to go out and have fun with her girl friends. 
She recently came to Yala and discovered she really enjoyed the atmosphere. She 
frequently comes to the restaurant about twice a week with her friends just to enjoy 
a nice night out around campus. Emily is a big social media user, and especially 
loves Instagram because of her talents with photography. Because of this, everytime 
she comes she will take a picture with her friends in front of Yala’s featured “Let’s Go” 
wall and post it to her instagram and hashtag it with #Yala.
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RESEARCH FINDINGS

PRIMARY RESEARCH 
We conducted primary research in the form of a survey to learn more about the 
need for a business like ours in the College Park area. Among 113 respondents 
between the ages 18-26 and 1 between the ages 46-55, when asked if satisfied 
with the nightlife options in College Park, 56.1% of respondents replied no (Figure 
1A). When asked which of the following best describes the upscale restaurants 
in College Park, with the options being “there are enough upscale places,” “there 
are too many upscale places,” and “there are not enough upscale places,” 77.9% 
of respondents replied “there are not enough upscale places” (Figure 1B). When 
asked to list where they normally go for a more upscale meal/hangout place during 
the school semester, a majority of respondents replied “DC,” as well as “Bethesda,” 
“Silver Spring,” “Busboys and Poets.” Some respondents even said, “There aren’t 
good upscale places in CP.” These responses suggest that there is a need for more 
nightlife options in College Park, specifically more upscale venues.

Figure 1A: Survey: Are You Satisfied with the Nightlife Options in College Park?
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Figure 1B: Survey: Which of the Following Best Describes the Upscale Restaurants 
in College Park?

When asked how often they visit restaurants in the College Park area, a combination 
of 61.4% of respondents replied 4 or more times per month (Figure 2A). When 
asked how often they visit bars in the College Park area, a combination of 43.9% 
of respondents replied 4 or more times per month, while 24.6% replied 1-4 times 
per month (Figure 2B). When asked if the idea of a rooftop venue in College Park is 
appealing, 98.2% of respondents replied yes (Figure 2C). These responses suggest 
that a majority of our target audience visits local restaurants and bars at least once 
a month, with restaurants being more popular. The overwhelming desire for a venue 
with a rooftop feature suggests a strong need for Yala.

Figure 2A: Survey: How Often Do You Visit Restaurants in the College Park Area?
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Figure 2B: Survey: How Often Do You Visit Bars in the College Park Area?

Figure 2C: Survey: Do You Like the Idea of a Rooftop Venue in College Park?

Since MilkBoy ArtHouse is a potential competitor, a “first mover” in the upscale 
restaurant bar business in College Park, we asked about people’s opinions of this 
venue in our survey. Among 55 respondents who have been to MilkBoy ArtHouse, 
when asked what the main reason for going to this venue is, 27.3% replied “food,” 
25.5% replied “special event (birthday, networking, celebration, etc.),” 21.8% replied 
“drinks,” 18.2% replied “happy hour,” and 7.3% replied “performances” (Figure 3A). These 
results showed us that the least amount of people go to Milkboy ArtHouse for the 
performances they offer, so that is not a huge driving factor for their business. We 
also learned that over half of the MilkBoy ArtHouse customers who took our survey 
go there for the food or for special events. This suggests that we need to focus on the 
quality of the food we offer, as well as hosting special events at Yala.
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We also asked how the interior design of MilkBoy ArtHouse makes customers feel 
because we noticed that interior design was something we wanted to focus on to 
differentiate Yala from MilkBoy. The responses to this question included “bored,” 
“fine,” “upscale,” “city like,” “casual and cool,” “lively,” “mature,” “modern,” “nice,” 
“relaxed,” and “I don’t think it’s anything special,” among others. We even received a 
response that stated, “I feel like it tries to be very upscale but the interior is almost 
the same as any other bar in College Park.” Our group felt a similar way because the 
interior design of MilkBoy is dark and sort of grungy. Based on this, we wanted to 
include a lighter color palette for the interior design of Yala to differentiate it from 
other bars in the area and create more of an open feel.

We asked respondents to rate specific aspects of MilkBoy ArtHouse on a scale of 1 
(worst) to 5 (best). When asked to rate the food quality, most respondents selected 4 
(Figure 3B). When asked to rate the menu options, most respondents selected 3 or 4 
(Figure 3C). When asked to rate the drinks, most respondents selected 3 (Figure 3D). 
When asked to rate the atmosphere, most respondents selected 4 (Figure 3E). When 
asked to rate the price, most respondents selected 2 (Figure 3F). When asked to rate 
the customer service, most respondents selected 4 (Figure 3G). The last question we 
included asked respondents who ranked 2 or lower on any of the previous aspects 
of MilkBoy to specify why or how it could be improved. A majority of the responses 
commented on how MilkBoy is very expensive and the food, drink, and/or 
atmosphere quality does not correlate with their prices. Respondents also expressed 
discontent at the customer service. We will use these results to drive our strategy for 
Yala, focusing on high customer service, affordable pricing, and matching the prices 
with our atmosphere and the quality of our menu items. Using the research about 
MilkBoy ArtHouse will allow us to take advantage of the “fast follower” phenomenon, 
learning from the pioneer’s efforts and mistakes, and entering the market quickly 
with more resources. 

Figure 3A: Survey: What is the Main Reason You go to Milkboy?
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Figure 3B: Survey: Food Quality

Figure 3C: Survey: Menu Options

Figure 3D: Survey: Drinks
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Figure 3E: Survey: Atmosphere

Figure 3F: Survey: Price
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SECONDARY RESEARCH
Our first method of secondary research was calling the City of College Park. Because 
our rooftop bar is the first of its kind in College Park, we found it important to ask 
if there are any ordinances against rooftop venues. Fortunately, there are no laws 
prohibiting this. We also gathered information regarding how businesses are taxed 
in College Park. Businesses pay an annual tax based on the value of its personal 
property, such as furniture, fixtures, tools, machinery, and equipment, which is 
appraised by the Department of Assessments and Taxation. The tax is collected by 
the county or town that the business operates in. We also asked questions about 
permits. We found that every business in College Park is required to have two 
occupancy permits: an annual non-residential occupancy permit issued by the City 
of College Park and a use and occupancy permit issued by Prince George’s County.

After clearing our initial concept with the legal side of the City of College Park, 
we delved into researching the restaurant and bar industry. First, we performed a 
SWOT analysis on the market. One strength is the general financial stability that 
this industry experiences. For the past five years, the fine-dining segment has done 
particularly well. However, one weakness, is the necessity to constantly change 
based on customer preferences. Existing restaurants must continue to evolve out of 
outdated concepts, which may be a challenge because the market is already quite 
saturated. An opportunity for growth is emerging with the new healthy food trend. 
Many restaurants are entering this promising segment of the restaurant industry 
and we intend to do this in College Park. Another opportunity is to incorporate 
technology into the business, whether it be through labor or even advertising. One 
threat is the intense competition within the industry. Restaurants often compete 
based on price. A large competitor for our restaurant specifically is MilkBoy 
ArtHouse, another trendy, higher end restaurant and bar. We specifically gathered 
data concerning MilkBoy ArtHouse as we intend to become fast followers while also 
successfully differentiating ourselves. According to customer reviews on Yelp, many 
customers reported that the food and drink quality as well as the silverware did not 
seem as “high end” as the atmosphere implied. They also complained about the lack 
of food options. Some strengths that were commented on was the large open venue 
upstairs for events. Other competitors in the area include Looney’s Pub, Phil’s Sports 
Bar and Grill, Terrapin Turf, Cornerstone Grill & Loft, and Old Maryland Grill.

We also conducted secondary research on recent restaurant trends. According 
to Nation’s Restaurant News, there is a huge trend towards “cleaner food” and “do 
it yourself wellness”. This is not only for weight loss purposes but also the ethical 
and moral implications of our food choices. People tend to gravitate towards cage-
free eggs, sustainable coffee, meat raised without antibiotics, and overall animal-
friendly practices. Data from Mintel and Restaurant Hospitality indicates that 84% 
of Americans are seeking more natural and less processed foods and 59% of 
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Americans equate food with fewer ingredients as being more healthy. Spinning off 
of the concept of animal-friendly foods, another trend that has been rapidly growing 
is vegetarianism and veganism. As this consumer base grows, it is important to cater 
to this audience as well. Traditionally, a vegetarian and vegan diet is considered 
minimal, underprepared, and raw. However, it is important to create exciting options 
that even animal-based eaters will also enjoy. Some restaurant are also offering 
vegetarian and vegan side dishes that, when ordered together, can make up a full 
meal. There is also a trend towards greater ethnic diversity in foods. Previously, 
there were three big ethnic cuisines: Italian, Chinese, and Mexican. Recently though, 
people are seeking more Indian and Southeast Asian cuisines.

Because our rooftop bar is our main attraction, it is also important to research alcohol 
trends. Mintel reports that though there is falling volume consumption in alcohol, 
on-premise alcohol sales continue to grow, indicating that customers are purchasing 
fewer but more expensive drinks at bars. Research also shows that meals and 
celebrations are the main reason why consumers drink on-premise. To encourage 
customers to drink outside of these special occasions, it is imperative to offer a 
unique bar experience. Bars that wish to attract older customers must also offer a 
high quality meal. Older customers tend to value great food quality and drinks come 
secondary. There is also a trend skewing towards craft cocktails and trendy wines, 
such as champagne and rosés.
We used the United States Census Bureau and DATAUSA to collect demographic 
information in College Park, which is summarized below:

• Population: 31,730
• Median Age: 21.5
• Males: 53.1%
• Females: 46.9%
• Median Household Income (2015): $57,824
• Residents with Jobs (2015): 13,784
• US citizens (2015): 86.5%
• Owner-Occupied Housing Unit Rate (2011-2015): 46.1%
• Median Value of Owner-Occupied Housing Units (2011-2015): $262,000
• Median Gross Rent (2011-2015): $1,480
• Language other than English spoken at home: 25.9%
• Bachelor’s degree or higher (25+ years): 49.5%
• Total accommodation & food service sales (2012): $116,547
• Persons in poverty: 29.9%

Overall, our demographic research shows us that Prince George’s County has 
become more and more gentrified over the past few years, especially around the 
College Park area. The Hyattsville average home price has increased 22% from 



18

2009-2016, indicating a surge in higher-income residents and allowing businesses 
to charge higher prices. This is also displacing the lower-income families that have 
previously populated the area.

To conduct more specific demographic research and gather target consumer 
profiles, we used ESRI, a market intelligence website that identifies specific 
consumer types based on zip code. In our 20740 zip code, there are three main 
types of people:

• Emerald City (15.03%): “Young, mobile, well-educated, and well-employed, we are 
more likely to rent in low-density, urban neighborhoods throughout the country. 
We go online for professional networking, online dating, and blogging. We buy 
natural, organic, or environmentally-friendly products. ”

• Pleasantville (14.99%): “We live in older housing in the Northeast but are 
increasingly settling in the West. Our families are older, with adult children (some 
of whom still live at home). We maintain dual income households with higher net 
worths.”

• City Lights (14.92%): “We’re urban dwellers that value equality, both in terms of 
social welfare and equal opportunity. We range from single to married-couple 
families that may or may not have children. We rent and own in racially- and 
ethnically-diverse neighborhoods. Most of us have some college education and 
we earn good incomes.”

In our neighboring 20742 zip code, where a large majority of our target market 
resides, there is primarily one type of consumer category:

• Dorm to Diplomas (100%): “We are busy studying, working part-time, socializing, 
and having fun with friends. We’ve used computers, the Internet, cell phones, 
and MP3 players all our lives. Because we tend to shop impulsively, we carry 
balances on our credit cards. Cooking is often limited to heating frozen dinners; 
fast food is always an option.”

Lastly, as College Park is undergoing a series of major developments, we found it 
important to conduct research on how the economic and business environment has 
and will continue to change. Data from the 2016 Annual Economic Development 
Report from the City of College Park is shown below:

• 20% increase in population since 2000
• Total businesses: 1,068
• Total employees: 32,773
• 26 commercial business openings in 2016
• 14 commercial business closings in 2016
• 6.0% vacancy of total retail space in market
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• Business initiatives:
•   Improvement fund (Up to $5,000 in matching grants for existing,  
•    locally-owned businesses)
•   RISE Zone (businesses existing in this zone may qualify for tax credits)
•   ICSC Mid-Atlantic Conference and Deal Making Event

According to the June 2017 Quarterly Development Update, there are a variety of 
approved and under-construction projects. There are three hotels (Cambria, The 
Hotel, Townplace Suites), two apartment/townhomes (The Boulevard of 9091, Fuse 
27), one grocery store (Lidl), and one commercial space (EzStorage). There are also 
plans to develop a 150-room hotel across the College Park Metro Station, opening 
up opportunity for more retail space. Hall CP is a project including amenities such as 
a teaching kitchen, production space, restaurant, music venue, performance space, 
and courtyard expected to open late 2018. Lastly, Southern Gateway is a project 
where Plato’s Dinner and Quality Inn currently resides. There are plans to turn this 
into a mixed-use development of 364 luxury apartments and 68,000 square feet in 
retail.
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STORE DESIGN

On the following pages are 3D models of the exterior design of our store front, the 
restaurant floor plan, and restaurant decor. 
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INTERIOR

Floor Plan of Bottom Level
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Floor Plan of Rooftop Level
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Above: Instagrammable neon light fixture  that will encourage user generated 
content on social media. 

Below: Open, yet cozy, rooftop bar where guests are encouraged to mingle.



26

Left: Ground level bar. We 
want it to feel central to the 
restaurant even though it 
may not be in the center. 
It should attract a lot of 
attention and be extending 
out of the kitchen.

Right: Wooden elements 
to contribute to the natural 

and organic theme and 
atmosphere of Yala.
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PRO FORMA FINANCIALS
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5 Year Income Statement
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ADVERTISING AND
MARKETING PLAN

TRADITIONAL MEDIA 

SOCIAL   MEDIA

In   the   long   run,   we   will   not   be   focusing   on   traditional   media   advertising   strategies, 
instead   concentrating   mostly   on   digital   efforts.   We   believe   that   paper   ads   and   flyers   
would slightly   cheapen   our   brand,   which   we   want   to   be   much   more   upscale   and   
classy.   In   the beginning,   however,   we   will   implement   some   traditional   media   in   order   
to   maximize   brand awareness   before   opening.   We   will   purchase   advertising   space   
in   The   Diamondback   as   well   as local   newspapers,   like   The   Washington   Post,   that   
are   delivered   to   patrons   at   The   Hotel.   This   will ensure   that   multiple   target   markets,   
including   students   and   professionals,   will   see   the advertisements.   Additionally,   
we   will   create   some   flyers   and   posters,   whose   design   and branding   will   be   
consistent   with   that   of   our   restaurant’s   branding   and   menus,   that   can   be   put   up on   
campus,   in   The   Hotel,   and   other   nearby   businesses   as   part   of   a   cross-promotional   
strategy. Ultimately,   however,   the   restaurant   will   focus   almost   entirely   on   digital   
advertisements   to promote   itself.

A research from Social and Behavioral Science (2012) had shown that social   media   
today   is   creating   a   huge   impact   in today’s marketing environment and is a significant 
driver for brand loyalty.  One article on soicalmediatody.com suggested that many   
industries, including the restaurant and bar industry,   have   witnessed   this   dominant   
force   in  marketing campaigns, so   we   will   focus    our   advertising   channel s  on   social   
media. We   will   create   an   optimized   social   profile  comprised of   Instagram,   Snapchat 
, Facebook and Twitter.  Our main  focus will be     on   Instagram   given its ability to retain 
high  brand engagement   rates according to socialmediatoday.com.   We   will  use 
Instagram to  post   high   quality   pictures   of   our   food   and  restaurant  daily  to create 
a recognizable and consistent   image   for our   brand. We will also take advantage 
of the Instagram stories feature to share images and videos of real-time action 
within the restaurant and new menu offerings.   Instagram   is also   a   platform   where   
user-generated   content   takes  place.   With   different   hashtags, such as #YALA or 
#letsgo,   our   customers   will   be a valuable tool to spread awareness about our brand.  
The   power   of   recommendations   from   family   and   friends   is undoubtedly   a strong 
advertising tool, so we will create an environment that encourages customers to 
share their experiences on social media.
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Through   Snapchat,   we   will  create a public story and invite our restaurant patrons 
to submit snaps of their foods, drinks, and dining experiences to combine into one 
shared community story.   We   will   also   offer numerous geotags   that customers  can 
use   at our location.   Different   from   instagram   posts , which are more formal and 
curated,   Snapchat   serves   as   a   real-time   channel   for   Yala to advertise  events   and   
promotions.

Furthermore,  we   will   create   our   Facebook   page   as a more informative outlet   for   our   
events,   sales promotions,   updated   menus,   and photography. We plan to use features 
such as “events” on Facebook, which can be easily shared with friends. 
Lastly, with twitter, we will further spread the words about our restaurant, food 
and events by tweeting pictures of food and events to maintain a more interactive 
communication with our customers.

Instagram Twitter

Snapchat Filters
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Facebook
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ONLINE   WEBSITE
Our    online   website will help Yala have   an   active presence   on   the   internet,   making   
it   easy   for   potential customers   to   find   out   who   we   are,   what we   serve,   and   why   
they   should   choose   us over competitors.   On   our   website,   people   will   be   able   to   
find   information such as   location,   hours,   events,   menu   items,   job   opportunities,  
values  and more.   Additionally,   our website will be  visually   exciting   and   an accurate 
representation of our restaurant.   We   want   the   people   who   are   looking   at   our   
website   to   feel   the   same   emotions   they would   feel   if   they   were   to   walk   into   our   
restaurant:   relaxed,   trendy,   enjoyable.   Furthermore,   our website   will   have   links   to   
our   social   media   pages;   we   want   to   make   it   as   easy   as   possible   for   our customers   
to   go   from   one   digital   platform   to   the   next.   Most   importantly,   we   are   aiming   to   
create a   user   friendly,   user   enjoyable   experience.   Like   we   mentioned   before,   we   
want   our   website   to reflect   our   physical   restaurant   and   that   means   having   a   website   
that   gives   the   customer   what they’re   looking   for   and   more.   Overall,   every   part   
of   our   restaurant   is   meant   to   exceed customer’s’   expectations.   Not   only   are   we   
selling   food   and   alcohol,   but   we   are   selling   an experience   that   people   will   love   and   
remember.   This  experience   must   extend   to   our   website so   that   we   are   consistent   
with   our   customer   service   throughout.

SALES   PROMOTION
In   terms   of   sales   promotion,   we   want   to   rely   less   on   coupons   and   product   samples,   
as the   restaurant   is   designed   to   be   significantly   more   upscale   than   current   bars   on   
campus,   and these   particular   types   of   sales   promotion   would   not   fit   this   classier   
aesthetic.   However,   we   do understand   that   a   majority   of   our   customer   base   will   
be   students   who   may   not   be   willing   to repeatedly   visit   a   slightly   more   expensive   
establishment.   We   will   not   offer   explicit   student discounts   (i.e.   “show   us   your   ID   and   
receive   10%   off”)   due   to   this   contrasting   with   our   brand position;   nevertheless,   to   
appeal   to   students   on   a   budget,   we   will   have   special   event   nights every   week   that   
will   offer   their   own,   individual   pricing   specials.   For   example,   one   week   the restaurant   
may   have   a   special   “Ladies   Night”   where   certain   drinks   are   10%   off,   while   during 
another   week,   the   restaurant   will   host   a   mocktail   night   (which   will   especially   appeal   
to   students under   21)   with   10%   off   certain   appetizers.   By   creating   these   special   event   
nights,   our   restaurant not   only   gives   our   target   market   affordable   prices   they   feel   
comfortable   coming   back   to   often (rather   than   just   for   a   special   event)   while   also   
maintaining   an   upscale   mood,   but   also   appeals to   a   diverse   and   varied   range   of   
target   markets.   Additionally,   these   sales   promotions   will   help   us to   stabilize   cash   
flow,   drawing   in   consumers   on   what   would   have   been   a   slower   day   for business. In   
addition   to   these   events,   we   will   also   have   a   happy   hour   menu   that   will   offer   more 
affordable   prices   at   certain   hours   of   the   day.  
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USER   GENERATED   CONTENT
We   will   utilize   user   generated   content   by   taking   advantage   of   our   popular   social   
media platforms,   our   aesthetic   and   venue   design,   and   opportunities   for   college   
students   to   gain relevant   work   experience. First,   we   will   focus   on   including   pleasing   
visual   aspects   in   our   restaurant   bar,   such   as   a mural,   brick   walls,   neon   light   phrases,   
string   lights   on   the   rooftop,   and   a   fire   pit.   Including   these elements   in   our   design   will   
cause   customers   to   want   to   take   pictures   and   post   them   on   social media.   We   believe   
that   user   generated   content   will   mainly   appear   on   Instagram   because   this social   me-
dia   platform   appeals   to   those   who   want   to   post   aesthetically   pleasing   photographs,   
as well   as   snapchat   because   of   its   current   popularity   and   ease   of   use.   Like   we   men-
tioned   earlier, customers   will   be   able   to   use   different   hashtags   (#YALA,   #letsgo)   to   
link   the   posts   about   our restaurant   bar   together   by   creating   multiple   mood   boards.   
When   customers   use   our   Snapchat geotag,   they   will   also   be   promoting   our   venue. 
Another   way   we   can   utilize   user   generated   content   is   by   offering   internship   positions   
for students,   mainly   from   the   University   of   Maryland,   in   the   marketing,   promotion,   
sales   and advertising   fields.   There   are   plenty   of   students   located   nearby   who   are   
looking   for   real   world experience   in   these   fields   as   they   prepare   to   enter   the   work-
force.   Offering   internship   positions   to these   students   will   allow   them   to   generate   
content   about   our   venue   on   our   social   media platforms,   in   traditional   forms   of   ad-
vertising,   etc.   We   could   also   offer   them   discounted   prices   as a   part   of   the   internship   
program.   These   students   will   serve   at   a   peer-level   to   most   of   our   target audience   to   
promote   our   business.   As   we   mentioned   before,   recommendations   from   peers   is the   
most   impactful   strategy   when   it   comes   to   promoting   and   growing   a   business. 

PUBLIC   RELATIONS
For   public   relations,   we   plan   to   reach   out   to   food   news   sources   and   food   reviewers   in   
the College   Park   area.   Websites   like   dc.eater.com   were   among   the   first   to   announce   
MilkBoy ArtHouse’s   arrival   to   College   Park   and   give   inside   information   about   the   new   
restaurant.   After students   initially   hear   about   the   restaurant   through   word-of-mouth,   
they   often   search   online   and refer   to   one   of   these   articles   to   get   more   information.   
By   revealing   important   opening   information and   exciting   features   of   the   restaurant   to   
big   food   news   sources,   we   can   raise   more   awareness and   create   more   anticipation   
for   our   opening.   We   also   plan   on   reaching   out   to collegemagazine.com,   which   is   a   
website   famous   for   articles   such   as   “21   Best   Food   Spots   at UMD”.   These   types   of   
articles   are   quick   to   circulate   Facebook   and   connect   with   UMD   students. By   having   
our   restaurant   included   in   an   article   like   this,   students   will   hear   about   the   restaurant 
and   become   interested. We   will   also   reach   out   to   Spoon   University,   an   infamous   
food   resource   that   college students   are   familiar   with.   Spoon   University   employs   
student   writers   to   experiment,   review,   and spread   word   about   trendy   new   foods   
and   restaurants.   College   students   are   actively   aware   and interested   in   the   original   
content   that   Spoon   University   creates.   By   having   our   restaurant featured   on   Spoon   
University,   students   will   become   more   inclined   to   visit. 
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