Kralove mezi

labuzniky

Klara Smolova, Jason Hovet, foto Luminum, Vojtéch Vlk

Trvalo patnact let, nez se Cesi pomalu naugili,
co znamena pojem haute cuisine, a Ze se to
nakonec podarilo, je predevsim zasluhou vlivu
cizincu. Segment gastronomie je tak dnes
predevsSim v Praze velkym byznysem, ktery na

sebe nabaluje radu dalsich sluzeb.

_KROME RESTAURACI s ¢eskou kuchyni a pizzerii tu nebylo prakticky
nic,” vzpoming na swi r:r'hod do Prahy Nils Jebens, majitel Kampa Group,
Praze 3 jednu v Bratislavé. ,To nam [cizincum]
umonio strit nohu do dvedi” Cedi sice vzdycky radi jedli, ale za 50 let
komunismu se practicky odnaudill stravovat se mimo domov, natoz se odda-
vat lzbugnickym wystislalm oblibenym jinde ve svété. Predstava Cechul
0 fine dningu nesahaiz dale neZ k pivnidi s bilymi ubrusy na stole,” fika Josef
Voitr, PR, "’/.zfi:::"g:'. y 2 0bchocn manazer sité Kolkovna Group, operujici

v Praze pét restauraci (a3 nemél nz . 2by tu sami tuto kategorii vytvoril,
proto cizinci logicky ocbsadll pozice 2 ord s je dodnes.”

Od té doby se mnohe zméniio k nepoznani. Podle Udaju Eurostatu z roku
2001 dominuji sektoru restaurac v U Z 20 procent maie individualni pod-
niky (Casto rodinného typu) zamastnawaio mene ne2 T lidi. Ackoli
v Ceské republice pfevazuji dokonce z 95 procent. praisky gastronomicky
trh si mezi sebe pomalu ale #stE rozasiio nskolk supn. V oblasti fine diningu

jde o ¢tyri — Kampa Group, Zatisi Group, PaFFy Group 2 Sacchus Group (viz
Jednotiivé sloupky), ve stiednim segmentu s pak Om dal wraznéi profiluji
sité jako Kogo, Ambiente, Kolkovnz Group, Potrefena husa & Pizzeriz
Coloseum. Pravé tyto p:dmc, stredniho kalibru podie prigiousmid Narodni

; ci CR INFHR) postupné nahrazu) vaim ewns
S50 '&:ar:' spiSe ubywa, coZ & mimo Jné Zpdsobeno
s PH " onstatuie Vacky Starsk. generain

It has taken fifteen years to instill the awareness of
“haute cuisine” into the local dining scene, and that

accomplishment can be attributed largely to foreign
influence. Today, Prague’s food & beverage industry
is a thriving, multifaceted sector that encompasses

catering and many other services.

“APART FROM RESTAURANTS offering Czech cuisine and pizzerias,
there was nothing,” says Nils Jebens, owner of Kampa Group, recalling his
arrival in Prague. Jebens now operates five Prague restaurants and one in
Bratislava. “That void enabled us [foreigners] to ‘get a foot in the door’,” he
adds. While Czechs always liked to eat, during communism’s fifty-year pres-
ence they practically forgot how to eat out, not to mention tasting exotic
specialties. “The Czechs' idea of fine dining didn’t get beyond beer pubs with
white table cloths,” says Josef Voltr, PR, marketing, and sales manager for
the Kolkovna Croup, which comprises five eateries in Prague. “Czechs didn‘'t
have the funding to create this category, so foreigners logically seized the
opportunity — and they hold their positions to this day,” Voltr notes.

Since then, the face of the food service industry here has changed
beyond recognition. According to 2001 Eurostat data, 90% of the EU
restaurant sector is dominated by small, individual establishments (often
family-owned) employing under ten people. Although such restaurants also
account for 95% of the Czech market, several groups slowly but surely
divided up the Prague market among themselves. There are four major
players in the fine dining segment — Kampa Croup, Zatisi Catering Group,
Palffy Group, and Bacchus Group — while chains like Kogo, Ambiente,

continued on page 22



Na zacéatku vSeho byl Kampa Park. Restaurace
nesouci nazev znamé prazské ctvrti a parku.
A také dva spolecnici, severani Nils Jebens

a Tommy Sj66. Dnes jsou z nich konkurenti

a oba maji na svém konté nékolik podniku.

KAMPA PARK si udrzel Jebens, stejné jako

Le Monde v Bratislavé. Postupné k nim pfidal
Square, Hergetovu cihelnu, Bazaar, La Provence.
Podniky se od sebe zamérné velmi lidi, nejen
designem interiérd, ale také nabizenou kuchyni
a zameéfenim na cilovou skupinu. Vlajkovou lodi
zUstédva Kampa Park, ktery se fadi do restauraci
klasického fine dining, chlubici se fadou mistnich
i zahrani¢nich VIP hostl. Square je kavarnou-
restauraci, Hergetova cihelna je trendy lounge a
velka restaurace pro Sirokou vrstvu lidi od turistd,
pres mistni celebrity, az po byznysmeny. Posledni
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z akvizic, které Jebens
uskutecnil loni, byly jiz
zavedené podniky Bazaar
v Nerudové ulici a La Pro-
vence, dfive restaurace

a oblibeny tapas bar, dnes
typické francouzska
brasserie. Oba posledné
jmenované podniky lakaji
jak turisty, tak mistni klien-
telu z fad vy3&i stredni
tidy.

,Chtél jsem vytvorit
firmu. Kdyz mate jen jednu
restauraci, délate vlastné
v8echno sam. Mate-li spo-
lec¢nost s vice podniky,
muZete najmout odborniky,
kteff vam pomohou,” fika
Jebens. A astecné jde
i 0 rozloZeni rizika. Povodné
v srpnu 2002 v mziku
znicily cely Kampa Park
i Hergetovu cihelnu, ktera
byla tésné pred otevienim.
.Kdybychom neméli penize
z Le Monde a Square, bylo
by pro nas mnohem t&zsi
vrétit vée do pivodniho
stavu,” tvrdi Jebens, ,proto-
Ze na vyplaceni posledni
Casti pojistky jsme Cekali
skoro rok. Takze v tomto smyslu se ukazalo, ze
rost byl dobry tah.”

Cela Kampa Group zaméstnava okolo 250 lidf,
Sest restauraénich podniki je ale podle Jebense
pry az dost. Na druhou stranu pravé stabilita firmy
dava Jebensovi moznost financovani projektd
pomoci bankovnich pujéek. Sam vak priznava,

Ze kdyby védél, jakym zplsobem s cashflow
zamicha vstup do Evropskeé unie a s tim spojena
zména DPH hostinskych sluZeb z péti na deva-
tenact procent, asi by si tak rychly rGst rozmyslel.
.Dan z pridané hodnory se najednou zectynaso-
bila, coz je vrazedné. NemUzete naklady okamzité
prenést na zékaznika, takze si na chvili musite
ukrojit z viastniho zisku," rozéiluje se Jebens.
.Nastésti jsme méli trochu obalené kosti, jinak by
se to nedalo prezit."

vopéch vik

Klédra Smolova

Cerstviy vitr ze severu
The viking restaurateur

At first there was Kampa Park — a restaurant
named after the well-known Prague quarter and
park. It was the offspring of two partners,
Norwegian Nils Jebens and Tommy Sjod from
Sweden. Today they are competitors, each with
several establishments to their credit.

JEBENS KEPT KAMPA PARK, as he did with Le
Monde in Bratislava. Gradually he added Squars
Hergetova cihelna, Bazaar, and La Provence. The
restaurants are intentionally different from each
other, not only in design but also in cuisine and tar-
get group. Kampa Park remains the flagship, a clas-
sic fine dining restaurant that serves many foreign
and VIP guests. Square is a café-restaurant,
Hergetova cihelna is a large restaurant and a trendy
lounge and serves a broad spectrum of clientele.
The latest of Jebens's acquisitions last year were
Bazaar on Nerudova Street and La Provence, for-
merly a restaurant and tapas bar and today a typi-
cal French brasserie. Both establishments cater to
tourists and local upper-middle-class patrons.

“| wanted to establish a corporation. When you
have one restaurant you essentially do everything
yourself, but with a bigger company and several
establishments you can hire top professionals to
help you," says Jebens. Another advantage comes
from shared risks. The destructive flood of August
2002 laid to waste not only Kampa Park but also
Hergetova cihelna, which was just about to open.
“If we hadn't had the cash flow from Le Monde and
Square, it would have been a lot harder to restore
everything to its original condition. So in this sense
growth turned out to be a good strategy,” Jebens
explains.

Kampa Group has 250 employees, and
Jebens says six restaurants are enough. Stable
operations allow him to finance projects through
bank loans. However, he admits that if he had
known the effects of EU accession on cash flow
and the associated VAT change in the catering
industry from 5% to 19%, he would probably
have considered growing less rapidly. “Suddenly
the VAT was nearly quadrupled, which was mur-
derous. You can't immediately pass on the costs
to the customer, so for some time you have to
take it out of your profit,” Jebens says angrily.
“Fortunately, we had ‘a bit of meat on the bone’,
or we wouldn’t have been able to survive.”

Klara Smolova

. of dining
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pravé témto skupinam.

Skupiny ve stiednim segmentu se sice nemohou kvalitou s fine diningem
srovnavat, nicmeéné maijitelé luxusnich podnikl priznavaji, ze se s nimi o za-
kazniky déli. Ti, ktefi radi poveceri v Kampa Parku i Barocku, si totiz stejné
tz2k radi v poledne odskoci na rychly obéd do Potrefené husy nebo Kolkovny.

restauraci. Konkurence stale sili, ale zasvéceni potvrdi, ze se trh ma
kam vyvijet a stale se zde najde prostor pro néjaky novy typ podniku.
Zkoliv je, co se luxusnich restauraci tyce, v Praze - narozdil tireba od New
“orku ¢ Londyna - zakaznicka zakladna omezena, ti jiz etablovani si navzajem
v podstaté prilis nekonkuruji. ,Kazdy z téchto podnikd nabizi trochu jiné
zaméreni a vytvari jiny druh zabavy,” tvrdi Zdenék Sirovy, maijitel restaurace
C'=st la vie, ktery patii k jedném z mala podnikatel(-Cechti konkurujicich

continued from page 20

Kolkovna Croup, Potrefena husa, and Pizzeria Coloseum dominate the middle
segment. According to the Czech Republic National Federation of Hotels and
Restaurants (NFHR) research, these middle-segment restaurants are replac-
ing very inexpensive restaurants in popularity. “The number of inexpensive
restaurants is declining, due, among other things, to the negative impact of

the higher VAT," states Vaclav Starek, NFHR's general secretary.

According to unofficial data, there are almost 1,000 restaurants in
downtown Prague alone. Competition is still growing, but cognoscenti con-
firm that there’s still room for development in the market, and there’s still
a call for some new types of restaurants. And although the customer base is

Loajalita se ceni * Rewarding loyalty

Majitelé restauraci si lamou hlavu, jak si v tvrdé
konkurenci zakaznika nejen najit, ale hlavné si
ho udrzet. | do gastronomie tak dnes pronikaji
nejnovéjsi marketingové metody.

_DNES JE PATRNY posun k direct marketingu,”
snrnue za vdechny Josef Voltr, PR, marketingovy

2 oochoani manazer Kolkovny Group. Do Kolkovny
nastoup! nedavno a jednim z jeho prvnich projektd
oy =ub Kokovna Friends zaloZeny na jednodu-
cnem prncipu — Klient se zaregistruje a kdyz

Josef Voitr

gosahne konzumace 5000 K&, cbard stfibmou
sarudiy (pozody ziztou. podie vyde konzumece)
coraviiupcl B ke sieve. Do kdubu Dy se postupne
mél zapoyt | maicobChooni parinef, u chZ budou
ZIETTNC MO0 upkaine caiS Skevy

Alenou formu prograd pade 0 zakazniky dnes
poiwE BeF sa2ioy Nepfeiao Nis Jebens. magts
Sarpe Growp mé v iAo SeEh0  vEmosinine pro-
FIEN EEEEDED YSCE e 0 "o TUde WO
= DEl e aODE I SSRIEC SO0y TED0sEcy
= 3Ds 3 _JWTeE ST T oo Joeore-
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Restaurants owners have to think hard about
how to find and keep customers amidst heavy
competition. That's why the segment now makes
use of the latest marketing strategies.

“TODAY THERE'S a marked move to direct market-
ing," says Josef Voltr, the PR, marketing, and sales
manager for Kolkovna Group. After recently joining
Kolkovna, one of his first projects was the Kolkovna
Friends club, which is based on a simple principle —
a client registers, and when he reaches a tab of
CZK 5,000 he gets a silver
card (later a gold one), which
entitles him to a discount.
The club may gradually take
on retail partners from whom
the customer also gets dis-
counts.

Today nearly everyone
uses some sort of loyalty
program. For instance, Nils
Jebens, the owner of Kampa
Group, has a "loyalty pro-
gram" with a database of
thousands of clients, so he
can readily find out in which
of the group’s restaurants
they last ate and what they

ns Podobny piistup ma i Roman Reznicek

=, Group jehoz vérn( klienti se mohou stat

3 Or a vyuzivat tak bonusu ve vysi

«ove konzumace. Nicméné Reznitek
v& klienty rozhodné nechce nijak

oan2ova 0= m spide o nenasilnou komunikaci

85 Zosansem ez Loaziglita zakaznika se totiz da
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had. “It allows us to know our customers perfectly
and give them what they want," Jebens explains.
Roman Reznigek of P4lffy Group takes a similar
approach. His loyal clients can become Club d'Or
members and enjoy a discount of 10-20% off their
tabs. Nevertheless, Reznicek stresses that he
doesn't want to organize his clients in any way. “It
rather involves spontaneous communication with my
customers,” he says. Loyalty can also be evaluated
by another, more discreet approach that predomi-
nates in fine dining. “I prefer personal contact with
customers on the homey restaurant model. To greet
them, or occasionally have the house pay the bill as
a gesture of respect,” says Zdenék Sirovy, owner of
the C'est la vie restaurant on Kampa.

However, Sirovy adds that it's aimost impossible
to do business without advertising these days. “But
it has to be well targeted,” he emphasizes. For
example, the Ambiente group almost always adver-
tises in women's magazines. “Our research indi-
cates that it's mainly women who decide where to
go for dinner," says the group's owner, Tomas
Karpi&ek. Ambiente's own loyalty program is four
years old and has about 500 members (including
firms) who enjoy discounts of up to 50%. Last year
they also established an internet club for members
to enjoy contests, recipes, and special offers.

Jason Hovet, Klara Smolova

Sirovy, majitel restaurace C'est la vie na Kampé.

Zarover vSak dodava, Ze bez reklamy se dnes
témér neda podnikat. ,Ale musf byt dobfe cflena,
v provérenych médiich,” zddraznuje. Napiiklad
skupina Ambiente témér zasadné inzeruje v Zzens-
kych ¢asopisech. ,Podle naseho prizkumu jsou to
prevazne zeny, které rozhoduiji, kam jit na vecefi,"
fikéa majitel Ambiente Tomas KarpiSek. V Ambiente
zacali pred Ctyfmi lety program klubovych karet
a dnes maji okolo 500 ¢lent (véetné firem), jimz
poskytuji az 50procentni slevy.

Jason Hovet, Kidra Smolova
Y

.



.Nemaji premiove lokality, zato zasahuji Sirsi vrstvu lidi,” fika Sirovy. A kvalita
$la opravdu nahoru po vsech strankach, hlavné proto, ze se trh zprofesiona-
lizoval. Nejvétsi zména nastala v oblasti dodavatelt zbozi. ,Kdyz jsem zacinal,
tak jsem musel nektere Cerstve produkty, jako treba ryby, sam letecky dova-
Zet,” vzpomina Tommy Sj66, majitel Bacchus Group. Dnes zde snadno koupi
Ve od Cerstvych ryb, pres sezonni pochoutky, jako tfeba lanyze, az po vina
od nejlepsich svétovych producentu. A za véechno v podstaté muze turistic-
ky ruch - s rostoucim mnozstvim hotelll a restauraci se zvysuje i poptavka
po dodavatelskych sluzbach. ,Lidé uz dnes védi, co je kvalita, maji zkusenosti
z ciziny. Nemuzete je jen tak nékam posadit, musite davat pozor na detail,
umét né¢im prekvapit,” konstatuje Roman Reznic¢ek, majitel Palffy Group.

Jeden ¢i vice?

Vyse zminéné Udaje z Eurostatu uvadeji,
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limited in Prague — unlike in New York or London - restaurants now Sy
established don't compete very much with each other. “Each restaurant =
focused differently and provides a different type of entertainment.” cams
Zdenék Sirovy, the owner of C'est la vie and one of the few Czech entreprs-
neurs competing with these groups.

Although the middle-segment groups can’t compete with fine dning n
terms of quality, luxury restaurant owners admit they share customers.
People who like to dine in peace at Kampa Park or Barock also like going out
for a quick lunch at Potrefena husa or Kolkovna. “They don‘t have premium
locations, but they target a broader spectrum of people,” Sirovy says.
Whether upper or mid-range, venue quality has truly improved across the
board, due in part to the professionalization of the market. The greatest

ze restauracni a hotelove retézce s vice nez
250 zameéstnanci tvori jen 0,1 procenta pod-
nikd v pohostinstvi, pfitom vsak vytvareji
19 % pracovnich mist a dokonce 23 % z celko-
veho obratu segmentu. Financni sila je ostat-
né nejvetsi vyhodou skupin oproti jednotliv-
cum. ,Znamena to velkou kupni silu a nizsi
naklady diky sdileni, napriklad marketingu,”
vysvétiuje Sanjiv Suri, majitel Zatisi Group.
Kromeé snazsiho pristupu napriklad k bankov-
nim pujckam - které jsou pro individualni
podniky prakticky nedostupné - maiji skupiny
lepsi vyjednavaci pozici vaci dodavatelum,
kteri jsou ochotni nabidnout i nizsi ceny.
JHyckaji si nas jak po strance kvality, tak
ceny. Je preci jen rozdil, koupite-li mésicné
dvésteé kilo nebo dvé tuny ¢erstvych ryb,”
fika Jovo Savic, spolumajitel Kogo restauraci.
Oproti mylnym predstavam neprevazuji
mezi klienty luxusnich restauraci turisté. ,Ti
Jjsou jen tresnickou na dortu,” fika Tommy
Sj66, majitel Bacchus Group. Vétsina restau-
ratéru se snazi podchytit mistni zakazniky.
Kdo ma restauraci vice, ma nadgji, ze jich
take vice oslovi. Sjod, ktery za svuij zivot jiz
otevrel 16 podniku, je presvédcen, Ze ,déla-
te-li jednu restauraci dobre, je velka pravdé-
podobnost Ze host bude ochoten vyzkouset
i jiny vas podnik.” Sirovy z C'est la vie je
opacneho nazoru a tvrdi, Ze si takto clovék
sam sobé déla konkurenci. ,Pri siti restauraci
Jje tézsi udrzet zakladni myslenku a podnik
uhlidat,” rika. “Kdyz se podivate do Michelin
Guide, tak nikdo z téch ocenénych v nejvyssi
kategorii nevlastni vic nez jeden podnik.”
Jenze ,kdyz je koncept dobry a lidé si jej
oblibi, muze expandovat - tfeba i do zahra-
nici,” fika Josef Voltr z Kolkovny Group. Coz
Jje presné to, co Kolkovna planuje. Po nékolika
uspésnych letech provozovani Kolkovny,
Celnice a Olympie rozjizdi systém franciz
a do Ctyr peti let chce expandovat do Evropy.
Spole¢nost se preménila na akciovou a jeji
majitelé dnes uz nezasahuji do kazdodeniho

KAMPA GROUP: “0Ow

¥ kampapark

Na Kampé 8b
Praha 1 - Mala Strana
fel: 296 826,102
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Nerudova 40
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fel: 296 826 155
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RESERVATIONS call free 800-1-KAMPA or 800-1-52672
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chodu jednotlivych zafizeni, ale soustredi se na rozvoj firmy. Stejny postoj
zzaujal i Tomas Karpisek, maijitel dalsi oblibené francizy - Ambiente. ,Jedna

z velkych vyhod francizingu je, ze se nemusite podilet na kazdodennim fun-
govani. Mate Cas vymyslet a inovovat,” domniva se. Kampa Group sice fraci-
zoveho systému nevyuziva, nicméné Jebens pracuje na podobném principu.
Zodpovédnost presunul na odborniky, které zaméstnava, sam se pak vénuje
sledovani trendu, vylepsovani a vymysleni novych konceptu.

Ingredience tspéchu

change occurred among suppliers. “When | started, | had to fly in some fresh
products - like fish - myself,” recalls Tommy Sjéd, owner of Bacchus Group.
Today it's easy to buy everything, from fresh fish and seasonal delicacies like
truffles to the finest wines from producers around the world. All this is in
essence a reflection on the travel industry - as the number of hotels and

restaurants rises, so does the demand for supply services. This in turn “rais-
es the bar” on what local restaurateurs have to offer. “Today you can't just
seat the client anywhere, you have to pay attention to the details in order

Jaké jsou tedy ony magické prisady Uspésné restaurace? ,Jsou v pod-

continued on page 26

Kde chutna Tommymu -« Following a gut feeling

Ma-li Tommy Sj606 tajnou strategii Gspéchu,

rozhodné se o ni nepodéli. Misto toho upozorni

na lidi, ktefi pobihaiji v jeho restauraci. ,,Neza-
lezi na tom, co délate, vzdy musite mit dobry
tym a dobre ho vést,” fika. Ve sportu, pod-
nikani i v Zivoté ,,jsou ingredience stejné*“.

TO JE JEDNA Z VECI, kieré se naudll z2 15 et

v2Cen resiaurac sve spoednost Bacones Groue
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When asked for his strategy for success,
Tommy Sj66 points to the staff running around
his restaurants. “It doesn’t matter what you do,
you have to create a good team and be a
leader,” he says. In sport, business or life, “the
ingredients are very much the same,” he adds.

THIS IS ONE THING he's learned in 15 years of
running restaurants in Prague-and abroad-through
his company, Bacchus Group. The 51-year-old
Swede, who had been visiting the country since
1979 as an amateur golfer, came to Prague after
1989 - after selling a flourishing construction busi-
ness in his native country — and quickly landed the
opportunity to run the restaurants at Obecni dim.
He knew then that a restaurant group was what he
wanted. “That was the original plan from the begin-
ning," he explains. Out of the 16 restaurants he has
created throughout the years, currently Sj66 has
five, four of which are in Prague — Barock, Pravda
(with a sister establishment in Spain), Hot, and
Mercedes Forum Café.

He approaches each restaurant differently.
For example, for Pravda he wanted to build an
eclectic menu with a taste of the world; the result is
one dish from more than a dozen countries around

ma sestru jesté ve Spanélsku), Hot a Mercedes
Forum Café.

Ke kazdé z restauraci pfistupuje odlisné.
« Fravdé chtél napriklad sestavit eklektické menu
£ ohuemi celého svéta: vysledkem je jedno jidio
I v oe ez tuctu zemi po zemékouli. ,Spousta lidi
Faz i: nemuZete byt dobry ve vSech téch typech
(D2 -2& 23 myslim, Ze mlzete," namita. Do Hot
ofmes 25 see vivy. Barock nyni pretvarf tak, aby
S2 20us a0 n2 =onodussi (ale stale uspokojuijici)
DoRImy KOyZ S50 otvira novou restauraci, zepta

S5 82m 820 C0 choe 2 kde by sam rad jedl.

TERs w makstngu uplatfuie riznorody postup
POdie ganeho mesta. Mam urditou strategii, ale
SN 8= Ofem " A2 Z= 12 etz jeho skupina obdas

o vylet, pofadala

the globe. “A lot of people say you can't be good
in all this kind of food — but | think we can," he
insists. He also brings an Asian influence to Hot
and is currently reworking Barock to focus on sim-
ple, but filling, food. When starting a new place,
Sj66 says he just asks himself what he wants or
where he would personally like to eat.

In marketing, he also relies on this approach.
“I have some strategy, but | go mostly on feeling,”
Sjo6 says. Over the years, the group has sporadi-
cally organized events and trips, thrown parties,
held tastings and taught food courses. “The best
marketing is always to have a good product and
give the guest more than they expect,” he notes.
“It sounds simple but isn't always easy to do."
That's where his 200-strong team comes in again.
“It's not me," he says, “but the people around me
who are making the restaurants successful.”

This doesn't means Sjo6 has a hands-off man-
agement style. He says he is hanging around his
restaurants whenever he is in Prague — which is
the large majority of time. In the end, though,
restaurants for the Swede aren't just a business.
“For me it's not work," he says sincerely. “| do it
because | love it, because it's a pleasure.”

Jason Hovet

vecirek, pripravila ochutnavky nebo kurzy vareni.
.Nejlepsi reklamou je mit dobry vyrobek a dat
hostlim vic, nez ¢ekajl," fika Sjoo. ,Zni to jedno-
duse, ale neni vzdycky jednoduché toho dosah-
nout.” A tady pfichazi ke slovu jeho dvouset-
¢lenny tym zaméstnanct. ,Nejsem to j&," fiké,
Lale lidé kolem mé kdo zajistuje Uspéch nasich
restauraci.”

To ovdem neznamena, Ze by stal stranou.
Podle svych slov se ve vSech restauracich obje-
vuje pokazdé, kdyz je v Praze — coz je dost ¢asto.
Koneckoncl restaurace nejsou pro Tommyho Sjéé
jenom byznys. ,Pro mé to neni préce," fika
upiimné, ,délam to, protozZe to miluju a protoze
je to pro mé potéseni.”

Jason Hovet



staté tri: prostredi, jidlo a servis,” odpovida
za viechny Reznicek. ,Dobré umisténi, vyhled
a moznost venkovniho sezeni také pomaha,”
dopliuje Jebens. Savi¢, majitel Koga, pak
zduraznuje kvalitni a cerstve suroviny.

A ackoliv je jidlo pochopitelné tim nejdtlezi-
téjsim, Karpisek pripomina, Ze takeé atmos-
féra se stava stale vyznamnéjsim faktorem
hodnoceni podniku. On sam nejprve vytvori
menu a teprve potom k nému uzplisobuje
atmosferu - Upiné vsechno, od sklenicek

na vino az po dekorace. Proto take vétsina
restauratért pracuje s renomovanymi
designéry. ,Restaurace dnes nejvic utraceji
za architekty a vytvarniky, aby jim vytvorili
vSechno na miru - interiér, talife, sklo..”

fika Reznicek.

Zatinat dnes novou restauraci je viak
mnohem tezsi nez deset let nazpét. Nejen ze
je potreba nékolikanasobné vétsiho vstup-
niho kapitalu, ale ¢lovék musi splfiovat
narocneéjsi predpisy a potykat se s velkou
konkurenci. Sirovy, ktery svou restauraci
Cest la vie oteviral v roce 2002, to potvrzu-
je: .Dnes je slozitéjsi sehnat dobry prostor
a trva mnohem déle, nez se clovék zavede,
protoze dobrych restauraci je vice. Ja jsem
mél sice vyhodu v tom, Ze jsem nasel dobré
misto, ale hned od pocatku jsem musel
nasadit vysokou kvalitu, abych nezklamal
ocekavani.” Presto ale vsichni vyse zminéni véFi,
Ze i dnes by uspéli. ,Porad je mozné byt Uspésny
[s novou restauraci],” tvrdi Karpisek a poukazuje
pritom na New York ¢i Londyn, kde stale vznikaji
nove koncepty. m

Tomas Karpisek
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Na detailech zalezi

Paying attention to details

Roman Reznigek, majitel Palffy Group, je jednim
z mala Cechtl, kterym se podafilo vybudovat a
udrzet si své misto v Praze v segmentu fine
diningu, ktery je z vétSiny okupovan cizinci. Pfed
11 lety zacinal 35lety Moravan v dobé, kdy on

i vefejnost se o nejvyssi gastronomii méli jesté
mnohé co uéit. Vsadil pfedevsim na kvalitu,
diskrétnost, perfektni obsluhu a diverzifikaci.

DO PALFFY GROUP, pojmenované podle prvniho
z podnikl Pélffy Paldce, dnes patfi také restaurace
U Zlate studné tésné pod Hradem, pysnici se jed-
nim z nejkrasnéjsich vyhledd na Prahu, Sovovy
Miyny na Kampé a hudebnf kiub Mecca. Zakladem
konceptu Palffiyho Paléce je mezinarodni haute
cuisine v exkluzivnim a maximalné diskrétnim
prostredi. Zlata studné je sice hotelovou restauraci,
presto ji Reznicek oznacuje za sviij prémiovy
podnik. Jeho cilem je do budoucna ziskat pravé
pro n&j ocenéni Michelin.

Vsechny tfi podniky se nachazeji na velmi
atraktivnich lokalitach v centru Prahy. ,Originalni,
zajimavé misto je 30 procent Uspéchu,” zdiraziiuje
Rezniéek. Podle néj jsou dnes zakaznici mnohem
narocnéjsi na prosted, a kdyz chee &lovék piekva-
pit, musi davat pozor na detaily. Stejné déleiti jsou
i zaméstnanci. ,Mam systém hodnocenf postaven
tak, jako by zaméstnanci byli mymi spolecniky.
Kazdy podnik musi plnit procento zisku a nakladt
a podle toho maji bud bonus, nebo krétim vyplaty,"
vysvétiuje RezniGek. .Manazery posilam na staze

votéch vix

Roman Rezniéek, Palffy Group’s owner, is one of
the few Czechs who’s managed to build and
maintain a position in Prague’s fine dining seg-
ment, which is mostly occupied by foreigners.
This 35-year-old Moravian started out at a time
when he and the public still had a lot to learn
about first-rate gastronomy. He bet mainly on
high quality, discretion, top-quality staff, and
diversification.

PALFFY GROUP, named after the first restaurant,
Palffy Palac, today includes the U Zlaté studné
restaurant, just below the castle and boasting one
of the most beautiful views of Prague, Sovovy Miyny
on Kampa, and the Mecca musical club. The basis
of the Palffy Palac concept is international haute
cuisine in an exclusive, discreet environment.
Although a hotel-restaurant, U Zlaté studné is Rez-
nicek's premium establishment, for which he hopes
to get a Michelin rating one day.

All three restaurants have very attractive loca-
tions in downtown Prague. “I think an original, inter-
esting location accounts for 30% of success,” Rez-
niCek stresses. He says that today's customers are
much more demanding as to the environment, and
that you have to pay lots of attention to details. The
staff is also important. “My remuneration system is
set up as if each employee were my partner. Each
restaurant has a set profit goal, and depending on
how well it does, the staff either gets a bonus or has
its pay docked,” Reznigek explains. “I send man-
agers for internships abroad, and | give them paid
vacations to clear out their heads."

Reznitek literally started from scratch, and
once thought he'd open a new restaurant each year.
He's since changed his mind. “Fully devoting your-
self to two or three projects is better than being
unable to manage excessively fast growth," opines
the owner. | want to frequent my restaurants, to talk
with guests, get to know them, and | want to provide
the finest dining, but | don't want to be a slave to my
business," he concludes.

Kldra Smolova

do zahrani¢i a davam jim placené volno, aby si
vycistili hlavu.”

Reznicek zaginal doslova z niceho. Kdysi mél
predstavu, Ze kazdy rok otevie jednu restauraci, als
uz se z ni pry vylégil. ,Vénovat se dvéma tfem pro-
jektim naplno je lepsf, nez nezviadnout rychly rdist,"
fiké. ,Chei se ve svych restauracich objevovat, bavit
se s hosty, poznavat je, chci $pickovou gastronomii,
ale nechci byt otrokem svého byznysu.”

Klédra Smolova
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Nove strategie nejen v kuchyni
Cooking up new strategies

Zatisi Catering Group, provozujici luxusni restau-
race Bellevue, Mlynec a V Zatisi, a také nejvétsi
prazskeé cateringové centrum a elegantni misto
pro poradani akci, Circle Line. Na co kladl majitel
Sanjiv Suri po téch patnact let nejvétsi diraz?

Na Skoleni.

ZAKLADEM SKOLEN( je doméci vycvikovy manual
jeho skupiny, ktery klade silny diraz na zakaznika.
Také se v ném pripomina, ze zaméstnanci jsou
odpovédni za to, zda zakaznik pfichazi znovu, a majf
se snazit pro néj ucinit kazdou navatévu jedine¢nou.
Musi to fungovat, jak Suri tvrdi, protoZe vétsina
zameéstnanctl u néj zlstava uz asi deset let a neob-
ménuije se jich vice nez 10 procent. Aby prilakal
zakazniky, vytvoril Suri nedavno marketingové oddé-
leni — tym sloZeny ze dvou lidi. ,Marketing a reklama
oyly vZzdycky zéleZitosti fe¢i mezi lidmi," pfipomina.
Oddéleni se soustiedi zejména na atmosféru — jeho
e'2ganini podniky proto dostanou pfisti rok novou tvar.
Nase sila byla vZdy v jidle a v personalu,” fika Suri.
Skupina — do niZ spada i cateringova divize — ma
£ wyxonnych Séfkuchar a nékolik velmi znédmych
wucnatl stravilo Eas v jejich kuchynich, predevsim
menu e Carla Bernardiniho. ,To rozhodné pomaha,”
7%z Sur 2 dodava, Ze Ucinky jsou patrné jak interng,
2« oF ponedu zvnéigku. Na jedné strané to muze
taws motuowat zamesinance, aby se snaZili dostat

The Zatisi Catering Group operates upscale restau-
rants Bellevue, Mlynec and V Zatisi, as well as
Prague’s biggest catering outfit and the elegant
event space, Circle Line. What has the group’s
owner, Sanjiv Suri, placed the greatest emphasis
on in his 15 years of experience? Training.

THE BASIS is the group’s in-house training manual,
which has a strong focus on the customer. It also calls
for staff to take responsibility for customer visits and to
work to make each visit unique. It must be effective,
as Suri claims most staff have been around roughly
10 years and turnover never tops 10%.

To attract customers, Suri has only recently creat-
ed a marketing department — a team of two people.
“Marketing has always been word-of-mouth,” he says.
As part of a new effort to concentrate on dining atmos-
phere, all his venues will all get an interior makeover
within the next year. “Our strength has always been on
the food and personnel side," Suri claims.

The group — including the catering division — has
six executive chefs, and several well-known chefs
have spent time in the kitchen, most notably Carlo
Bernardini. “This definitely helps,” Suri says, adding
the effect is felt both internally and externally. On the
one hand, it can motivate staff to reach a higher level,
what he calls the “ripple effect”. Naturally, a well-
known chef will also get new clientele’s attention.

Another attention-getter is the catering group,
which Suri began in 1998, and which today brings in
half of the group's revenues. “Catering is a totally dif-
ferent business than restaurants,” he points out. He
learned this when some big events — like the
International Monetary Fund meeting — came and gave
his team a crash course in catering large events.

Learning and evolving, however, are some of the
keys to the restaurant business. Could he repeat his
success if he were to start today? “I don't know," Suri
ponders, “but | would definitely give it a try."

Jason Hovet

nz vy3Si Uroven, na druhé strané mGze véhlasny
Sefeuchar prilakat novou klientelu. Dalsim zplisobem
2« p72kat pozornost je cateringova skupina zaloZzena
"owL 1828 Catering je néco zcela jiného nez vedeni
202 zddraziuje. Naudil se to v dobéach, kdy
w22 awce izko zasedani Mezinarodniho méno-
wi=re Dyly testem jak zasobit jidlem velkou
Loans Dnes catenng piinasi polovinu obratu.

L0En 2 vvo sou oviem fake klicem k podnikani
» =Eauraersiy. Mon by ovSem Suri svij Uspéch
ZUDENONER Boyby 2adingl dnes? Nevim," zamysli se
SDER. e soshoone bych 1o Zkwusil.
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Jason Hovet

continued from page 24

to surprise them with something,” notes
the owner of the Palffy Croup, Roman
Reznicek.

How many is enough?

The aforementioned Eurostat data
also indicates that restaurant and hotel
chains with over 250 employees account
for only 01% of the hospitality industry,
yet they create 19% of the jobs and 23%
of total sales within the segment. Indeed,
financial strength is the greatest advan-
tage a group has over individual establish-
ments. “It brings a good amount of pur-
chasing power,” explains Sanjiv Suri, Zatisi
Catering Group's owner, adding that lower
shared costs, for expenses such as mar-
keting, is another advantage. Besides easi-
er access to bank loans — which are prac-
tically off limits for individuals — groups
have better negotiating positions with
suppliers, who may offer advantageous
deals. "They pamper us in terms of both
quality and price, because there’s a dif-
ference between buying two hundred
kilos or two tons of fresh fish a month,”
notes co-owner of Kogo, Jovo Savic.

In spite of the widely-held misconcep-
tion, foreign tourists don't predominate
among luxury restaurants’ clientele.
“Tourists are only the icing on the cake,”
says Bacchus Group’s Sjoo. In fact, most
restaurant owners try to draw in locals -
and the more restaurants one owns, the
more local diners one can address. Sjoo,
who has already opened 16 restaurants in
his career, is convinced that, “If you cre-
ate one restaurant well, the more likely
customers will be willing to try another
one of yours.” Sirovy of C'est la vie has a
contrasting opinion, insisting that such a
scheme is basically competing with your-
self. “With a chain it’s hard to stick with
the basic idea and keep a watchful eye on
each restaurant,” Sirovy says, claiming
that he doesn't want another restaurant.
“| think a chain can't work in fine dining. If
you look at the Michelin Guide, none of
the restaurants in the highest category
have sister establishments,” he explains.

On the other hand, as Josef Voltr of
Kolkovna Group points out: “If the con-
cept's good and it becomes popular it can
expand - even to other countries”. Which
is precisely what his group is planning.
After several successful years of operat-
ing Kolkovna, Celnice, and Olympia, it is
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Hlavni chod: vijcvik

Training is the main course

»Zaméstnanci jsou zéklad," fika Nils Jebens

z Kampa Group. V sektoru, kde je dost velka
fluktuace, je jednim z hlavnich Gkolii udrzet si ty
nejlepsi pracovniky.

NMYZKUMY UKAZUJI, Ze problém s obsluhou, je
hlavnim dlivodem, pro¢ se zakaznik nevrati do
restaurace,” dodava Jebens. A Jovo Savié, spolu-
majitel restauraci Kogo, tvrdf: "Kdyz se nestarate

o svij podnik, nebudou se o néj starat ani vasi
zaméstnanci." Kazdy den ho najdete, jak pobiha po
své restauraci jako ¢f8nik, jak prebira dodavky, fesf

Jovo Savié

problémy a vita pravidelné zakazniky. ,Pracuiji spolu
se svymi lidmi, po zaviraci dobé se spolu i napi-
jeme. Platim jim dobfe a myslim, Ze je to znat na
jejich praci," fika. Bonusy za vykon a podil na zisku
byvaji Casty zplisob motivace. Napfiklad sluzebné
starsf zamestnanci skupiny Zatisf Catering Group se
podilejl na zisku, zbytek tymu m(iZe dostat bonus,
kdyz se doséhne uréitého obratu nebo zisku. Ale jak
fika Sj66 z Bacchusu: ,Penize nejsou jedinou moti-
vaci." Sj66, stejné jako jini restauratéri, véi, ze Kli-
¢em k Gspéchu je vycvik zaméstnanct.

Skupina Z4tisf Catering Group dokonce pfipra-
vila i viastni manual, jak se chovat k zakaznikovi.
Diraz Klade zplnomociiovani zaméstnanctim — aby
mohli sami rozhodovat, jak nejlépe zakaznika uspo-
kojit, délat ony malickosti, kv(ili nim si zakaznik
bude svou navstévu pamatovat. ,Kdyz se jim nikdo
porad nediva pfes rameno, berou na sebe vice
odpovédnosti,” fika Suri. Kupfikladu jednou navétév-
nice tak obdivovala vinné sklenice, Ze f je &i$nik
nechal zabalit, aby si je mohla vzit domd.

Kazda z restauraci z této skupiny je trochu jina,
proto se li§f i specifické Skoleni zaméstnanct. Sku-
pina Ambiente nabizi celou fadu stylti. V italskych
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“Staff is crucial,” says Kampa Group’s owner,
Nils Jebens. In a sector where high employee
fluctuation is a grim reality, keeping the best
people is one of a restaurateur’s main concerns.

‘RESEARCH SHOWS that customers mostly do not
come back to a restaurant because of problems
with staff,” notes Jebens. Co-owner of Kogo restau-
rants, Jovo Savié, adds to this: "If you don't care
about your business, neither will your employees.”
Every day you can find him running around his
restaurant working as a waiter, receiving supplies,
solving problems, and welcoming regular cus-
tomers. “l work together with my staff, after hours
we drink together. | pay them well and [ think it
shows on how they work," Savi¢ explains proudly.

Performance bonuses and profit sharing are
indeed common ways to motivate staff. For exam-
ple, senior staff at Zatisi Catering Group participate
in the latter, while the rest of the team can receive
bonuses when they reach a certain sales level or
even cost level. However, as Bacchus’ Sj66 says,
“Money is not the only motivation.” Like other rest-
aurateurs, Sj60 thinks training and eduction are key.

Zatis( Group even produces its own manual on
how to treat customers. It also stresses empower-
ment — that is, giving staff free reign over how best
to satisfy guests, to do the extra things to make
their visit memorable. “If no one is looking over their
shoulder, they take more responsibility," says group
owner Sanjiv Suri. For instance, once a guest so
admired the wine glasses that one waiter arranged
for her to bring them home.

Training within a group can also vary from
venue to venue. Ambiente group has a number of
different styles under its umbrella. At its Italian
restaurants, for example, the training centers
around wine, so some staff were sent to Italy and
sommeliers were employed to teach about match-
ing wines to food and other skills. At the Cafe
Savoy, however, owner Tomas Karpi§ek sees atmos-
phere as being key, so training focuses on commu-
nication and making customers feel comfortable.

Jason Hovet, Kldra Smolové

podnicich skupiny se napfiklad klade pfi vycviku
diraz na vino, takze nékteff zaméstnanci odjizdgji
dokonce do Italie nebo sem pijizd&ji sommeliéf,
kteri je uéi, jaké vino se hodf ke kterému jidiu nej-
lépe, i dalsf triky. V Café Savoy je podle Karpiska
nejddlezitéjsi atmosféra, proto se zdejsi zaméstnanci
pri uceni zaméfuji predevaim na komunikaci a na to,
jak zajistit, aby se hosté cftili co nejpFijemnaji.

Jason Hovet, Kldra Smolova

starting a franchise system with an eye o
expansion into Europe within four or five
years. The company switched to 2 joint-stock
legal entity, and its owners don't currently
intervene in the daily operation of individuzl
establishments, concentrating instead on
developing the company. Tomas Karpidek,
owner of the popular Ambiente franchisz,
has a similar approach. “One of franchising’s
big advantages is you don't have to take part
in daily operations; you have time to be cre-
ative and innovative,” he opines. Kampa Group
doesn't have a franchise system, but Jebens
works on a related principle. He delegates
daily management responsibilities and
devotes himself to making improvements,
following trends, and creating new concepts.

Recipe for success

So what are the magical ingredients that
make a successful restaurant? “There are
three: environment, food, and service,” insists
Reznicek. “A good location, a view, and the
option of sitting outdoors also help,” adds
Jebens. Savi¢, Kogo's owner, stresses fresh,
high-quality ingredients. And although food is
naturally the most important factor, Karpisek
points out that when a restaurant is rated,
its atmosphere takes on greater significance.
Therefore he first creates the menu and
then adapts the atmosphere accordingly -
everything from wine glasses to decorations.
And many restaurant owners work with
renowned designers. “Today restaurants
spend the most on architects and artists to
custom-create everything - interior, plates,
glasses, etc,” says Reznicek.

However, what all this progress means
is that it's also a lot harder to open a new
restaurant today than ten years ago. Not
only do you need more starting capital, you
also have to comply with stricter regulations
and face greater competition. Sirovy, who
opened C'est la vie in 2002, confirms this.
“It's much more complicated to find a good
venue, and it takes longer to get estab-
lished, because there are more good restau-
rants. | had the advantage of finding a good
location, but | had to provide high quality
right from the beginning, so as to meet
expectations,” he says. One ongoing ques-
tion is whether the (now developed) local
market can accommodate more concepts,
venues, and restaurateurs. “It's still possible
to be successful [with a new restaurant],”
insists Karpisek, pointing to the dining
scenes in New York and London, where
new ideas are always being born. m
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