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HOW CONTROLLED DEMAND AND
COMMERCIAL CLARITY GENERATED
~E€540K IN ANNUAL REVENUE

. NEIGHBOURHOOD RESTAURANT — NAAS

A real operating case study on systems, control,
and compounding growth.

PAGE ©1



NOVUS"
4 DIGITAL

THE PROBLEM

Neighbourhood experienced a major PR-
led demand spike before it had the

systems to supportit.

Uncontrolled Demand
THE RESULT
Operational strain, full team loss,
damaged reviews, and prolonged
instability. . .
Commercial Clarity
THE INTERVENTION
Commercial clarity was established
through defined core offerings. Only then
. Systems
were systems introduced.
THE OUTCOME
Controlled demand, healthier unit Compounding
economics, and ~€540k in gross year- Outcomes

N N U

over-year revenue growth.

THE LESSON

Growth does not come from demand. It

comes from control.
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THE BUILD

Neighbourhood was builtin 2019. With limited capitaland no

operating playbook, the restaurant was constructed

hands-on, under real constraint.

The ambition was high. The systems were not yet there.
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THE PR SPIKE

Anlrish Times review by Corinna Hardgrave changed everything.

THE IRISH TIMES

Subscriber Only Restaurants

Neighbourhood review: This new
restaurant is stunning. Its Michelin-
quality food is a blast of sheer joy

The head chef at this rather beautiful new restaurant, which is

run by Aimsir alumni, is Gareth Naughton, who has put together
an extraordinary menu

# Expard

Covinna Hardgrave
Thiu Feb 9 2023 - 0500

TR (R =

Demand surged nationally, almost overnight.

The restaurant was full — but the business was not ready.

Capacity, staffing, processes, and expectations were misaligned.
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UNCONTROLLED DEMAND

The impact was immediate:

The entire founding team left.

Service quality deteriorated.

y
y
4 Reviews collapsed (as low as ~3.9%).
y

Brand damage lingered well beyond the spike.

Volume did not equal growth. It amplified weakness.

Dan't go for their brunch anyway

car 2023 « Couples

Probably wouldn't go back.
Apr 2023 - Family

gl
+ 60 conttbuth
Mot good enough
Apr 2023 - Couples.
Viary disappeinting . Sirmpaly, the wine wasn't
chillag encugh and the food wasn't hot enough. Not nearly enough far the price of almast

€200
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. Sonia Adao
| Local Guide - 60 reviews - 107 photos

2 years ago
Went to celebrate my wedding anniversary and wish |
would have chosen another time - or been told a
birthday party would be taking place. | believe they
weren't ready to hast it. The staff looked like they were
running aimlessly, forgetting to bring menus, to take
orders, and bringing the wrong dishes. They also
looked tired, with smiles that did not reach their eyes.
The food, which took 45 minutes to arrive, was
delicious but not evenly cooked - | had leeks like soft
butter and others that were tough to bite on.
Everything felt rushed. On top of that | could barely
understand the questions or talk to my husband, the
noise was deafening - but no one was yelling, it's just
the acoustics of the place, more suited for a pub then
a restaurant. All in all, when you go in, just make sure
to ask if there’s any big party taking place.

Food: 4
Service: 3

Atmosphere: 3

PR SPIKE PERIOD
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THE REALISATION

Theissue was not marketing.

The issue was not demand.

Theissue was lack of commercial clarity.

Before systems could work, the business needed to

answer one question clearly:

-~

What are we selling — and to whom —
on each day of the week?

N
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CORE OFFERINGS (THE TURNING POINT)

The first real intervention was defining core offerings:

o STEAK NIGHT 9 e [P——
Chate o LIVE AT 1
CONNIE €48 | 3-COLRAE €48 e of AR
Nelghbourhood ; :
ArERITIY - coven s
e s i S e —i . DYSTERS K NUNSLES
'

Thursday Steak Night Taste of Neighbourhood  Liveat NBHD

These offerings:

Filled low-demand days
Segmented guests by intent and price sensitivity
Stabilised weekly cashflow

Protected the premium a la carte experience on weekends

A A A A Ak

Created predictable containers for demand

Without this step, nothing else would have worked.
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CLARITY ENABLES SYSTEMS

Once offerings were defined:

Capacity became predictable
Labour planning stabilised

y
A
A4 Marketing stopped being guesswork
4 Databecame meaningful

Only after clarity existed could systems be

installed with confidence.

11

Systems do not fix chaos
They require structure
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Core Offerings

Commercial Clarity

Systems

Controlled Demand

N N N N
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WEEKLY GOVERNANCE

Decision-making moved frominstinct to evidence.

Weekly dashboards governed:

Revenue

Labour percentage

Product

y
A
4 Coversyvsturnout
y

mix

Weekly Business Dashboard

I Groas Profit Margin % %

4 Labour Cost % vs Sales 4141%

= Average Revenue per Labour Hour €20
Labour Cost by Department Kischan

' Frant of House

Bar

11 Payment Summary

1 Mastercard & B4010

12 Viga € 2190891

1 Cash € 4195.00

4N Cartificate € 210220

15 Table Occupancy Rate (%) 14 55%

17 Average Tumover Time 15427

19 Awg. Kitchen Ticket Time and Variance. a5

Reservations ve Actusl Tumout

“  Covers vs Same Week Last Year

T Net Sabes vs Same Week Last Year

A Walkeln Covers

41 Ressrvations

# Cancslled Covers

I No Show Covers

¥ NP5 Google Review Score Trend

TN
S661%
1560%

Teg 10 Selling Products - Revenus
et Bl
Chateaubriand kar 2
Scallops

Durk.

Tonsahawk far 2
Fasta

Seshass

Brown Buttar Cake
Rib-ayi Bz

Black Scle for 2

Top 5 - Underperforming Products - Revenus
1 Oysters
Beed Tartare
Vachern
Pork Tomahaw for 2
Grean Baars

CRM Performance Websie
Newslotier
Vouchar Sakes

€ 327600
€ 1,800.00
€ 186712
€ 1,330.00
€ 1,200.00

€ 2800
& BELDO
€ ST000
€ S60.00

-

23400
19500
165.00
160.00
€ 12800

mam

€ 347500

Tep 10 Sefling Products - Quantity Ordered
Eeallogi 81

Filal Bosl

Brown Butter Cake
Pasta

Mash

Chunky Chips
TruMe Fries
Prakna Partail
Bracook

Carrots

B4
60
5
53
44
a4
40
»
kg

Top § - Underperforming Products - Quaritity Ordered
3

Hesat Tamara
Tomahawk for 2
Black Soks for 2
T-Bone for 2

Pork Tomahawk for 2

10
7
4

£

This Week

456
33,809.20

Last Year
286
€ 18,072.55

This replaced emotional reactions with calm, repeatable

decisions. Control was rebuilt week by week.
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MENU ENGINEERING & UNIT ECONOMICS

Menu strategy changed fundamentally.

Full seasonal overhauls were stopped
Proven bestsellers were retained
Prices were increased on winning items

Poor performers were removed

A A A A Kk

Decisions were guided by weekly data

Before After

STEAK NIGHT
OURSE €45 | 1-COURSE

vvvvvvvv

St e i b B Chamed Grecck

oEssERTS

The menu stopped being
reinvented. It started being

governed.
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PREPAID & STRIPE

SevenRooms and Stripe were introduced to capture
revenue before service.

Stripe revenue included:
4 \ouchers
4 Pre-arrival upgrades
4 Deposits
4 Prepaid experiences

This reduced volatility,improved cashflow, and increased

demand quality. Not all revenue is equal.

Gross volume @ # Explore Gross volume & # Explore

€107k +15.86% €163k +52.12%

€92,784.94 previous period £107k previous period

1 Jan 2024

Updated 3 seconds ago More details Updatad 5 ceconds

poater

2024 2025
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REPUTATION AS A SYSTEM
Reviews were treated as an operational output.
An automated feedback loop was implemented:

4 Post-visit owner email
4 Positive feedback — prompted for public review

A4 Negative feedback — resolved privately

Brion O
W ostin o @
(]
5 [ L el
Mot good enough
“q-_) Agr 2023 Cauple
m Ve e 50 looking forwaid Lo our first visit, Simply,
et 4 wensn't het ensugh, Mot nearly geed snough i
€200
Grace Smith ; Leah Oriordan
4 reviews - 2 photos . 3 reviews
th a month ago amonth ago
A Good here is always amazing went here with all my Had a lovely evening at ijghbourhooq Naas. The food
- : 4 ; and atmosphere was amazing. Our waiter Jack was
< girls had the best night. Food, drink and staff were . ;

; , . very helpful and friendly. Perfect for a date night or
iz conldn Eratomentad i plieesnoualbi o Christmas party. Would definitely come back again!
everyone. 100000/10 More More

Results:

4 Rating recovered from ~3.9% to ~4.1% organically
A4 Increasedto~4.4% after systemisation

4 ~-80% of issues resolved before going public

Reputation followed operations.
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MARKETING IS FUEL

Marketing is not a strategy. Itis fuel.

Before control, fuel causes fires.

After control, fuel creates momentum.

Once offerings, systems, and capacity were clear, traffic

sources could be layered safely:

4 Meta
4 Google
4 Influencers

4 Partnerships

Marketing became predictable — not risky.
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AUTOMATION & RETENTION

Most restaurants leak revenue after the first visit.
This system closed the gaps through:

Automated guest capture

A

4 Pre-arrival conversion
A4 Experience laddering
A

Retention and return visit triggers

This was not marketing automation.

It was revenue protection.

Prafile details Lead mare avents
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REVENUE OUTCOME
Toast — Gross Revenue Stripe — Gross Revenue
2024:€1155,305 2024:~€107,000
2025:€1,640,148 2025: ~€163,000
Increase: +£484,843 Increase: +£€56,000 (+52%)

Total Gross Year-over-Year Impact:
~£540,843

Toast Stripe

€1,640,148
Increase
+£484,843

€1155,305

Increase
+€56,000 (+52%)

-€107000 —

~€163,000

2024 2025 2024 2025
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COMPOUNDING

Outcomes extended beyond revenue:

Predictable weeks

Stable Labour planning

4

y

4 Higher AOV
4 Winerevenue +27%
y

Drinks revenue +32

The business moved from survival to control —

and then to compounding.
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WHO THIS IS FOR

This system worksiif you:

4 Want predictable demand, not spikes
4 Care about margin and longevity

4 Are willing to commit to systems

This system does not work if you:

4 Want quick wins
4 Wantads without structure

4 Won'tchange operations
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