The restaurant Petra, is a small locally owned restaurant. The owner’s name is Maher Alqasas and he founded the restaurant July of last year, 2011. It is located right off the square at 512 Jackson Avenue East across from the BP gas station and it is opened every day from 10 am -11pm. As of now, Maher is making plans to expand his business. Petra currently seats only fourteen people to capacity. In the future, Maher hopes to find a location on the square where he can seat more people and provide a more open and eclectic atmosphere. 
The type of food offered at Petra is authentic Mediterranean Greek cuisine. It is very unique because it is family owned and operated which helps provide an intimate and exultant atmosphere for customers. When we met with Maher and asked him why he wanted to open Petra he said, “I wanted to open Petra because I want to offer the town of Oxford real authentic Greek food at an affordable cost. Cooking has always been a passion amongst my family for many generations and it’s something we enjoy doing together and I want to share our authentic cuisine with other people.” One of the unique features of Petra is the “BYOB” or “brown bag” feature; customers can bring their own alcoholic beverages and enjoy them at the restaurant. It is a great feature to have when the weather is nice because they have outside seating along with seating indoors. Another unique quality

is the small and intimate atmosphere which is complimented by the outstanding customer service Maher and his employees offer their customers. The warm atmosphere allows him to have a personal relationship with a customer which in return builds customer loyalty and word of mouth promotion Maher recognizes any person who walks through his door a second time. Even though they are looking to change locations, they don’t want to change their menu because he wants to continue to have a small menu full of high quality food that stays true to its roots. Mayer wants to move to a larger location but wants to keep the menu the same to keep his loyal customer base as well as the personal relationships he has with those people. 
Petra is currently in the growth stage of the business life cycle. They have already been through the “start up” stage and have been in business for about a year, and now they are in the growth stage because their cliental is beginning to develop and they are thinking about expanding to meet the needs of their consumers.
According to Maher, business is busier during the school year and set at a faster pace. Weekends tend to be more active than during the week days. During the summer business dies down because most of the college students are out of town. In Maher’s words, his competition is “anyone with good food” the main competition Petra faces is Volta. Volta is a restaurant

in Oxford that serves Greek cuisine which competes with Petra but the restaurants are very different. They are located on opposite sides of town and Petra offers a more intimate atmosphere, smaller menu and more affordable prices. 
When it comes to marketing strategies, Maher doesn’t advertise or try to gain publicity. Maher relies solely on word-of-mouth promotion. He offers certain specials on Fridays that tend to appeal mainly to the international students who attend the university. Petra doesn’t advertise on the radio or in newspapers. He believes people will go the extra mile for good authentic food. He also said, “I don’t want to over-advertise and bite myself in the foot because right now I can’t support a very large and overwhelming cliental.” He doesn’t want to mess with the quality of his food and lose the outstanding customer service his consumers love and come to expect. 
Petra’s primary target market consists of local Oxford families and mainly middle aged people.   Petra’s target market segments can be further defined through the use of the Claritas and Tapestry databases. Specific segments that relate to its primary target market include “crossroad villagers” and “bedrock America”. Consumers who are included in the “crossroad villagers” segment include people between the ages of 45 to 64 who are homeowners without kids. They live off a downscale income and live

in a modest home. They lead a classic rural lifestyle, are high school educated, and they shop at places like Wal-Mart. Consumers included in the “bedrock America” segment consist of economically challenged families who live in small towns.   They are between the ages of 25 to 44 and have kids.   They are an ethnically diverse group who have a modest education and contain a mix of homeowners and renters (“Nielson MyBestSegment”).   These segments of consumers help illustrate Petra’s primary target market because they represent the local families who live in a small town, like Oxford, and the middle-age crowd who are frequent customers at Petra. When looking at the Tapestry database, Petra’s primary target market is illustrated through the segments named “midland crowd” and “aspiring young families”. The consumers included in the “midland crowd” segment are part of the “American quilt” category which means they live in small towns and rural areas. They are also married couples who earn middle incomes, have some college education, and their median age is 41.8 years old. The consumers included in the “aspiring young families” segment are families whose median age is 31.4 years old. They live in multi-unit or townhomes and they have some college education. They earn a middle income and use a credit union (“ESRI: Understanding our World”). These consumers help illustrate Petra’s primary target

market because they illustrate the local families of oxford who live in apartments or townhomes and earn a middle income so they are attracted to Petra’s quality product along with its affordable prices and unbeatable customer service.
The University’s foreign exchange students are regular visitors to Petra, especially on Friday nights when the restaurant offers specials that may give them a taste of back home. However, they do not make up a large enough portion of their consumers to be considered in Petra’s primary target market. They could be seen as Petra’s secondary target market because they are consistent customers. When looking at the Tapestry database, Petra’s secondary primary market is best illustrated by the segment named “college towns”. Consumers included in this segment are students or young professionals who have graduated from high school and have some college education. Their median age is 24.4 years old, they live in multi-unit homes or rentals, and they bank online (“ESRI: Understanding our World”). This segment illustrates Petra’s secondary target market because it consists of the college-aged consumers who are around the same age and possess the same traits. They are attracted to Petra because it gives those consumers a sense of their home. However, Petra is also appealing to these consumers because of their great food at great prices.
We suggest that Petra tries

to communicate more with the college student in town. As of right now, the students make up a small percentage of Petra’s income and with their expansion they will be able to handle the more business the students will bring. These consumers also fall under the Tapestry segment of “college towns” as well as the segment of “dorms to diplomas”.   Consumers included in the “dorms to diplomas” segment are low income students who live in shared or single housing, like the on-campus dorms. They have some college education and their median age is 21.7 years old. These consumers are on a budget and constantly looking for the best deal for what they spend their money on. They are young and like to try new things (“ESRI: Understanding our World”).   They will not spend much time when making the decision of where to eat in Oxford, however their friends word-of-mouth advice has a large impact on their decision making process. They are very tech-savvy and they spend time on some kind of social media site every day. Petra could appeal to these consumers because they offer a great product at a modest price that is affordable on any budget. Petra needs to get their name out their more with the students at the university in order to gain more of their business.
Consumers of Petra do not have many ways to access or use information about the business. Petra does not promote itself very much, in fear that

too many customers will lead to a higher demand that to meet while still maintaining their high quality standards. The best way to access information about Petra is to search online for reviews. Other than the few reviews out there on websites like urbanspoon.com, word-of-mouth is the biggest and most effective promotion strategy Petra has. According to Maher Petra is looking to expand in the near future though and plan on re-evaluating and re-structuring their marketing strategies. The customers at Petra are making a mundane decision when deciding to eat at Petra. They have already been through the majority of the decision making process and are at the choice stage. Customers have already recognized their need, searched for their need, and have evaluated their other alternatives. Following their choice there will be a post-purchase/choice evaluation that will end the decision making process. Those evaluations will ultimately lead to the customer deciding whether they will be a repeat customer or not. Petra runs off repeat customers, which is what makes the quality of its food so important to the business. Mr. Maher makes the quality of his food his number one priority because he knows people will go far for a good meal.   Deciding where and when to eat are generally in quadrant four of the FCB planning grid. Products   that exist in this quadrant are emotional, self-satisfying and low

involvement decisions, therefore Petra falls into quadrant four. Customers of Petra are making a low involvement decision based on what will make them feel good. What you want to eat is normally an impulse decision for self-satisfaction. Although he runs off repeat customers which would match the habit forming quality of quadrant three, but deciding to go to Petra is more of an emotional decision rather than a more rational one thus putting Petra in quadrant four.   The fact that it is the only Mediterranean restaurant in its area gives customers no alternatives, so Petra is the best place to go when they get the urge for quality Mediterranean cuisine.
Consumers in Oxford evaluate the variety of restaurant business by ranking what each has to offer according to what is most important to them. In a college town such as Oxford, many students live on a stricter budget, and are forced to limit their eating out habits. With that being the case, the most important criteria for a consumer to decide what to purchase in this town, is cost. Along with cost other important criteria the consumer considers includes quality of food, location, customer service, and atmosphere. Petra offers great food, a great location just off of the square (- a hub of Oxford downtown industry-), and amazing customer service. However, even though the location is great, the restaurant is a little small and the amenities

are outdated. The atmosphere is friendly and accommodating, but the small space can negatively impact the atmosphere. 
No place is perfect and what is the most important criteria when deciding on a place to eat changes depending on the consumer. For example, a student may choose to eat at Petra despite its outdated amenities simply because it is not expensive. This is an example of a consumer choosing of certain attributes that they deem important over the perceived weakness of another. This is known as the compensatory rule, one perceived criteria outweighs another and thus allows the consumer to choose that product regardless. In a restaurant such as Petra, students choose to go here because of the low cost, great food, and friendly service. The outdated atmosphere and smaller size have little effect on their decision. 
In Petra’s case, both the simple additive method of calculating compensatory decision rules and the weighted additive method of calculating compensatory decisions would lead a consumer to choose Petra. Also, with a noncompensatory decision rule such as elimination by aspects, the consumer would choose Petra because the price and location are more important than the out of date amenities. The same goes with the conjunctive strategy, which closely resembles the elimination by aspects since the brands and criteria are evaluated one at a time. 
Petra exists in a 

oversaturated restaurant market. Petra relies on word-of-mouth and local reviews by customers to maintain their cliental rather than focusing on more mainstream marketing outlets. Perhaps one of the reasons that Petra’s customer service is such an important asset is because they know this attribute will only strengthen their word-of-mouth marketing. With the advanced technology available to today’s consumer, word-of-mouth marketing spreads even faster online through blogs and other websites. Local blog sites and online reviews from various websites, newspaper site reviews, and “Eat Oxford,” allow customers to evaluate the restaurant before they decide to visit. Petra also has a Facebook page where consumers can hear about what Petra offers, see where they are located, what their hours of operation are, and view photos of a variety of the meals offered. Oxford patrons also rely on tools such as the “Urban Spoon” app for the iPhone or other smart phones. This app randomly selects restaurants that fit into a certain price range, and perhaps that the user has not tried before. This catches the attention of both returning customers as well as new customers that may never have known the restaurant existed. The word of mouth approach and the reliance of customers stating their satisfaction publicly are the main schemes that Petra uses to get their name out there and to make their location known

to all possible consumers. Consumers use all of these sources of information to go about shopping for this business and ultimately deciding to eat there. 
Petra has been doing such a great job of reaching the goals that they have set for themselves that there are few recommendations to be made. However, there are a few improvements that can be made to maximize the profitability of Petra.   One of the suggestions that should be given to the business is to keep their current target markets, but try to further expand their market to include a student cliental as well. Attracting more students would further the word-of-mouth business that they already utilize and that has already proven to be a profitable marketing strategy for them. The owner, Mr. Maher, seems very content with the current state of his business right now. He has an extremely loyal customer base that maintains a profitable business. With the future plans of relocating his business and expanding in size, he should be looking to bring in more customers to accommodate the new expansion. With this in mind, students would be the most profitable option because they make up such a large portion of the Oxford population. On the basis of product decisions, there is no need for a change in the food. This is based on the pretense that Mr. Maher prides himself and his whole company on the quality of his food.   Mr. Maher would rather

have great food and fewer customers than to sacrifice the quality of his food and serve more customers. He also prides himself on the authenticity of his food which is another reason his customers keep coming back. He currently maintains very affordable prices, as well as weekly specials which are run on Fridays. With the current trends, his pricing strategy is more than effective. Most of Petra’s customers are calling in “to-go” orders and picking them up. With this in mind, the business should focus on setting up a delivery service within a localized area to help generate more orders from the consumers who value convenience In addition to expanding his customer base, Mr. Maher will be able to charge a delivery fee for this service and this will aid in increasing profits to help cover any additional costs the delivery service may incur. Petra needs to invest in a larger, more attention-getting sign because Petra misses opportunities for new customers due to the easily missed location. Lastly, Mr. Maher should also advertise in the Daily Mississippian and offer specials or coupons to attract new customers as well as continuing to build a loyal customer base. 
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