
INCREASE REVENUE
BY 10% OVERNIGHT
10 Tips for Chefs & Operators



I live here in NYC where I’ve spent the last 19 years working in restaurants. I’m the host of 
the Restaurant Strategy Podcast and for the past several years I’ve made my living 
primarily as a consultant, helping chefs and operators build more profitable restaurants. 

Most consultants get paid by the hour. They love to tell you how it takes time to see 
results. “Be patient,” they say in that condescending tone as they rack up a huge bill.

But I don’t believe that. 

While some aspects of the work take time, I know there are things you can do right away 
to make an immediate impact on your bottom line. In this e-book I want to show you 
what they are, and how to successfully implement them. I’m going to explain why they 
work, and even give you case studies from some of my own clients. 

By the end you’re going to have a step-by-step playbook to start moving the needle in 
your business. 

You know your business better than anyone. You know your customers better than 
anyone. But sometimes you just need an outside eye. 

That’s where I come in. 

I’ve spent my entire adult life working in restaurants and I know the effect my work has 
had. My goal, both on the podcast and in the work I do with my clients, is to make this 
stuff understandable and actionable. What good is having a winning strategy if you can’t 
figure out how it works? How can you capitalize on a new tactic if you don’t know how to 
put it into practice? 

In the pages that follow I’m going to share ten tips you can use immediately to drive more 
sales in your restaurant. What would your business look like with 10% of additional 
revenue?

Let’s find out! 



“Okay,” you’re thinking, “so what?” 

Let’s extrapolate out. If you’ve got 5 servers working and they each manage to drive that 
additional $80 in revenue, it turns into $400 per night. Over the course of a week that 
becomes $2,800. At the end of the month, that’s $12,000. And by the end of the year, 
simply by focusing on table maintenance and second beverage sales, your staff will have 
driven nearly $150,000 in additional revenue. 

And that’s for a 20-table restaurant, selling just 1 additional drink per table. A larger 
restaurant can potentially drive way more revenue. Plus, if you’re able to get an additional 
round of drinks (like a bottle of wine) that number grows exponentially. $150,000 turns 
into $600,000 or more by the end of the year. And we didn’t do anything more than invite 
our service team to focus on the fundamentals.

When we’re talking about revenue, there are two main areas to focus on. We can increase 
cover counts, or we can increase average guest spend. To start I’d like to focus in on the 
latter. Since you’ve already got people coming into your restaurant, let’s figure out a way to 
maximize the revenue you can generate from each of them. 

Listen very carefully: There are several tips I’m going to share, but the single best way to 
increase check average is through second beverage sales. And the way to push more 
beverages is through table maintenance. 

Sounds odd, right? But it’s true. Good service goes beyond just being gracious and 
knowledgable. You want your servers present — in their stations — anticipating the guest’s 
needs. You want them clearing away dead glassware so the guest is cued to order another. 
You want them offering another beer when the guest is down to their last sip. You want them 
pouring off the first bottle of wine at just the right moment to entice them to order a second.

Data Point:
4 out of 5 tables will decline getting a second bottle of wine once their entrees have hit the 
table, but 3 out of 5 tables will happily order another if offered before their dinner arrives. 

How can you make this second nature to your staff?

Let’s say a server has a 4-table station. The restaurant does 2 seatings a night so the server 
is waiting on a total of 8 tables. Those servers can make a profound impact on the success of 
the restaurant simply by focusing on second beverage sales. Let me explain how:

Let’s say the server is able to get 1 additional drink on each of those 8 tables. (Not even a 
round of drinks, but a single drink!) And let’s say the average drink costs $10. (Some will order 
wine, which might be more expensive; others might order something cheaper like beer.) They 
drive an additional $10 on each of their 8 tables for an extra $80 in revenue a night. 

TIP             #1

Focus on Second Beverage Sales



1)  Host a series of pop-up dinners on an off-night with a visiting chef. Build partnerships 
with other restaurants in other markets, and create unique experiences for your guests. 
Give people a reason to return to you.

2) Host a wine dinner or beer tasting, with a noted winemaker or brewmaster. The guest 
gets a good meal, great drinks, and a chance to connect with other like-minded 
diners. This will help create buzz, give you something exciting to talk about, and drive 
downtime business.

3) Offer live music once a week as a way of broadening your customer base, and giving 
them a reason to discover you. 

4) Create a dining promotion that would run during slow months of the year or soft nights 
of the week. I once ran a “Late Summer Harvest Tasting” from August 15 to September 
15 as a way of driving business at a time when the restaurant was typically slower. We 
partnered with local farms and used it as an opportunity to attract to new diners into 
the restaurant.

5) Run a cost-conscious prix fixe menu to attract diners who might be looking for a deal. 
Maybe it’s only available at lunch time, or on Monday and Tuesday nights.

“Okay,” you’re thinking, “so what?” 

Let’s extrapolate out. If you’ve got 5 servers working and they each manage to drive that 
additional $80 in revenue, it turns into $400 per night. Over the course of a week that 
becomes $2,800. At the end of the month, that’s $12,000. And by the end of the year, 
simply by focusing on table maintenance and second beverage sales, your staff will have 
driven nearly $150,000 in additional revenue. 

And that’s for a 20-table restaurant, selling just 1 additional drink per table. A larger 
restaurant can potentially drive way more revenue. Plus, if you’re able to get an additional 
round of drinks (like a bottle of wine) that number grows exponentially. $150,000 turns 
into $600,000 or more by the end of the year. And we didn’t do anything more than invite 
our service team to focus on the fundamentals.

As I mentioned earlier, there are two main ways of growing top-line revenue: increasing 
cover counts or increasing check average. Too many operators waste their energy trying 
to attract more customers when they could make a bigger impact by making sure their 
existing patrons are having a great time. That’s why many of these tips focus on 
increasing check average. 

But there is one tip I love to give that will help grow weekly cover counts:

While everyone else is trying to pack in more covers on Friday and Saturday nights, I want 
you to focus instead on driving downtime business. Unless you have a landlord that 
doesn’t make you pay rent, a restaurant cannot survive on two good nights a week. You 
need to find ways to fill your seats Sunday through Thursday. 

Begin by looking at your business model. What is your check average, and how many 
covers a week do you need to serve in order to break even? How many covers do you 
need in order to achieve 5% profit, 10% profit, 20% profit? You should know these numbers, 
and understand all the ways that will get you there. 

If you’ve got 100 seats in your restaurant, then 250 covers on a Saturday night can 
probably be considered a success. Is it worth wedging in another 20 or 30 people if it’s 
going to create a diminished experience for everyone? Instead, give some thought to 
what you’re doing on Tuesdays and Wednesdays to drive business.

If you’re like most restaurants, this is where you’ve got more capacity to fill. So figure out 
ways to fill it. You don’t have to look very hard to see other restaurants trying to solve this 
same problem. Look to other markets and see if there’s something that might work for 
you. Off the top of my head, I’m sharing 5 quick ideas you can adopt and adapt for your 
restaurant: 

TIP             #2

Find Ways to Drive Downtime Business
When we’re talking about revenue, there are two main areas to focus on. We can increase 
cover counts, or we can increase average guest spend. To start I’d like to focus in on the 
latter. Since you’ve already got people coming into your restaurant, let’s figure out a way to 
maximize the revenue you can generate from each of them. 

Listen very carefully: There are several tips I’m going to share, but the single best way to 
increase check average is through second beverage sales. And the way to push more 
beverages is through table maintenance. 

Sounds odd, right? But it’s true. Good service goes beyond just being gracious and 
knowledgable. You want your servers present — in their stations — anticipating the guest’s 
needs. You want them clearing away dead glassware so the guest is cued to order another. 
You want them offering another beer when the guest is down to their last sip. You want them 
pouring off the first bottle of wine at just the right moment to entice them to order a second.

Data Point:
4 out of 5 tables will decline getting a second bottle of wine once their entrees have hit the 
table, but 3 out of 5 tables will happily order another if offered before their dinner arrives. 

How can you make this second nature to your staff?

Let’s say a server has a 4-table station. The restaurant does 2 seatings a night so the server 
is waiting on a total of 8 tables. Those servers can make a profound impact on the success of 
the restaurant simply by focusing on second beverage sales. Let me explain how:

Let’s say the server is able to get 1 additional drink on each of those 8 tables. (Not even a 
round of drinks, but a single drink!) And let’s say the average drink costs $10. (Some will order 
wine, which might be more expensive; others might order something cheaper like beer.) They 
drive an additional $10 on each of their 8 tables for an extra $80 in revenue a night. 



There’s a saying I often repeat to my clients: “If people want to give you money, let them!” 

This tip is very simple. I want you to look over your menu and make sure there is at least 
one “high-end” item in every single category. This should be something of a premium 
offering, priced higher than the other items.

For example, if all of your entrees are between $18 and $32, offer something at $40. 
Depending on your concept and your market, you may even be able to offer something at 
a much higher “luxury” price point like $50 or $60.

1)  Host a series of pop-up dinners on an off-night with a visiting chef. Build partnerships 
with other restaurants in other markets, and create unique experiences for your guests. 
Give people a reason to return to you.

2) Host a wine dinner or beer tasting, with a noted winemaker or brewmaster. The guest 
gets a good meal, great drinks, and a chance to connect with other like-minded 
diners. This will help create buzz, give you something exciting to talk about, and drive 
downtime business.

3) Offer live music once a week as a way of broadening your customer base, and giving 
them a reason to discover you. 

4) Create a dining promotion that would run during slow months of the year or soft nights 
of the week. I once ran a “Late Summer Harvest Tasting” from August 15 to September 
15 as a way of driving business at a time when the restaurant was typically slower. We 
partnered with local farms and used it as an opportunity to attract to new diners into 
the restaurant.

5) Run a cost-conscious prix fixe menu to attract diners who might be looking for a deal. 
Maybe it’s only available at lunch time, or on Monday and Tuesday nights.

This idea works in two important ways: 

1) Simply by offering it on the menu, people will order it. There are some people who like to 
order the most expensive thing available, or are looking for a way to celebrate and 
splurge. Its mere existence will help drive sales. This then becomes a great way to 
identify big spenders.

2) An expensive item helps anchor the pricing for the rest of the menu. Let’s say two 
restaurantsoffer Opus One on their wine list and they both price that bottle at $375. At 
Restaurant A it’s not  just the most expensive wine in that section, but the most 
expensive wine on the entire list. However, Restaurant B offers a bottle of Colgin right 
below the Opus One, and it’s priced at $900. Suddenly the Opus One doesn’t look so 
expensive. In some respects, the Opus Oneappears rather reasonable. 

The expensive item makes other items on the menu seem more approachable. You will 
sell more of the $32 entree simply by listing a $40 option. Restaurant B will sell more Opus 
One simply because it looks more reasonably priced next to the Colgin. Do this in every 
section of your menu… apps, entrees, desserts, sides, cocktails, and of course, wines.

As I always say: “If people want to give you money, let them!”
As I mentioned earlier, there are two main ways of growing top-line revenue: increasing 
cover counts or increasing check average. Too many operators waste their energy trying 
to attract more customers when they could make a bigger impact by making sure their 
existing patrons are having a great time. That’s why many of these tips focus on 
increasing check average. 

But there is one tip I love to give that will help grow weekly cover counts:

While everyone else is trying to pack in more covers on Friday and Saturday nights, I want 
you to focus instead on driving downtime business. Unless you have a landlord that 
doesn’t make you pay rent, a restaurant cannot survive on two good nights a week. You 
need to find ways to fill your seats Sunday through Thursday. 

Begin by looking at your business model. What is your check average, and how many 
covers a week do you need to serve in order to break even? How many covers do you 
need in order to achieve 5% profit, 10% profit, 20% profit? You should know these numbers, 
and understand all the ways that will get you there. 

If you’ve got 100 seats in your restaurant, then 250 covers on a Saturday night can 
probably be considered a success. Is it worth wedging in another 20 or 30 people if it’s 
going to create a diminished experience for everyone? Instead, give some thought to 
what you’re doing on Tuesdays and Wednesdays to drive business.

If you’re like most restaurants, this is where you’ve got more capacity to fill. So figure out 
ways to fill it. You don’t have to look very hard to see other restaurants trying to solve this 
same problem. Look to other markets and see if there’s something that might work for 
you. Off the top of my head, I’m sharing 5 quick ideas you can adopt and adapt for your 
restaurant: 

TIP             #3

List a High-End Item in Every
Category of Your Menu



Ray Kroc was an American businessman who became famous by growing the 
McDonald’s empire through the 60’s and 70’s. He basically invented the fast food 
movement, leading to a slew of competitors including Wendy’s, Burger King, Arby’s, and 
more. But he is less known for what is perhaps his most impressive achievement: his 
strategy for upselling.

Kroc was known to frequent different McDonald’s franchises anonymously. He didn’t want 
the staff or patrons to know who he was. This way he could quietly observe operations 
and take notes on future improvements. One of his most astute observations was that 
everyone would come in for a burger and soft drink. That’s what they were planning on, 
and that’s what they did. 

But the path to greater profits, he asserted, was to get people to order something they 
hadn’t planned on ordering when they walked in the front door. 

“Would you like fries with that?” 

The brilliance of the phrase is its casual nature. They’re taking the soft-sell approach, and 
as you can imagine, it has led to greater profits. In fact, that phrase has single-handedly 
led the company to become one of the most profitable organizations of the last fifty 
years.

There’s a saying I often repeat to my clients: “If people want to give you money, let them!” 

This tip is very simple. I want you to look over your menu and make sure there is at least 
one “high-end” item in every single category. This should be something of a premium 
offering, priced higher than the other items.

For example, if all of your entrees are between $18 and $32, offer something at $40. 
Depending on your concept and your market, you may even be able to offer something at 
a much higher “luxury” price point like $50 or $60.

This idea works in two important ways: 

1) Simply by offering it on the menu, people will order it. There are some people who like to 
order the most expensive thing available, or are looking for a way to celebrate and 
splurge. Its mere existence will help drive sales. This then becomes a great way to 
identify big spenders.

2) An expensive item helps anchor the pricing for the rest of the menu. Let’s say two 
restaurantsoffer Opus One on their wine list and they both price that bottle at $375. At 
Restaurant A it’s not  just the most expensive wine in that section, but the most 
expensive wine on the entire list. However, Restaurant B offers a bottle of Colgin right 
below the Opus One, and it’s priced at $900. Suddenly the Opus One doesn’t look so 
expensive. In some respects, the Opus Oneappears rather reasonable. 

The expensive item makes other items on the menu seem more approachable. You will 
sell more of the $32 entree simply by listing a $40 option. Restaurant B will sell more Opus 
One simply because it looks more reasonably priced next to the Colgin. Do this in every 
section of your menu… apps, entrees, desserts, sides, cocktails, and of course, wines.

As I always say: “If people want to give you money, let them!”

TIP             #4

Get People to Order Something
They Didn’t Expect to Order

Data Point:
Did you know that McDonald’s fries are the number one seller company-wide? 

The challenge for you is to find a way to apply the same thinking to your restaurant. If 
everyone coming in for dinner is planning on an appetizer and an entree, then it’s your job 
to get them to order a side dish or dessert. If the average patron is planning to order a 
couple glasses of wine, then it’s your job to get them to go for the bottle.

Find places for the casual upsell, and help your servers integrate this into their 
day-to-day.



Ray Kroc was an American businessman who became famous by growing the 
McDonald’s empire through the 60’s and 70’s. He basically invented the fast food 
movement, leading to a slew of competitors including Wendy’s, Burger King, Arby’s, and 
more. But he is less known for what is perhaps his most impressive achievement: his 
strategy for upselling.

Kroc was known to frequent different McDonald’s franchises anonymously. He didn’t want 
the staff or patrons to know who he was. This way he could quietly observe operations 
and take notes on future improvements. One of his most astute observations was that 
everyone would come in for a burger and soft drink. That’s what they were planning on, 
and that’s what they did. 

But the path to greater profits, he asserted, was to get people to order something they 
hadn’t planned on ordering when they walked in the front door. 

“Would you like fries with that?” 

The brilliance of the phrase is its casual nature. They’re taking the soft-sell approach, and 
as you can imagine, it has led to greater profits. In fact, that phrase has single-handedly 
led the company to become one of the most profitable organizations of the last fifty 
years.

Perhaps the regular steak is priced at $40, so the Porterhouse should be available for $95. 
The two guys will look across the table and succumb to peer pressure. You will have 
upsold them (an extra $15), plus provided a more unique way of enjoying the restaurant. 

Win/win, if you ask me. 

The same can be done for appetizers, desserts, cocktails, and more.

Picture this: two couples are out for dinner. They haven’t seen each other for a long time 
and they’re having a great time catching up. The waitress stops by the table, eager to 
take the order. She takes the ladies’ orders first then turns to the men. 

“I’ll take the Strip Steak, medium rare,” one of them says. 

The other guy looks up and says, “You know, that sounds good. I’ll have the exact same 
thing.” 

Time-out!

There is an opportunity here to generate more revenue and provide a better guest 
experience, and most operators ignore it completely. 

What if the waitress turned to the two men and said, “We’re actually serving a Porterhouse 
for Two tonight. If you’re both having steak, you should definitely just do that!” 

Data Point:
Did you know that McDonald’s fries are the number one seller company-wide? 

The challenge for you is to find a way to apply the same thinking to your restaurant. If 
everyone coming in for dinner is planning on an appetizer and an entree, then it’s your job 
to get them to order a side dish or dessert. If the average patron is planning to order a 
couple glasses of wine, then it’s your job to get them to go for the bottle.

Find places for the casual upsell, and help your servers integrate this into their 
day-to-day.

TIP             #5

Offer a Dish for Two



Nick Kokonas is one of the owners of the Alinea Restaurant Group, along with Executive 
Chef Grant Achatz. He is also one of the founders of the Tock ticketing system, a 
revolutionary software that allows restaurants to sell tickets to dinner instead of booking 
reservations. 

On an interview he gave with Tim Ferriss, he talked about how he added a feature on Tock 
so that they could sell retail items during the checkout process. They were looking at what 
Amazon was doing — (“Other shoppers who purchased THAT also liked THIS” Or “Things 
You Might Like”) — and he wondered if the restaurant could do the same. 

Users already have their wallets open to book the reservation; why not try to get an 
additional purchase during the booking process? 

Data Point:
They launched the feature by offering signed copies of the Alinea cookbook for just $50 a 
piece. In the first twelve months they drove more than $400,000 in additional revenue just 
by selling cookbooks during the online booking process. 

I stole this idea and brought it to my boss at the time. We were working with Sevenrooms, 
and they offered a similar sort of capability. Valentine’s Day was coming up and I 
suggested we pre-sell boxes of our handcrafted chocolate bonbons during the 
reservation process. Guests weren’t pre-paying for their meal, but they did need to leave 
a deposit. So they had their wallet out and were already in that mindset of spending 
money. 

What would you do if you were booking a romantic dinner and saw a prompt during the 
checkout process, “Would you also like a box of our limited edition chocolates waiting at 
the table?” 30% of our reservations took us up on the offer.

We served nearly four hundred covers that night — about two hundred reservations — 
and sold about 70 boxes of our bonbons. At $35/box, that equated to another $2,500 in 
revenue. 

In fact that was nearly 6% of our sales that Valentine’s Day.

Perhaps the regular steak is priced at $40, so the Porterhouse should be available for $95. 
The two guys will look across the table and succumb to peer pressure. You will have 
upsold them (an extra $15), plus provided a more unique way of enjoying the restaurant. 

Win/win, if you ask me. 

The same can be done for appetizers, desserts, cocktails, and more.

Picture this: two couples are out for dinner. They haven’t seen each other for a long time 
and they’re having a great time catching up. The waitress stops by the table, eager to 
take the order. She takes the ladies’ orders first then turns to the men. 

“I’ll take the Strip Steak, medium rare,” one of them says. 

The other guy looks up and says, “You know, that sounds good. I’ll have the exact same 
thing.” 

Time-out!

There is an opportunity here to generate more revenue and provide a better guest 
experience, and most operators ignore it completely. 

What if the waitress turned to the two men and said, “We’re actually serving a Porterhouse 
for Two tonight. If you’re both having steak, you should definitely just do that!” 

TIP             #6

Pre-Sell Something During
the Reservation Process

As an epilogue to the story… guess what happened when some of our guests noticed 
chocolates pre-set on other tables, but not theirs? Our servers simply explained, “We’re 
selling boxes of our limited edition Valentine’s Day chocolates. I’d be happy to bring you a 
box, if you’d like.” 

We sold another 25 boxes that way, which made a great night even better.



Nick Kokonas is one of the owners of the Alinea Restaurant Group, along with Executive 
Chef Grant Achatz. He is also one of the founders of the Tock ticketing system, a 
revolutionary software that allows restaurants to sell tickets to dinner instead of booking 
reservations. 

On an interview he gave with Tim Ferriss, he talked about how he added a feature on Tock 
so that they could sell retail items during the checkout process. They were looking at what 
Amazon was doing — (“Other shoppers who purchased THAT also liked THIS” Or “Things 
You Might Like”) — and he wondered if the restaurant could do the same. 

Users already have their wallets open to book the reservation; why not try to get an 
additional purchase during the booking process? 

Data Point:
They launched the feature by offering signed copies of the Alinea cookbook for just $50 a 
piece. In the first twelve months they drove more than $400,000 in additional revenue just 
by selling cookbooks during the online booking process. 

I stole this idea and brought it to my boss at the time. We were working with Sevenrooms, 
and they offered a similar sort of capability. Valentine’s Day was coming up and I 
suggested we pre-sell boxes of our handcrafted chocolate bonbons during the 
reservation process. Guests weren’t pre-paying for their meal, but they did need to leave 
a deposit. So they had their wallet out and were already in that mindset of spending 
money. 

What would you do if you were booking a romantic dinner and saw a prompt during the 
checkout process, “Would you also like a box of our limited edition chocolates waiting at 
the table?” 30% of our reservations took us up on the offer.

We served nearly four hundred covers that night — about two hundred reservations — 
and sold about 70 boxes of our bonbons. At $35/box, that equated to another $2,500 in 
revenue. 

In fact that was nearly 6% of our sales that Valentine’s Day.

As an epilogue to the story… guess what happened when some of our guests noticed 
chocolates pre-set on other tables, but not theirs? Our servers simply explained, “We’re 
selling boxes of our limited edition Valentine’s Day chocolates. I’d be happy to bring you a 
box, if you’d like.” 

We sold another 25 boxes that way, which made a great night even better.

Ask any salesman and they will tell you that product knowledge is the best weapon they 
have in their arsenal. Your servers and bartenders are first and foremost salespeople, 
responsible for driving revenue. You need to give them the tools they need to succeed, 
and then hold them accountable. 

It starts with you. Make sure you have a system in place for creating and distributing 
menu and wine descriptions. Set clear expectations for them, and then test them. Often. In 
fact, in the past I would quiz my staff every single night. Not in a “gotcha” kind of way; 
simply as a matter of course. 

It might have surprised the staff early on, but before long they got used to it. They 
understood this was a serious restaurant and we meant business. The chef goes to the 
effort of creating the dishes, and sourcing ingredients, and working up recipes, and 
managing food cost… the least a server can do is know what they’re serving. 

If you do this, you will begin to notice a difference in your staff’s output and dedication 
within 30 days. By the end of three months, you will be able to see a measurable 
difference in top-line revenue.

If you’re smart you’ll track check average by each individual server so you can see who is 
using the knowledge to sell more. You’ll also be able to identify poor performers, and help 
guide them to where you need them. 

In the end it will help your staff make better tips, and your restaurant become more 
profitable.

TIP             #7

Start Quizzing Your Servers and Bartenders



Tell me if this sounds familiar: You go to a restaurant, open up the menu, and start 
deciding what you’ll order to eat. The server arrives at the table a minute later, welcomes 
you to the restaurant, and asks if anyone would like to get started with a cocktail. 
Everyone looks at each other before realizing that the cocktails are listed in the wine list, 
which is sitting in the middle of the table. 

There’s a scrum for the wine book, and the server sheepishly excuses himself to give 
everyone a chance to decide on drinks. 

The sooner you can get a drink in someone’s hands, the sooner they can enjoy that drink 
and order another. In this instance, the restaurant has lost five or ten minutes at the start 
of the meal and probably lost a second beverage sale. (Remember how important those 
are!) 

The first thing you want the diner to think about is a drink, so make it easy for them. If you 
list the signature cocktails in the wine list, it’s going to take time for each guest to get their 
turn with the book. 

Instead, why not list the cocktails and wines by-the-glass on the very first page of the 
menu? Or have a separate cocktail card? Or some other such solution that makes it easy 
for people to review, decide, and order quickly. 

Again, remember that the sooner you can get a drink in their hands, the sooner they can 
order another. Make it easy for your guests; they shouldn’t have to work so hard.

TIP             #8

Make It Easy for Your Guests to Order a Drink



There is a time for each of these, and the key to success is understanding when to use 
them. 

The best illustration of this point is when it comes to ordering a wine. Let’s say a guest 
calls you over and asks about a particular chardonnay. If you thought this was an 
opportunity to upsell, the best response would be something to this effect, “That’s a great 
wine, and if you like that style this one over here (for maybe $20 more) is even better.” 
You would then give them tangible reasons why you feel they would enjoy your 
recommendation. 

Again, product knowledge is so important here. You can’t just take people to a more 
expensive wine for no reason. Guide the diner — even if it costs a bit more — and they will 
thank you for making their experience so memorable. 

On the other side is the idea of downselling. In this instance, when the diner calls you over 
to ask about that same chardonnay you would take them down in price to another wine 
on the list. The goal is to build trust with the diner. If the original wine was $100 and you 
took them down to a wine that’s priced at $75, perhaps they’ll be eager to purchase a 
second bottle. (Then you’ll have made $150 instead of just $100.) 

Or maybe when they switch to a red, they’ll be more apt to take your recommendations. 
Maybe there will be an opportunity to take them a bit higher in price on that bottle of red.

The idea is to build rapport with the diner, so that they let you guide the experience. 

TIP             #9

Upselling and Downselling



I saved the best for last. 

“Best?” you may ask.

Well, really no better than any of the other ideas except for its ease of implementation. 
This takes no conversation, no debate. Simply look at your bestselling appetizer and raise 
the price by 10%. Look at your bestselling entree and raise the price 10%. Do the same with 
your most popular cocktail or call spirit… do it with your signature dessert… and yes, even 
your wines by-the-glass. 

If your most popular appetizer is $14, no one is going to notice if you suddenly raise the 
price to $16. Same with an entree. If your most popular dish is a signature chicken for $22, 
go ahead and make it $26. If it’s really that good, people will happily pay it. And my guess 
(after years of experience) is that most people won’t even notice. 

This is a simple exercise in Supply & Demand, and it’s one of the easiest ways to take 
action.

We can always make things more complicated — and yes there are long-term projects 
that require more thought and care — but as a restaurant consultant, I think it’s important 
to help operators get some quick wins under their belt. That’s what these ten ideas are 
meant to do!

If you’re running a million dollar property, my guess is you could really use an extra 
$100,000 at the end of the year. For many, it’s probably the difference between a 
profitable restaurant and a failing one. 

If you feel so inclined, please contact me directly and share your wins! I love connecting 
with chefs and operators around the world to hear their success stories. My e-mail 
address is chip@chipklose.com 

And if you’re looking for a new podcast, I hope you’ll come check out Restaurant Strategy. 
Listen on Apple Podcasts, Spotify, Overcast, Stitcher, Castbox, Google Podcasts, or your 
favorite podcast platform!

TIP             #10

Increase the Price on Your Bestselling Item by 10%


