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About  
Oyster Sunday



Oyster Sunday

Based in New Orleans + New York City, Oyster Sunday is a 

corporate office for independent restaurants. It is our 

mission to build a sustainable and supportive infrastructure 

for the food and beverage industry.  

We establish strategic partnerships to support independent 

restaurants and small food and beverage companies around 

the U.S. with branding, marketing, operations, HR, finance, 

accounting, and data management. We believe that 

businesses of all sizes should have access to the professional 

services that promote healthy growth, so we're building an 

economy of scale that gives us all a seat at the table. 



Reimagining  
the hospitality 
industry’s 
business 
infrastructure.



Our 
Services

Whether you are opening your first location, or have multiple 

units or concepts, by providing consolidated resources and 

support we enable you to focus on what you do best—

running your business. As we share these resources, each 

independent operator is able to increase their negotiating 

power, leveraging a network that extends beyond your 

physical location.



Our  
Services

Please visit the  

Oyster Sunday site 

 for additional info  

[here]

OPENINGS 

- Market Research 

- Concept Development  

- Investor Decks 

- Critical Path + Project Management 

FINANCE 

- Investor Financials 

- Growth Planning 

- Cost Analysis 

- Valuation

OPERATIONS + HR 

- Operations Strategy + Service Manuals 

- Technology + Data Management 

- HR Foundations + Compliance 

BRANDING + MARKETING 

- Brand Positioning + Identity 

- Website Development  

- Digital Marketing + Communications 

- Social Media Strategy + Management

CONSUMER PACKAGED  

GOODS (CPG) 

- Market Research  

- Product Development 

- Brand Positioning + Identity 

- Packaging Design 

- E-commerce Strategy + 

Development 



Current Food + 
Beverage Trends



Tech Innovation + 
Labor Shortages = 
Smaller teams 
with better 
benefits.  

The hospitality industry has traditionally lagged in the 

technology department, but the pandemic has catalyzed new 

opportunities for efficiency and automation. At the same time, 

labor shortages have challenged operators to optimize their 

workflows while maintaining a high quality level of service and 

product. Rather than replacing humans, we’ve seen thoughtful 

operators use technology to build new systems and reduce 

administrative headaches. In turn, they’re able to successfully 

run their business with smaller teams, pay a better wage and 

provide more comprehensive health benefits.  

As we always say, go back to the financial model. If a leaner 

team means scaling back on hours, simplifying your menu or 

streamlining operations, that could be the right choice for your 

business. Remember—you can always evolve with the market.



Alternative 
Revenue Streams = 
Resilient AOV 
Strategy 

Now more than ever, restaurants are looking for ways to 

diversify their revenue streams. When developing offerings, 

adding in premium experiences and additional purchasing 

opportunities that complement your core offerings can be key 

to increasing revenue and providing additional, flexible and 

multi-layered opportunities and experiences for guests. 

→ Add-On Premium Items or Experiences 

→ Alternative Meal Periods + All-Day Offerings 

→ Market Pantry, Grocery + CSA Boxes  

→ Beer, Wine + Liquor To-Go 

→ Gift Cards + Merchandise 

→ Alternative Uses of Private Dining Space



Experience Over 
Possessions =  
Next Generation 

The next generation with buying power value experience over 

possessions and are prioritizing their purchases according. This 

includes travel and dining as well as personalized offerings. 

The personalization made its way into product design over the 

last five years and is now make its way to customized travel 

experiences.   

Additionally, the permanence of social media further establish 

social proof as a key marketing and communication tool for 

your business. Through social media, your guests are able to 

directly interact with your business and organically let others 

know about your offerings. The sooner you create direct 

contact and consistent messaging with your guests, the time 

you free up to personalizing experiences. 



Recession + 
Inflation = 
Consciousness of 
Experiences 

We can assume a recession—regardless of scale—is likely in 

the U.S. (let alone around the world) as the fear of inflation 

continues to loom over our economy. We believe that retail will 

be the greatest hit because in the wake of COVID, many 

continue to crave connection and experiences over goods. 

Consumers will be more conscious of how they spend their 

money, but we believe the hospitality industry will be a strong 

alternative for those looking for employment in the wake of 

layoffs in the retail industry, which we believe are likely. 

So, where is the hurdle? Consistent service. Onboarding, 

training and retention will be monumental. As consumers 

become more conscious spenders, a hospitable experience 

can be the difference between retaining a loyal customer and 

loosing one. 



Climate Change + 
Supply Chain 
Failures = 
Thoughtful 
Approach to 
Sourcing 

One of the primary lessons we’ve taken from the pandemic is 

our interdependence as a national and global community. 

Customers have become even more aware of where their food 

comes from and its impact on our environment, driving trends 

in plant-based, sustainable and ethical eating.  

For operators, this is a call for greater transparency and 

responsibility—whether refocusing on regional sourcing from 

small farmers, shifting to compostable packaging or simply 

asking customers to “opt in'' on certain items (like disposable 

utensils) that often end up in the trash. As we transition from 

putting out the fires of the pandemic to building sustainable 

business practices—that can weather future storms!—

prioritizing intentional sourcing over convenience is likely to be 

a practice that pays off.



Essential Workers + 
Demand for 
Delivery = Service 
Included 

The dining public has never been more aware of the risks 

faced by F&B professionals—or more grateful for their service 

(we hope!). When dining rooms closed or reduced capacity 

during COVID, diners were quick to adapt to the “service 

included” policies activated by countless restaurants across 

the country.  

After years of debate over tipping, the pandemic has thus 

provided a unique opportunity for operators to shift to a 

business model focused on pay equity between FOH and BOH

—without worrying about the ramifications on diners’ 

expectations. The biggest challenge? Educating diners so that 

they understand the “why” behind the service included model

—and so that they see the value. 



Work / Life 
Tntegration =  
All-Day Offerings 

As work continues to be remote and flexible for many in the 

wake of the pandemic, the lines between work and life are 

becoming further integrated. Flexibility is the name of the 

game. This began several years ago with the rise in popularity 

of the all-day cafe model, which serve as the “third place” 

beyond home and work—not only to dine, but a place to 

gather, meet and work.  

This model provide consumers with flexible spaces for their 

evolving schedules and lives. We believe this flexibility in space 

and experience will continue to become even more important 

as the physical lines between work and life continue to evolve 

in a post-pandemic, remote work world.



Urban Migration + 
Shifting Personal 
Values = The Rise 
of Secondary + 
Tertiary Markets 

From New York City, to Chicago, to San Francisco, dense urban 

centers witnessed a mass relocation of lifelong city dwellers to 

smaller cities and towns across the country. For talented 

hospitality professionals, these moves came with the 

opportunity to reexamine their work/life balance and long-

term career goals—even considering the opportunity to open 

their own businesses in more affordable formats or markets.  

While a certain portion of hospitality workers have also left 

the industry for good, many who have simply relocated are 

building more human-centric and community-focused 

businesses. We expect that this new generation of operators 

will redefine the industry’s work environment and leadership 

style—while also reimagining the guest experience for the 

better.



Low-ABV + Non-
Alcoholic Beverage 
Demand is Here to 
Stay

As part of the holistic approach to health, low-alcoholic and 

non-alcoholic beverages have been on the rise for the last 

number of years, and we believe this trend is here to stay. As 

the category continues to grow, product offerings are 

diversifying, allowing guests to have truly curated cocktail 

experiences that are low-to-no-proof. From non-alcoholic 

cocktails and beers to juice pairings, operators are finding 

creative ways provide non-alcoholic beverage offerings.  

While some guests may not want alcohol, they still crave the 

ceremony of a cocktail or glass of wine during their dining 

experience and are willing to pay a premium for it. Seedlip has 

set a high bar for what diners are willing to pay for no-proof 

spirits. 





Greenland 
Identity + Sense 

of Place 



Greenland Identity 
+ Sense of Place  

→ How would you describe 

Greenland to the outside world?  

→ What are your major offerings 

to your residents and the world? Area: 836,330 square miles (2,166,086 square kilometers). Greenland 

is more than three times the size of the state of Texas. Texas has the 

population of 28,640,000. Greenland has the population of 57,713





Overview of Business 
Structures + Marketing 

Pipelines



Overview

Facilitate 
Community + 
Partnerships

Own Your 
Story

As the landscape of tourism shifts quickly in Greenland, it is going to be vital to not 

only run a great business for the community, but to own your story as individuals 

and as a collective. This strength in narrative will help ensure that the culture, 

traditions and future of Greenland business is at the forefront.  

Find New 
Customers 
Local + Visitors



Business 
Structures

→ Individual | LLC

 

One that is attached to your social security 

number. This type of business set-up can be done 

quickly on the Danish government website. From 

our understanding, many in Greenland are not 

aware of this process.  

 

→ ApS | Anpartsselskap 

- ApS company is detached from an individual’s 

social security number. 

- Costs about 40,000 DKK ($8,000 USD) 

- Operators have to contact their municipality to 

hire a public constant or business advisor and 

they are then connect to a state 

appointed legal and accounting personnel. 

- Our understanding is that it is a manual process 

with a good bit of necessary communication 

with the municipality. 

- Once formed, Innovation Greenland can 

provide grants to jump start cashflow. 

→ Foreign Business  

A foreign company can establish a commercial 

enterprise in Greenland in one of the following 

ways:  through a subsidiary, a registered 

affiliate, a representative office, or a taxable 

entity. The capital requirement for establishing a 

corporation (A/S) is DKK 500,000 (approx. 

$75,900) and for establishing a private limited 

liability company (ApS) is DKK 125,000 (approx. 

$18,970). An LLC is common.  

All things considered, this is a really low barrier 

of entry but the Kingdom of Denmark has 

created some restrictions around residency 

requirements.  



The Marketing 
Funnel

→ Mid-Funnel 

Preference and Purchase 

Conversion Rate; Average Order Value 

(AOV); Sales | focus here is on the 

marketing initiatives you can launch to 

impact how and how much people 

purchase. 

→ Bottom of Funnel 

Loyalty and Advocacy 

Repeat Customers; Reviews + Customer 

Feedback | focus here is on how to get 

meaningful feedback and convert first-

time customers into returning, loyal 

customers. 

→Top of Funnel

Awareness and Consideration 

Website, Email, Social Media Channels, 

Press | focus here is on what initiatives you 

can promote via your website, email and 

social to market to your customers and have 

them more aware of who you are and what 

you offer.  



Branded Content
Digital / Email 

Marketing *

Affiliate Marketing

Earned Media 

 (Press) *

Partnerships *

Social Media * Purchasing * 

Coustomers

Repeat * 

Customers 

(Loyalty)

Events + Activations

Purchased Media 

 (Ads)

Customer 

Acquisition



Digital Marketing 
+ Social Media

→ 3RD PARTY MEDIA 

This is the media you use through 

another company for discoverability. 

• Discovery | Yelp, Trip Advisor 

• Searchabilty | Google Business + 

Apple Maps 

• Delivery Services 

• Travel Booking Services 

Although it can be difficult to activate 

all chancels, owning them and 

populating up-to-date key info is the 

best step.

→ EARNED + PURCHASED MEDIA 

This is media you earn and / or 

purchase, including but not limited to: 

• Press Mentions | Local, Regional, 

International 

• Social Media Ads 

• Local Media Ads 

This is media you do not own, but 

allows your brand to be further 

amplified to your target audience. This 

creates an opportunity to work 

together to target international 

partnerships as a unit. 

→OWNED MEDIA

This is the media you own as a 

company and have full agency over. 

• Website 

• Email Marketing 

• Social Media  

• In-Store Signage 

A key part to owned media is that it 

is accurate and visually consistent 

with your company / brand since you 

have full agency over the outcome.  



Partnerships

→ THE ASK  

What both parties 

are agreeing upon 

for the event and 

what you are offering 

to your guests. 

→TIMELINE 

When will the event 

occur? For how long? 

One-time event or a 

series?

→ BRANDING 

Who will be making 

the branded images / 

taking the photos / 

setting up the events 

page / etc?  

Make sure the 

responsibilities are 

clearly identified.  

Below is a set of questions and details to consider when setting up a partnership 

with an external company. It is important to establish clear deliverables and asks 

from the onset to ensure that each party understands their responsibilities as a 

result of the partnership.  

→ THE IMPACT 

How many people 

can the event / 

partnership host? 

How often can 

you plan the 

partnership 

(seasonal 

considerations)? 

→ COMPENSATION  

How will both 

parties get paid or 

split the revenue? Is 

there a referral 

agreement?  



The Impact



 
Business Storytelling  

+  
Cultural History



Local Partnerships  
+  

Collaborations





At Oyster Sunday, we are committed to 

supporting independent restaurants 

with free consultations. This service is 

available to both restaurants in our 

community and operators we have yet 

to meet.    

oystersunday.com 

@oystersunday 

hello@oystersunday.com 




