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DRIVING PROFITABILITY AT THE HUNGRY DRAGON 1

The bar or tavern space can be quite dynamic and challenging…Could leveraging smart
marketing investments result in a thriving and profitable business?

The local neighborhood watering hole was an age-old tradition in cities and towns across America. Such
“dive” bars were often frequented by regulars (repeat local customers who the bartender may well know
by name) as well as transient customers who happened to be in town or noticed the inviting bar signage in
passing. When long-time Floridian Piers Ikerd was looking to transition from the corporate world in the
summer of 2018, he sought more independence and ideally the opportunity to take over and transform an
existing business. After many years in retail environments, most recently as a district manager for Ashley
Furniture, he looked locally for an appealing business or franchise opportunity. A neighborhood bar in the
Temple Terrace, Florida area, called Aces N Eights, caught his attention.
Perhaps this was the kind of challenge Ikerd was looking to take on. Transforming a struggling bar that
was located favorably in the vicinity of both the University of South Florida’s sprawling campus and the
popular Busch Gardens amusement park offered potential and intrigue. His years in furniture retail
convinced him of the importance of attracting and driving customer traffic through the front door. Half
the battle was often gaining customer awareness in an increasingly crowded and dispersed marketplace.
In many retail establishments, garnering more loyal and frequent patrons resulted in greater revenue and
ultimately greater bottom line profits.
Ikerd subsequently pulled in two of his best friends and one of their spouses as investment partners and
purchased the bar, rebranding it as The Hungry Dragon Tavern (THDT). These fellow investors shared
Ikerds vision of creating a more attractive and welcoming bar, but like him were not exactly sure how to
best capture the attention of new customers while simultaneously not only keeping, but increasing, the
loyalty of existing patrons. Their work on an initial business plan convinced them that the key to
improved profitability would ultimately center on getting more customers in the door who stay a while,
had a good time, and would come back again soon.
Could Ikerd and the team transform their new bar into a more popular and profitable establishment?
What would be the best approach to take THDT to the next level beyond the changes already made tweaks to the food and beverage menu, remodeling the interior and changing the bar’s concept?
Leveraging marketing knowledge to assess the local market? Sticking to traditional marketing?
Increasing social media presence and brand awareness? Utilizing market technology and tools to
creatively capture potential customers? The new owners hoped to make the right marketing-related moves
to breathe fire and profit into the Hungry Dragon.
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Alcoholic Beverage Industry
Global Adult Beverage Market

When Ikerd bought THDT, globally, alcohol sales were projected to increase year over year for the
foreseeable future. The global alcoholic beverages market accounted for revenues of $1324.1 billion in
2017 and was expected to reach $1864.2 billion by 2026 (Smith, 2018), growing at an annual rate of
nearly 4% during this period. Alcoholic beverages received their name from ethanol (pure alcohol), a key
raw material ingredient. Alcoholic beverages were usually classified into several major categories,
including beer, wine and spirits. Flavored variations on these categories and mixed drinks were also
frequently bought to quench the world’s thirst; popular products included sangria, cider and cocktails. At
the end of 2017, there were over 66 billion gallons of alcohol consumed with the beer category leading
the way at over 20 million cases distributed globally.

Domestic Adult Beverage Market

By 2018, the alcoholic beverage industry accounted for almost 2% of the total U.S. GDP, a small but
steadily growing part of the domestic economy (American Beverage Licensees Admin, 2018). Driven in
part by a 20% increase in the number of alcohol retailers over the previous ten years (Exhibit 1), the
beverage industry continued to represent a notable segment of the economy with regards to sales, industry
jobs, and generated tax revenue. By 2016, the U.S. per capita ethanol consumption (age 14 and over) was
estimated at 2.35 gallons of ethanol, split into beer (1.08 gallons of ethanol), wine (0.44 gallons of
ethanol), and spirits (0.83 gallons of ethanol) (Pelletier, 2018; Ritchie, 2019). For perspective, using the
ethanol conversion coefficient for beer of 0.045, the U.S. per capita ethanol consumption was equivalent
to 24 gallons of beer in 2016. Of interest, the percentage of alcohol abstainers in America is estimated to
be around 40%. (Jones, 2013.) While alcohol consumption grew 3% overall from 2006 to 2016
domestically, beer declined with 10%, while wine grew 19% and spirits grew 17% (Haughwout & Slater,
2018).

Consumer Preferences

As of 2016, the United States market followed the same trends as the world market with beer remaining
the volume leader over both wine and spirits overall (Exhibit 2). Large domestic breweries dominated the
market, although stiff competition from smaller breweries and imports had drastically shifted the
landscape. Small breweries and importers had doubled their market share over the previous 10 years
(Exhibit 3). The rate of consumers dining out and partaking in entertainment where alcoholic beverages
were available also led to a more robust demand (National Restaurant Association, 2014).

Wine-Based Liquor

In addition to the traditional alcohol categories, some bars had started serving wine-based liquors as a
way to circumvent obtaining a full liquor license (Cowley, 2016). Premium Blend, the main vendor of
these wine-based liquors, had been in business since 1989 and offered a wide range of liquor substitutes
with 17-24% alcohol, such as Rhumbero Superior (rum) or Tequesta Gold Agave Especial (tequila).
Bartenders could craft elaborate cocktails with these liquors and although the liquor substitutes had a
sweet aftertaste, many customers never noticed or minded the difference. Premium Blend aggressively
marketed to bars possessing a beer and wine only license (Exhibit 3).

Liquor Licenses

An establishment such as a bar or tavern was required to secure a (hard) liquor license to sell particular
types of alcohol, generally called spirits. State and local governments typically set the requirements for,
and controlled the issuance of, these liquor licenses. The licenses tended to be heavily regulated, much
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more expensive than beer/wine licenses and governments stipulated rigorous terms and conditions to
maintain the license. A proprietor had to decide specifically what type of establishment they sought to
have and what type of alcoholic beverages she hoped to serve. The availability, acquisition cost and
maintenance cost of a liquor license varied county by county and had to be carefully considered. Liquor
licenses in and around Tampa, where THDT was located, routinely cost well over $100,000 to obtain, a
considerable cost for small establishments that often took years to earn back. Alternatively, for only $100,
establishments could enroll in an annual lottery. If selected, a liquor license would cost about $11,000.
Due to the limited number of available licenses and the profit potential reselling a liquor license obtained
so cheaply, it was common for fortune seekers to enroll in the lottery, thereby diluting the candidate pool
and further reducing winning chances. Once a liquor license was obtained, the costs for upkeep were low,
about $1,000 every 1-3 years for renewal. In comparison, a license allowing beer and wine to be
consumed on the premises had an annual fee of typically <$1,000 per year.

The Business and Initial Changes
“Feed the Dragon in You!”

Neighborhood Bar

When Ikerd decided to buy THDT, it had been a neighborhood bar in various iterations for decades. The
previous owner had only owned the bar, then called Aces N Eights, for just over a year. In addition to
creating a “biker” bar with limited appeal, he made costly decisions that eventually proved detrimental to
the business bottom line. Some of these mistakes included letting his dog roam freely throughout the
establishment and failing to keep the place comfortably cool during sweltering hot Florida days. He was
rather unresponsive even when his customers specifically requested more air conditioning, not realizing
that the increased cost for a lower temperature was preferable over losing paying customers in the end.
THDT, an independently owned and operated bar, nestled itself on the borders of two iconic locales in
north Tampa: the University of South Florida (USF) and the Busch Gardens amusement park. Given its
unique atmosphere and laid back vibe, THDT offered local patrons and transient travelers alike a one of a
kind experience. From its locally sourced beers to its custom themed nights and hand-tossed pizzas,
visitors were sure to have a memorable and relaxing respite from their hectic or stressful day. As one of
only twenty-five locally owned and operated bars within a five-mile radius of this vibrant area, the bar
endeavored to provide any and all walking through the door a relaxing time.
The purchase included a few different entertainment options as well such as dartboards, a basketball ring,
and even an old school jukebox to spit out tunes. In good years these options had yielded additional
revenue streams with the benefit of customers spending more time at the bar, but in recent years the
generated revenue had fallen below 10%. By this point, only the jukebox was in use multiple days a
week.

Customers and revenues

Most of THDT’s customer base came from the surrounding neighborhoods and they were considered
valued, local patrons. Although there were not many independently owned bars in the local area,
customers did have a variety of options within the vicinity when it came to food and beverage choices
overall, including popular full-service chain restaurants such as Olive Garden, as well as smaller
restaurants specializing in Asian, Italian, Mediterranean or American cuisine. About twenty percent of the
customers walked in from two hotels within a block of THDT. These travelers were typically construction
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workers staying for a week at a time for local gigs, looking for a conveniently located source of cold beer,
tasty appetizers, relaxation, and fun. Since THDT did not possess a liquor license, its main sources of
revenue were beer, wine, and food. At the time of the acquisition, alcohol made up roughly 75% of the
sales volume. Revenues were usually twice as high in the winter compared with the see e.

Rebranding

Encouraged by his new ownership of a neighborhood bar with promising potential, Ikerd decided it would
be best to implement initial changes to spur more success in the future. As the building was over fifty
years old, Ikerd had to invest upfront to renew the plumbing and to paint the walls. However, first and
foremost was changing the name of the bar, as Ikerd felt that ‘Aces N Eights’ did not sufficiently reflect
the fact that the bar had an extensive food menu. The new name, ‘The Hungry Dragon Tavern’ would
better convey to potential customers that this was a bar with drinks and an enticing food menu. With the
name change came an updated brand and bright, inviting colors on the exterior signage (Exhibit 4). Ikerd
hoped this would increase the visibility from the road and attract more walk-ins. Next, he upgraded the
furniture with more comfortable couches and convenient standing tables sourced on Craigslist. He built a
small stage to accommodate bands and host events himself. Lastly, he improved the ambiance by
swapping some of the lightings for candle look-a-likes to complete the more intimate Hungry Dragon
look and feel.

Entertainment

Ikerd evaluated his entertainment devices. He switched out the unprofitable basketball ring for a crane
machine. The jukebox turned out to be the most profitable device, making nearly $300 in any given
month. In addition, patrons would stay longer and spend more if they could make their own music
choices. Ikerd soon realized that every decision he made came at a cost, as some patrons would not
appreciate the loud music from the jukebox. The Putt-Putt video golf game stayed as it was popular with a
couple of loyal customers. After a bit of informal surveying, Ikerd also introduced two slot machines that
became instantly popular with the regulars but did not significantly drive any new business.

Menu

As for the food, Ikerd searched for cost-effective yet popular and flexible ingredients that would improve
the appeal of his menu items while keeping costs low. He was able to diversify the menu while keeping
the variety of ingredients limited. Threequarters of the menu consisted of pizza and sandwich variations.
Other items included tater tots and nachos. Especially the pizza was very well received. THDT had come
with a limited size pizza oven, allowing Ikerd and his bartenders to bake two pizzas at a time.
With the food quality at THDT now superior to other establishments in the immediately surrounding area,
he aspired to apply for a discounted liquor license once at least 51% of his revenues became food-driven,
as per Florida State Law. In addition, customers who came in for food stayed about 30% longer than
drink-only customers, thereby increasing their amount of drinks purchased. The fresh culinary updates
turned THDT into a more comfortable bar, with a broad assortment of food and drinks and enough
entertainment to keep the regulars happy and occupied (Exhibit 5). A picture of the menu is shown in
exhibit 6.

Events

Ikerd experimented with different types of events in an attempt to attract new customers. Events were a
great opportunity to market more aggressively, and he was actively looking at presenters who could bring
their fan base into the bar and partake in karaoke or trivia. He had to balance this against the costs of an
event. Karaoke, at $100 per night, added less than five customers on average over three hours. Musicians
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were appreciated by the regulars, but the more budget-friendly musical options did not typically come
with a fan base. Latin Nights using the jukebox were free to organize and garnered more appeal to
Hispanic locals, a demographic that had not traditionally frequented THDT, however, their business did
not carry over to nights outside of the Latin Nights. The added revenue from karaoke and live music
nights did not offset the additional cost.

Early Results

Although many legacy patrons initially eyed Ikerd with some distrust as the new owner, his personable
nature led them to gradually appreciate the transformation of the bar. Patrons who had left the bar under
the previous manager were returning within months to give it another shot. During the first eight months
Ikerd owned the bar, he saw a steady increase in the number of customers and accompanying sales. After
eight months the growth stabilized and THDT was hovering around the break-even point. Revenue came
from alcohol (60%, out of which 80% came from beer), food (35%) and games/entertainment (5%). The
slow influx of new patrons had dried up and Ikerd turned to his marketing plan to further advance his
business.

Marketing
The Need for Marketing

Ikerd had mostly relied on word of mouth during the first few months, in addition to a relatively
untargeted approach of Facebook and Google reviews written by regulars. As he became convinced that
something else had to change to turn THDT into a profitable business, and as he had already revised
branding, drinks assortment and food quality/choice, marketing seemed to be a logical strategy to tackle
next.
He made sure to change his marquee out twice a week with rotating offers, focusing largely on pizza and
wine-based cocktails. Ikerd had to carefully weigh his options due to his limited budget and due to what
the regulars could tolerate with regards to pricing. Tapping into new sources of bar patrons might upset
the regulars who felt a sense of belonging and ownership at the bar. The sensitive balance was evident
when loud groups from one of the adjacent hotels dropped in causing many of the regulars to leave, an
age-old dynamic in the bar world. Marketing spend typically varied between 4-24% and depended on a
number of different factors, such as industry and reach (Moorman & Finch, 2017).
As a result, Ikerd did not know which marketing channels and topics to focus on or invest in. Paper
marketing might appeal more to his older demographic, but social media would be cheaper and came with
its ability to target specific zip codes. Ikerd had little experience with digital marketing and it would be
time consuming to keep social media appropriately updated. Moreover, he was unsure about how to
measure the effects of his actions and how to quantify the impact of his investments.

Traditional Marketing

Traditional business marketing strategies typically involved print media (e.g., coupons, advertisements,
and flyers), broadcast media, direct mail, and telemarketing (Exhibit 7). Ikerd could buy advertising space
in local papers or add coupons. The smallest advertisement on the local pages of the Tampa Bay Times
would cost him $504 and Ikerd expected to have to repeat advertise to drive customers (Times Total
Media, 2020). Smaller papers would be as cheap as $66 for an advertisement.
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Alternatively, the proximity to Busch Gardens and USF opened up an opportunity for strategic
partnerships. Ikerd considered introducing an “industry night” with discounts for Busch Gardens
employees. Other options were distributing materials on the USF campus and to the adjacent hotels. A
benefit to traditional marketing was that consumers were familiar with the method and understood it
intuitively. Working against such traditional methods was the inability to accurately gauge how many
people received the message or were directly influenced to patron the bar as a result. Other factors
working against traditional marketing were cost and lack of interaction with the customer.

Digital Marketing

For many businesses, traditional marketing was no longer enough as the world had largely become a
digital marketplace. Digital marketing encompassed all marketing efforts that use an electronic device or
the internet itself and it offered some advantages that were appealing to Ikerd. Digital tools included
websites, content marketing, video marketing, banner ads, and social networking sites such as Facebook
and Instagram. According to the 2015 Social Media Marketing Industry Report published by the Social
Media Examiner (Delzio, 2015), 96% of small businesses said they used social media in their (digital)
marketing strategy. They used a variety of applications (Abdoulaye, 2014; Exhibit 8).
Most modern platforms used algorithms to deliver digital content to users. Algorithms were a set of rules
or calculations used to pinpoint user interests based on consumers’ online behavior. Results were
delivered to the user in a precise and calculated manner based on interests, recency, or social media
connections. Algorithms used on these platforms generally worked with a ranking system whereby the
calculation delivered results to the user based on the aforementioned factors. Algorithms were not a new
marketing tool; however, in modern digital marketing algorithms tracked customer behavior in real-time
as opposed to the days, weeks, or even months it took to assemble data on customer patterns with
traditional marketing. With the growing use and dependency on smartphones, digital marketing strategists
learned to capitalize on advertising which was delivered directly to the hands of the smartphone user, not
unlike distributing a digital flyer to every user. Digital marketing brought with it the capability to
specifically target potential consumers based on their online behavior and the ability to track its
effectiveness immediately. Costs and the ability to directly interact with the consumer were additional
upsides of digital marketing. The downside to digital marketing was the inability to reach non-smartphone
users, potentially excluding customers, especially amongst the older clientele that frequented THDT.

Smartphone Use

While most digital platforms were readily available on desktop computers and laptops, most people
would use them on smartphones. Smartphone use was ubiquitous: 90% of millennials (aged 18-34) and
60% of baby boomers (aged 55-64) owned or regularly used a smartphone by 2014 and this number
increased year over year (Pew Research Center, 2019). According to a 2020 survey from MGH, half
(45%) of U.S. diners said they’ve tried a restaurant for the first time because of a social media post made
by the establishment itself, while 21% claimed posts could be a deterrent. Further, 22% said a restaurant’s
social post enticed them to return (MGH Report, 2020). (Exhibit 9). Within those groups, 53% of
millennials and 26% of baby boomers were more likely to use restaurant options now than two years prior
(Abdoulaye, 2014). Two-thirds of Americans used smartphones or tablets to search for restaurant options
(Pew Research Center, 2019). An online survey conducted by marketing agency MGH showed that 89%
of American diners had a social media account. 45% of diners tried a restaurant for the first time because
of a post made by the establishment, and 21% decided against trying a restaurant because of social media
(MGH, 2020). Despite a potential selection bias by conducting this survey online, the industry had surely
changed and consumers were embracing that change.
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Applications

The new tools had become staples in modern marketing strategies for most businesses and small,
independently owned businesses in particular. Geo-location technology allowed digital tools to tailor their
recommendations to their customers. Many applications were initially created to take advantage of the
connectivity people share with their smartphone devices. However, apps had become repetitive and
borrowed data from each other and then presented that data through different visualizations. The
continuous rapid change of the digital environment posed a challenge and required continuous attention to
the marketing mix. Five brands, in particular, stood out among the thousands of applications (Exhibit 10).

Yelp
Yelp was one of the most popular online review sites and apps used by smartphone users early on. This
application allowed bar/restaurant owners to create and manage a profile online, which essentially became
a digital storefront for their business. Like with Facebook and Google, customers based their decision on
a star score and reviews left by other customers. Although upon introduction a popular platform for
customers to locate their next meal, it had lost considerable market share in recent years and in 2019,
ranked well below Facebook and Google reviews. (Datanyze, 2019).

Facebook
At the time Ikerd bought THDT, Facebook was the most widely used form of social media. This
application and social media platform used by millions of users and could help business owners stay in
touch and connected with their followers. Facebook also offered analytical tools to help business owners
analyze their targeted customer base and made it possible to target specific zip codes when buying
advertisements.

Foursquare
When Foursquare launched in 2009, it was hugely popular and the app was on track to become the next
Facebook. The app let users virtually check themselves in at different locations and awarded digital
badges for check-ins, thereby building a highly accurate customer and data map. Foursquare was a useful
tool to locate restaurants and bars and its clear and brief visualization helped last-minute decision-making
customers. When growth leveled off in 2013 Foursquare envisioned to specialize in intelligent, personal
recommendations, but failed to stand apart. It then pivoted to become a data mining company and to
create consumer maps while being mindful of customer’s privacy.

Instagram
Instagram was a picture-heavy application that unlike the other platforms, did not rely on reviews to
attract customers. Instead, customers subscribed to local pages or to influencers which were members
with a considerable following who often used their fans to promote specific products and establishments.
The platform utilized so-called “hashtags” between 1-5 words without spaces to ‘tag’ or ‘label’ a picture,
e.g. #bestfoodintheworld. The hashtag served as a metadata tag to help users quickly find specific content
online and on social media platforms. The food and restaurant business lent itself particularly well for
mouth-watering pictures on Instagram. The platform was popular with younger demographics in
particular.
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Google
As of 2019, Google remained the most popular search engine in the world and had been so for decades,
with over 88% desktop search engine market share (Clement, 2019). Google Maps was an extension of a
“web-based service that provides detailed information about geographical regions and sites around the
world.” This platform allowed users to take advantage of the combination of geo-location services and the
most powerful search engine in the world to find their favorite bars and restaurants.
Google reviews would be among the first results people saw when Googling for a specific establishment.
Users did not need to download an app or even an account to use Google; they could access the website
with any internet connection, search for a restaurant either by location or name and then instantly see its
reviews. These reviews would also be visible to people who had not initially been looking for reviews,
even if they just wanted to learn more about a particular area or business. Paid advertisements would
populate first in the visualization results.

Online Presence

All in all, social media marketing was ideal for bars and restaurant owners with limited budgets and a
general inability to afford to hire more traditional and more expensive professional marketers. In the
social media and digital age, creating and maintaining an active online presence had in most cases
become vital to the livelihood of small bars and restaurants. These establishment’s online reputation could
make or break revenues as diners preferred to frequent establishments with good ratings and reputation.
Modern consumers were not shy about leaving candid commentary and frank reviews online. Nearly 90%
of consumers were influenced by online comments and reviews (Chen, 2016). Curating reviews and
comments online did not only afford the business owner a chance to clarify misconceptions on the spot
but allowed business owners the opportunity to interact with their customer base directly, thereby learning
how to best meet their needs.
It would be difficult to choose the right mix for digital marketing as Ikerd did not have the capacity to
keep track of every possible platform given his hectic schedule. Based on his initial research and the
comparative overview he created for his informally sourced top 5 applications, Ikerd confirmed that
Facebook and Google were most applicable to his target demographic. Foursquare no longer focused on
restaurant reviews, whereas Instagram was more popular with a younger crowd and Yelp had lost
considerable market share to Facebook and Google.
Social media which allowed advertisements also allowed for customizable options such as ad scheduling,
geotargeting, and device targeting. The cost of advertising was comparable between applications and
highly dependent on the selected options. The marketing mix was highly customizable and Ikerd could
start advertising on Facebook or Google for as little as $20 a week. If he spent more, he could either run
his advertisements more frequently or expand his reach to include more zip codes. To run multiple
advertisements per week in a limited number of zip codes for a specialized target demographic, Ikerd
estimated he would need to spend $100-$300 per app per month. A downside was that Ikerds decision on
frequency of ads was largely arbitrary. Neither app offered any feedback and when using advertising on a
small scale, like Ikerd was doing, it was very difficult to measure effectiveness.

As a rule of thumb, Ikerd’s digital marketing budget should be between 5-10% of his monthly sales. Sales
had seen a gradual increase since he bought THDT; however, sales had fallen flat for the last 3 months.
Ikerd calculated his expected marketing budget based on his sales of $8.000 a month (exhibit 11),
however, even with his experience in the retail industry and observing the effectiveness of marketing
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firsthand, it was difficult for him to endorse the recommended spend of $354-$814 when he was unable to
turn a profit.
Alternatively, he could choose to completely focus on the business and outsource the digital strategy to a
specialized marketing company for a couple of hundred dollars per month. A more budget-friendly option
would be to enlist a student, who would be able to provide the same services for $50-$100 a month. Any
management cost would be in addition to the cost of advertising.

Firing up the Dragon: The Challenges Ahead
Vision

Ikerd saw the THDT purchase as an opportunity to win back prior customers while at the same time
creating appeal and excitement for new customers. He thought he could improve profitability by making
better decisions and smarter investments than his predecessor. Ikerds vision for THDT was to create an
attractive, friendly establishment where families would stop by during the day for food and entertainment,
and where students, regulars, and tourists alike would frequent at night and then tell their friends about
their great experience. With focus and discipline, his vision was achievable.

Demographics

The median household income in the United States was $58,000 in 2018. The median household income
for zip code 33612, where THDT was located, was significantly lower at $31,000 (Census, 2018). Almost
a third of the individuals in this area lived below the poverty level. The median age in the same zip code
was 35, while most visitors at THDT were in their fifties or sixties. This would pose a potential problem
to attracting USF students, as they might be more attracted to a bar with a younger crowd, while the
regulars at THDT likewise were not so enthusiastic to welcome students into their favorite bar with open
arms. These dynamics risked keeping Ikerds margins rather low. Even a temporary $0.25 price increase
for a single beer had caused several price-sensitive patrons to frequent slightly cheaper neighboring bars
instead. The disadvantage of more expensive alcohol offset a longer travel distance or picking an
establishment without food options. While the previous owner had sold some beers below their
acquisition cost, Ikerd was not willing to do so financially.

Liquor License or Not?

THDT possessed a beer and wine license, but no liquor license, contributing to the attractive acquisition
cost of the bar. Although most customers were happy with the wine-based liquor cocktails, the absence of
a liquor license was in effect a competitive disadvantage and limited the interest of many college students
and certain Busch Gardens employees to try out THDT. The most popular bar in the area was the Pit Boss
Lounge, which served no food but did have a full liquor license. Because the Pit Boss had a lot more
customers than THDT, they could lower their margins in order to undercut THDT on beer pricing. There
were three main ways for an establishment such as THDT to obtain a liquor license which would grant the
bar the rights to pour liquor on the premises, but not to carry it out (Florida Legislature, 2019).
1. Buy the license outright, either from another business or from the state directly
2. Enter into an annual state lottery. The fee to enter was only $100, but chances to win were slim
3. Obtain a license based on food sales. To be eligible, 51% of the revenues of a business had to
come from food and the establishment had to seat a minimum of 150 people.
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Ikerd considered all three options carefully, as obtaining a liquor license would reduce his market
competitive disadvantage. THDT did not have a 150 person seating capacity and revenue from food was
only 30% at the time. Ikerd ultimately decided his profits did not allow for a liquor license acquisition.

Labor

As THDT was a struggling bar when Ikerd took over the business, his options when hiring new personnel
were limited. Finding reliable and trustworthy employees was difficult, especially in the retail space.
Ikerd had experimented with different approaches, starting by having a different server each day to appeal
to different customers, but he quickly learned that the regulars liked to see a familiar face when coming to
their favorite watering hole. Because tips were generally low, most applicants only wanted to work 1-2
days a week as a second or third job. Ikerd soon switched to one regular bartender during the evenings,
when he saw the most business come through the door, with additional bartenders during the day and on
the weekend. Although he received positive feedback from the regulars on the changes, this left him more
reliant on his main bartender. It often meant that he had to cover for her when she was not available for
her shift for some reason.

Marketing

In today’s competitive environment, word-of-mouth is rarely enough to establish a profitable business.
Ikerd knew his initial improvements had elevated the bar and attracted new customers. Ikerd had
exhausted his free options: changing out his marquee biweekly with rotating offers and asking his regular
customers to write Facebook and Google reviews. Ikerd did not know which marketing channels and
topics to focus on or invest in. Paper marketing might appeal more to his older demographic, but social
media would be cheaper and came with its ability to target specific zip codes. Ikerd had little experience
with digital marketing and it would be time consuming to keep social media appropriately updated.
Moreover, he was unsure about how to measure the effects of his actions and how to quantify the impact
of his investments.

The Decision

While Ikerd remained optimistic that he and his team could unleash The Hungry Dragon Tavern, he knew
that the business must become more profitable to justify their leap of faith. To make his investment a
success, he needed to make smart marketing choices to get more patrons through the door, spending
money and having a good experience that they would tell others about. He knew the success of his bar
was multifactorial and he would have to continue making decisions about liquor license application, event
programming and menu, even though initial changes to the bar had driven only incremental
improvements in traffic.
The decision immediately before him, however, was which marketing approach to choose to optimize
traffic. Ikerd saw the advantages and accessibility of online marketing but did not want to forego on
traditional options. He wanted to choose the right combination approach to make his business thrive.
What would be the most efficient and impactful marketing strategy, taking his budget considerations into
account? Would it be enough to help the Hungry Dragon take flight?

The options were:
1. Develop a strong, comprehensive digital marketing strategy that leveraged the latest in social
media tools and channels to drive awareness and attract customers. This involved targeted
Facebook ads, smartphone apps and an assessment of other diverse, digital tools.
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2. Use tried and true traditional marketing and old fashioned word-of-mouth marketing tactics to
gain attention and increase customer traffic. This included posters, flyers, and fostering strategic
relationships with Busch Gardens, USF, and local hotels.
3. Hire a third party (individual contractor, friend, bar regular, marketing firm, student) to help
develop and implement a robust and comprehensive marketing plan of attack. This should include
the latest in marketing best practices and know-how.
4. Do nothing. Maintain the status quo and rely on the legacy customer base while keeping
operating costs low by spending a little as possible building the brand and chasing new
customers.
Ikerd took a sip of his Rhumbero Superior and Cokebeer as he looked around his bar. He had spent a lot
of time to set himself up for success in the past months. Now he had to figure out how to tip the scales
and turn his hard work into a profitable business.
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Exhibit 1: US Retail Outlets Selling Alcohol

Source: https://www.nbwa.org/resources/industry-fast-facts; TDLinx Account Tracker Report,
2018
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Exhibit 2: USA Alcohol Consumption
Consumer Preferences in Beer, Wine and Spirits
BEER IS THE PREFERRED BEVERAGE OF CHOICE

According to the Gallup Poll, 36 percent of people do not consume alcohol. Although there have
been articles about widespread shifts of legal drinkers from beer to spirits or wine, the annual
Gallup survey has shown remarkable stability in consumer preferences over the past decade.
Year
2001
2002
2003
2004
2005
2006
2007
2008
2009
2010
2011
2012
2013
2014
2015
2016
2017
2018

Beer
46%
44%
42%
39%
39%
41%
40%
42%
40%
41%
36%
39%
36%
41%
42%
43%
40%
42%

Wine
31%
30%
33%
33%
36%
33%
34%
31%
34%
32%
35%
35%
35%
31%
34%
32%
30%
34%

Spirits
18%
22%
22%
24%
21%
23%
22%
23%
21%
21%
23%
22%
23%
23%
21%
20%
26%
28%

Source: https://www.nbwa.org/resources/industry-fast-facts; Gallop Poll 2018
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Exhibit 3: Premium Blend Products – “Liquor Substitutes”

Retrieved from https://premiumblend.com/liquor-substitutes
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Exhibit 4: New Branding at the Hungry Dragon Tavern

Source: Hungry Dragon Image from Proprietor
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Exhibit 5: Inside the Hungry Dragon Tavern

Source: Hungry Dragon Tavern Facebook page

20

Volume 5, Number 7, 2020

MUMA CASE REVIEW

Exhibit 6: The Hungry Dragon Tavern Menu
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Exhibit 7: Traditional Marketing Channels

Source: Rashid (2017)
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Exhibit 8: Influence of Social Media on Restaurant Choice

Source: MHG Report, 2020. https://mghus.com/blog/social-media-influences-nearly-half-of-us-diners,
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Exhibit 9: Social Media Channels Used by Small Businesses

Source: https://clutch.co/agencies/social-media-marketing/resources/small-business-social-media-survey2018
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Exhibit 10: The Five Main Social Media Applications

Application

Google

Facebook

Yelp

FourSquare

Instagram

Monthly active
users

NR*

2.5 billion

178 million

55 million

1 billion

Format

Website

Website/App

Website/app

Website/app

Website/app

Profile required

No

Yes

No

Yes

Yes

Market Share in
Online Review
Management

6.60%

3.71%

1.86%

NR

N/A**

Sources: Datanyze (2019). *Google does not provide statistics on individual active monthly users. **Not
a review website
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Exhibit 11: Digital Marketing Budget Calculator
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