RESTAURANT Brand Equity & Market
Analysis

1. Social-Media Census

RESTAURANT maintains a modest official presence on major social platforms, with separate
profiles for each location. Instagram has dedicated accounts for Lewisville and Frisco:
@RESTAURANTIlewisville (~1,162 followers, 317 posts) and @RESTAURANTfrisco (~1,205
followers, 142 posts)instagram.cominstagram.com. They post periodically (several times per
month on average), showcasing hibachi grill action, sushi rolls, and customer celebrations.
Engagement on these posts is limited (often only dozens of likes/comments per post), indicating
an engagement rate in the low single digits. By contrast, RESTAURANT’s Facebook presence
shows a disparity between locations — the Frisco Facebook page has about 3,400 likes (and
~21,400 check-ins)facebook.com, whereas the Lewisville page has only ~400
likesfacebook.com. This suggests stronger community connectivity in Frisco (likely due to a
larger population and the restaurant’s longer tenure there). Both pages post infrequently,
primarily to announce holiday hours or specials, and user interaction is sparse (a handful of
comments or shares).

On newer platforms, RESTAURANT’s footprint is minimal. The restaurant’s TikTok account
(@RESTAURANT) exists as a combined profile for Frisco & Lewisville but has only 22
followers and 61 total likestiktok.com, implying virtually no official activity. Twitter/X is similarly
underutilized — the @RESTAURANT account (covering “Las Colinas | Frisco | Lewisville”) has a
mere 33 followers and appears inactive since its creation in 2013x.com. We did not find official
LinkedIn or Threads accounts, which is typical for a local restaurant.

In addition to owned accounts, unofficial and user-generated profiles exist. On Reddit,
RESTAURANT is occasionally mentioned in local threads (e.g. recommended in a Carrollton TX
subreddit for birthday dinnersreddit.com). On Google, each location has a Google Business
Profile (Google Maps listing) that aggregates reviews, photos, and Q&A. Those profiles are
likely the most visible digital asset for local searchers (aside from the website), and they show
RESTAURANT's important stats like review ratings (discussed below) and popular times.
However, RESTAURANT does not appear to actively manage these listings beyond basic
information — for instance, Google Posts (which allow sharing updates on the business profile)
are not regularly utilized, and many photos are user-submitted rather than official (the photo
“freshness” is moderate, with some images from patrons in the last few months).

Overall, RESTAURANT’s social media census reveals gaps in digital presence. The brand’s
follower counts are low relative to major competitors (e.g. the national Benihana Instagram has
233K followersjnstagram.com, and local trendy spot Asian Mint has ~19Kinstagram.com).
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Content output has been sporadic, resulting in limited engagement. There is an opportunity for
RESTAURANT to consolidate its social profiles (the Instagram accounts could cross-promote or
merge) and increase posting frequency to stay top-of-mind. Sentiment on social media is
generally positive when people post about their experience (e.g. diners often tag RESTAURANT
for its fun hibachi chef performances), but RESTAURANT’s own channels do little to amplify this
goodwill. A basic sentiment scan of comments on recent posts shows recurring praise for the
“entertaining chefs” and “tasty sushi,” while the few complaints mention slow service or price
(consistent with review feedback). A more systematic topic modeling on social posts isn’t
feasible given the low volume of comments, but the themes mirror those in reviews
(family-friendly vibe, celebratory atmosphere, occasional service hiccups).

In summary, RESTAURANT’s current social media footprint is fragmented and
under-leveraged. The owned channels exist on all major platforms, but with modest followings
and low engagement. This contrasts with the robust word-of-mouth happening organically (as
seen on TikTok and local forums). Strengthening these official accounts — both in follower count
and engagement rate — is a clear opportunity to boost brand equity among the digital-savvy
audience.

2. User-Generated Content & Influencers

Despite RESTAURANT’s own limited social reach, user-generated content (UGC) about
RESTAURANT is abundant, especially on visual platforms like TikTok and Instagram.
Customers often share videos of the hibachi experience — the dramatic onion volcano flames,
chef tricks, and birthday celebrations — making RESTAURANT a natural subject for short-form
video content. On TikTok, a search for “RESTAURANT Frisco” shows the topic has accumulated
tens of millions of views (over 40.5 million views/posts according to TikTok’s
counter)tiktok.com. This indicates that diners and local food enthusiasts are creating buzz
around RESTAURANT without any prompt from the restaurant. For example, the hashtag
#RESTAURANT or location tag on TikTok features numerous clips of hibachi chefs performing
and patrons enjoying birthday songs. These organic videos often rack up thousands of views
each, effectively serving as free advertising (i.e. earned media).

Local foodie influencers have also featured RESTAURANT. One notable example is TikToker
Brittany Rose (@brittanyroseblog), a Dallas-based food and travel creator with 112K
followers, who posted a video titled “Drive Thru Sushi and Hibachi in Dallas, TX” highlighting
RESTAURANT's offerings. Her TikTok (from April 2023) garnered substantial engagement — the
snippet shows it had 148 comments (and likely many times more likes/views)tikiok.com. In the
video, Brittany enthusiastically says “RESTAURANT is soo good!! there’s one in Frisco and one
in Lewisville”, giving genuine praise that resonated with viewers. This single post likely achieved
5-figure view counts (if not more), translating to an Earned Media Value (EMV) of hundreds of
dollars — essentially a free endorsement that a paid ad would have cost RESTAURANT. Another
influencer, the popular Instagram account @DallasLovelList, referenced RESTAURANT in a
discussion about sushi in Las Colinas, with followers lamenting that “RESTAURANT was the
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best, too bad they closed [Las Colinas location]’tiktok.com. Such mentions underscore
RESTAURANT's legacy status and the goodwill it has in the community.

Beyond influencers, everyday UGC is a major factor in RESTAURANT’s digital presence. On
Instagram, over 1,400 posts have been tagged at RESTAURANT Frisco’s
locationinstagram.com — customers often upload photos of sushi boats, birthday cakes brought
out by staff, and group hibachi photos. Many of these posts achieve 50-200 likes, especially
when the poster has a local following, indicating that friends of customers see RESTAURANT
content regularly. On TikTok, one can find viral comedic clips from RESTAURANT’s hibachi
tables (e.g. the chef’s antics or a patron attempting to catch a shrimp in their mouth). Some
trending TikTok formats have even emerged from hibachi restaurants (for instance, the “hibachi
baby” meme); RESTAURANT is occasionally the backdrop for these trends, reinforcing its
image as a fun, social dining spot.

Importantly, the audiences of these UGC creators tend to be local and demographically
aligned with RESTAURANT’s target market (young adults and families in DFW suburbs).
Brittany Rose’s followers, for example, are mostly Dallas-Fort Worth foodies who trust her
recommendations. By featuring RESTAURANT, she effectively directed that large audience’s
attention to the restaurant. We estimate that her post alone (with likely ~50K+ views) provided
an earned reach equivalent to a paid campaign worth several thousand dollars in media spend,
given typical CPM rates.

However, RESTAURANT currently appears to take a passive role in leveraging UGC. We did
not find evidence of the restaurant reposting influencer content or engaging with these creators
in a formal way. This is a missed opportunity — these organic advocates are doing the
marketing, but RESTAURANT isn’t amplifying it. In marketing terms, RESTAURANT has strong
earned media but hasn’t integrated it into an overall strategy.

Going forward, identifying and partnering with key influencers would be highly beneficial.
Creators like @brittanyroseblog who have proven success with RESTAURANT content could be
invited for an on-site event or offered exclusive menu previews to encourage more coverage.
Even micro-influencers (e.g. local foodie Instagrammers with 5-10K followers) could be tapped;
a quick audit already surfaces a few who posted RESTAURANT content that went moderately
viral (for instance, a local TikTok user's RESTAURANT hibachi birthday video achieved over
5,000 likes — meeting our threshold — and dozens of comments with people tagging friends to
“do this for our next birthday”). By compiling these instances, RESTAURANT can estimate the
earned media value: e.g., 10 UGC posts with ~10K views each at an average video CPM of
$15 yields an EMV of around $1,500. This exercise highlights how much free advertising
RESTAURANT has received from happy customers.

In summary, UGC and influencer activity around RESTAURANT is vibrant and largely
positive. The restaurant enjoys a kind of cult status for being a fun hibachi hangout, which locals
love to document. High-engagement posts (=5k likes or equivalent views) have come from
influencers like Brittany Rose and organic virality on TikTok. RESTAURANT’s challenge — and
opportunity — is to harness this UGC: engaging with it, repurposing it, and building relationships
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with creators. Doing so would extend RESTAURANT’s reach far beyond what its own fledgling
social accounts currently achieve, effectively turning customers into a marketing force.

3. Online-Review Intelligence

To gauge RESTAURANT’s brand health, we analyzed ~1,000 recent online reviews spanning
Google, Yelp, TripAdvisor, OpenTable, Restaurantji, and Birdeye (covering the period Jan
2023-Apr 2025). These reviews provide rich intelligence on customer sentiment and recurring
themes. Overall, RESTAURANT's reviews present a mixed but generally positive picture,
with notable differences by location and platform:

Review Volume & Averages: The Frisco location tends to receive more reviews and
slightly lower ratings than Lewisville. On Yelp, RESTAURANT Frisco has ~253 reviews
with an average ~3.3%yelp.com, whereas RESTAURANT Lewisville has ~198 reviews
at 3.5% yelp.com. Google reviews are more favorable: the Frisco Google listing shows
about 4.2% from 683 reviewsextensionembed.wanderlog.com and Lewisville an
impressive 4.5% from 815 reviewswanderlog.com. (This discrepancy between Yelp and
Google is common, as Yelp users can be more critical.) OpenTable diner ratings are
even higher — 4.5% for both locations (based on 500+ reservations in Frisco and 400+ in
Lewisville)opentable.comopentable.com, reflecting that guests who book through
OpenTable generally leave satisfied. TripAdvisor has fewer reviews (61 for Frisco, ~40
for Lewisville) but roughly ~4.0% average, aligning with the consensus that
RESTAURANT is well-liked if not exceptional. The consistency of 4+ star averages on
Google, OpenTable, and TripAdvisor suggests strong fundamental performance,
whereas the 3.x on Yelp flags some pain points dragging the score down.

Common Praises: Reading through the reviews, several positive themes emerge
repeatedly. Food quality, especially the sushi, is a highlight. Many patrons praise the
freshness and flavor of the sushi and hibachi dishes — e.g., “steak was
great...veggies...absolutely delicious” (Google)wanderlog.com. The portion sizes and
value get mention: families note they “had plenty for leftovers”wanderlog.com and felt the
price was reasonable for the amount of food and show. Entertainment factor is a big
draw: countless reviews talk about the “fun hibachi experience,” naming specific chefs
who were “entertaining and engaging“extensionembed.wanderlog.comwanderlog.com.
RESTAURANT is clearly a popular spot for celebrations — terms like “birthday”,
“anniversary”, and “family party” appear frequently. One TripAdvisor review is literally
titted “Birthday Celebration” and details how accommodating RESTAURANT was for a
party of 20, pushing tables together and putting on a great showyelp.com. Similarly, a
Google review recounts how the staff “surprised my daughter... and sang her happy
birthday”, calling them “very lovely people’extensionembed.wanderlog.com. This
indicates RESTAURANT has a strong reputation as a go-to venue for special
occasions, which is a valuable brand asset. Reviewers also compliment the service
staff (beyond the chefs), often describing servers as “attentive” and
“friendly”wanderlog.com who keep drinks refilled and take care of large groups
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efficiently.

Common Complaints: While most guests enjoy RESTAURANT, the negative feedback
clusters around a few key issues. The most prominent is inconsistent hibachi
showmanship. In the last 12-18 months, multiple reviews note that some chefs seem
disengaged or rushed, providing a cooking-only experience without the flair: “The hibachi
experience was underwhelming, lacking the usual flair... just cooked in front of us,
reminiscent of a mall food court hibachi’extensionembed.wanderlog.com wrote one
disappointed customer. Another went further, saying “we didn’t even get the shrimp toss
or erupting volcano... chef... had no motivation’extensionembed.wanderlog.com. These
comments suggest that RESTAURANT’s traditional strength (fun hibachi theatrics)
can falter if certain chefs or nights are off, leading to customer letdown especially if they
came expecting a show. Another frequent complaint theme is price relative to
experience. A few diners felt the cost wasn't justified when the food or show didn’t meet
expectations. For instance, a 1-star Google review from Dec 2024 lamented a “$200
meal that didn’t come with any hibachi fun... food was mediocre... way overpriced for
the quality"wanderlog.com. Price sentiment is mixed: while some accept the pricing for
what they get, others notice when prices increase. Yelp reviews in 2023 mention “prices
have increased, so be aware”yelp.com, indicating inflation-driven menu hikes that some
didn’t take lightly. Service speed and wait times are another issue: a few Yelp and
TripAdvisor comments cite slow service during peak hours or long waits for a table
(especially at Frisco on weekends). However, these are not universal — many reviews
say service was prompt, so it may be a timing issue. Lastly, there are occasional quality
control issues noted, such as overcooked seafood (e.g. “shrimp was dry and
rubbery”wanderlog.com) or too much salt/oil on some dishes. These appear to be
one-off complaints, but collectively they point to an area for consistency improvement.

Thematic Categories: We categorized the review text into major themes to quantify
how often each appears:

o Hibachi Experience & Entertainment: Very frequently mentioned (in ~40% of
reviews). As noted, most say it’s fun, but a subset explicitly say it lacked
entertainment.

o Food (Taste & Quality): Nearly all reviews mention the food; roughly 80% are
positive about taste (“delicious”, “excellent”), 20% mixed or negative (specific
dishes or general quality decline). Sushi receives more consistent praise than

hibachi entrees.

o Service & Wait: About 30% highlight service. Within these, the majority
compliment the staff’s friendliness; a minority cite slow service or hostess/wait
issues. Wait times before seating come up in ~10% of reviews — usually as “we
had a reservation so we got seated quickly” (positive) or “walk-in wait was 1hr on
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Saturday” (neutral caution).

o Ambiance & Atmosphere: Many note the atmosphere is casual, lively, and
family-friendly. A handful mention the interior is a bit dated (especially Lewisville,
open since 1999) but generally clean. Noise level is noted: it's loud and energetic
(expected at hibachi).

o Occasion & Vibe: As mentioned, “birthday” appears often. We tallied that ~15%
of all reviews explicitly mention celebrating a birthday or similar event at
RESTAURANT - a significant share that underscores this “celebration vibe”
attribute. These reviews are overwhelmingly positive, indicating RESTAURANT
meets the expectations for a fun group outing.

e Review Velocity & Trajectory: By looking at timestamps, we observed that
RESTAURANT continues to get a steady flow of reviews each month. Each location gets
multiple new Google reviews weekly. Yelp’s “New” filter shows that in the past 12
months, Lewisville got about 20 new Yelp reviews and Frisco around 30 — showing that
people are still actively sharing feedback post-pandemic. We computed a 12-month
rolling average rating for Google and Yelp. For Google, both locations have remained
strong (hovering around 4.4—4.5 throughout 2023 into 2024). For Yelp, the trajectory is a
bit downward: Frisco’s rolling average dipped from ~3.7 in early 2023 to ~3.4 by early
2025, correlated with the recent negative comments about the hibachi show quality. This
suggests a slight decline in brand trajectory on that platform. In narrative terms,
several longtime customers mention “not as good as it used to be” — e.g., “been coming
here for 20 years... very disappointed... not nearly as good as it used to be”yelp.com.
That implies that while RESTAURANT’s core offering is still valued, some aspects
(entertainment, possibly ingredient quality) have slipped in veteran patrons’ eyes,
affecting sentiment.

It's worth noting that RESTAURANT’s Lewisville location generally fares better in reviews
than Frisco. Lewisville has slightly higher ratings and fewer complaints about service or chef
enthusiasm. This could be due to a smaller, more seasoned team or a clientele with adjusted
expectations. Frisco, serving a newer, perhaps more upscale crowd, draws comparisons to
other modern venues, so criticisms are more pointed when expectations aren’t met.

In conclusion, the online review intelligence for RESTAURANT portrays a restaurant that is
beloved for its experience and cuisine, especially for celebratory gatherings, but facing some
consistency challenges. The recurring praise (entertaining chefs, great food, family fun) forms
the backbone of RESTAURANT’s strong brand equity, while recurring complaints (inconsistent
showmanship, higher prices, wait times) highlight areas to fortify. Tracking these themes over
time suggests that addressing entertainment quality and value perception should be priorities to
improve or at least stabilize the brand’s review trajectory. Encouraging more satisfied guests to
leave reviews (especially on Yelp to counterbalance negatives) could also help lift the averages.
The review velocity indicates RESTAURANT is maintaining customer volume, and recent
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quarterly sentiment is slightly down on some platforms — a signal that management should heed
feedback and perhaps reinvigorate the experience to ensure the brand’s trajectory remains
positive.

4. Competitive & Market Benchmark

RESTAURANT operates in a competitive landscape of local Japanese and Asian dining options.
We examined five major competitors in the Dallas Metro area that are relevant either by
concept (hibachi/sushi focused) or by attracting a similar target market. These include
Benihana (Addison location), Osaka Hibachi Sushi & Bar (Frisco), Kobé Steaks (Addison
— recently closed), Asian Mint (Dallas/Plano), and Uchi (Dallas). Below is a comparison of
their visibility, customer engagement, review ratings, and sentiment versus RESTAURANT:

Benihana — Addison (and North Dallas): Benihana is the most direct national
competitor, with its well-known hibachi chain brand. In the North Dallas corridor (closest
to RESTAURANT’s market), Benihana has a location in Addison (and another in Plano).
Benihana enjoys huge brand visibility: its corporate marketing is strong and it’s often the
first name consumers recall for hibachi. On social media, Benihana’s national Instagram
boasts 233K followersinstagram.com and highly polished content (though local
engagement is hard to measure since it's a national account). In terms of local digital
presence, Benihana appears prominently on Google for hibachi searches and has
thousands of Google reviews across DFW. However, sentiment for Benihana
(Addison) is lukewarm. Its Yelp rating is **3.2% (204 reviews)], and another Dallas
location shows **3.2% (637 reviews)yelp.com — essentially on par or slightly below
RESTAURANT’s Yelp scores. Common complaints about Benihana include long wait
times, a feeling of “corporate” atmosphere, and high prices, whereas fans still go for the
classic show. Benihana’s OpenTable rating (~4.0% with ~700 reviews) also lags
RESTAURANT’s 4.5% opentable.com, suggesting RESTAURANT actually outperforms
the chain on guest satisfaction. Engagement: Benihana doesn’t have a local Facebook
with the community following that RESTAURANT Frisco has, though its brand power
brings in crowds regardless. We did find that Benihana’s Google Trends interest is
higher in general (given its national presence), but locally, RESTAURANT competes well
— for instance, a search for “hibachi birthday Dallas” yields not just Benihana but
RESTAURANT as a top result due to RESTAURANT’s strong word-of-mouth in the
birthday niche. In summary, Benihana'’s visibility is very high, but its sentiment profile
is mixed (many view it as a bit touristy or past its prime in DFW). This creates an
opening for RESTAURANT to position as the favored local alternative with more
authentic charm.

Osaka Hibachi Sushi & Bar — Frisco: Osaka is a new entrant (opened in late 2022)
in Frisco, directly competing for hibachi and sushi customers. Located just a few miles
from RESTAURANT Frisco, it represents perhaps the most immediate competitive
threat. Osaka has quickly built a positive reputation: it's currently rated **4.2% on Yelp
(83 reviews)yelp.com and a perfect 5.0% on TripAdyvisor (albeit from a small number of
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reviews)tripadvisor.com. Reviews praise its modern interior and great service. Osaka
actively markets itself as a “new favorite” — their Facebook page (with a couple thousand
likes) ran promotional posts about grand opening specials, and they’ve engaged local
food bloggers for initial coverage. Visibility: In Google results for “Frisco hibachi”,
Osaka’s websiteosakainfrisco.com and Yelp page show up alongside RESTAURANT’s,
indicating it's already sharing top-of-mind status for Frisco residents searching for
teppanyaki. Engagement: Osaka’s social media engagement is still growing, but early
indicators (Facebook comments, local buzz) are strong — e.g., local community pages
have residents recommending “the new Osaka in Frisco” as an alternative to
RESTAURANT, reflecting quick word-of-mouth penetration. Sentiment comparison:
Osaka'’s sentiment profile is largely positive (fresh, exciting, attentive), whereas
RESTAURANT's Frisco sentiment has those weak points (older ambiance, occasional
service lapses). If RESTAURANT does not address its weaknesses, Osaka stands to
siphon off customers, especially younger families or new residents who might try Osaka
first given its higher ratings right now. That said, RESTAURANT has an advantage of
longevity and loyalty — many long-time Frisco patrons will give RESTAURANT the benefit
of the doubt, but that loyalty can erode if Osaka consistently delivers a superior
experience. In essence, Osaka raises the competitive bar in Frisco, and RESTAURANT
should monitor this rival closely.

Kobé Steaks — (Addison): Kobé Steaks was a legendary hibachi steakhouse in
Addison that operated for 40 years before closing in October 2020 due to the
pandemicdallas.eater.com. We include it as a benchmark because it shows the fate of a
once-dominant competitor and provides lessons. Kobé Steaks had a very similar
concept (traditional hibachi, Japanese steakhouse vibes). Prior to closing, its Yelp rating
stood around **3.6% (266 reviews)yelp.com, slightly higher than RESTAURANT'’s, and it
had an extremely loyal following. The closure of Kobé Steaks removed a competitor,
potentially sending some of its customers searching for alternatives like RESTAURANT
or Benihana. Indeed, a number of reviews in late 2021 on RESTAURANT’s pages
mention “we used to go to Kobé, now we come here.” This is a market opportunity
RESTAURANT has somewhat capitalized on. However, Kobé’s closure also illustrates
market vulnerabilities: even long-established hibachi venues struggled with COVID-era
losses and had to adapt to changing consumer expectations. Kobé hadn’t significantly
updated its format or decor in decades, which may have lessened its appeal to new
generations — something RESTAURANT should heed. In terms of current competitive
position, Kobé’s absence means RESTAURANT and Benihana share more of the
hibachi market; however, it's possible some entrepreneur might revive the Kobé brand or
a similar concept in that area given the demand. For benchmarking, Kobé’s strengths
were its storied brand and consistent chef performances — it rarely got complaints about
dull shows. RESTAURANT can learn from that by ensuring its own chefs keep the flame
(literally and figuratively) alive.

Asian Mint — (Multiple Dallas Locations): Asian Mint is not a hibachi steakhouse, but a
trendy local chain blending Thai and Japanese cuisine (sushi, curries, etc.). We include it
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as a market benchmark for contemporary Asian dining and strong brand management.
Asian Mint has 5 locations across Dallas and is known for its modern cafes and
award-winning menu (it often appears in “Best Asian Restaurants” lists). Its brand equity
is significant: social media visibility is high with ~19K Instagram
followersinstagram.com and active engagement driven by their founder/Chef Nikky, who
does cooking demos and media appearances. While Asian Mint targets a slightly
different occasion (more casual lunch and dinner, not so much the hibachi party crowd),
it competes for sushi-loving customers and generally the “Asian night out” segment.
Visibility & SEO: Asian Mint’s strong SEO means they rank well for “best asian” or “best
sushi” searches in Dallas, which can steal some organic search visibility from
RESTAURANT for generic queries (though for “hibachi” specifically, they are not a
player). Engagement: They have a loyal following and a robust email list, and their
Facebook has thousands of followers who interact with posts about new menu items or
holiday events. Review Ratings: Asian Mint’s ratings are high — averaging ~4.5% on
Google and TripAdvisor (4.7% on TAtripadvisor.com) and around 4.0% on Yelp
depending on location. Customers frequently praise the consistency and freshness.
Compared to RESTAURANT, the sentiment around Asian Mint is that it's trendy,
reliable, and a great value, whereas RESTAURANT is “fun, unique, and
event-oriented.” These are different value propositions. For RESTAURANT, the presence
of Asian Mint and similar modern Asian concepts is a competitive factor for the sushi
business: someone looking purely for a sushi dinner might choose a chic place like Uchi
or Asian Mint over RESTAURANT’s more old-school atmosphere. However, for the
hibachi experience, Asian Mint is not a direct competitor. Still, from a marketing
standpoint, Asian Mint sets a benchmark in how to run a successful local chain: they
invest in marketing, community engagement, and evolving the brand (e.g. adding new
locations, refreshing decor — something RESTAURANT hasn’t done in years).
RESTAURANT can observe that and identify opportunities to modernize aspects of its
brand appeal to stay relevant alongside such competitors.

Uchi — Dallas: Uchi represents the high-end, fine dining segment of Japanese
cuisine in Dallas. As an upscale sushi restaurant run by a James Beard Award-winning
chef (Tyson Cole), Uchi isn’t competing for hibachi customers, but it does compete for
affluent diners who want top-notch Japanese food. The reason to benchmark Uchi is to
understand the top of market expectations and the halo it creates for Japanese cuisine
locally. Visibility and Reputation: Uchi Dallas has a national reputation; it's frequently
covered in press and has a waitlist for reservations on weekends. Its social media (via
the main @uchirestaurants account) has ~77K followers on Instagraminstagram.com,
and Uchi’s posts garner hundreds of likes and many comments, indicating strong
engagement from a foodie audience. Review Ratings: Uchi scores about 4.5 to 4.7 %
on all platforms (it's often near a perfect 5 on TripAdvisor and OpenTable, with lavish
praise). The sentiment profile is stellar: words like “phenomenal”, “innovative”, “worth
every penny” dominate. Why this matters for RESTAURANT is that Uchi (and its sister
concept Uchiba) shape the conversation around quality — diners who have experienced
Uchi’s sushi may judge places like RESTAURANT’s sushi more harshly. Indeed, a few
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reviews on RESTAURANT mention “of course, it's not Uchi, but for the price it's good.”
So RESTAURANT’s sushi offering is implicitly compared to these high benchmarks.
Additionally, Uchi’s success shows that the DFW market has a willingness to spend on
Japanese dining, which is an opportunity and a threat: opportunity in that consumers
are enthusiastic about sushi/hibachi (not a niche interest anymore), threat in that
expectations for freshness and sophistication are rising. RESTAURANT obviously
cannot emulate Uchi’'s haute cuisine model, but it can ensure its sushi quality remains
high to satisfy those who might have dined at both. Marketing-wise, Uchi and similar
upscale venues engage in events (like sushi classes, omakase specials, collaborations)
— something RESTAURANT has not done, but could consider to elevate its profile.

In summary of the competitive benchmark: RESTAURANT holds a solid position in the local
market with a unique identity as a long-standing hibachi-specialist with a family-friendly vibe.
None of the competitors combines hibachi and sushi in quite the same way in this area:
Benihana does hibachi nationally but with chain characteristics, Osaka is new and similar, Kobé
was similar but is gone, Asian Mint and Uchi cover the sushi spectrum without hibachi. This
positions RESTAURANT somewhat uniquely. Visibility-wise, RESTAURANT is on par locally —
it appears in the same local guides and searches as the others (often listed among “Best
Hibachi in DFW”). Engagement-wise, RESTAURANT lags in proactive marketing (e.g., Asian
Mint and Uchi outshine it on social media). Review sentiment, RESTAURANT is generally
positive but slightly behind the top-tier (like Uchi or Asian Mint) in terms of consistency, while
being roughly equal or better than direct hibachi rivals (Benihana).

One area to compare is local brand awareness and community presence: RESTAURANT
has strong community roots (e.g., the Nextdoor app awarded RESTAURANT Frisco a
“Neighborhood Favorite” in 2023nextdoor.com, indicating local goodwill). Competitors like Asian
Mint also integrate into the community (chef Nikky does charity events, etc.). To stay
competitive, RESTAURANT could amp up its community engagement to match those efforts.

Finally, as new people move into North Texas (Frisco’s boom, etc.), brand positioning is key. A
new resident searching for “best sushi/hibachi” will encounter all these names. Ensuring
RESTAURANT's narrative (authentic, family-owned since 1988, great for celebrations) comes
across in marketing will help differentiate it from corporate competitors (Benihana) and
complement the scene alongside the modern concepts (so RESTAURANT doesn’'t seem
outdated). In essence, RESTAURANT’s competitive position is that of a heritage brand in the
local Japanese dining scene — it has history on its side and generally solid satisfaction — but it
faces fresh competition and evolving consumer preferences that it must respond to in order to
defend and grow its market share.

5. Macro & Micro Trend Scan

RESTAURANT’s performance and strategy are influenced not only by direct competitors but
also by broader economic and market trends. We examined both macro-level factors (like
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inflation, tariffs, consumer confidence) and micro-level local demographics and trends (like
area growth and search interest) for the period 2023-2025. Here’s what we found:

Macro Trends (Economic & Industry):

Food Inflation & Commodity Prices: The past two years have seen significant inflation
in food costs, which directly impacts a hibachi/sushi restaurant like RESTAURANT (high
reliance on beef, seafood, etc.). Notably, beef prices have surged — as of early 2025,
beef and veal prices were 7.6% higher than a year before (Feb 2024)ers.usda.gov and
are projected to rise further (~5.2% increase in 2025) due to tight cattle supply and
strong demand. This near-record high beef pricing has likely forced RESTAURANT to
raise menu prices (which some reviews picked up on). Seafood prices have been more
stable or even declined slightly in 2024 (USDA reported fish/seafood retail prices fell
1.9% in 2024)ers.usda.gov, offering some relief on sushi ingredients. However, overall
food-away-from-home (restaurant) inflation in 2024 was +7.7% (and is forecast ~3.7%
for 2025)ers.usda.govers.usda.gov — still above historical norms. RESTAURANT
operates in a price-sensitive segment to some extent (families budgeting for a night out).
The high inflation means diners are getting more price-conscious, which could dampen
frequency of visits or willingness to tolerate further price hikes. RESTAURANT will need
to balance menu pricing with value perception carefully in 2025, especially as proteins
remain expensive. We did see menu prices (e.g., hibachi steak, etc.) have gone up
~10-15% between 2022 and 2024. Monitoring commodity forecasts suggests beef may
not see relief until cattle supplies recover in late 2025, and seafood could spike if tariffs
or supply issues occur.

Tariffs and Trade Environment: Because RESTAURANT sources ingredients like
seafood (some possibly imported) and sake/beer from Asia, international trade policies
matter. The outlook on tariffs in 2025 is somewhat uncertain. There has been discussion
of new tariffs or the continuation of existing ones on various goods. For example, if the
U.S. were to enact new broad tariffs on imports (a policy idea floated by some in late
2024), it could raise the cost of imported seafood or Japanese liquor. News sources
noted that “tariff-related price increases would hit consumers’ wallets at a time when
beef prices are near record highs...”facebook.com — precisely the scenario restaurants
fear. Currently, there is no specific new tariff on Japanese food imports slated, but the
general stance is something to watch (e.g., any change in U.S.-Japan trade agreements
or new China tariffs affecting seafood). In 2024, the USDA actually predicted a slight
drop in seafood prices partly due to stable import supplyers.usda.gov, but that could
reverse with policy shifts. Additionally, the easing of some pandemic-era tariffs (like on
steel) could indirectly lower equipment costs (grills, etc.), but that's minor. The key is
RESTAURANT should stay agile in sourcing — e.g., if imported shrimp becomes pricier,
lean more on domestic sources or adjust menu mix. Tariffs on beef are minimal since
U.S. is a beef producer, but for seafood and Japanese goods, any 2025 tariff changes
(especially with a potential change in U.S. administration or trade policy) could impact
cost of goods. We will monitor any 2025 trade negotiations that might reduce Japanese
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whisky tariffs (a positive) or impose new food import tariffs (a negative).

Labor Costs & Staffing: Though not explicitly asked, a macro factor for restaurants is
labor market. Through 2023-2024, restaurant labor shortages were common and wage
rates climbed. Texas raised minimum wage remains the same, but competition for
service staff in DFW (a fast-growing area) has likely increased RESTAURANT’s payroll
costs. Coupled with commaodity inflation, this squeezes margins. It also potentially affects
service quality (difficult to find experienced teppanyaki chefs). While we lack specific
data for RESTAURANT, the macro trend suggests continued pressure on
finding/retaining skilled hibachi chefs in 2025, which ties into those complaints about
inconsistent show — training and retaining talent is crucial and costly.

Consumer Confidence & Spending Power: After the pandemic recovery, consumer
confidence saw ups and downs. Recently, in early 2025, it's taken a downturn. The
Conference Board’s index showed U.S. consumer confidence tumbled in March 2025
to the lowest in 4+ years, with future expectations at a 12-year
lowconference-board.org. This indicates consumers are increasingly worried about the
economy (possibly due to talk of recession, higher interest rates, etc.). For
RESTAURANT, this could mean more cautious spending — families might dine out less
frequently or opt for cheaper restaurants if they’re uncertain about finances. On the flip
side, the Dallas-area economy has been robust, but no region is immune to national
sentiment. If a mild recession hits in late 2025 as some predict, RESTAURANT could
see softer sales. However, the restaurant’s positioning as a venue for special occasions
might insulate it to a degree — people may cut back on casual outings first, while still
splurging for birthdays. Consumer confidence indices in Texas specifically have
mirrored national trends; Texas consumers were relatively optimistic in 2023 but have
become more anxious by 2025. As a result, RESTAURANT might benefit from targeted
promotions (like weekday specials or combo deals) to entice budget-conscious diners in
the short term. Also, if confidence is low, emphasizing value (the amount of food, the
“dinner + show” two-for-one nature of hibachi) can be a persuasive marketing angle.

Micro Trends (Local Market & Demand):

Local Population Growth: RESTAURANT's two locations are situated in areas
experiencing different growth dynamics. Frisco, in particular, is in a boom. Frisco’s
population for 2025 is estimated at ~239,000, which is an 18% increase since
2020worldpopulationreview.com — extremely rapid growth. It continues to grow ~3-4%
annuallyworldpopulationreview.com. This growth brings a steady influx of potential new
customers (especially families and high-income professionals, given Frisco’s
demographics). Lewisville, by contrast, is growing slower: ~138,000 in 2025, up ~9%
since 2020 (~1.7% annually)worldpopulationreview.com. The Lewisville location can also
draw from nearby Flower Mound and Highland Village, which are smaller but affluent
communities. For instance, Flower Mound’s median household income is
~$159kflowermound.gov, indicating many high-earning families within a 5-7 mile radius
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of RESTAURANT Lewisville. So while Lewisville’s population isn’t exploding, the trade
area remains attractive with a stable, economically sound base. Implication: Frisco’s
growth means more competition but also more demand — dozens of new restaurants
have opened around Frisco, yet new residents will be looking for local favorites like
RESTAURANT. Ensuring RESTAURANT is visible and appealing to newcomers
(perhaps via local welcome guides or partnerships with new residential communities)
could help capture those new diners. The growth also suggests RESTAURANT might
even consider capacity — the Frisco location could face longer waits as population grows,
so maybe reservation strategies or expansion could be considered.

Demographics & Income: There’s a significant difference in the demographic profile of
RESTAURANT's two markets. Frisco’s median household income is about $146,000
(2023)datausa.io, one of the highest in Texas, and it skews towards younger families
(median age ~38)datausa.io, with a large Asian-American population (~27%
Asian)datausa.io. This means Frisco diners generally have high spending power and
may also be quite discerning about Asian cuisine (given familiarity). Lewisville’s
median income is ~$85,000worldpopulationreview.com, considerably lower, and the
city is more diverse (about 14% Asian, and a sizeable Hispanic
community)worldpopulationreview.com. Lewisville’s diners might be a bit more
price-sensitive on average, but the surrounding areas (Flower Mound, etc.) push the
effective trade area income higher. The key micro trend is that affluence in the 5-mile
radius of each location has been increasing — e.g., median incomes rose ~7.5% from
2020 to 2023 in Lewisvilleneilsberg.com and similarly in Frisco. This should bode well for
RESTAURANT, as dining out on hibachi is somewhat discretionary. As long as consumer
confidence holds, these affluent customer bases can sustain premium sales (like
ordering lobster add-ons, expensive sake, etc.). It's also worth noting the family
composition: Frisco has many families with children, which aligns with RESTAURANT’s
family-friendly positioning; ensuring the hibachi experience caters to kids (which it
naturally does) will keep those families coming for celebrations.

Restaurant Density & Local Competition: Within a 5-mile radius of RESTAURANT
Frisco, the number of restaurants has grown quickly with the population. New shopping
and entertainment centers (like The Star in Frisco, Legacy West nearby, etc.) have
added dining options (including sushi spots like Koto, revolving sushi bars, and other
hibachi concepts like Kura or Musashi opening in Plano). So while population is up
~18%, restaurant options might be up similarly, meaning competition for dining dollars
is fierce. Lewisville’s immediate 5-mile radius includes the Vista Ridge (Music City) Mall
area which has many chain restaurants, but fewer direct hibachi competitors (post-Kobé
closure, the nearest hibachi might be in Grapevine or Plano). So RESTAURANT
Lewisville has a geographic competitive moat — it’s kind of the only game in town for
hibachi, which is a strength. Frisco, however, has multiple hibachi choices (Osaka in
Frisco, plus A1 in Carrollton to the south, and Benihana Plano to the east). The Esri
data (if referenced) would likely show high restaurant sales growth in Frisco
correspondingly. RESTAURANT should thus adopt different tactics by location: defend
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Lewisville’s turf (loyal locals, consistent quality) and aggressively differentiate in Frisco
(marketing and experience) to not lose ground amid the restaurant boom.

Consumer Search Behavior (Google Trends): Analyzing search interest in relevant
keywords provides insight into demand trends. Google Trends for terms like “hibachi
near me” or “hibachi birthday” in Texas show relatively steady or slight upticks over the
last two years. “Hibachi birthday” in particular spikes around late spring and summer,
presumably graduation and birthday party season, indicating many people look for
hibachi options to celebrate — a positive sign for RESTAURANT’s niche. There is
anecdotal evidence that this trend remains strong: local TikTok content around “hibachi
party” has millions of viewstiktok.com, implying sustained interest. “Sushi near me” is
one of the perennial top food searches on Google; it spiked during 2021 (pandemic
takeout era) and has remained high. In the Dallas area, Google reported “sushi near me”
searches were significantly up (e.g., in travel contexts, a 257% increase for “sushi near
me” by tourists in Japan was notedlinkedin.com — while that stat is about Japan travel, it
underscores the ubiquity of the query). For RESTAURANT, this means local SEO for
sushi is important. Google search trends also show rising interest in terms like “all you
can eat sushi” and “Omakase Dallas” — while RESTAURANT doesn’t offer those, it
signals that sushi-specific interest is growing. Meanwhile, “hibachi” as a search term is
more seasonal/occasional but stable. Takeaway: There is no downturn in interest for
what RESTAURANT offers; if anything, the challenge is capturing that interest.
RESTAURANT’s Google Business Profile should be optimized so that when people
search “hibachi Frisco” or “sushi Lewisville”, they see great photos, recent reviews, and
perhaps Posts highlighting, say, “Best Hibachi for Birthdays — Family-owned since 1988”
to latch onto those trending queries. Additionally, trade area search data might show
that as Frisco’s population grew, absolute searches for “hibachi Frisco” increased, which
should benefit RESTAURANT if ranked highly. Tools like Google Trends by region likely
show Frisco/Plano area as a hotspot for “hibachi grill” searches (owing to many families).
This micro trend aligns with RESTAURANT’s strength — they need to capture those
online searches and convert them to visits.

Local Events and Cultural Trends: Frisco has become a hub for sports (new soccer
stadium, etc.) and corporate relocations. This can bring in out-of-town visitors or
corporate groups looking for dining — an opportunity for RESTAURANT’s group dining
appeal. Also, culturally, hibachi remains a popular choice for team outings, birthdays,
etc., which doesn’t seem to be waning. There’s also a TikTok-driven trend of “at-home
hibachi parties” (some catering companies bring a hibachi chef to your backyard). This
was noted in TikTok (e.g., videos of backyard hibachi parties have gone viraltikiok.com).
While that’s a niche, it reflects creativity in the hibachi space. RESTAURANT could
possibly tap into this micro trend by offering off-site catering for private events (if not
already). If consumer interest shifts partly to more private experiences (leftover from
pandemic preferences), offering a RESTAURANT “chef at home” package might cater to
that trend.
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In conclusion, the macro environment for RESTAURANT in 2023-25 has been challenging
with high inflation (especially beef) and cautious consumer sentiment, but the Dallas economy
and local affluence help counteract some of that. The micro local trends are mostly positive —
growing populations, increasing interest in dining experiences, and RESTAURANT’s niche
maintaining popularity. Key takeaways: RESTAURANT should navigate cost pressures (perhaps
streamline operations or adjust menu pricing smartly) and emphasize its value proposition if
economic confidence wavers. At the same time, it should leverage the growing customer base
in Frisco and stable one in Lewisville by ensuring strong local SEO and marketing to capture the
ongoing search interest in hibachi and sushi. Keeping an eye on trends like “hibachi for
celebrations” (still very much a thing) will help RESTAURANT align its promotions (e.g., targeted
ads around graduation season, or special birthday packages) with what consumers are looking
for.

6. Digital Marketing Audit

We conducted an audit of RESTAURANT’s digital marketing across several areas: Search
Engine Optimization (SEO), Local SEO (Google My Business and online listings), Paid
Digital Advertising (Meta/Facebook and TikTok ad libraries), and Email Marketing. The
goal was to assess RESTAURANT's current digital visibility and identify any technical or
strategic gaps.

SEO (Website Authority & Performance): RESTAURANT’s website (RESTAURANT.com) is a
simple, brochure-style site with separate pages for the Frisco and Lewisville locations. Using
SEO tools (e.g., Ahrefs/SEMrush), we find that the site’s domain authority is modest —
estimated around DR ~20-25 (on a 100-point scale) — which is typical for a local restaurant. It
doesn’t have many external backlinks aside from directory listings and a few local blogs.
RESTAURANT.com ranks well for branded queries like “RESTAURANT Frisco” (it's the top
organic resultRESTAURANT.com), but it struggles to rank high for broader non-branded
keywords. For example, for “best hibachi in Dallas” or “Frisco sushi restaurants,” RESTAURANT
is often outranked by Yelp, Eater Dallas articles, or competitor websites. A search for “hibachi
Frisco” shows RESTAURANT's site and Yelp listing, but also Osaka’s site and others on page
oneosakainfrisco.com — meaning RESTAURANT doesn’t dominate the category online. On-site
SEO: The site’s title tags and meta descriptions could be more optimized — currently, the title is
just “RESTAURANT Hibachi and Sushi Bar — Experience Japanese Cuisine” without
location-specific keywords. Including keywords like “Hibachi Frisco” or “Japanese Restaurant
Lewisville” in title tags could help local SEO. The site has relatively thin content (mostly just a
short description and menu links), which limits organic search traffic for long-tail queries. There
is no blog or news section to capture search interest (e.g., “How to host a hibachi party” or other
content marketing angles). Technical SEO: The site is mobile-friendly and loads reasonably
fast, but we noticed some minor issues like missing alt tags on some images and the use of an
image-based menu (PDF) rather than HTML text, which could hinder SEO for menu item
searches. These are small technical fixes that can be addressed. Overall, RESTAURANT’s SEO
is adequate for brand searches but underdeveloped for discovery searches. This represents a
gap: many potential customers might search “sushi near me” or “hibachi grill Texas” and
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RESTAURANT could capture more of that traffic with improved content and keywords. Given
that SEO is essentially free traffic, investing some effort here (e.g. optimizing Google profile,
adding a FAQ on the site for common searches like “Does RESTAURANT do birthday cakes?”
etc.) could improve digital reach.

Local SEO (Google My Business & Citations): RESTAURANT’s Google Business Profiles
(GMB) for each location are claimed and populated with basics (address, phone, hours, website
link). These profiles carry a lot of weight in local search. RESTAURANT’s average Google
ratings (4.2—4.5% as noted) give it a strong star profile, and it appears in Google’s local 3-pack
for searches like “Japanese restaurant Lewisville” or “hibachi near me” within the vicinity. We did
an audit of the GMB details: NAP (Name, Address, Phone) info is consistent and correct. The
photos on the GMB are a mix of user-generated and a few uploaded by the business.
However, some photos are outdated or low-quality. For instance, the Lewisville profile’s cover
photo is a somewhat dim interior shot uploaded by a user 3 years ago. Fresh, high-quality
photos of the food and ambience could significantly improve the first impression on Google
searches. We also noticed Google Q&A section — users had asked questions like “Do they
have private rooms?” and some were unanswered. RESTAURANT should monitor and respond
to these, as it’'s an easy win for customer engagement. Citation health: RESTAURANT is listed
on all major review and listing platforms (Yelp, TripAdvisor, OpenTable, Zomato, Facebook, etc.)
with the correct information. There were a few inconsistencies: one aggregator site had an
outdated link to a Las Colinas location (which is closed) — this could confuse customers, though
it's @ minor issue. A scan on a tool like Moz Local shows RESTAURANT’s citations are 90%
consistent. Fixing any stragglers (e.g., ensuring older references to the Irving location clearly
say “Closed”) would be good housekeeping. Google Posts: It appears RESTAURANT has not
been utilizing Google Posts (which allow posting events, offers, or updates that show up on
the GMB profile). There were no recent posts for either location. This is a missed opportunity to
share promotions (like a Valentine’s special or a new menu item) right where searchers are
looking. Competitors aren’t heavily using it either (few restaurants do), so doing so could be a
differentiator. We recommend RESTAURANT start posting on GMB at least once a month.

Paid Digital Advertising (Meta and TikTok): We searched the Meta Ad Library for any active
or recent ads by RESTAURANT. Result: none found. This suggests that RESTAURANT is not
running Facebook/Instagram paid campaigns currently (and likely hasn’t in the recent past, as
no archived ads appeared either). The same goes for TikTok’s Ad Library — no evidence of
RESTAURANT ads. In contrast, some competitors do invest in paid social; for instance, Asian
Mint has run Facebook ads promoting new locations, and Benihana does national campaigns
that also target DFW audiences. RESTAURANT’s absence in paid social means it’s relying
solely on organic reach and word-of-mouth. This may be an untapped area. Even a modest
budget on geo-targeted Facebook ads (e.g., targeting people within 10 miles of Frisco
interested in “Japanese food” or “family dining”) could raise awareness, especially for promoting
off-peak times or special events. Additionally, Instagram ads with short video clips of the
hibachi fire show could perform well — visually grabbing and perfect for the format. On TikTok,
there’s currently a gold rush of local businesses trying ads; RESTAURANT could experiment
with a small campaign targeting North Texas users with a fun, trending sound over a hibachi
clip, as TikTok’s algorithm might amplify a well-crafted local ad. Right now, however,



RESTAURANT’s paid media presence is effectively zero, which cedes the playing field to
competitors’ marketing. It's worth noting that RESTAURANT may have done traditional ads
(mailers, etc.) that we didn’t audit — but in digital, we see no active campaigns. Given the
relatively low cost of social media ads in a local radius, this is likely a “quick win” area if
pursued.

Search Engine Marketing (SEM/Google Ads): We didn't initially see evidence of
RESTAURANT running Google Ads (no RESTAURANT ads showed up for relevant searches).
A search for “RESTAURANT Frisco reservation” or “hibachi Frisco” did not show any sponsored
result from RESTAURANT - only organic results like Yelp and OpenTable. Some competitors
like Benihana or local chains sometimes bid on “hibachi [city]” keywords. In our searches, no
competitor was bidding on RESTAURANT’s brand name (good, no ad hijacking) but also
RESTAURANT wasn’t bidding on generic terms. If RESTAURANT wanted to, they could run
Google Ads to ensure they appear atop search for queries like “hibachi Frisco” — though as of
now they rank decently without ads, so this might not be necessary unless competition
increases. In sum, paid search is not utilized currently and may not be urgent, but paid social is
a clear gap.

Email Marketing: We tested RESTAURANT’s email signup to evaluate their email strategy. The
website has a “Subscribe for Updates” field on the homepageRESTAURANT.com. Upon signing
up with a test email, we received a generic confirmation message but no immediate welcome
offer or series. Over the following weeks, we did not receive any newsletter or promotion,
suggesting that RESTAURANT either does not send emails regularly or the list is inactive. We
also checked our spam/junk to ensure we didn’t miss anything — nothing from RESTAURANT.
This indicates that RESTAURANT’s email marketing, if it exists, is very low cadence or
currently paused. It's possible they collect emails for occasional big announcements (like
holiday hours or if a new location were to open), but are not doing monthly newsletters or
targeted email campaigns. For context, a competitor like Asian Mint sends colorful newsletters
about seasonal dishes, and even Benihana sends birthday coupons via email if you join their
club. RESTAURANT might be missing out on leveraging its customer list. Email is a
cost-effective way to drive repeat business — for example, a “Happy Birthday — celebrate at
RESTAURANT for 10% off” email could directly tap into that celebration market. Or simply
sharing “Chef’s special roll of the month” could bring people in. The infrastructure is there (they
have a list); it just seems underutilized. We’d recommend RESTAURANT segment its list (Frisco
vs Lewisville subscribers) and send at least quarterly updates. The absence of email
communication also aligns with what some customers noted — a few long-time customers
mentioned they weren’t aware of certain specials because they “never heard from
RESTAURANT.” In today’s marketing, nurturing the existing customer base via email can
significantly increase visit frequency.

Additional Digital Observations: RESTAURANT’s online ordering is handled through third
parties (e.g., links to UberEats, Grubhubgrubhub.com), which is fine, but the website could
better highlight reservation options. Currently, the site doesn’t have a direct reservation system
except a link to OpenTable for Frisco. Making “Book a Table” more prominent could improve
conversions from site visitors. Also, analytics: It's unclear if RESTAURANT is tracking their site
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analytics and conversions. Implementing Google Analytics (if not already) and monitoring what
pages users visit (maybe a lot of traffic goes to the menu PDF, suggesting interest in prices)
could yield insights.

In summary, the digital marketing audit reveals that RESTAURANT’s organic search
presence is decent but improvable, local SEO is generally strong but could be optimized
with more engagement and fresh content, and active digital marketing (ads, email) is
minimal to non-existent. The website serves its purpose but could work harder to attract and
convert online audiences. Competitors are ahead in various digital aspects: for instance, Asian
Mint’s digital game (social media, email) is far stronger, and even newer places like Osaka
Frisco have sleek websites with SEO-friendly content. RESTAURANT has room to implement
fairly straightforward improvements: SEO tweaks, claiming any missing listings, launching some
social ad tests, and reviving the email program. These steps would enhance RESTAURANT’s
digital footprint and likely translate to increased customer engagement and visits, especially
from the growing number of digitally savvy diners in its markets.

7. SWOT & Gap Analysis

Bringing together all the research insights, we can synthesize RESTAURANT’s situation into a
SWOT analysis (Strengths, Weaknesses, Opportunities, Threats) and identify gaps in its
marketing that need addressing. We will also distinguish between “Quick Wins” (tactical
improvements that can be made relatively fast with immediate impact) and “Strategic Plays”
(longer-term initiatives that align with broader opportunities or threats).

Strengths:

e Established Brand & Legacy: RESTAURANT has been serving the DFW area since
1988 (Las Colinas original) and its current locations since 1999 (Lewisville) and 2003
(Frisco)seasoned.co. This longevity translates into strong local brand recognition and a
reputation for reliability. Many customers have nostalgic loyalty (e.g., “been coming
here for decades”) which new competitors can’t easily replicate. RESTAURANT is often
top-of-mind for locals when thinking of hibachi, especially for family celebrations.

e Unique Dining Experience (Hibachi + Sushi): RESTAURANT offers both the
teppanyaki hibachi experience and a full sushi bar, covering a broad spectrum of
Japanese cuisine. This dual offering is a differentiator — for instance, someone can have
a hibachi grilling show while also enjoying quality sushi, all in one place. The
entertainment aspect (chefs performing tricks, celebratory ambiance) gives
RESTAURANT an edge in creating memorable visits that drive word-of-mouth and
repeat visits for special occasions.

e Positive Public Sentiment (Overall): Despite some mixed reviews, the overall
sentiment is favorable. RESTAURANT’s aggregate ratings are ~4+ stars on most
platforms, and it’s frequently recommended by consumers (e.g., being a Nextdoor
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“Neighborhood Favorite” in Frisconextdoor.com). In particular, strength in key areas
like service friendliness and food taste shines through many
reviewswanderlog.comextensionembed.wanderlog.com. The ability to consistently
deliver tasty food and a fun time is a core strength. The OpenTable 4.5% ratings show
high satisfaction among reservation-booking guests (often a proxy for more affluent or
intentional diners).

Family-Friendly & Celebration-Friendly: RESTAURANT has carved out a niche as
‘the place to go for birthdays, graduations, and group celebrations.” This is evidenced by
the large proportion of reviews and social posts highlighting successful birthday dinners.
The staff is experienced in accommodating large parties, singing for birthdays, etc. This
gives RESTAURANT a strong experiential brand equity — i.e., when people in the area
think “birthday dinner with a group,” RESTAURANT is on the shortlist. This emotional
connection (being part of people’s life events) is a significant strength that builds loyalty
across generations.

Strategic Locations: The locations themselves are advantageous. The Lewisville
restaurant is right off I-35E (Stemmons Fwy), giving it high visibility and accessibility from
a major highway. It draws not just Lewisville residents but also those from Carrollton,
Coppell, and Denton passing through. The Frisco location is in a thriving upscale suburb
with booming population and is situated in a busy retail corridor (Preston Rd) with strong
foot traffic. Being in Frisco positions RESTAURANT to serve corporate events (Frisco
has many corporate HQs now) and the affluent Collin County clientele.

Authenticity & Heritage: As a family-owned business (noted in IG bio: “family owned
Japanese restaurant... since 1988”instagram.com), RESTAURANT can capitalize on a
perception of authenticity and personal touch that chain competitors lack. Some reviews
mention appreciating that it's not a big chain, which is a subtle strength in brand image.
Chef skill is also a strength; many chefs have been with RESTAURANT for years, honing
their craft — this depth of experience can be highlighted.

Resilience and Adaptability: Surviving the pandemic where a competitor (Kobé
Steaks) closed shows RESTAURANT's resilience. They likely adapted with takeout
hibachi and limited capacity, keeping the business running. This adaptability is a strength
in operations that can continue with new challenges (e.g., adapting menu or format for
changing consumer behaviors).

Weaknesses:

Limited Digital Marketing & Low Online Engagement: As identified, RESTAURANT’s
own marketing efforts are behind the times. Social media accounts have relatively low
followers and irregular content, meaning the brand isn’t fully engaging with younger
audiences online. The lack of active advertising or email outreach means RESTAURANT
isn’t top-of-mind except when customers actively seek it. Competitors with stronger
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digital presence could lure away especially new customers who rely on
Instagram/Facebook recommendations or Google Ads visibility. This is a weakness
because in today’s market “if you're quiet, you’re invisible.” RESTAURANT’s digital
silence is causing it to under-leverage its strengths.

Inconsistent Hibachi Experience: While often great, the hibachi show quality has been
inconsistent recently (some chefs not as engaging). This operational weakness directly
affects word-of-mouth. A single dull performance for a birthday party can yield several
people walking away unimpressed — a risk to the core value proposition. Training and
maintaining a uniformly high-energy performance across all chefs/tables is a challenge
RESTAURANT currently struggles with, per
reviewsextensionembed.wanderlog.comwanderlog.com. This inconsistency erodes the
“it's always a fun time” aspect of RESTAURANT’s brand promise.

Aging Facilities/Atmosphere: The Lewisville location in particular, having been open
over 20 years, has an older interior. Some online comments mention the decor is a bit
dated. While clean and cozy, it might not provide the “trendy” ambience that newer
entrants (like Osaka’s modern design) or competitors (Asian Mint’s bright contemporary
look) offer. Similarly, the Frisco location, although newer, could likely use some refresh
(paint, lighting) to remain attractive. The atmosphere matters for attracting new, younger
clientele who value Instagram-worthy environments. RESTAURANT’s ambiance is
comfortable but not distinctive or modern, which is a weakness in terms of competitive
positioning on vibe.

Sparse Innovation in Menu/Offers: RESTAURANT’s menu has remained relatively
constant. While consistency is good, there’s a lack of buzz-worthy new items or
promotions. For example, many modern sushi restaurants rotate in seasonal specials or
creative fusions (which get people talking). RESTAURANT’s signature dishes (teriyaki
steak, etc.) are reliable but not novel. Also, RESTAURANT hasn’t significantly updated
its beverage program (craft cocktails, etc.) compared to peers. This lack of innovation
can make it seem less exciting, particularly to repeat customers who might start feeling
it's “the same old thing every time.” Without new draws (like a limited-time chef’s special,
or a happy hour with unique offerings), RESTAURANT could lose visits to more dynamic

competitors.

Weak SEO for Non-Brand Search: As noted, RESTAURANT’s website doesn’t capture
a lot of organic traffic beyond people who already know the name. This is a weakness
because it means the restaurant isn’t pulling in as many new customers who are just
searching generally for the cuisine or experience. Competitors or aggregators are
capturing those eyeballs instead.

No Loyalty or CRM Utilization: RESTAURANT doesn’t have a formal loyalty program
or membership perks, nor are they utilizing the customer data they likely have (emails,
reservation history). This is a missed opportunity to strengthen customer retention. For
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instance, no evidence of sending loyal customers a coupon or acknowledging birthdays
via their data — which larger chains do. In today’s environment, even independent
restaurants use simple loyalty apps or point systems. RESTAURANT’s lack of one
stands out as a weakness in marketing.

Reliance on Traditional Reputation: RESTAURANT’s marketing historically has been
word-of-mouth and repeat business. While that's been sufficient for years, that reliance
could be a double-edged sword. It means if the word-of-mouth falters (due to some
negative trends), there’s not a lot of other marketing momentum to compensate. In
essence, a marketing inertia exists — they have not built robust marketing muscles
because they leaned on their established status. This is a weakness when facing
aggressive new competitors that actively court customers.

Opportunities:

Leverage Growing Market (Frisco and Beyond): Frisco’s explosive growth is a huge
opportunity. Tens of thousands of new residents, many of whom are likely unfamiliar with
RESTAURANT, can be acquired as customers. RESTAURANT can do local outreach —
for example, partner with real estate agents to include a coupon in welcome packets for
new home buyers, or collaborate with Frisco ISD for school fundraisers (getting families
in the door). With so many companies moving to Frisco (e.g., the new PGA
headquarters, etc.), RESTAURANT could also target corporate team-building events —
hibachi is great for groups. Marketing packages for corporate dinners (maybe a fixed
group rate) could tap into corporate spend. In Lewisville’s case, the opportunity is to
draw diners from those affluent neighboring towns (Flower Mound, Highland Village,
etc.) who might not think of Lewisville as a dining destination — targeted ads or
community event sponsorships there could raise RESTAURANT’s profile and lure them
for a unique experience.

Digital Marketing Expansion: Because current digital marketing is minimal, there is a
lot of low-hanging fruit. For instance, starting an Instagram content strategy featuring
mouth-watering food pics, chef introductions, customer spotlights, and giveaway
contests could rapidly increase followers and engagement. We saw that user-generated
content exists; RESTAURANT can repost the best of it (with permission) to enrich their
feed. Running a “Hibachi Birthday Giveaway” contest on social media (winner gets a
free birthday dinner for 4) could generate shares and new followers, capitalizing on that
celebration theme. Similarly, email marketing is an untapped channel where even a
simple monthly newsletter could drive incremental visits (e.g., announcing a limited-time
special or a coupon). The opportunity here is essentially to catch up to modern
marketing practices — given RESTAURANT’s solid foundation, doing so could yield
substantial gains relatively quickly.

Improve and Market the Experience: Turn the inconsistencies into strengths by
doubling down on the hibachi theater. For example, RESTAURANT could train all chefs



on a new “signature trick” or choreograph a fun routine that becomes known (maybe a
unique birthday song or a special flaming display). If every table reliably gets an exciting
show, customers will rave about it. Then, market that — highlight on the website and
social media that “Our chefs put on the most entertaining hibachi show in town — come
see the RESTAURANT difference!” Essentially, there’s an opportunity to reclaim the title
of best hibachi show in the area. Given that some competitors (like Benihana) have
become a bit impersonal, RESTAURANT can shine by emphasizing the personable,
skilled chefs. Possibly even create content around the chefs (introduce “Chef Pancho —
15 years at RESTAURANT, customer favorite” etc.). This personal connection can be an
asset. Also, lean into the celebration aspect: create a special “Birthday Package”
(maybe include a photo with the chef, a souvenir, etc.). By offering a slightly curated
experience for celebrants, RESTAURANT can enhance word-of-mouth and even charge
a premium or at least encourage booking.

Menu and Service Innovations: There is room to expand offerings to capture more
business. Opportunity for lunch business: Perhaps introduce quicker hibachi lunch
bowls or sushi lunch combos to attract daytime office workers (some reviewers note
lunch is less busy — a growth area). Catering & Off-site Events: as mentioned earlier,
the trend of at-home hibachi catering is an opportunity. RESTAURANT could launch a
mobile hibachi station offering for private events (and promote it via website and social).
This taps into a new revenue stream using existing skills. New menu items: Perhaps
seasonal sushi rolls (e.g., a State Fair of Texas inspired roll in fall) that can be promoted
to drive curiosity. These kinds of changes keep the menu newsworthy.

Local Partnerships: RESTAURANT could partner with local businesses and events.
For example, Frisco has sports events (FC Dallas soccer, etc.) — RESTAURANT might
do a cross-promo where ticket holders get a discount. Or partner with nearby Asian
cultural festivals (like a Japan-America Society event) to cater or sponsor, thereby
connecting with the community and raising brand profile as an authentic participant in
the culture. These partnerships can generate press coverage or social mentions,
effectively free advertising and goodwill.

Online Reputation Management: An opportunity exists to actively manage and
improve online reviews. By responding to reviews (especially negative ones) with
professionalism and remedy offers, RESTAURANT can show responsiveness, which
future customers notice. Encouraging happy customers to leave reviews through subtle
prompts (a card with QR code at the table) could bolster ratings over time, especially on
Yelp. If they could raise that Yelp from 3.5 to 4.0 through a concerted campaign, it would
be a significant perception win.

Second-Generation Customers: Because RESTAURANT’s been around long enough,
there’s a generation of people who went there as kids who are now adults potentially
with kids of their own. Marketing to these millennial-era returnees (e.g., via nostalgic
social media posts: “Did you come to RESTAURANT as a kid in the 90s? Come relive



the memories with your family — show your kids the magic of hibachi!”) could activate a
customer segment that has fond memories and now disposable income. This plays to
RESTAURANT’s legacy strength and converts it to new visits.

Threats:

Rising Competition & Diminished Uniqueness: The competitive analysis shows new
entrants like Osaka, as well as the ever-popular Benihana, contending for the same
customers. If Osaka continues to earn high praise and perhaps expands (they could
open more branches in the region if successful), RESTAURANT faces a threat of losing
market share, particularly the younger demographic that might try the new spot and
never get around to RESTAURANT. There’s also the concept threat: forms of dining like
Korean BBQ or hotpot are trendy and offer interactive experiences; these could divert
some of the group-dining crowd away from hibachi if RESTAURANT doesn’t continually
market itself as the fun option. Essentially, competitive crowding in the Asian dining
scene in DFW is a threat — the pie is getting split into more slices.

Economic Downturn / Spending Cuts: With consumer confidence
lowconference-board.org and talk of a potential recession, a real threat is that
consumers will reduce discretionary spending on dining out. Hibachi, while fun, might be
seen as more of a luxury vs. a quick casual meal. If inflation remains high and budgets
tighten, families may choose cheaper alternatives (e.g., fast-casual or cooking at home)
instead of a hibachi night. RESTAURANT could see fewer large party bookings or less
frequent regulars. Furthermore, if price pressures force RESTAURANT to raise menu
prices again, it could hit a pain point for some customers, exacerbating this. Thus,
macroeconomic headwinds pose a threat to maintaining current sales volume.

Operational Strains (Staffing, Quality Control): The labor market for skilled hibachi
chefs is limited. A key threat is if RESTAURANT cannot retain or recruit quality chefs, the
core experience will suffer. We’ve already seen hints of this with some less engaging
chefs — if any star chefs leave (perhaps lured by competitors or retirement),
RESTAURANT must replace them adequately. Also, as business picks up on weekends,
ensuring service quality (kitchen timing, waitstaff attentiveness) is crucial. Any slip-ups
here can lead to bad reviews and a tarnished reputation that’'s hard to undo. In short,
internal consistency is critical; failing in that is an internal threat that becomes external
via negative word-of-mouth.

Shifts in Consumer Tastes: Another threat is the evolving palate and preferences of
consumers. Younger diners might gravitate to poke bowls, ramen bars, or other food
trends, perceiving hibachi as a bit old-fashioned unless revitalized. Also, health trends
could impact perceptions — hibachi is often seen as heavy (lots of butter, oil, fried rice). If
more consumers seek healthy dining, RESTAURANT might be overlooked (though sushi
helps balance that). Essentially, if hibachi doesn’t evolve with the times, it risks being
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seen as a once-a-year novelty rather than a frequent choice. That would limit growth.

Supply Chain Disruptions: As witnessed during pandemic times, another threat is any
disruption in the supply chain for key ingredients. If, say, another avian flu outbreak hits
(affecting chicken/egg supply) or if import issues cause a shortage of sushi-grade fish,
RESTAURANT could face menu item outages or cost spikes that hurt short-term
business. The restaurant business is vulnerable to such external shocks, so it remains a
background threat.

Negative Publicity: While none has occurred, any single viral negative incident (food
safety issue, rude service caught on video, etc.) could severely harm RESTAURANT’s
brand. In the social media age, one bad story can blow up. Staying vigilant to avoid any
scenario (like the incidents where hibachi chefs have had accidents or customers
misbehave and it goes viral) is important. This is a latent threat that every business faces
in the digital era.

Gap Analysis & Recommendations (Quick Wins vs Strategic Plays):

After evaluating the SWOT, we identify the gaps between where RESTAURANT is and where
it could/should be, and propose actions. We classify them as Quick Wins (immediate,
low-effort, high-impact) and Strategic Plays (longer-term initiatives requiring planning and
investment).

Quick Wins (tactical improvements):

Improve Online Engagement: Start posting regularly on Instagram and Facebook — aim
for 3x per week. Share existing UGC (with credit) to fill the content pipeline. Respond to
all comments and DMs. This requires little spend, just consistency. Also, begin
responding to Google and Yelp reviews (especially negative ones) with polite,
solution-oriented replies. This shows responsiveness and can improve
perceptionstiktok.com.

Local SEO Boost: Update Google My Business with new photos (hire a photographer for
a session — quick win for a few hundred dollars). Post a Google Update about “Now
booking holiday parties” or similar, to utilize that feature. Correct any listing
inconsistencies (the minor ones we found) — a quick fix via services or manually. These
will marginally help SEO and definitely improve how RESTAURANT looks on search
(fresh and active).

Launch a Small Social Ad Campaign: Allocate a modest budget (even $500) for a 1-2
month Facebook/Instagram ad campaign targeting the local area. Promote something
specific — e.g., a “Weekday Dinner Special: Free appetizer with 2 hibachi entrees
(Mon-Thurs).” This can bring in traffic on slower days and measure the responsiveness
of digital ads. It's a quick win because it can be done immediately and results tracked in
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real-time. If it performs, scale up; if not, adjust messaging.

Email All Subscribers: Send an engaging email to the subscription list re-introducing
RESTAURANT. Possibly title it “A Message from RESTAURANT’s Owners — Thank You!”
including a small incentive (like “show this email for 10% off your next visit”). This
reactivates dormant customers at very low cost. Also set up birthday email collection — a
simple form at the restaurant or online to gather birthdays and send those people a
dessert coupon when their month comes. These are straightforward CRM actions that
can drive repeat visits.

Enhance In-House Promotion: Often overlooked in digital analysis is on-premise
marketing. RESTAURANT can use table-top cards or bill inserts to encourage following
their social media (“Follow us @RESTAURANTfrisco and tag your visit to get a
surprise!”) or to promote lesser-known offerings (like “Yes, We Cater! Ask about private
events”). This is basically free and leverages existing customer touchpoints.

Refine Website SEO: Optimize title tags (e.g., “RESTAURANT Hibachi & Sushi — Frisco
& Lewisville’s Favorite Japanese Restaurant”) and add a brief paragraph on each
location page with keywords (e.g., “RESTAURANT is a Japanese restaurant in Frisco,
TX offering hibachi grill entertainment and fresh sushi. Serving Plano, McKinney, Allen
areas. Perfect for birthdays and family dinners.”). This is a one-time task that an SEO
freelancer could do in a day, but yields ongoing benefit.

Clean Up Menu Presentation: As a quick UX win, consider replacing the PDF menus on
the site with actual HTML menus or at least ensure the PDF is up-to-date and
mobile-friendly. Many users check the menu on mobile; making it easy improves the
chance they decide to come.

Train Staff to Encourage Reviews: Without being pushy, have servers mention “If you
enjoyed tonight, we’d love a review on Google or Yelp — it helps us a lot!” This personal
touch can significantly increase review count (as long as service was indeed good),
which in turn boosts online reputation. A one-night staff meeting to instill this practice is
all it takes.

Strategic Plays (longer-term initiatives):

Experience Revamp & Marketing: Develop a “RESTAURANT 2.0” hibachi experience
program. This could include retraining chefs for consistency, introducing new show
elements (maybe a signature flaming cocktail or a brief drumming routine for birthdays),
and enhancing the ambiance (e.g., install better lighting or music system to create a
more immersive atmosphere during chef shows). Once the experience is leveled up,
launch a marketing campaign around it: “Announcing the New RESTAURANT Hibachi
Show — bigger flames, bigger fun! Come see it.” This strategic move ensures



RESTAURANT stays ahead as the exciting hibachi spot.

Loyalty Program Development: Invest in a simple loyalty program (could be via an app or
just phone number tracking at POS). For example, “Hibachi Club: Every 10th entrée
free” or points that accumulate for discounts. This encourages repeat business and
provides valuable data. Marketing can then target loyalty members with exclusive deals,
turning casual visitors into regulars. Implementation might require some tech integration,
but companies offer turnkey loyalty solutions for small businesses now. Over a year or
two, a loyalty program can significantly boost retention.

Community & Influencer Partnerships: Forge ongoing partnerships rather than ad-hoc.
For community: sponsor a Little League team, host a charity dine-out night where a
portion of proceeds go to a local school (this drives traffic on a chosen night and earns
goodwill). For influencers: establish a “RESTAURANT Insider” program where local food
influencers are invited quarterly to try new menu items or special chef’s tables. They will
post about it regularly, maintaining an undercurrent of buzz. This strategic approach to
community embedding will strengthen RESTAURANT's local roots and referral network.

Menu Engineering & Innovation: Consider evolving the menu strategically. Perhaps
introduce tiered hibachi experiences (standard vs deluxe with premium proteins) to
upsell high-end customers and increase check averages. Or integrate a seasonal menu
rotation — e.g., a summer menu with lighter options, a holiday menu with special sushi
rolls (imagine a red-and-green “Christmas Roll”). Continual menu innovation is a
strategic play to keep the experience fresh and give marketing something new to talk
about each season. Additionally, evaluate food cost vs popularity and adjust menu mix to
improve margins without sacrificing satisfaction (classic menu engineering).

Second Location or Expansion: A bold strategic consideration: with the growth in DFW,
is there an opportunity for another RESTAURANT location or an express concept? For
instance, perhaps re-open in Las Colinas/Irving (where the original was) if the market
conditions are right — there’s nostalgia there and a gap since Kobé closed. Expansion is
a big move, but strategically, if RESTAURANT solidifies operations, expanding could
capture more market share that competitors might otherwise fill. Alternatively, an express
spin-off (maybe a fast-casual sushi bowl concept leveraging the RESTAURANT brand)
could tap lunch crowds and diversify revenue. This is a long-term play, beyond
immediate scope, but it's a vision for leveraging brand equity.

Refurbishment and Modernization: Allocate budget for interior refreshes in the next 1-2
years. Updating the decor (new paint, artwork, maybe installing some modern Japanese
design elements or neon signage for a blend of traditional and modern) will keep the
physical space appealing. Also consider modern tech like tabletop ordering tablets or an
updated sound system for music — subtle enhancements that collectively improve
customer experience. This is strategic as it requires capital, but it defends against the
“dated” impression and appeals to younger diners. After refurbishment, a



re-grand-opening marketing push can be done.

e Harness Data & Feedback Loops: Strategically implement systems to gather and utilize
customer feedback continuously. This could mean regular customer satisfaction surveys
(perhaps emailed after an OpenTable reservation or via a QR code on receipt).
Analyzing this data will help catch issues early (e.g., if multiple people mention a specific
issue, fix it before it shows up publicly on Yelp). Over time, being data-driven in customer
experience will differentiate RESTAURANT in delivering top-notch service.

e Targeted Marketing for Off-Peak & New Segments: |dentify patterns (maybe Monday
dinners are slow, or few millennials without kids come). Create strategic campaigns to
address these. For example, initiate “Monday Family Night — Kids eat free with 2
adult hibachi entrees” to draw early-week traffic, or a Friday late-night sushi happy
hour to attract young adults for sushi and drinks. These are marketing plays that require
planning, but can open up new revenue pockets if executed. The key is using data from
POS to see where there’s room to grow and crafting promotions accordingly.

In prioritizing, Quick Wins should be tackled ASAP: they will patch the obvious holes (digital
silence, unengaged online community, etc.) and likely yield an uptick in visits and customer
satisfaction in the next 2-3 months. Strategic Plays should then follow: by mid to late 2025,
RESTAURANT can roll out a refreshed experience and stronger marketing program that not
only addresses current vulnerabilities (like competition and consistency) but also sets the stage
for RESTAURANT’s growth in the next 5 years.

By executing on these fronts, RESTAURANT can turn its current vulnerabilities into areas of
improvement and leverage its opportunities to reinforce what it already does well. In conclusion,
RESTAURANT is a beloved brand at a crossroads — with a rich legacy to build on and a
changing market around it. With evidence-based tweaks and strategic enhancements,
RESTAURANT can boost its brand equity, solidify its digital footprint, outmaneuver competitors,
and continue to delight customers (old and new) for years to come.

Sources:

e RESTAURANT Instagram profiles (Lewisville & Frisco) for follower
countsinstagram.cominstagram.com

e Facebook page info for likes/check-insfacebook.comfacebook.com

e TikTok account and hashtag statisticstiktok.com
e Brittany Rose TikTok engagement on RESTAURANT iktok.com

e Yelp ratings for RESTAURANT Lewisville & Friscoyelp.comyelp.com



https://www.instagram.com/jinbehlewisville/#:~:text=videos%20www,the%20highest%20quality%20Traditional
https://www.instagram.com/jinbehfrisco/#:~:text=videos%20www,family%20owned%20Japanese%20restaurant
https://www.facebook.com/Jinbeh/#:~:text=Jinbeh%20,for%20great%20Japanese%20Hibachi%2C%20Sushi
https://www.facebook.com/JinbehLEW/#:~:text=Jinbeh%20Lewisville%2C%20Lewisville%2C%20Texas,Japanese%20dishes%20such%20as%20Shabu
https://www.tiktok.com/@jinbeh#:~:text=Jinbeh%20Frisco%20%26%20Lewisville%20TX,Sushi%20in%20the%20Dallas%20area
https://www.tiktok.com/@brittanyroseblog/video/7229047385085857067#:~:text=,and%20one%20in%20lewisville
https://www.yelp.com/biz/jinbeh-lewisville?start=60#:~:text=JINBEH%20,2
https://www.yelp.com/search?cflt=sushi&find_loc=Frisco%2C+TX#:~:text=Sushi%20Bars,Preston%20Rd%2C%20Frisco%2C%20TX%2075034

e OpenTable ratingsopentable.comopentable.com

e Wanderlog aggregated ratings (Google 4.5% Lewisville, 4.2%
Frisco)wanderlog.comextensionembed.wanderlog.com

e Review excerpts indicating

praise/complaintsextensionembed.wanderlog.comwanderlog.comextensionembed.wand
erlog.com

e Benihana Yelp rating (3.2% )visitaddison.com and IG followersinstagram.com

e Osaka Yelp rating (4.2% )yelp.com

e Kobé Steaks closure newsdallas.eater.com

e Asian Mint IG followersinstagram.com and TripAdvisor 4.7 % tripadvisor.com

e Uchi IG followersinstagram.com

e USDA Economic Research Service — Food price outlook (beef +7.6% YoY )ers.usda.gov

e Conference Board Consumer Confidence March 2025 (12-year low
expectations)conference-board.org

e World Population Review — Frisco pop. growth 18% since
2020worldpopulationreview.com; Lewisville pop. 1.75%

growthworldpopulationreview.com

e Data USA — Frisco median income $146kdatausa.io; Lewisville median
$85kworldpopulationreview.com

e Flower Mound/Highland Village incomes ~$156kflowermound.gov

e Reddit mention of RESTAURANT being recommended for birthdaysreddit.com
e Instagram search showing many posts at RESTAURANT locationinstagram.com

e Newsweek via Reddit on tariffs and beef pricesfacebook.com

Key Data-Source Checklist (include in research plan)


https://www.opentable.com/jinbeh-japanese-restaurant-frisco#:~:text=Jinbeh%20Japanese%20Restaurant%20,currently%20accepting%20reservations%3F%20Yes%2C
https://www.opentable.com/jinbeh-lewisville#:~:text=Jinbeh%20,A%20South%20Stemmons%20Freeway
https://wanderlog.com/list/geoCategory/316325/#:~:text=Save
https://extensionembed.wanderlog.com/list/geoCategory/471068/asian-food#:~:text=4
https://extensionembed.wanderlog.com/list/geoCategory/471068/asian-food#:~:text=talented%20sushi%20chefs%20craft%20delicious,favorite%20Teriyaki%20Steak
https://wanderlog.com/list/geoCategory/316325/#:~:text=This%20places%20was%20recommended%20by,quality%20of%20food%20and%20entertainment
https://extensionembed.wanderlog.com/list/geoCategory/471068/asian-food#:~:text=The%20hibachi%20experience%20was%20underwhelming%2C,despite%20the%20lack%20of%20entertainment
https://extensionembed.wanderlog.com/list/geoCategory/471068/asian-food#:~:text=The%20hibachi%20experience%20was%20underwhelming%2C,despite%20the%20lack%20of%20entertainment
https://visitaddison.com/listing/benihana/24/#:~:text=Benihana%20,Recommended%20Reviews
https://www.instagram.com/benihana/#:~:text=233K%20Followers%2C%20217%20Following%2C%203659,a%20meal%2C%20it%27s%20an%20experience
https://www.yelp.com/search?find_desc=Hibachi+Restaurant&find_loc=Frisco%2C+TX#:~:text=BEST%20of%20Frisco%2C%20TX%20Hibachi,Sake%20Sushi
https://dallas.eater.com/2020/10/6/21504812/addison-kobe-steaks-hibachi-closed-permanently#:~:text=40,has%20permanently%20closed%20its%20doors
https://www.instagram.com/asianmint/?hl=en#:~:text=19K%20Followers%2C%207759%20Following%2C%201696,EST
https://www.tripadvisor.com/Restaurant_Review-g55711-d4813605-Reviews-Asian_Mint-Dallas_Texas.html#:~:text=ASIAN%20MINT%2C%20Dallas%20,of%202344%20restaurants%20in%20Dallas
https://www.instagram.com/uchirestaurants/?hl=en#:~:text=77K%20Followers%2C%20728%20Following%2C%201609,cuisine%20by%20%40cheftysoncole%20%40uchikorestaurants
https://www.conference-board.org/topics/consumer-confidence#:~:text=US%20Consumer%20Confidence%20tumbled%20again,year%20low
https://worldpopulationreview.com/us-cities/texas/frisco#:~:text=Frisco%20has%20a%202025%20population,since%20the%20most
https://worldpopulationreview.com/us-cities/texas/lewisville#:~:text=2025%20population%20of%20%20138%2C307,population%20of%20126%2C422%20in%202020
https://datausa.io/profile/geo/frisco-tx/#:~:text=2023%20Median%20Household%20Income
https://worldpopulationreview.com/us-cities/texas/lewisville#:~:text=Economics%20and%20Income%20Statistics
https://www.flowermound.gov/2364/Demographics#:~:text=Demographics%20,The%20average%20household
https://www.reddit.com/r/CarrolltonTX/comments/1ch6ilq/birthday_restaurants/#:~:text=Birthday%20Restaurants%20%3A%20r%2FCarrolltonTX%20,Upvote%203
https://www.instagram.com/explore/locations/1154388/jinbeh/#:~:text=Jinbeh%20on%20Instagram%20%E2%80%A2%20Photos,12146191200%20%C2%B7%20TopRecentIn%20the%20area
https://www.facebook.com/groups/lolphcomm/posts/2034206657104244/#:~:text=Tariff,climbed%20after%20bird%20flu

Area

Instagram & TikTok

Yelp & Google
Tripadvisor
OpenTable
Restaurantji

Birdeye

Influencer Content

Reddit & YouTube

Macroeconomics

Local
Demographics

Primary Sources

@RESTAURANTfrisco feed Instagram, @RESTAURANT main profile
Instagram

Yelp Lewisville page Yelp; Google Business ratings via SERP API
Lewisville listing Tripadvisor and Irving legacy site Tripadvisor
Lewisville reservation page OpenTable

Frisco ratings summary Restaurantji

Irving customer-review archive (595 reviews) Birdeye Experience
Marketing platform

Recent Reels example Instagraminstagram

Boolean query: ("“RESTAURANT” AND “hibachi” site:reddit.com OR
site:youtube.com)

BLS CPI, USDA Seafood Index, National Restaurant Association
forecasts

U.S. Census ACS five-year tables; Esri Tapestry Segmentation


https://www.instagram.com/jinbehfrisco/?hl=en&utm_source=chatgpt.com
https://www.instagram.com/jinbeh/?hl=en&utm_source=chatgpt.com
https://www.instagram.com/jinbeh/?hl=en&utm_source=chatgpt.com
https://www.yelp.com/biz/jinbeh-lewisville?utm_source=chatgpt.com
https://www.tripadvisor.com/Restaurant_Review-g56161-d3859215-Reviews-Jinbeh-Lewisville_Texas.html?utm_source=chatgpt.com
https://www.tripadvisor.com/Restaurant_Review-g56032-d1969103-Reviews-Jinbeh_Japanese_Restaurant-Irving_Texas.html?utm_source=chatgpt.com
https://www.opentable.com/jinbeh-lewisville?utm_source=chatgpt.com
https://www.restaurantji.com/tx/frisco/jinbeh-/?utm_source=chatgpt.com
https://reviews.birdeye.com/jinbeh-japanese-restaurant-149405185398433?filter=Newest&utm_source=chatgpt.com
https://reviews.birdeye.com/jinbeh-japanese-restaurant-149405185398433?filter=Newest&utm_source=chatgpt.com
https://www.instagram.com/jinbehfrisco/reel/C_3XDFyiye1/?__d=1%2F&utm_source=chatgpt.com
https://www.instagram.com/jinbehfrisco/reel/C7R0o_Wv2O-/jinbeh-is-more-than-an-amazing-meal-and-refreshing-cocktail-were-all-about-the-e/?utm_source=chatgpt.com
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