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www.GreenerRestaurants.com



• “Green” is a concept, an idea.  Not a destination

• Sustainability is a journey, hence, you can always be “greener”

• Being “greener” is a commitment to ongoing improvement

• Thus a program that will assist operations in becoming more 
sustainable needs to be ongoing, a commitment to improvement
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• Operators are continuing to invest in “green”

• Operators are continuing to invest in more energy and water efficient 
appliances and technologies

• Consumers are looking for “green”

• Operators are finding success in being “greener”
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23% 31% 32% 21%

Family dining Casual dining Fine dining Quickservice

2008

Percent of operators who plan to devote more resources to green initiatives 
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Fine dining Quickservice

Percent of operators who plan to devote more resources to green initiatives 
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31%
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Percent of restaurant operators who took the following actions
Purchase Energy-Saving Lighting Fixtures
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Top Challenges Facing Restaurant Operators

JANUARY 2010

The Economy 44%

Sales Volume 25

JANUARY 2008

Recruiting Employees 25%

Sales Volume          18

JANUARY 2009

The Economy 45%

Sales Volume 27
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Government 6

Operating Costs 3

Recruiting Employees  3

Labor Costs                    2

The Economy 15

Food Costs 12

Operating Costs 6

Labor Costs 4

Food Costs 6

Recruiting Employees    6

Labor Costs 2

Government 2
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Adults that are likely to make a restaurant choice based on a 
restaurant’s practices in the areas of energy and water conservation.

2009 Forecast 2010 Forecast
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• Purchase of a low-flow pre-rinse 
spray valve

They didn’t actually pay for the sprayer.  
It was given to the business by the local 
utility through an utility conservation 
initiative.
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• Identified the right equipment for 
the right job – 3 compartment sink

• Installed aerators

• Automated control of faucets
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• Created a power up / power down 
schedule for lighting and equipment

• Added green focused changes into 
renovation plans 

• Paced themselves, made changes 
periodically – when it made best 
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periodically – when it made best 
business sense. 

Savings through revision of business 
practices and operating procedures.  
Staff education and training costs are the 
only investment of resources needed to 
start saving.   More comprehensive 
energy management plans may require 
some low-cost products to implement or 
enhance savings.
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• Training & Education

You can’t save without proper communication 
and education.  You’ll soon find your best 
advocates for ensuring and inspiring success 
will come from your own employees.

• Cardboard recycling programs
- 14 tons/yr of cardboard recycled per 
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- 14 tons/yr of cardboard recycled per 
restaurant
- Saves 238 trees/year
- Saves 42,000 kwh/year
- Saves at least $750/restaurant per year 
(one restaurant saved over $10,000

• Paper, plastic and metal recycling
- 6 tons/yr of comingled recycling 
- Saves at least $250/restaurant
- Over 43 locations: Kimpton’s 
restaurant recycling programs save more 
than $86,000/year and more than 10,000 
trees!



• Looking for a cost-effective way to engage

• Operators prefer recognition over certification

• Operators looking for clarity on the a topic of “green”

• SRA’s asked for a “green” program they could champion

,����-���.���	�����
�����	�


������������	
��
�	����������������	
��
�	����



Greener Restaurants 
Overview and Demonstration 
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Overview and Demonstration 
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Application 
Fees

Certification 
Fees

Monitoring

New 
Equipment

Replacement
Equipment

Food

Supplies

Service
Ware

Operational
Costs
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Soft Costs

•Design
•Commissioning
•Documentation

•Energy Modeling

“Greening” Costs

Staff Time

Install 
Expenses

Program/
Maintenance

Expenses

Monitoring
Fees

Auditor
Expenses

Supplies Ware
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Strategic and tactical model for achieving 
desired outcomes utilizing recognition as 
the reward for program participation.
– image of model provided by EPA 
ENERGY STAR
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Create User Profile
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Purchase Subscription



������������	
��
�	����������������	
��
�	����

Checklist and 

Action Plan
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Certificate



Window Decal
• Two-Sided View
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• Durable Adhesive
• Co-Branded with SRA logo 
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• Pricing:
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Subscription Fee $250.00 List Price 
Per Year
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• Revenue Share: Working with CSRA to determine SRA 
compensation

N/SRA Membership 
Discount

40% off  List Price 
($100.00 off)
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• Educate NRA 
Service Center Staff

• Launch Pilot
• Equip SRAs w/the 

knowledge & skills to 
be sustainability and 
GRP advocates

• Obtain Feedback

Momentum/
Engagement
September �

• Soft launch to 
introduce program 
via NRA 
Membership, 
strategic partners,  
NRA/SRA Staff

• Obtain Feedback

• Full launch to build 
critical mass

• Engagement, buzz, 
PR

Awareness
March-April

Soft Launch
May-June

Full Launch
July-August
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Today’s Discussion
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• NRA Service Center 
training (March)

• Pilot company 
Webex (3/30, 3/31, 
4/5 and 4/6)

• Press Release to 
trade publications 
(4/5)

• SRA Webex (4/8 and 
4/21)

• Pilots and SRA’s 
complete the GR 
program online via 
demo subscription 
(by 4/30)

• NRA Member Webex 
(Date TBD)

• NRA Show Activities 
(5/22-5/25) 

• SRA Marketing 
Toolkit on State 
Extranet (5/31)

• SRA Webex –
Marketing Kick-off 
(6/7)

• Virtual Restaurant
• Strategic Partner Info
• Social media (FB, LI, 

Twitter, FohBoh)

• NRA/SRA Rewards 
Program (7/1)

• Media Campaign
– PR, Online Ads 

and Articles

• NRA Member E-
newsletters (MMB, 
CEO Report, R.org 
weekly)

• Smartbrief
• Email campaigns 

driving to Virtual 
Restaurant web page

• Google paid ads
(Activities in development)

• NRA Member E-
newsletters (MMB, 
CEO Report, R.org 
weekly)

• Email campaigns to 
leads from the Virtual 
Restaurant

• Case Studies 
• Google paid ads
• Develop Consumer 

launch

(Activities in development)
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Discussion

• Target audiences?

– Board members

– Chapters

– Members / Prospects

– Who else?
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– Who else?

• Content? 

– What questions /  topics / issues need to be addressed for each audience?

• General info on how practices such as water conservation can save money

• General benefits/features about the Green Restaurants Program

• How to get started? E.g. Business cards to hand out at tradeshow



5��3���	��2�7�+�
�*��+3��

Discussion

• Types of Materials – What’s needed, what’s not? Priority?

– PowerPoint Slides / Talking Points (Board Members, Chapter Meetings)

– Tradeshow – business cards

– Fact Sheets (2-sided)

– Background information on how being green saves money
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– Background information on how being green saves money

– Information on Greener Restaurants Program

– Banner ad / print ads

– Press Releases

– Articles for e-Newsletters, print magazines, etc.

– Postcard / direct mailer

– Introduction Video
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Discussion

• Marketing launch advisory / working group

• Representatives from 6-8 SRAs of all sizes

• Time commitment limited

• Immediate need - Review toolkit components 

������������	
��
�	����������������	
��
�	����

• Future needs - Brainstorm grassroots marketing activities

• Email Kari at kdabrowski@restaurant.org if interested



• Activate Demo Subscription:

- Log on and create profile

- Active Subscription: Coupon Code SRA2010 expires 4/30/10

• N/SRA Members Only “Sneak Peek” Webinar- MAY

• NRA Show:

- Greener Restaurants kiosk in the Conserve Solutions Center

,�8��7���
0

������������	
��
�	����������������	
��
�	����

- Greener Restaurants kiosk in the Conserve Solutions Center

- “Greener Is Better” Educational Session- Saturday, 05/22/2010 
10:00AM -11:30AM , Room S405D 

• SRA Follow Up Webinar on 06/07/10

- Marketing Materials

- Revenue Share

- Rewards Program
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