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I. THE FOODSERVICE INDUSTRY

Learning Objectives

• Recognize food industry trends and explain their potential impacts on business

management.

• Identify the two main segments of the food service industry and explain the key differences

between them.

• Recognize the evolving nature of the food service industry and the trends shaping its future.

• Describe the conduct of a professional working in the food service industry.

Key Terms

Food service industry Commercial food service Non-commercial food service

Hospitality Professionalism Customer service

Teamwork Trends Challenges

Source: The BC Cook Articulation Committee. (2015). Working in the Food Service Industry. Victoria, B.C.:
BCcampus, CC-BY. Retrieved from https://opentextbc.ca/workinginfoods
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1.1. IMPORTANCE OF THE FOOD SERVICE
INDUSTRY WITHIN HOSPITALITY

The hospitality and food service industry has a long-standing tradition of delivering quality service and
putting customer needs first. Employees are expected to be professional, respectful, and attentive to customer
requirements. Those who excel in the industry are recognized for their commitment, dedication, and passion
for their work. Professionals often collaborate to enhance the industry by engaging in local food initiatives,
joining local or national associations, and staying closely connected with the community. This industry is not
just a job; it is a way of life, where workers are encouraged to treat their peers with respect, just as they would
like to be treated by customers.

1.1. IMPORTANCE OF THE FOOD SERVICE INDUSTRY WITHIN HOSPITALITY | 7



1.2. FOOD SERVICE INDUSTRY: A MAJOR
PLAYER IN THE ECONOMY

The food service sector is a crucial component of the hospitality industry and plays a vital role in the economy.
In the United States, the restaurant industry alone is worth about $800 billion, with nearly half of consumers’
food budgets being spent on dining out. This sector is also a major employer, providing jobs for approximately
fifteen million people, which represents 10% of the US workforce. There are over one million food service
establishments in the country, significantly outnumbering the 53,000 lodging establishments (Egan, 2015)
. In Canada, the food service industry is estimated at 114.29 billion USD in 2024 with an estimate growth
of 17.96% until 2029 (Mordor Intelligence Industry Reports, 2023). In 2022, there were more than 97,000
restaurants, bars and caterers across the country, with more than 1,200,000 people employed (Statistics
Canada, 2025b).

In 2022, Ontario’s accommodation and food services industry employed 389,700 people, accounting for 5.1%
of the province’s workforce. Employment in this sector grew by 9.4% that year and is expected to see moderate
growth from 2023 to 2025. However, the sector’s recovery could be slowed by reduced discretionary spending
due to inflation and a persistent labor shortage. In 2022, the industry contributed $13.0 billion to Ontario’s
gross domestic product (GDP), making up 1.7% of the province’s total GDP (Government of Canada 2025a)
.
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1.2.1. SOCIO-ECONOMIC AND
DEMOGRAPHIC FACTORS AFFECTING THE
INDUSTRY

The food service industry is uniquely positioned as it directly serves the entire population, making it highly
sensitive to demographic and socio-economic shifts. Some recent trends that have played a role in shaping the
structure of the industry are as follows.

Status of Women

The late 20th century and the early 21st century have marked a significant shift in the participation and
acceptance of women in the workforce. According to Statistics Canada estimates from November 2022,
women had a labor force participation rate of 85.1%, with an employment rate of 81.6%. Beyond participation,
women are increasingly taking on leadership roles across various sectors (Statistics Canada 2023b). These
figures reflect a broader societal transformation of women spending less time in domestic roles such as food
preparation.

Smaller Households

The global trend of shrinking household sizes is clearly reflected in Canada. In the early 20th century, the
typical Canadian household often consisted of two parents living with multiple children (Statistics Canada
2015). Today, however, household sizes have significantly decreased. This shift is not only a consequence of
declining birth rates but also of changing social norms—particularly the decreasing prevalence of marriage.
As a result, there has been a notable rise in single-person and childless households, reshaping the traditional
concept of family and domestic life in Canada, including food preparation needs.

Declining Birth Rate

As noted earlier, Canada has experienced a steadily declining birth rate over the past 15 years. This trend
reached a historic low in 2023, with the fertility rate falling to 1.3 children or fewer per woman (Statistics
Canada 2024b). The implications of this demographic shift are far-reaching, affecting everything from
workforce sustainability to long-term economic growth and social services planning.
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Increase in Landed and Racialized Immigrants

According to the 2021 Census, landed immigrants now make up approximately one-quarter (23%) of the
Canadian population—the highest proportion since 1921, when they accounted for 22.3% (Statistics Canada
2022). The proportion of landed immigrants is expected to reach over 30% of the Canadian population in
the next 10 years. The countries of origin of Canadian immigrants have also shifted from Europe to other
parts of the world, with India and the Philippines, alone, accounting for 30% of all Canadian immigrants in
2021. These shifts have also let to growing diversity, 26.5% of Canadians are from racialized populations (Hou,
Schimmele, and Stick 2023). Demographic changes are reshaping the social and cultural fabric of the country,
contributing to a more multicultural and inclusive society.

More Educated Population

Canada boasts a remarkably high literacy rate, consistently ranking among the top 10 out of 27 countries in the
2022 Program for the International Assessment of Adult Competencies (PIAAC) (Statistics Canada 2024c).
Beyond basic literacy, a significant portion of the Canadian population has attained post-secondary education,
contributing to one of the most highly educated workforces globally.

Labor Shortages

Canada is grappling with a significant labor shortage, largely driven by its rapidly aging population. As more
individuals retire, the proportion of people dependent on the working population increases, while the number
of active workers declines. Although immigration has helped to mitigate some of these workforce gaps, many
sectors continue to struggle with unfilled positions. The food service industry has been hit hard by labor
shortages. In 2021, approximately 60% of food service establishments reported difficulties in both recruiting
and retaining staff (Government of Canada 2024a). This trend highlights a broader challenge across the
economy, where persistent vacancies are becoming increasingly difficult to fill despite ongoing efforts to attract
and retain talent.

10 | 1.2.1. SOCIO-ECONOMIC AND DEMOGRAPHIC FACTORS AFFECTING THE INDUSTRY



1.3. FOOD SERVICE SEGMENTS

Food service can be segmented into two sectors: Commercial food service and non-commercial food service
establishments. A commercial food service establishment main purpose is to create and sell food and beverages
for profit. Non-commercial food service establishments are embedded in organizations where food and
beverage are not the primary business focus, such as in healthcare, education, the military, and transportation
(Egan 2015).
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1.3.1. COMMERCIAL FOOD SERVICE

Most of the food service establishments are situated within the commercial sector. These establishments
exhibit significant variation, rendering the categorization into distinct segments a complex task. Each segment
can be differentiated by service level, quality of menu offerings, and price point. These attributes, along
with other unique characteristics, will be examined within each segment. Historically, there were clearly
defined segments; however, contemporary trends have blurred the lines between these categories. Despite these
limitations, we will discuss eight primary segments.

Quick Service Restaurants (QSRs)

Quick Service Restaurants (QSRs), commonly known as fast food restaurants, are those where the customer
orders at a counter, pays prior to receiving the product, and picks food up at the counter. Drive-thru service is
also commonplace in the QSR segment. The service level is minimal, fast, and efficient, and the food quality
is low-cost value. QSR establishments are unquestionably chain-dominated, and traditionally, McDonald’s,
Burger King, and Wendy’s dominated the QSR segment, but dominance has begun to shift.

Food Trucks/Street Food

Food Trucks/Street Food are like QSR establishments, with limited counter-based service, due to their small
street-side presence. Patrons order and pay at the counter and may take their food away, eat it right on the
sidewalk, or sit at a table nearby. These operations typically have a limited menu; and they find a few things
to do very well. Unlike QSRs, food trucks/street food vendors are typically independents, but chains are
beginning to emerge. Food trucks and street vendors have been innovative using social media sites, like TikTok,
as a marketing strategy.

Quick Casual

Quick Casual (also known as fast casual) segment is fast-growing, exciting, and is taking market share from
QSR and the family and casual dining segments. Much of the growth in this segment can be attributed
to dominant players such as Chipotle and Panera. Other key players in this segment include Noodles and
Company and Pei Wei Asian Market. Service is limited similar to QSR. One of the main distinctions between
quick casual and QSR is the quality of their menu. In quick casual establishments, an emphasis is placed on
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freshness, and many items are prepared in front of the customer. These establishments often have metal cutlery,
ceramic plates and bowls, and more upscale and trendier décor to further differentiate themselves from QSR.
The quick casual segment is largely dominated by chains.

Family Restaurants

Family restaurants are generally full-service establishments. Customers no longer order at a counter and take
their food to a table. Rather, they are seated, typically receive menus, and are waited on by servers, who are
central in orchestrating the dining experience. Food may now be delivered in courses (appetizer, main course,
and dessert). Payment occurs at the end of the meal, and gratuities (tips) are expected. Alcohol is served in most
full-service establishments. These restaurants include a mix of chains and independents. Homestyle cooking
dominates this segment, and family-style restaurants are typically open for breakfast, lunch, and dinner. Buffet
restaurants can also fall into this category.

Casual Restaurants

Casual restaurants, similar to family style restaurants, are full-service establishments that position themselves
with a relaxed atmosphere (relative to upscale establishments), moderately priced food, and higher quality
service as compared to QSR. Typically, only lunch and dinner are served in casual restaurants, however, some
establishments may also serve breakfast as well. A broad range of alcoholic beverages are available in these
restaurants. Casual restaurants focus heavily on tabletop marketing pieces to entice patrons to order appetizers
and specialty alcoholic beverages. Similarly, servers are trained and encouraged to “up-sell” appetizers, desserts,
and alcoholic beverages. While popular, casual restaurants are losing market share to quick casual
establishments.

Casual Upscale Restaurants

Casual Upscale restaurants (also known as polished casual restaurants) are a minor step below upscale
restaurants. This segment of food service is arguably one of the most difficult segments for individuals to
grasp conceptually. Restaurants in this segment are similar to upscale restaurants in service and food quality.
However, their major distinctive feature is that they turn tables quickly in comparison to upscale restaurants
where the dining pace is more leisurely. Casual upscale restaurants generally serve both lunch and dinner,
whereas upscale fine dining restaurants typically only serve dinner. Casual upscale establishments have
expensive décor, some may use linen, they have a full bar and a high-quality wine list, and most items are
prepared from scratch with the highest quality ingredients. There are numerous independently owned and
operated casual upscale restaurants. However, the major players in this segment are chains. But for the most
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part, chain restaurants in this segment do not want the connotation of being a part of a chain, rather would
like to be perceived as unique independent restaurants.

Upscale Fine Dining

Upscale fine dining establishments are at the top of the restaurant “food chain.” Upscale fine dining restaurants
have a strong focus on providing the highest level of product and service, and their décor has an upscale look
and feel. Upscale restaurants will often have a wine cellar to meet guests’ expectations. Upscale establishments
employ highly trained professional servers who are typically only responsible for one or two tables at the same
time. Average checks can easily exceed $500.00. Unlike casual upscale, independents dominate the upscale fine-
dining segment. The restaurants in this segment generally have an à la carte or a fixed price (prix fixe) menu. An
à la carte menu prices each item separately, whereas everything is included for one price with a fixed price menu.
Many upscale dining establishments and their chefs strive to earn a coveted Michelin Star, a top spot in one of
the several international lists, positive reviews from restaurant critics, or positive reviews online. Such accolades
help these establishments maintain their exclusive status in a highly competitive business environment.

Cloud Kitchens

Cloud kitchens—also known as ghost kitchens—are a rapidly emerging segment within the food service
industry. These are commercial kitchens designed exclusively for preparing food for delivery or takeout,
with no dine-in facilities. They offer a cost-effective way for restaurateurs to expand existing operations or
launch virtual brands without the overhead of a traditional restaurant. The rise of cloud kitchens accelerated
during the COVID-19 pandemic, driven by a surge in demand for online meal delivery, growing interest
in international cuisines, and the widespread adoption of digital ordering platforms. According to (Mordor
International Reports 2023), approximately 49.4% of Canadians reported ordering food online at least once a
week following the pandemic. This shift in consumer behavior has solidified the role of cloud kitchens as a key
player in the evolving food service landscape.
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1.3.2. NON COMMERCIAL FOOD SERVICE

Non-commercial food service is a cost-oriented enterprise that prepares and serves meals as a secondary support
service to educational institutions and other organizations which means that food and beverage are not the
primary focus of a business, but rather present to support or supplement a “host.” Organizations can either
self-operate or contract out to a company that specializes in feeding and related services. Non-commercial
success is often rated by participation instead of sales volume, and can be found in corporations, healthcare
facilities, schools, and military or government installations. For these entities, providing food and beverages
is not the number one goal but a secondary goal offered in support of the establishment’s main purpose. For
example, a university has the primary goal of educating students but offers cafeterias and other food services
that support that goal.

These establishments are diverse and can span everything from school meals to fine dining experiences. Though
this sector has had a reputation for uninspired food, some companies are changing that through innovations
that dedicated to serve tasty food that can be locally sourced, organic, or sustainable. Apple’s new multi-
billion-dollar headquarters features a garden where chefs can select fruits, vegetables, and herbs for hyper-local
sourcing. In Ontario, the Ottawa Network for Education (ONFE) is a charitable organization that collaborates
with educators, businesses, government entities, and the community to develop impactful programs for K-12
students. The organization works closely with all four public school boards to support children and youth.
One of its programs is the School Breakfast Program, which aims to provide students in need with a nutritious
breakfast, giving them an equal opportunity to start their day ready to learn alongside their peers.

A wide variety of businesses and other organizations house non-commercial food service operations. These
segments are discussed briefly below.

Daycare and Childcare

Foodservice in daycare and childcare facilities plays a crucial role in promoting healthy eating habits and
providing essential nutrients for young children during their formative years. These programs generally offer
meals and snacks throughout the day, catering to children of varying ages and dietary needs. In Canada,
daycare and childcare facilities offer meals and snacks to children through two primary models: self-prepared
meals and food programs. Daycares preparing meals on-site (self-prepared) have more control over menus and
portion sizes but require dedicated kitchens, equipment, and trained staff. Food programs involve partnering
with external providers or government-funded initiatives, reducing workload for daycare staff but offering less
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control over menus. Both options require adherence to strict food safety regulations set by Health Canada,
with additional provincial/territorial regulations possible.

K-12 Education

Kindergarten through twelfth-grade food service primarily involves providing lunches in both public and
private schools. These programs are subsidized to various degrees by the U.S. federal government, and must
meet the nutritional requirements, set by the Code of Federal Regulations (CFR). In April 2024, the Canadian
government announced that they will invest $1 billion dollars over the next five years for a new National School
Food Program based on the Canada’s School Food Policy. School nutrition programs are focusing more on
purchasing local products and nutritional education to help improve the eating behaviors of students. The
school food service may be either be self-operated or contracted out. It can also significantly vary in cost and
quality from country to country.

Interested in learning more about the school food programs in other countries?

Click the countries below to learn more.

France

Japan

Finland

College and University

The amount and types of food service operations in higher education depend on the size and type of school.
Traditionally universities had dining halls where students would go through the cafeteria line, filling up their
trays as they moved along the counter. Now there are more options, more stations, and more made-to-order
food. We also see smaller tables to mimic eating in a restaurant. Universities can be self-operated, or they may
contract out their food service operations. Many universities also have retail dining areas or food courts like a
mall where students can find many familiar QSR brands.
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Healthcare

Feeding in a traditional hospital setting includes patient feeding, employee feeding, and guest feeding.
Hospitals may also have a catering service that can range from casual to large upscale fundraising events. The
size and scope of offerings largely depend on the size and location of the hospital. Rehabilitation clinics, long
term care facilities, and traditional nursing homes also provide patient feeding.

Continuing Care Retirement Facilities (CCR’s)

CCRCs are a relative newcomer and are becoming more important with the Baby Boomers at or nearing
retirement age. Nursing homes may come to mind when you think of a CCRC, but a CCRC is closer
to a resort. Many guests are still very active, and CCRCs fulfill the individuals’ needs for activities,
accommodations, and fine food. There is a growing need for management talent in CCRCs, and many
hospitality programs are adding courses in this area to their curricula.

Sports and Entertainment Arenas

Sports and entertainment arenas typically contract out their food service operations. Offerings range from
popcorn and peanuts to fine dining full-service restaurants. There may also be catering in the box suites.
Often the food at an arena mimics an area’s most popular and unique items. In Pittsburgh’s Heinz field, for
example, you can find the famous Primanti Bros. sandwich, which is stuffed with coleslaw and fries. AT&T
Park’s $8 Gilroy garlic fries in San Francisco have become famous in their own right. For the Olympics,
Aramark is the food service provider, feeding athletes, coaches, staff, officials, and the press. This is food
service on a grand scale serving over 3.5 million meals and 10,000 people per hour with diverse dietetic and
cultural needs. In Canada, there has been a push to implement nutrition policies in recreation and sports
facilities, with some provinces, as Alberta, British Columbia and Nova Scotia adopting voluntary guidelines
(Government of Alberta 2012; Province of British Columbia 2014; Recreational Facility Association of Nova
Scotia 2014). Ontario has yet to put nutrition policies or guidelines for recreational facilities, except for in some
municipalities. The introduction of voluntary nutrition guidelines has been linked to creating healthier food
environments, particularly in cases where capacity-building strategies have been employed to support policy
implementation.

Parks and Recreation

U.S. national parks such as Yellowstone and Yosemite contract their food service out to companies like
Aramark, Sodexo, or Xanterra, which is the largest operator of park-based hotels, restaurants, and stores.
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Concessions, upscale dining, and catering are commonly found at most parks. There is an emphasis on
sustainability and fitting in with the overall look and feel of a park. Food service at a theme and amusement
park may be self-operated or contracted out. Their offerings are as varied as the park themselves, but typically
include snack food or “park fare,” casual sit-down dining, and upscale formal restaurants.

Business and Industry (B&I)

The term Business and Industry (B & I) is often associated with employee cafeterias. However, B & I clients can
be found in a wide range of industries. B & I services may include vending machines, self-service convenience
stores, cafeterias that cater to hourly employees, dining rooms that cater to managers and white-collar
employees, as well as upscale catered events.

Airlines

The airline industry has food service in airports, ranging from fast food to casual sit-down restaurants. The
Burger King or Subway in the airport is most likely managed by a contracted food service company. In-flight
food service is, of course, another area that falls in this category. Two of the major in-flight food service
providers are Gate Gourmet and Sky Chefs.

Trains

Onboard dining options can range from snacks to full-service meals in the dining car, often requiring
reservations. On many long-distance trains there may be an attendant with a snack cart who travels from car to
car. Bar-buffet cars are a unique part of the train experience, where the quality of the food and wine can rival
that of a gourmet restaurant.

Cruises

Dining on cruise ships has evolved over the years to allow for more options and flexibility with some outlets
open 24 hours. Royal Caribbean’s Icon of the Seas is the world’s largest cruise ship with more than twenty
dining options, ranging from casual snacks to fine dining (and everything in between). These may also include
branded food outlets, like Starbucks on board (Royal Caribbean International).
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Others

Corrections: Correctional facilities must feed inmates and employees, and they typically forbid individuals
from bringing food into a facility from the outside. Accordingly, non-commercial food service is an important
component of a jail or prison system. Furthermore, food plays an important role in maintaining inmate morale
in this environment.

Military: This segment involves feeding military troops and affiliated support. organizations.
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1.4. FOOD SERVICE OPERATIONS

The Canadian Food and Nutrition System

The Canadian Food and Nutrition System is a complex, multi-sectoral framework that encompasses
agriculture, health, social, medical, and economic sectors. It involves a wide range of stakeholders, including
federal, provincial, and territorial governments; universities; non-governmental organizations; food industry
associations; and private sector entities. Effective coordination and communication among these diverse actors
are essential for the system to function efficiently and equitably.

To support this collaboration, Health Canada developed theConceptual Model of the Canadian Food and
Nutrition System. This model serves as a strategic guide for fostering system-wide interactions. It identifies key
areas for data collection, analysis, surveillance, dissemination, and implementation. Moreover, it emphasizes
the importance of a systematic approach to surveillance that can be extended to related sectors such as research
and policy development. By mapping potential linkages among stakeholders, the model provides a foundation
for dialogue and collaboration, ultimately aiming to enhance the effectiveness and responsiveness of Canada’s
food and nutrition landscape (Government of Canada 2005).

Want to Learn More about the Conceptual Model of the Canadian Food and Nutrition

System?

Visit https://www.canada.ca/fr/sante-canada/services/aliments-nutrition/surveillance-aliments-

nutrition/modele-conceptuel-systeme-canadien-aliments-nutrition.html
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1.4.1. THE SYSTEMS THEORY

Asystemis a collection of interdependent components that work together to achieve a shared objective. Within
a system, these components—known assubsystems—rely on one another to function effectively and fulfill the
system’s overall purpose.

Thesystems theory can also be applied to organizations. From the lens of systems theory, an organization is a
system that exhibit several key characteristics (Payne-Palacio and Theis 2016).

Subsystem Integration

Organizations are composed of multiple interconnected subsystems that interact to accomplish defined goals
and objectives.

Complexity and Interdependence

They are highly complex entities that require careful attention to inputs, processes, outputs, feedback
mechanisms, and the broader environment in which they operate.

Societal Embeddedness

Organizations do not exist in isolation. They are embedded within and interdependent on the larger society
and other systems operating within it.

Dynamic Interaction

Organizations are not static. They continuously interact with their environment, influencing and being
influenced by it in return.

Holistic Functioning
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The effectiveness of an organization cannot be understood by examining its individual parts in isolation.
Instead, it is defined by the quality of interactions and coordination among its subsystems.

Dynamic Equilibrium

Organizations maintain a state of dynamic balance adapting to internal and external changes while striving to
remain stable and effective.
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1.4.1.1. BENEFITS OF SYSTEMS THEORY

The systems theory helps us to organize a large body of information into smaller sections, making it easier for
us to understand and make sense of it. The theory helps us in mapping out the interactions between the task
at hand, the technology used, the environment, and the organizational members carrying out the task. The
benefits of the systems approach are as follows:

More effective problem solving

Systems theory emphasizes identifying the root causes of problems rather than just addressing surface-level
symptoms. Without a systems perspective, problem-solving efforts may focus narrowly on isolated behaviors
or events, missing the underlying structural or systemic issues that need to be addressed.

More effective communication

Effective communication is essential for any system to function smoothly. Systems theory helps clarify the roles
and relationships within an organization, making it easier to identify the appropriate channels and stakeholders
for communication. This leads to more targeted and efficient information flow.

More effective planning

Planning within a systems framework begins with clearly defined mission statements, objectives, and goals. It
then maps out the necessary outputs, processes, and inputs required to achieve those goals. This structured
approach ensures alignment between organizational intentions and operational execution.

More effective organizational development

Organizational development benefits from a systems approach by integrating strategic planning, leadership
development, team building, change management, and personnel management. Managers who understand the
interconnections between departments, processes, teams, and individuals are better equipped to implement
these strategies effectively (Payne-Palacio and Theis 2016).
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1.4.2. TYPES OF FOOD SERVICE SYSTEMS

The food service systems are divided into four sub-types, based on the site of their preparation and service.

Conventional System

Theconventional system is the most traditional and widely used model. In this system, food is prepared in
the same location where it is served, and it is typically held for a short time—either hot or cold—before
service. This approach is most effective in settings where labor is readily available and affordable, where fresh
food supplies are accessible, and where there is sufficient space for kitchen operations. Common users of the
conventional system include independent restaurants, schools, colleges, hospitals, long-term care facilities, and
workplace cafeterias.

Ready-prepared System

Theready-prepared system, also known as cook/chill or cook/freeze, involves preparing food on-site but not
for immediate service. Instead, meals are chilled or frozen and stored for later use. The defining feature of this
system is the separation between the time of preparation and the time of service. Unlike the commissary system,
food is not distributed to other locations, but it is also not served immediately as in the conventional model.
This system is ideal for institutions that need to manage fluctuating demand or have limited staff available
during peak service times.

Commissary System

Thecommissary systemcentralizes food production in a large, central kitchen that prepares meals for
distribution to remote service units. These meals may be delivered in various forms—hot, cold, or frozen—and
may be pre-portioned or in bulk. This system became feasible with the advent of advanced equipment capable
of producing large quantities of food from raw ingredients. It is particularly useful for organizations with
multiple service locations, such as airline caterers, large urban school districts, chain restaurants, and vending
companies. The commissary model allows for cost savings through centralized purchasing and production.
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Assembly/Serve System

These setups are also sometimes referred to as “kitchen less kitchens” as they require no on-site food
production. Fully prepared meals are purchased and only need to be stored, assembled, heated, and served.
This system emerged alongside the development of high-quality frozen and pre-packaged food products. It is
especially attractive in environments with high labor costs or a shortage of skilled kitchen staff. Hospitals are
the primary users of this system, although some healthcare institutions and restaurants also adopt it. However,
its use may be limited in settings with unionized kitchen staff, such as hotels and fine-dining establishments,
where the use of pre-prepared meals may be restricted.
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1.5. TRENDS AND CHALLENGES IN FOOD
SERVICE

Customer Experience

One of the most prominent trends shaping the modern food service industry is the growing emphasis on
thecustomer experience. Today’s diners expect more than just quality food and service—they seek immersive,
authentic, and interactive experiences. As in-person dining rebounds post-pandemic, customers are
increasingly drawn to non-traditional, multi-sensory outings that engage all senses and tell a story. Restaurants
are responding by integrating elements such as themed environments, open kitchens, and curated tasting
menus that elevate the dining experience beyond taste alone.

Streamlining Menus

Another evolving trend is the streamlining of menus. With rising food costs and growing awareness of food
waste, many restaurant operators are trimming down their offerings. Overly extensive menus can overwhelm
customers and strain kitchen operations, especially amid ongoing labor shortages. By simplifying menus,
restaurants can improve efficiency, reduce waste, and enhance the quality and consistency of their
dishes—particularly important for delivery and takeout services.

Technological Advancements

Technology adoptionhas also become a cornerstone of modern food service. While human interaction remains
vital, digital tools are reshaping how restaurants operate and engage with customers. Since the pandemic, 40%
of U.S. restaurant operators have introduced contactless or mobile payment options (Restaurants Canada
2023a). Other innovations include online ordering platforms, QR code menus, digital kitchen display systems,
automated inventory tracking, and air purification technologies. Some resorts, like Disney, have even
implemented RFID-enabled wristbands (e.g., MagicBands) to streamline payments and personalize guest
experiences.
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Cloud Kitchens

Cloud kitchens, or ghost kitchens, are another major development. These delivery-only kitchens gained
traction during the COVID-19 pandemic as a flexible, low-overhead solution for meeting the surge in online
food orders. Powered by artificial intelligence and data analytics, cloud kitchens optimize operations and offer
personalized recommendations to customers.

Mental Health and Employee Well-being

The industry is beginning to confront long-standing issues related tomental health and employee well-being.
The pandemic highlighted the high rates of burnout, stress, and substance abuse among food service workers.
As a result, there is a growing push to prioritize mental health support, improve working conditions, and create
more stable and supportive environments to retain talent and foster resilience.
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1.6. PROFESSIONAL CAREERS IN THE FOOD
SERVICE INDUSTRY

Working in the food service industry requires certain qualities. While the industry offers dynamic and
rewarding opportunities, it requires individuals who are comfortable collaborating with others, thrive in fast-
paced environments, and appreciate diversity in their work. Since various roles in the industry demand distinct
skill sets, it is crucial for anyone aspiring to a career in either the front or back of the house to have self-
awareness of their abilities and interests. This self-awareness enables them to seek out roles that align with their
strengths and preferences (BC Cook Articulation Committee 2014).

Considering the diverse range of sectors within both commercial and non-commercial food service, students
have a variety of career paths to explore. A common option post-graduation is stepping into a role as a
restaurant manager or assistant manager in an independent establishment. Typically, entry-level roles are
categorized as either front-of-house or back-of-house positions. Alternatively, individuals may opt for entry-
level management positions within a hotel or resort, such as roles overseeing restaurant operations, bars, food
and beverage services, or banquets. Over time, individuals may advance to roles like restaurant general manager
or director of food and beverage in hotel or resort settings. Further progression might include roles as area
or regional managers, eventually leading to executive positions within corporate offices. Recent graduates also
have the option to explore opportunities in the non-commercial sectors of the industry, often starting with
large managed service companies and advancing within those organizations. Some graduates may choose to
venture into entrepreneurship within the restaurant sector, allowing them to develop and implement their
own ideas and principles (Egan 2015).

People working in the industry often collaborate outside of their workplaces to drive the industry forward by
joining and participating in local or national trade and professional associations, local food movements and
events, and other activities that maintain a strong presence and voice in the community for the industry. By
joining the food service industry, you should realize that your work is more than a job — some would describe
it as a lifestyle — and being supportive of all the aspects of industry mentioned above will only enhance your
experience (BC Cook Articulation Committee 2014).

The hospitality industry is also very connected through social media and other channels, and therefore as
someone working in the trade, you are expected to be respectful of your peers, and when you are out on
your own time, to treat your colleagues as you would like your customers to treat you (BC Cook Articulation
Committee 2014).
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1.7. PROFESSIONALISM IN FOOD SERVICE

Working in the food service industry involves far more than just performing tasks like cooking, cleaning,
or serving food. It demands a strong sense of professionalism, a commitment to excellence, and a proactive
attitude. Employers expect their staff to approach their roles with responsibility, enthusiasm, and a willingness
to grow. These expectations are not only essential for individual success but also for the overall performance
and reputation of the establishment.

Core qualities of professionalism in foodservice

To thrive in this industry, employees are expected to demonstrate the following key qualities:

Commitment: This is reflected in consistent hard work, punctuality, appropriate dress, and a positive
demeanor. Committed employees contribute to the success and image of the business.

Enthusiasm: Taking initiative, sharing ideas, and offering assistance are signs of an engaged employee.
Enthusiasm fosters a collaborative and energetic work environment.

Dependability: Being reliable means meeting deadlines, arriving on time, and communicating responsibly.
Dependable workers build trust with both colleagues and management.

Integrity: Honesty and accountability are essential. Professionals admit mistakes, express their opinions
respectfully, and avoid unethical behaviors such as theft or misuse of resources.

Willingness to Learn: A growth mindset is crucial. This includes actively listening, asking questions,
accepting feedback, and being open to new experiences and responsibilities. (BC Cook Articulation
Committee 2014)
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1.7.1. WORKPLACE CONDUCT & EFFICIENCY

Professionalism also means performing tasks correctly, maintaining a clean and organized workspace, and using
equipment safely and properly. A well-executed job leads to satisfied customers, fewer complaints, and positive
recognition from supervisors. Neatness is not only a sign of professionalism but also a key to efficiency and
safety. A cluttered or disorganized work area can lead to accidents, wasted time, and poor-quality service.

Resource Responsibility: Employees are entrusted with tools and materials that represent a financial
investment by the employer. Misuse or waste of these resources can directly impact the business’s profitability.
Every menu item is priced based on the time and materials required to prepare it, so inefficiencies or careless
behavior can lead to financial losses. Even small acts of waste or theft, often assumed to go unnoticed, can result
in reduced profits, lower wages, fewer raises, or even job losses.

Safety Awareness: Safety is a critical responsibility in any food service role. Employees must be aware of
workplace hazards and follow safety protocols at all times. This includes knowing the locations of fire
extinguishers, emergency exits, and first aid kits. Proactive safety behavior—such as addressing hazards, alerting
others, and reporting unsafe conditions—helps prevent accidents and ensures a secure work environment for
everyone.

Productivity and Time Management: A common misconception is that simply showing up on time is
enough. In reality, true productivity involves using work hours effectively, avoiding distractions, and staying
focused on tasks. Time management, goal setting, and meeting deadlines are essential for maintaining job
performance and advancing in one’s career.

Performance Evaluation and Job Satisfaction: Employers often use performance and attitude rating scales
to evaluate employees. These evaluations are kept in personnel files and are considered during decisions about
promotions or terminations. While compensation and job security are important, day-to-day job satisfaction
is also influenced by recognition, appreciation, respect, and positive relationships with coworkers and
management.
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Expectation Do’s Don’ts

Commitment

– Help make the company look good
– Work hard
– Always do your best
– Dress appropriately

– Talk badly about the company to others
– Only think about what the company can do for
you

Enthusiasm

– Be interested in your work
– Share your ideas
– Stay positive
– Help your colleagues

– Complete minimum work need
– Ignore the quality of your work
– Be uncooperative
– Complain about your job

Dependability

– Be on time
– Finish your work on time
– Let your employer know if you are
sick
– Keep your promises
– Use sick leave only when you are truly
ill

– Arrive late
– Not complete your work
– Miss work without letting your employer know
– Be absent a lot
– Make excuses
– Not follow through on promises

Honesty – Admit when you are wrong
– Share your thoughts honestly

– Take things from work for personal use
– Try to avoid responsibilities

Willingness to
Learn

– Listen carefully to instructions
– Ask questions if you do not
understand
– Try new things
– Learn from your mistakes

– Ignore instructions
– Be unwilling to accept advice

Accept Feedback
– Be open to suggestions
– Use feedback to improve your work
– Learn from what others say

– Get angry or sulk when given feedback
– Reject suggestions
– Be resistant to learning new things
– Keep making the same mistakes

Table 1.1. The Do’s and Dont’s of Workplace Conduct
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1.8. CONCLUSION

The food service industry is a vast and dynamic sector that offers a multitude of career paths for individuals
with diverse interests and skill sets. This chapter explored the various segments within commercial and non-
commercial food service and the food service operations, highlighting the range of establishments and
experiences the industry offers. We examined the economic significance of the food service industry, not only
in terms of revenue generation but also as a major employer. As the industry continues to evolve, trends such as
technology integration, a focus on experience, and menu optimization will continue to shape the way we dine.
However, some challenges remain, including labor shortages, rising food costs, and economic uncertainty.

Despite these challenges, the food service industry offers a vibrant and rewarding career path for those who
are passionate about hospitality and delivering exceptional customer service. Whether your interests lie in
the front-of-house or back-of-house operations, there are numerous opportunities to develop your skills and
contribute to the success of a restaurant, hotel, or other food service establishment. By understanding the
different segments of the industry, the professionalism expected of employees, and the ever-changing trends,
individuals can position themselves for a fulfilling career in this exciting field.

32 | 1.8. CONCLUSION



1.9. REVIEW QUESTIONS

Interactive Questions

An interactive H5P element has been excluded from this version of the text. You can view it online

here:

https://ecampusontario.pressbooks.pub/principlesofmanagementinnutrition/?p=122#h5p-5

Short Answer Questions

• Define the main food service segments and provide examples for each segment.

• Briefly describe the economic impact of the food service industry.

• What are some of the challenges facing the food service industry today?

• How have trends blurred the lines between traditional food service segments?

• What are some of the career opportunities available in the food service industry?
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Discussion Question

What is the importance of professionalism in the food service industry? How can employees

demonstrate professionalism in their daily work?
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1.10. PRACTICAL EXERCISES

Scenario 1: Networking and Professional Development

Situation: Taylor, a recent graduate with a degree in hospitality management, is attending a food service
industry conference for the first time. They feel overwhelmed and unsure about how to make the most of this
opportunity.

Question: How can Taylor strategically use the conference to build a professional network and gain valuable
insights for their career development? What actions should Taylor take to ensure they leave a positive
impression on industry professionals?

Scenario 2: Social Media Presence

Situation: Alex, a restaurant manager, has a personal social media account where they occasionally post about
their work experiences and share behind-the-scenes content. Recently, they received negative feedback from a
customer on one of their posts.

Question: How should Alex handle the negative feedback and manage their social media presence to maintain
professionalism and protect their career reputation?

Scenario 3: Handling Mistakes

Situation: Sam, a front-of-house supervisor, accidentally scheduled two events at the same time in the
restaurant’s booking system, leading to overbooking and dissatisfied customers.

Question: How should Sam address the mistake with the affected customers and ensure a resolution that
maintains the restaurant’s professionalism and customer satisfaction? What steps can Sam take to prevent
similar issues in the future?

Scenario 4: Demonstrating Enthusiasm

Situation: Jordan, a server, feels frustrated with their role and the repetitive nature of their tasks. They notice
that their lack of enthusiasm is affecting their interactions with customers and their team.
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Question: How can Jordan reignite their enthusiasm for their job and positively influence their work
environment? What strategies can Jordan use to improve their attitude and engagement?

Scenario 5: Ethical Challenges

Situation: Taylor, a sous chef, discovers that some of the ingredients being used in the kitchen are not up
to the standard promised to customers. They are concerned about the potential impact on the restaurant’s
reputation.

Question: How should Taylor address this issue with their supervisor while maintaining professionalism and
integrity? What steps can Taylor take to ensure that ethical practices are upheld in the kitchen?
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II. MANAGEMENT & LEARDERSHIP

Learning Objectives

• Define the key roles and functions of management in foodservice operations.

• Explain the various levels of management typically found in a restaurant and their respective

responsibilities.

• Discuss the core principles of effective leadership.

• Analyze the different leadership styles and their applications.

• Explore the concept of situational leadership and its importance for adapting leadership

styles to different situations.

• Identify the key communication skills essential for successful management and leadership in

foodservice.

Key Terms

Management Decision Roles Communication

Leadership Team Interpersonal Roles

Manager Active Listening Informational Roles

Source: Bright, D. S., Cortes, A. H., Hartmann, E., Parboteeah, K. P., Pierce, J. L., Shah, A., Terjesen, S.,
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Weiss, J., White, M. A., Gardner, D. G., Lambert, J., Leduc, L. M., Leopold, J., Muldoon, J., & O’Rourke, J.
S. (2019). Principles of Management. OpenStax, CC-BY. Retrieved from https://openstax.org/details/books/
principles-management
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2.1. THE ROLE OF MANAGEMENT

Management is a dynamic and interactive process characterized by constant task-switching and frequent,
brief interactions. Studies show that managers handle a high volume of diverse tasks, often engaging in
numerous short activities throughout the day. They spend most of their time interacting with others, such
as subordinates, bosses, and external contacts, and only a small portion of their time working alone.
Conversations cover a wide range of topics, with important and unimportant issues discussed side by side.

Managers rarely make significant decisions or issue direct orders during these interactions. Instead, they
respond to others’ initiatives and engage in unplanned activities. Their work is highly conversational, with
verbal interactions being essential for gathering information, identifying problems, planning, and developing
relationships. In essence, management involves a significant amount of talking and listening, making these
interactions central to a manager’s daily practice. (Bright et al., 2019)
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2.1.1. PRIMARY ROLES IN MANAGEMENT

Interpersonal Roles

In their interpersonal roles, managers engage in activities that involve interacting with others. As figureheads,
managers perform ceremonial duties, representing the organization in various formal activities such as hosting
receptions and attending client dinners. In the leader role, managers influence and motivate their team, shaping
the organizational culture and driving performance by conducting hiring and performance interviews, forming
alliances, and building personal relationships. As liaisons, managers establish and maintain a network of
contacts outside their immediate organizational unit, often spending significant time with peers and external
stakeholders to gather valuable information and form strategic alliances.

Informational Roles

In their informational roles, managers are responsible for gathering, processing, and disseminating
information. As monitors, managers continuously scan the environment for relevant information, talking with
contacts and subordinates, and receiving unsolicited information from their networks. In the disseminator
role, managers distribute essential information to subordinates, ensuring the team is well-informed and aligned
with organizational goals. As spokespeople, managers communicate information to external parties, such as
media, suppliers, and the public, often acting as the public face of the organization. These activities involve
verbal exchanges that help managers gather intelligence, identify problems, develop plans, and maintain
organizational coherence.

Decisional Roles

In their decisional roles, managers make strategic decisions that impact the organization. As entrepreneurs,
managers identify opportunities for improvement and innovation, initiating changes to adapt to evolving
market conditions and drive the organization forward. In the disturbance handler role, managers address
and resolve crises and conflicts, reacting to unexpected challenges that arise. As resource allocators, managers
decide how to distribute resources, such as funding, equipment, and personnel, balancing competing demands
to optimize organizational performance. Lastly, as negotiators, managers engage in negotiations to resolve
disputes, allocate resources, and establish agreements with employees, customers, suppliers, and other
stakeholders. (Walker, 2004)
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2.1.2. PRIMARY RESPONSIBILITIES IN
MANAGEMENT

Overall, management involves a combination of interacting with people, processing, and sharing information,
and making strategic decisions to steer the organization toward its goals. These roles require managers to
be dynamic, adaptable, and communicative, ensuring that they can effectively lead their teams and drive
organizational success. Among responsibilities managers in organizations have a wide range of them, which can
be grouped into nine major activities:

Long-range planning: Executives engage in strategic planning and development for the future.

Controlling: Managers assess and take corrective actions regarding the use of human, financial, and material
resources.

Environmental scanning: Managers monitor business indicators and watch for changes in the business
environment.

Supervision: Managers oversee the work of their subordinates.

Coordinating: Managers coordinate the activities of others both within and outside their work units.

Customer relations and marketing: Some managers maintain direct contact with customers and potential
clients.

Community relations: Managers maintain and nurture relationships with external constituencies, including
government agencies, civic groups, and suppliers.

Internal consulting: Managers use their technical expertise to address internal issues and facilitate
organizational change and development.

Monitoring products and services: Managers are involved in planning, scheduling, and overseeing the
production and delivery of products and services.

Different managers may engage in various combinations of these activities, depending on their roles and
positions within the organizational hierarchy.
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2.2. MANAGEMENT IN FOOD SERVICE

In a food service operation, there are several levels of management, each with distinct roles and responsibilities
(Government of Canada, 2023; National Restaurant Association, n.d.; U.S. Bureau of Labor Statistics, 2024)
. Each management level plays a crucial role in ensuring efficient operations, maintenance of high-quality
products, and delivery of excellent customer service. Effective communication and coordination between these
levels are essential for the overall success of the operation.

Executive Level: Provides strategic direction, ensures high culinary and operational standards, and manages
overall financial health.

Mid-Level Management: Oversees daily operations, ensures customer satisfaction, manages staff, and
resources, and supports executive management.

Supervisory Level: Maintains operational efficiency and quality during shifts, ensures compliance with
standards, and trains and supervises staff.

Entry-Level Management: Ensures task execution, maintains quality and consistency, supports staff
development, and addresses immediate operational issues.

44 | 2.2. MANAGEMENT IN FOOD SERVICE



2.2.1. EXECUTIVE LEVEL

Executive Chef

The executive chef is the highest-ranking chef in the kitchen. This position involves overseeing the entire
kitchen operation, including menu creation, ingredient sourcing, and maintaining high culinary standards.
The executive chef also manages the kitchen staff, budgets, and cost control, ensuring that the food service
meets health and safety regulations.

General Manager

The general manager (GM) oversees the entire restaurant operation, including front-of-house and back-of-
house activities. This role involves strategic planning, financial management, staff supervision, and ensuring
customer satisfaction. The GM sets operational policies, oversees marketing efforts, and ensures the restaurant
meets its financial targets.
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2.2.2. MID-LEVEL MANAGEMENT

Restaurant Manager

The restaurant manager focuses on the day-to-day operations of the restaurant. This includes managing staff
schedules, ensuring service standards are met, handling customer complaints, and maintaining the restaurant’s
ambiance. The restaurant manager works closely with the general manager to implement policies and achieve
business goals.

Sous Chef

Reporting to the executive chef, the sous chef is the second-in-command in the kitchen. This role involves
overseeing food preparation and production, managing kitchen staff, and maintaining kitchen inventory. The
sous chef ensures that food quality and presentation meet the restaurant’s standards and assists in menu
planning and development.
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2.2.3. SUPERVISORY LEVEL

Kitchen Supervisor

The kitchen supervisor manages the kitchen staff during specific shifts, ensuring that food preparation and
cooking are done according to the restaurant’s standards. They oversee food safety and sanitation practices,
coordinate with the front-of-house team for smooth service, and assist in training new kitchen employees.

Front-of-House (FOH) Supervisor

The FOH supervisor oversees the dining area, managing servers, hosts, and bussers during shifts. They ensure
excellent customer service, handle reservations and seating arrangements, and address any issues that arise
during service. The FOH supervisor also ensures that the dining area is clean and well-maintained.
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2.2.4. ENTRY-LEVEL MANAGEMENT

Shift Supervisor

A shift supervisor oversees operations during a specific shift, ensuring that all areas of the restaurant are
running smoothly. This role involves monitoring employee performance, addressing customer concerns, and
ensuring that opening and closing procedures are followed correctly.

Line Cook Lead

The line cook lead supervises a specific station in the kitchen, such as grill, sauté, or pastry. They ensure that
dishes are prepared according to the executive chef’s specifications and maintain high standards of food quality
and presentation. The line cook lead also trains and guides junior cooks.
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2.3. DIFFERENCE BETWEEN LEADERSHIP
AND MANAGEMENT

It is important to know the distinction between management and leadership. Management typically revolves
around overseeing day-to-day operations, ensuring efficiency, and achieving organizational goals through
functions such as planning, organizing, staffing, directing, and controlling resources. Managers focus on tasks,
processes, and systems to ensure the smooth functioning of the operation. On the other hand, leadership
involves inspiring, motivating, and guiding teams towards a shared vision or goal. Leaders set direction, foster
innovation, and cultivate a positive organizational culture through functions such as influencing, inspiring,
empowering, and developing individuals and teams. They prioritize people, relationships, and values, earning
influence through personal qualities, expertise, and the ability to inspire others. While management focuses on
execution and control, leadership emphasizes inspiration and influence, with both playing crucial roles in the
success of teams and organizations. (Payne-Palacio, 2015)

Management and leadership are essential and complementary skill sets that enhance workplace value, often
required together in various roles. Managers typically hold specific titles (such as financial manager or regional
manager) or formal positions, whereas leaders can emerge at any level within an organization and in network
settings. Table 1 includes additional differences. (Grim & Roberts, 2023)
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Leadership Management

Title formality not required Role formalized with a title

Any environment Related to workplace

Informal or formal authority Formal authority

Focus on people Focus on activities

Key functions:

• Talent selection

• Motivation and encouragement

• Providing coaching and mentorship

• Building trust within the team

• Inspiring others

• Driving change and innovation

Key functions:

• Strategic planning

• Budgeting and financial management

• Controlling and overseeing operations

• Performance evaluation

• Effective communication

Table 2.1. Differences between Management and Leadership.
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2.4. STRATEGIES FOR EFFECTIVE
MANAGEMENT AND LEADERSHIP

Strong leadership is the cornerstone of a successful team and organization. It goes far beyond simply giving
orders; it is about creating an environment where employees feel valued, motivated, and empowered to excel
(Hudson & Booth, 2021).

Fostering a Positive Work Environment

Setting the Tone: Leaders set the overall tone and culture of the workplace. Through their behavior and
interactions, they create an atmosphere of respect, trust, and collaboration. This positive environment reduces
stress, improves morale, and encourages employees to take pride in their work.

Promoting Open Communication: Effective leaders encourage open and honest communication, both
within teams and across different levels of management. This allows employees to voice concerns, offer
suggestions, and feel heard. Open communication builds trust and fosters a sense of belonging within the
team.

Recognition and Appreciation: Strong leaders recognize and appreciate employee contributions, both big
and small. This recognition can be verbal praise, additional responsibilities, or even rewards and incentives.
Feeling valued motivates employees and encourages them to go the extra mile.

Motivating Employees:

Setting Clear Goals: Strong leaders set clear and achievable goals for their teams and individual employees.
These goals should be challenging yet attainable, providing a sense of purpose and direction. Employees who
understand their goals are more engaged and motivated to contribute to their achievement.

Empowerment and Delegation: Effective leaders empower employees by giving them ownership and
responsibility for their tasks. Delegation demonstrates trust, allows employees to develop new skills, and fosters
a sense of self-worth. Empowered employees are more motivated and take greater initiative.

Creating Opportunities for Growth: Strong leaders invest in their employees’ professional development.
This can involve providing training opportunities, encouraging participation in workshops or conferences,
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or mentoring programs. Investing in growth demonstrates a commitment to employees’ long-term success,
leading to increased motivation and retention.

Driving Performance

Strategic Decision-Making: Effective leaders make sound decisions that benefit both employees and the
business. They assess situations, analyze data, and develop clear strategies to achieve operational goals. Strategic
leadership fosters efficiency and profitability.

Leading by Example: Strong leaders lead by example. They demonstrate the work ethic, positive attitude, and
commitment to quality that they expect from their team. This inspires employees to follow suit and strive for
excellence.

Adaptability and Problem-solving: The food service industry is dynamic, and challenges can arise
unexpectedly. Effective leaders are adaptable and able to solve problems creatively. Having a leader who can
navigate challenges and find solutions fosters a sense of security and motivates employees to contribute their
best efforts.
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2.5. LEADERSHIP STYLES

Food service establishments thrive with a variety of leadership styles catering to different situations and teams.
Let us explore some common types:

Autocratic Leadership: Leaders make unilateral decisions and expect employees to follow orders without
question. While this style can be effective in crisis situations, it often leads to low employee morale and
decreased motivation eventually.

Democratic Leadership: These leaders involve their teams in decision-making and encourage open
communication. This fosters a sense of ownership and engagement but can sometimes lead to slower decision-
making due to consensus building.

Transformational Leadership: These leaders inspire and motivate employees to reach their full potential.
They challenge employees to think outside the box, set ambitious goals, and create a shared vision for the
future. This style can be highly effective in fostering innovation and driving improvement.

Servant Leadership: These leaders focus on the well-being and development of their employees. They
prioritize building trust, empowering their teams, and creating an environment where everyone can succeed.
This style fosters a strong sense of community and loyalty within the team.
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2.5.1. CHOOSING THE RIGHT STYLE

The optimal leadership style depends on several factors:

Team Experience and Skill Level

More experienced teams may respond well to a democratic style, while newer teams may benefit from a more
directive approach.

Task Complexity

Routine tasks may be well-suited for an autocratic or democratic style, while complex tasks may require a more
collaborative approach.

Organizational Culture

Some organizations may have a more established and hierarchical culture, favoring an autocratic style, while
others may have a more collaborative culture, benefiting from a democratic or transformational approach.

By understanding these leadership styles and the factors influencing their effectiveness, food service managers
can adapt their approach to create a positive, motivating, and high-performing work environment.

Strong leadership and effective management are the foundation of a successful foodservice operation. This
chapter explored strategies to build a solid foundation, foster a positive work environment, and adapt your
leadership style to optimize team performance. In the following chapters, we will delve deeper into specific
aspects of management crucial for foodservice success. (National Restaurant Association, 2023)
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2.6. CONCLUSION

This chapter has explored the critical roles of management and leadership in ensuring the success of teams and
organizations. We have examined the various management functions and responsibilities, from planning and
organizing to controlling resources and overseeing daily operations. We delved into the different management
levels within a food service establishment, highlighting their distinct functions.

Effective leadership goes beyond simply giving orders; it is about creating a positive and motivating
environment where employees feel valued and empowered to excel. We explored a range of leadership styles,
from autocratic to transformational, and discussed how the optimal style depends on factors like team
experience and task complexity.

By understanding these concepts and implementing the strategies outlined in this chapter, such as establishing
a sharp vision, fostering open communication, and recognizing employee contributions, foodservice
establishments can build a solid foundation for success. Remember, strong leadership and effective
management are continuous journeys. Through ongoing evaluation, adaptation, and a commitment to
employee well-being, nutrition professionals can create thriving and dynamic workplaces that deliver
exceptional customer service and achieve long-term success.
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2.7. REVIEW QUESTIONS

Interactive Questions

An interactive H5P element has been excluded from this version of the text. You can view it online

here:

https://ecampusontario.pressbooks.pub/principlesofmanagementinnutrition/?p=217#h5p-10

Discussion Questions

• Explain the key differences between management and leadership.

• Describe the various management levels typically found in a restaurant, outlining the typical
responsibilities associated with each level.

• Discuss the concept of effective communication and its importance for both managers and leaders.

• Explore the concept of leadership styles. Choose two leadership styles commonly used and discuss the
strengths and weaknesses of each.

• Explain the concept of situational leadership and how it can be applied to improve leadership
effectiveness.
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2.8. PRACTICAL EXERCISES

Scenario 1: Conflict Resolution in the Kitchen

Situation: Imagine you are a restaurant manager facing an intense argument between two-line cooks during a
busy dinner service. Both cooks blame each other for a recent order mix-up that has frustrated customers.

Questions:

• What factors would you consider to determine the root cause of the problem? (e.g., communication
breakdown, unclear instructions, understaffing)

• Who else in the kitchen staff might offer valuable insights? (e.g., shift lead, chef de cuisine)

• How would you approach the arguing cooks to de-escalate the situation and gather information?

• What strategies could you implement to prevent similar conflicts in the future? (e.g., improved
communication protocols, teamwork training)

Scenario 2: Implementing a New Menu

Situation: As the Restaurant Manager, you are tasked with launching a new seasonal menu. The executive
chef has created innovative dishes, but some kitchen staff are resistant to the changes, fearing the new dishes
will be too challenging to prepare.

Questions:

• How do you address the staff’s concerns and motivate them to embrace the new menu?

• What steps do you take to ensure the successful implementation of the new menu?

• Which leadership style do you use to handle this situation and why?
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Scenario 3: Addressing Customer Complaints

Situation: You are the Front-of-House (FOH) Supervisor. A group of customers is unhappy with their dining
experience, complaining about slow service and cold food. They demand to speak to a manager.

Questions:

• How do you handle the customer complaints to ensure their concerns are addressed promptly and
effectively?

• What communication skills do you use to manage this situation?

• What follow-up actions do you take to prevent similar issues in the future?

Scenario 4: Strategic Decision-Making

Situation: As the Executive Chef, you notice that the restaurant’s signature dish is not as popular as it used
to be. Sales are declining, and customer feedback suggests the dish is outdated. You need to make a decision on
whether to revamp the dish or replace it with a new one.

Questions:

• How do you gather the necessary information to make an informed decision?

• What factors do you consider when deciding whether to update or replace the dish?

• What steps do you take to implement your decision and ensure it is well-received by customers and
staff?
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III. TEAMWORK & CONFLICT
MANAGEMENT

Learning Objectives

• Explain the importance of teamwork in achieving success.

• Identify the key characteristics of effective working groups.

• Describe strategies for building and maintaining effective teams.

• Discuss the role of communication in fostering collaboration within a team.

• Explain common sources of conflict that arise.

• Identify techniques for effectively resolving conflict and negotiating solutions.

• Describe the elements of a positive work environment that promotes teamwork and

minimizes conflict.
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Key Terms

Teamwork Conflict Work Environment

Communication Negotiation Active Listening

Shared Purpose Shared Goals Collaboration

The BC Cook Articulation Committee. (2015). Working in the Food Service Industry. Victoria, B.C.:
BCcampus, CC-BY. Retrieved from https://opentextbc.ca/workinginfoods
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3.1. THE POWER OF TEAMWORK

The goal of any organization is to deliver high-quality products and exceptional services to clients while
effectively managing resources and operational costs to achieve profitability. This objective can only be met
through the collective effort and cooperation of the entire staff. Like a successful football team, where players
and staff work cohesively, an organization thrives when its members function as a well-integrated team.

Effective working groups share several key characteristics. Group members have a shared sense of purpose or
common goals, and they feel involved in determining these goals and the methods to achieve them. This shared
purpose allows the group to adapt its focus or direction when tasks are accomplished, or the demands of the
situation change.

Beyond the task at hand, the group also pays attention to its processes and operating procedures, periodically
evaluating its performance. Group members use each other as resources, accepting the influence and leadership
of those whose skills are relevant to the task. Roles are balanced and shared to enhance task accomplishment
and group cohesion. Clear and direct communication is essential, with members actively listening and showing
interest in others’ contributions. Differences of opinion are encouraged and freely expressed, promoting
a focus on problem-solving rather than competitive struggles or interpersonal issues. Conflict is addressed
constructively, viewed as an opportunity to examine behavior or ideas rather than a personal attack. Mistakes
are seen as learning opportunities, fostering creativity and risk-taking. A clear set of expectations and standards
for behavior is maintained, and a climate of trust is developed, allowing group members to understand and get
to know one another. (Payne-Palacio, 2015)
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3.1.1. BUILDING AND MAINTAINING
EFFECTIVE TEAMS

Creating and sustaining effective teams requires a strategic approach involving careful selection, comprehensive
training, and ongoing development of team members (Reynolds & Mcclusky, 2013). Here are key steps in this
process:

Recruitment and Selection: Hire individuals who possess the necessary skills and demonstrate a positive
attitude and willingness to collaborate. Assess candidates for their ability to fit into the team culture and
contribute to collective goals.

Training and Development: Implement comprehensive training programs that emphasize teamwork,
communication, and problem-solving skills. Continuous training ensures that team members stay updated
with industry trends and best practices. For example, role-playing exercises can help servers and cooks practice
communication and collaboration during high-pressure situations.

Team-Building Activities: Organize regular team-building exercises to strengthen bonds, build trust, and
enhance cooperation among team members. Workshops, retreats, and social events can significantly improve
team cohesion. Consider activities that encourage problem-solving and communication.

Clear Roles and Responsibilities: Clearly define and communicate the roles and responsibilities of each
team member to avoid confusion and ensure accountability. Understanding their duties and expectations helps
team members function more efficiently. A kitchen staff organigram (organizational chart) outlining roles and
reporting structures can be a helpful tool.
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3.1.2. STRATEGIES FOR FOSTERING
COLLABORATION AND COMMUNICATION

Effective collaboration and communication are essential for the smooth functioning of any organization (de
Jong, n.d.; Leonardo, 2020). Here are some strategies to promote them:

Open Communication Channels: Encourage open, honest, and transparent communication among team
members and between staff and management. Regular meetings, suggestion boxes, and an open-door policy
for management can facilitate this.

Regular Meetings: Hold regular team meetings to discuss goals, address issues, celebrate successes, and ensure
everyone is on the same page. Daily briefings can help kitchen and front-of-house staff coordinate efforts for a
smooth service flow.

Feedback Mechanisms: Implement structured feedback systems where team members can provide and
receive constructive feedback to improve performance and resolve issues promptly.

Collaborative Tools and Technologies: Utilize technology to enhance communication and collaboration.
Messaging apps, project management tools, and scheduling software can streamline operations and improve
efficiency. For example, a kitchen display system can ensure cooks receive orders clearly and efficiently from
servers.
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3.1.3. THE COST OF A BAD HIRE

According to a report (Laurano, 2015), 95% of organizations admit to making bad hires annually, costing them
hundreds of thousands of dollars. Factors contributing to bad hires include a lack of standardized interview
processes, weak employer branding, and poor candidate experiences. Bad hires can impact productivity,
retention, engagement, and performance. A bad hire can damage the organization’s culture by creating
negative morale and employee resentment. Maintaining a positive company culture is essential for employee
satisfaction, productivity, and overall success. Making the right hires positively impacts brand and culture.

Organizations can mitigate the risks of bad hires by standardizing talent acquisition processes, strengthening
employer branding, extending the new hire experience, and assessing candidates frequently.
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3.1.4. STRATEGIES TO HIRE A STRONG
CANDIDATE

In order to help organizations make smarter hiring decisions, here are several key recommendations:

Invest in a Strong Candidate Experience

Organizations that invest in a strong candidate experience can improve their quality of hires by 70%. This
includes creating talent communities to engage candidates, maintain a talent pipeline, and strengthen the
employer brand.

Utilize Online Review Sites

Encourage new hires and recent job candidates to share their experiences on third-party online review sites
like Glassdoor. This can provide valuable insights for job seekers and help mitigate stress and ambiguity
surrounding the hiring process.

Leverage Social Media

Only 7% of companies have a strategy in place for their social recruitment efforts. Building relationships,
showcasing the employer brand, and engaging candidates through social media can be more effective than
simply blasting job postings.

Embrace Mobile Recruitment

58% of companies still do not use mobile for talent acquisition, despite candidates expecting recruitment to be
simple and convenient on mobile devices. Providing mobile-friendly application options are crucial in today’s
recruitment landscape.
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Incorporate Video Solutions

Video tools can improve efficiency and provide candidates with the communication they expect from recruiters
and hiring managers. Whether through branding videos or video interview sessions, candidates appreciate the
convenience and familiarity of video solutions.

Look Beyond Hard Skills

Organizations should not only focus on hard skills listed in job descriptions but also assess whether candidates
demonstrate behaviors consistent with the company’s values and culture. Factors like organizational fit and
hiring manager satisfaction are critical for successful hires.

By implementing these recommendations, organizations can enhance their hiring processes, reduce the
likelihood of bad hires, and ultimately improving the quality of their workforce.
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3.2. UNDERSTANDING AND MANAGING
CONFLICTS IN THE WORKPLACE

Conflicts are inevitable in any workplace (Kaifi et al., 2012). Understanding the sources and dynamics of a
conflict are crucial for effective management. Recognizing sources of conflict allows managers to address them
proactively and constructively. Common sources of conflicts include:

Resource Allocation

Disputes over the distribution of resources such as time, equipment, and space can lead to tension among team
members.

Interpersonal Differences

Clashes arising from differing personalities, communication styles, or cultural backgrounds can create friction
within the team.

Role Ambiguity

Confusion or disagreement about individual roles and responsibilities can lead to misunderstandings and
conflict.

Workload and Stress

High stress and demanding workloads often result in tensions and disagreements among staff.
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3.2.1. CONFLICT RESOLUTION TECHNIQUES
AND NEGOTIATION SKILLS

Effective conflict resolution and negotiation skills are critical for maintaining harmony and productivity in the
workplace. (SHRM, 2023). These techniques include:

Active Listening: Ensuring that all parties feel heard and understood can help to de-escalate tensions and
facilitate more productive dialogue.

Empathy and Understanding: Demonstrating empathy and seeking to understand the perspectives and
needs of all involved parties can help in finding common ground.

Assertive Communication: This involves expressing your needs and opinions clearly and directly, while
respecting the rights of others. Assertive communication can help resolve conflicts before they escalate
(MindTools, 2023).

Mediation and Facilitation: Using neutral third parties to mediate disputes and facilitate constructive
discussions can lead to more amicable resolutions. Managers can play a crucial role in mediating conflict by
providing a safe space for open communication.

Problem-Solving Approaches: Focusing on finding mutually beneficial solutions rather than assigning
blame encourages a collaborative approach to conflict resolution. Brainstorming solutions together allows
teams to find creative ways to address issues.

Negotiation Skills: Developing the ability to negotiate effectively, balancing firmness with flexibility, can help
in reaching satisfactory agreements that meet the needs of all parties involved.

Progressive Discipline: This is a structured approach to addressing employee performance or conduct
issues. It involves increasing levels of consequences for repeated offenses, ensuring fairness and providing
opportunities for improvement.
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3.2.2. CREATING A POSITIVE WORK
ENVIRONMENT

A positive work environment is essential for fostering teamwork and reducing conflicts. Elements of a positive
work environment include:

Supportive Leadership: Leaders who are supportive, approachable, and willing to invest in their team’s well-
being can significantly enhance morale and productivity. Leaders who set a positive example and recognize
team member contributions create a more positive work environment.

Recognition and Rewards: Regularly acknowledging and rewarding the contributions and achievements of
team members can boost motivation and job satisfaction. Public praise, bonuses, or employee-of-the-month
programs can be used to recognize outstanding performance.

Work-Life Balance: Promoting a healthy work-life balance helps reduce stress and prevent burnout, leading
to a more engaged and productive workforce. Offering flexible scheduling options or encouraging breaks can
contribute to a positive work-life balance.

Inclusive Culture: Creating an inclusive and respectful workplace culture where diversity is valued, and all
team members feel welcomed fosters a sense of belonging and cooperation. Diversity training and creating
opportunities for team members from different backgrounds to interact can help build a more inclusive
environment.

Opportunities for Growth: Providing opportunities for professional development and career advancement
can boost morale and motivation, encouraging team members to strive for excellence. Offering training
programs or mentorship opportunities can help employees develop their skills and advance their careers.
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3.3. CONCLUSION

The benefits of fostering a culture of teamwork and effective conflict extend far beyond just a smooth-running
organization. By investing in their teams, managers cultivate a positive and productive work environment
that fosters creativity, innovation, and a commitment to excellence. This translates directly to the customer
experience. Highly motivated and collaborative teams are more likely to go the extra mile, ensuring clients
receive exceptional products and services. In competitive industries like foodservice, a strong team is a winning
ingredient – one that contributes not only to the success of the establishment but also to the overall satisfaction
of your customers.
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3.4. REVIEW QUESTIONS

Interactive Questions

An interactive H5P element has been excluded from this version of the text. You can view it online

here:

https://ecampusontario.pressbooks.pub/principlesofmanagementinnutrition/?p=248#h5p-6

Short Questions

• The chapter emphasizes the importance of building and maintaining effective teams in foodservice
operations. Discuss two key strategies that can be implemented to achieve this objective.

• Explain the concept of “active listening” and its significance in fostering effective communication within
a foodservice team, particularly in conflict resolution scenarios.

• The chapter highlights the importance of creating a positive work environment in foodservice
establishments. Identify two elements of such an environment that can contribute to a reduction in
conflict among staff members.
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3.5. PRACTICAL EXERCISES

Scenario 1: Building a Cohesive Team

Situation: “Nutrition Wellness Kits,” a newly launched meal kit company focused on health and wellness, was
founded by its owner, Olivia, who hired a diverse team including a nutritionist, recipe developer, marketing
coordinator, customer service representatives, and food packaging specialists. Despite the individual talents
of the team members, they struggled with coordination and communication during the initial weeks of
operation. This led to delays in fulfilling orders, inconsistencies in kit contents, and customer complaints.
Olivia’s primary challenge was to transform this group of talented individuals into a cohesive team that could
work efficiently under pressure and deliver a consistent, high-quality product and customer experience.

Questions:

• What were the main issues faced by the team at Nutrition Wellness Kits?

• What strategies can Olivia use to build a cohesive team?

• How can team-building activities contribute to improved teamwork?

Group Activity: Divide participants into small groups and ask them to brainstorm additional team-building
activities that could further improve cohesion in a wellness-focused meal kit company. Each group should
present their ideas.

Role-Playing: Have participants role-play different scenarios of team-building activities (e.g., a collaborative
recipe development session) to practice communication and cooperation.

Debrief:

• Discuss the outcomes of the role-playing activities.

• Highlight key takeaways on the importance of clear roles, regular meetings, and feedback mechanisms in
building effective teams.
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Scenario 2: Resolving Interpersonal Conflicts

Situation: “The Food Hub,” a local hospital foodservice, struggled with ongoing conflicts between the cooks
and dietary technicians. The cooks felt overwhelmed by last-minute order changes, while dietary technicians
were frustrated with delays and miscommunications leading to errors in diet orders sent to patients. These
issues created tension and hindered the overall efficiency of the foodservice operations. The manager, Tom,
faced the critical challenge of resolving these interpersonal conflicts and improving communication between
the two groups. His goal was to ensure smooth operations, create a better work environment, and enhance
customer satisfaction.

Questions:

• What were the sources of conflict between the cooks and dietary technicians?

• How can Tom address these conflicts?

• Which conflict resolution techniques were most effective?

Role-Playing: Assign participants different roles (e.g., cooks, dietary technicians, manager) and have them
role-play a mediation session facilitated by a neutral third party. Each group should demonstrate active
listening, empathy, and assertive communication.

Brainstorming: Ask participants to brainstorm additional strategies for preventing and resolving conflicts.

Debrief:

• Discuss the effectiveness of different conflict resolution techniques used in the role-playing scenarios.

• Emphasize the importance of mediation, process improvements, and recognition in managing workplace
conflicts.

Scenario 3: Managing Workload Stress

Situation: “Health Stop,” a prestigious health food company, faced significant challenges with high employee
turnover rates. The intense workload and high stress levels, particularly during peak seasons, were the main
contributors to this issue. These factors not only affected service quality but also took a toll on employee
morale. The company’s primary challenge was to effectively manage workload stress and create a supportive
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work environment that would help retain talented staff while maintaining the high standards of service that
“Health Stop” was known for.

Questions:

• What could be the primary causes of stress and turnover at Health Stop?

• How can the management address these issues?

• Which strategies can be the most effective in reducing stress and improving morale?

Group Activity: Ask participants to design a stress management program for an organization. Include
elements such as flexible scheduling, supportive leadership practices, and professional development
opportunities.

Workshop: Conduct a mini workshop on stress management techniques, such as mindfulness and time
management. Participants should practice these techniques and discuss their potential benefits.

Debrief:

• Review the designed stress management programs.

• Discuss how promoting work-life balance and supportive leadership can enhance employee retention
and satisfaction.

Scenario 4: Creating an Inclusive Culture

Situation: “Home Brew,” a family-owned business, had a diverse workforce but struggled with inclusivity
issues. Cultural differences led to some employees feeling excluded, which negatively impacted team cohesion
and overall morale. The primary challenge was to foster an inclusive culture where all employees felt valued,
respected, and integral to the team.

Questions:

• What were the challenges related to inclusivity at Home Brew Café?

• What actions can the owners take to create an inclusive culture?

• How can these actions impact the work environment and customer experience?

76 | 3.5. PRACTICAL EXERCISES



Group Activity: Have participants develop a diversity and inclusion action plan for a hypothetical foodservice
establishment. Include training sessions, inclusive policies, and cultural events.

Role-Playing: Role-play scenarios where team members address discrimination or cultural
misunderstandings, practicing respectful and inclusive communication.

Debrief:

• Present and discuss the diversity and inclusion action plans.

• Highlight the importance of regular diversity training, inclusive policies, and celebrating diversity in
fostering a positive work environment.
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IV. HUMAN RESOURCE
MANAGEMENT

Learning Objectives

• Understand the role of Human Resource Management (HRM).

• Identify key HR management issues specific to the foodservice and hospitality industry.

• Learn about the HR planning process and its importance.

• Understand the employment process.

• Explore performance management techniques.

• Comprehend the significance of occupational health and safety in HR management.

Key Terms

Human Resources Orientation Discipline

Recruitment Training Health

Selection Performance Practices
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Source: The BC Cook Articulation Committee. (2015). Human resources in the food service and hospitality
industry. Victoria, B.C.: BCcampus, CC-BY. Retrieved from https://ecampusontario.pressbooks.pub/
hrinfoodservices/
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4.1. HUMAN RESOURCES MANAGEMENT

People are among the most crucial resources of an organization. It’s a well-established truth that employees
have the power to either build or undermine an organization. The success of a business is not the result of the
efforts of a single individual; rather it requires a team – the right team – for you and your business to succeed.
So how do you find, attract, and keep the right people to work for you and your business? You do this by
putting employees first.

Staffing and managing human resources involves matching the tasks to be performed with the people available
to do the work. Effective human resource (HR) management practices are essential for attracting, retaining,
and developing a high-performing workforce that consistently delivers exceptional service.
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4.1.1. HUMAN RESOURCE MANAGEMENT
ISSUES

Human Resource Management (HRM) is a crucial aspect of managing foodservice enterprises. The
complexity of HRM in healthcare and the food industry stems from various factors, including workforce
shortage, high turnover rates, the need for a diverse workforce, and the demands of managing both full-time
and part-time employees.

Workforce shortage is a significant challenge in the healthcare and the food industry, exacerbated by various
economic, demographic, and industry-specific factors. This issue impacts the ability of foodservice enterprises
to maintain operational efficiency and deliver high-quality service. Similarly, healthcare facilities are struggling
to meet patient needs and maintain quality care due to insufficient staffing levels. According to recent data
from Statistics Canada and industry reports, the foodservice sector has been one of the hardest hit by workforce
shortages. The COVID-19 pandemic significantly worsened this situation, with many employees leaving the
industry due to uncertainty and health concerns (Statistics Canada, 2023).

As of the latest data, the job vacancy rate in the foodservice sector has reached record highs. In the third quarter
of 2023, there were over 130,000 vacant positions in the accommodation and food services sector, reflecting a
vacancy rate of approximately 8%. The labor force participation rate in the hospitality and foodservice industry
has declined, with fewer individuals willing to take on jobs that are perceived as low-paying and high-stress
(Statistics Canada, 2023).

Another issue that the food service industry faces is a demographic shift in the country, with an ageing
population and declining birth rates that have reduced the overall labor pool available for the industry. Younger
workers, who traditionally filled these roles, are pursuing careers in other sectors that offer better pay and
working conditions. Additionally, there is a growing shift in values among the workforce, with many
prioritizing flexible work arrangements, comprehensive benefits, and more free time over traditional
employment structures. These changing priorities make it increasingly difficult for the food service industry to
attract and retain talent, especially when competing with industries that can offer more of what these workers
value most (Government of Canada, 2023a).

The foodservice industry is often characterized by low wages. According to a 2023 report by Restaurants
Canada, the average hourly wage in the foodservice sector is significantly lower than the national average,
making it challenging to attract and retain workers. The average hourly wage in the foodservice sector is around
$14, compared to the national average of $28 (Restaurants Canada, 2024).
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The working conditions of the foodservice industry are physically demanding, coupled with long hours and
irregular shifts, making these positions less attractive. Employees often face high levels of stress and burnout,
leading to higher turnover rates. The intense pace and customer-facing nature of the work contribute to job
dissatisfaction.

Effectively managing a diverse workforce is a critical aspect of modern organizational management. Embracing
diversity brings numerous benefits, including a wide range of perspectives, ideas, and experiences that can
greatly enrich the work environment. However, it’s necessary to implement effective communication channels
and conflict resolution strategies to ensure a harmonious and inclusive workplace. This involves fostering open
dialogue, promoting cultural understanding, and implementing fair and equitable practices to support and
empower all employees, regardless of their background.

Ensuring high levels of employee engagement and retention is essential for operational stability. This involves
creating a work environment where employees feel valued, motivated, and connected to the company’s mission
and values. Providing career development opportunities such as training, mentorship programs, and clear
paths for advancement is crucial in ensuring that employees feel invested in their long-term growth within the
organization. Furthermore, recognizing and rewarding employee contributions through various means, such
as performance bonuses, employee appreciation events, or public acknowledgment, is instrumental in boosting
morale and reinforcing a positive work culture.
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4.1.2. THE PLANNING PROCESS

The initial and most crucial step in the planning process involves comprehending the business’s requirements.
This requires identifying the business’s values, mission, goals, and objectives, and ensuring that your plans are
in line with them. The mission and values serve as the foundation of your aspirations and offer direction for
decision-making and solving challenges. Goals and objectives should span short and long-term horizons. Short-
term goals and objectives are typically set on an annual basis to support the achievement of long-term goals for
your business (Payne-Palacio, 2015).

The consequences of poor hiring practices and planning are profound. Employees who are not the right fit for
your business are unlikely to stay long and can negatively impact your business in the long-term. Staff turnover
is expensive and results in lost customer service, increased training time, low productivity, poor team morale,
and the expenditure of valuable time and resources spent searching and interviewing to fill vacant positions.
Making poor hiring decisions can cost you the equivalent of 6 to 18 months of a new employee’s annual salary
(Laurano, 2015).

The planning process in HRM involves strategic foresight to ensure that the right number of employees with
the right skills are available at the right time (Reynolds & Mcclusky, 2013). This process includes:

Workforce Analysis: This step involves assessing current workforce capabilities and predicting future needs
based on the organization’s strategic goals. It helps identify gaps in skills and the number of employees
required.

Job Analysis and Design: Job analysis entails defining the duties, responsibilities, and qualifications needed
for each position. This information is crucial for creating job descriptions and specifications, which are
essential tools in recruitment and selection.

HR Forecasting: HR forecasting predicts the organization’s future labor needs and involves analyzing both
internal and external factors. Internal factors include retirement rates and internal promotions, while external
factors cover labor market conditions and economic trends.

Succession Planning: Succession planning ensures that there are qualified candidates ready to fill key
positions as they become vacant. This involves identifying and developing internal employees who have the
potential to move into leadership roles.

Strategic HR Planning: This aligns HR strategies with the organization’s overall strategic plan. It involves
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developing HR policies and practices that support organizational goals, such as talent acquisition, employee
development, and performance management.
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4.2. THE EMPLOYMENT PROCESS

Staffing is the process that includes all the methods of matching requirements of tasks to be performed by
skilled people (Szende et al., 2020; Walker, 2004). Hiring, placement, promotion, transfer, job design and
training are all entangled in this process. Organization charts indicate the number of workers needed in
each department of a foodservice. Job descriptions and specifications outline the specific conditions under
each employee will work, while job requirements are the qualifications deemed desirable for that position
(Government of Canada, 2023b; National Restaurant Association, n.d.).
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4.2.1. RECRUITMENT

Job analysis

Conducting a job analysis is a fundamental first step in the recruitment and selection process. It serves
as the foundation for understanding each position within the organization and involves gathering detailed
information about the specifics of each role. It addresses the question, “What does this job demand?” by
identifying the behaviors, skills, and responsibilities required to perform the job effectively.

To accurately determine the nature of a job, various methods can be employed, depending on the size and
complexity of the operation. These methods include:

Surveys completed by current employees: These surveys collect firsthand insights from those currently
performing the job.

Manager interviews with employees: Managers conduct interviews with employees to gain a deeper
understanding of the position’s duties and challenges.

Direct observation: Observing employees as they perform their tasks provides real-time insights into job
requirements.

It’s essential to involve all key parts in the job analysis process to ensure accuracy and garner employee buy-
in. Employees who perform the job, along with their managers, offer valuable perspectives that help capture
all relevant duties and responsibilities without bias. After completing the job analysis, it’s possible to have a
comprehensive base of information. This foundation is crucial for developing a meaningful job description
that aligns with everyone’s understanding of the position.

4.2.1. RECRUITMENT | 87



4.2.1.1. JOB DESCRIPTION

A well-written job description is essential for successful recruitment. It brings qualified candidates, simplifies
the hiring process, and lays the groundwork for effective training and performance evaluation. The following
elements serve as a blueprint for the ideal candidate, outlining the essential roles, duties, and skills needed for
the position.

Key Elements of A Strong Job Description

Duties and Responsibilities: Clearly detail the primary tasks and obligations associated with the role. Use
action verbs to describe these duties (e.g., “manage staff schedules”, “resolve customer complaints”).

Core Functions: Summarize the most crucial aspects of the position and the impact it has on the
organization.

Task Breakdown: Provide a breakdown of daily, weekly, monthly, and yearly tasks. Include specific details
and action verbs to highlight the required skills (e.g., “coordinate weekly delivery schedules with suppliers”,
“operate kitchen equipment to prepare menu items”).

Qualifications and Skills: Specify essential qualifications, technical skills, and soft skills (e.g., interpersonal
communication, problem-solving). Consider both hard skills (e.g., proficiency in specific software) and soft
skills.

Skill Level Expectations: Define the required skills in detail, including the desired level of proficiency for
each.

Education and Training: Clarify educational prerequisites, mandatory certifications (e.g., Red Seal,
FOODSAFE), and any required ongoing training programs.

Essential vs. Preferred Skills: Clearly distinguish between indispensable skills needed to perform the job
effectively and desirable skills that would be advantageous.

Training and Development: Outline the training and development opportunities offered upon hire, such as
apprenticeships or mentorship programs.
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Realistic Expectations: Set clear expectations regarding skillsets and experience while remaining accessible to
a pool of qualified applicants.

Reporting Structure: Define the reporting hierarchy, clearly stating who the position reports to and any
subordinates they may supervise.

Document Versioning: Include a date on the document to track revisions and ensure it reflects current
needs.

Flexibility: Acknowledge that job descriptions can evolve with organizational changes. Encourage periodic
review to ensure continued relevance.

By adhering to these elements, you can create a comprehensive and informative job description that attracts
the right talent and sets the stage for a successful onboarding and performance management process.
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4.2.1.2. JOB POSTING

Before posting the job opening, take some time to consider these key questions:

Target Audience: Who are you trying to attract? Are you focusing on local residents, recent graduates, or
experienced professionals?

Reaching Ideal Candidates: Understand where your ideal candidates search for jobs. Are they active on
online job boards, industry specific websites, or social media platforms? Consider industry publications or
attending career fairs at relevant schools.

Internal Recruitment: Explore the possibility of promoting from within. This can boost morale and provide
consistency, but ensure you’re not overlooking qualified external candidates.

Benefits Beyond Salary: Highlight any additional perks or benefits offered, such as flexible hours, a fun work
environment, or opportunities for professional development.
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4.2.1.2.1. TYPES OF JOB POSTINGS

There are multiple approaches to discovering potential employees, both internally and externally. Finding
potential employees internally (including through referrals, acquaintances, and relatives) can provide
numerous advantages, as it is generally the most cost-effective recruitment method. Moreover, internal
recruitment can boost team morale by demonstrating the opportunity for internal advancement, which can be
a significant motivator for many employees.

Internal recruitment can also ensure consistency, as applicants are already familiar with the organization,
systems, values, etc. However, internal recruitment may result in having a stagnant workforce. Promoting from
within may not introduce the fresh perspective desired. Additionally, sometimes the ideal candidate for the
position may not be available internally. Existing employees may lack the necessary combination of education,
skills, or experience.

External recruitment through newspapers, relevant websites, radio, schools, and professional organizations
can be effective, but it may also result in a large volume of applications to sift through, both qualified and
unqualified, which can be very time-consuming. Furthermore, external recruitment can be costly; advertising
job openings in prominent locations such as online job boards and newspapers can incur substantial expenses,
amounting to hundreds or even thousands of dollars.
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4.2.1.2.1.1. RECRUITMENT TOOLS

The use of recruitment tools may offer the highest return on investment and can be more targeted towards
potential recruits. Here are some recommendations for different recruitment options:

Word-of-mouth: Leverage referrals from satisfied employees, business contacts, and your network.

Online Recruitment: Utilize your company website, online job boards, social media platforms (LinkedIn,
Facebook), or industry-specific hospitality job boards (go2HR, Hcareers, Workopolis).

Professional Associations: Connect with relevant trade associations or professional organizations (BC
Chefs’ Association, BC Lodging and Campgrounds Association).

Schools: Partner with high schools, colleges, or universities to access students seeking internships or entry-level
opportunities.

Traditional Media: Consider newspaper advertising, particularly for senior positions, but be aware of
potentially unqualified applicants. Industry publications are a more targeted option.

Recruitment Agencies: Utilize agencies for specialized positions, senior hires, or temporary staffing needs.
Carefully review contracts before signing.

Job Fairs and Open Houses: Participate in job fairs or host open houses to showcase your company culture
and attract potential candidates.

The job market is dynamic. Be open to alternative recruitment methods and stay informed about industry
trends in compensation and benefits.
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4.2.1.3. SELECTION

After recruitment, the next crucial step is selecting the most qualified candidate for the job. During busy
seasons, it can be tempting to hire subpar candidates, but this often leads to more work for everyone in the
long run. Hiring decisions are among the most important choices a manager or business owner can make.
The expenses associated with hiring, training, and potentially dismissing or transferring an employee are too
significant to risk making mistakes in the process. (Hudson & Booth, 2021)

Screening the Resumés

The goal of resumé screening is to identify the most qualified candidates for interviews, avoiding unnecessary
interviews with unsuitable applicants. Until the interview stage, the resumé is typically your main source of
information about a candidate’s abilities and skills, unless the candidate is recommended or known to you.

Steps for Efficient Screening

Make a Checklist and Compare Resumés

• Create a checklist of “must-have” and “nice-to-have” skills and qualifications based on the job
description.

• Review each resumé for these criteria, eliminating those that don’t meet the minimum requirements.

• Avoid altering the must-have list to fit applicants’ backgrounds; this ensures the position’s integrity.

Categorize Each Applicant

• Sort resumés into “yes,” “maybe,” and “no” piles:

• Yes: Has all must-have and most nice-to-have skills.

• Maybe: Has all must-have and some nice-to-have skills.

• No: Lacks must-have skills.
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• Flag resumés with frequent job changes, employment gaps, lateral moves, missing dates, errors, vague
duties, or over-inflated roles for further scrutiny during interviews.

Select Candidates for Interviews

• Start with candidates from the “yes” pile. If no suitable candidate is found, move to the “maybe” pile.

• Re-advertise the position if necessary.

Communicate with Applicants

• Decide whether to communicate with all applicants or only those selected for interviews.

• Keep “maybe” candidates informed but non-committal to keep them engaged if needed later.

• Update applicants on the hiring process and expected timelines to maintain professionalism and reduce
follow-up inquiries. Send emails thanking them for their application and outlining the next steps.
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4.2.1.4. THE INTERVIEW

The purposes of the interview are:

Get information: Not only what is on the resumé, but also attitudes, feelings, and personality traits that
determine the qualifications.

Give information: It is essential that the applicant receive all the information about the establishment and the
job and clarify any questions and concerns that may arise.

Establish a connection: Treat an applicant with the same courtesy that you would give to a customer, because
every applicant is a potential customer.

Interviewing candidates requires some skills like being a good listener, knowing how to redirect a conversation,
having good perception to distinguish between applicants who simply wants the job from those who can get
the job done, and ensuring that you are standing by employment laws and the requirements of your institution.
During the interviews focus on hiring the right candidate. Do not rush the process just to fill the position, even
if you are under pressure to do so. It is important to remember that if the individual hired turns out not to be
a good fit for the team or the company the consequences can be significant.
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4.2.1.4.1. TYPES OF INTERVIEWS

The interviews might be conducted by telephone or in person.

Telephone Interviews

Telephone interviews are often used as an initial screening step to determine if a candidate is suitable for a more
detailed, face-to-face interview. They are particularly useful when candidates live far away, helping save time
and costs. Tips for effective telephone interviews include scheduling a convenient time, ensuring the candidate
is prepared, confirming who will be present during the call, listening for tone and enthusiasm, and asking open-
ended questions to gauge qualifications and attitude. Successful candidates from telephone interviews should
be invited for in-person interviews whenever possible.

In-person Interviews

In-person interviews are crucial for assessing a candidate’s fit for the organization, allowing for better
evaluation of personality traits, body language, and overall compatibility with the company culture. The
interview process should be well-planned, with consistent questions derived from the job description to
ensure fair comparison among candidates. Including behavioral descriptive questions, which ask candidates to
describe past actions and experiences, can provide deeper insights into their capabilities and how they might
perform in the future.
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4.2.1.4.2. INTERVIEW PROCESS

Introduction: Introduce yourself and any other interviewers, explain the interview structure, and make the
candidate comfortable.

Questions: Ask the prepared questions, encouraging detailed responses and active listening. Maintain the 80/
20 rule, where the candidate talks 80% of the time.

Wrap-Up: Provide details about the job and the company. Allow the candidate to ask questions and explain
the next steps in the hiring process.

Performance-Based Component: For certain positions, incorporating a performance-based component,
where candidates demonstrate relevant skills, can be beneficial. Inform candidates ahead of time to ensure they
are prepared. This method, combined with traditional interview questions, helps identify the best fit for the
role.

Interview Tips

• Trust your intuition but remain objective.

• Use consistent questions for all candidates for fair evaluation.

• Practice active listening and observe non-verbal cues.

• Evaluate each candidate after the interview based on their responses and overall fit with the company.
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4.2.1.5. POST-INTERVIEW FOLLOW-UP

Always follow up with each candidate, regardless of the decision, to leave a positive impression and maintain
potential future opportunities for unsuccessful candidates.

After completing the interview phase, it is necessary to review the job descriptions and the decision matrix,
and then rank the candidates. Ranking competencies in order of importance helps to identify the strongest
candidate for that specific position. It is important to remember that no candidate is a perfect match. In
addition to interview rankings, once a decision has been made, be sure to review background and reference
checks, confirm salary requirements, and verify credentials where applicable.
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4.2.1.6. REFERENCE CHECKS

One important step in HR management during the hiring process is the reference check, where the HR
department should check the candidate’s references before making the job offer. When conducting reference
checks, inquire about the applicant’s past job performance, positions held, responsibilities, employment dates,
reasons for leaving, and rehire eligibility. Always maintain professionalism, respect the reference’s time, and
aim to speak directly with the candidate’s previous supervisors for the most accurate insights. Document all
reference information and keep it confidential to aid in the hiring decision process.

Be aware that some employers may be reluctant to provide detailed references due to legal concerns, often
limiting their feedback to confirmation of employment dates and job titles. In such cases, asking if they would
rehire the applicant can be revealing. To get comprehensive information, request references from multiple
previous employers and follow up on any employment gaps. Pay attention to subtle cues like tone and
hesitation during conversations. Do not let your excitement or relief in finding the “perfect” candidate or your
impatience to fill the position lead you to make an error and skip this part of the process.
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4.2.1.7. MAKING THE JOB OFFER

The final step into the hiring process is making the job offer, which includes the level of compensation.
Compensation refers to the salary and benefits. Be sure to understand your company’s salary guidelines
and determine if your offer is competitive in the marketplace. Benefits are non-wage compensation that are
an important aspect of the total compensation provided by the employers to the employees. Benefits like
insurance, paid leave, assistance programs, and wellness programs can be a decisive factor during the hiring
process.

When establishing the salary for a new employee, it is important to take into consideration several other
factors. These may include the candidate’s level of experience, relevant qualifications, the current market rate
for similar positions, the company’s budget constraints, and any additional benefits or perks offered as part of
the compensation package. Another important factor is to ensure equity among similar employees. Ensuring
fairness among employees in similar roles is crucial for maintaining a work environment where everyone is
given equal opportunities and treatment.

After selecting the best candidate, extend a job offer starting with a verbal offer followed by a formal written
offer to ensure clarity on terms and conditions. During the verbal offer, congratulate and welcome the
candidate, reiterate the job details, and confirm the starting wage, work schedule, benefits, vacation time, start
date, dress code, and any training programs. Allow the candidate time to consider the offer and negotiate if
necessary. Once terms are agreed upon, document everything in a written offer letter, which should be signed
by both parties and kept on file. The letter should include key components like position title, duties, salary,
work schedule, benefits, and any other relevant details.

After the successful candidate accepts, promptly inform the unsuccessful applicants to maintain
professionalism and prevent negative sentiments about your company. Communicate their status directly and
empathetically, highlighting their strengths and expressing your best wishes. For standout candidates, consider
retaining their resumes for future opportunities. This respectful and considerate approach helps preserve your
company’s reputation and leaves a positive impression on all applicants.
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4.2.1.8. COMPLYING WITH HUMAN RIGHTS
LAWS

In Canada, human rights are protected under the federal Charter of Rights and Freedoms (Government of
Canada, 1985) and provincial legislation like the Ontario Human Rights Code (Government of Ontario,
1990a). These laws ensure everyone is treated fairly, consistently, and with dignity. To safeguard both your
and your candidate’s rights during the hiring process, it’s crucial to understand the principles of human rights
legislation and ensure your interview questions are non-discriminatory.

Human resources management includes the practice of legal discrimination, such as selecting a candidate
with the required qualifications for a position. However, it is illegal to discriminate based on race, sex, age,
religion, and other protected grounds specified by the Ontario Human Rights Code. Interview questions
should focus solely on the candidate’s ability to perform the job duties, avoiding any reference to these
protected characteristics. For more information on compliance, consult resources like the Ontario Human
Rights Tribunal and the Canadian Human Rights Commission. Also, in the context of human resources
management, Quebec’s Bill 21, a law that was passed in June 2019 by the provincial government of Quebec,
also known as “An Act respecting the laicity of the State,” serves as a notable example of legal discrimination.
The law enforces the principle of state secularism by prohibiting certain public sector employees from wearing
religious symbols while performing their duties. This includes teachers, police officers, judges, and other
government employees in positions of authority. (Bill 21 (An Act Respecting the Laicity of the State) | The
Canadian Encyclopedia, n.d.)
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4.3. PERFORMANCE MANAGEMENT

New Employee Orientation

A new employee should be introduced to the job and the company first in a formal orientation program and
then in a well-organized training program. The introduction of a newly employed worker is one of the most
important phases of staffing, but at the same time one of the most neglected functions in the workplace.

Research has shown that organizations with a strong onboarding program improve new hire retention by 82%
and productivity by more than 70% (Laurano, 2015). To be successful in their jobs, new employees need to be
drawn into the team and the organization family. Recruitment Solutions found that 47% of employee turnover
occurs in the first 90 days (Armstrong & Mitchell, 2019).

Orientation is a crucial step in integrating new employees into an organization, ensuring they feel comfortable
and informed about their roles. Effective orientation significantly boosts employee commitment, productivity,
and reduces turnover. It focuses on three key areas: people, procedures, and information. By understanding
the company’s structure, history, and operations, new employees are made to feel like valuable team members.
Additionally, orientation provides them with necessary support through coaching and personal networks,
facilitating their development and learning.

A comprehensive orientation program starts with the basics, introducing employees to the company and
their specific job roles. This foundational knowledge helps employees become productive more quickly. The
program should create a welcoming environment that encourages acceptance and belonging. This can be
achieved by spreading out meetings and training sessions, offering informal conversations, and arranging social
interactions like lunches or dinners. Building team spirit is essential, fostering communication and openness
across departments, and helping employees understand and care about each other. This enhances the work
environment and overall business operations.

Presenting the big picture is also part of the process, detailing the organization’s past accomplishments, future
goals, and current focus. It should clarify job responsibilities and rewards, ensuring new hires understand
what is expected of them and their level of authority. Introducing the company culture is crucial, helping
employees fit in and understand the informal rules and behaviors within the organization. Administrative
tasks, such as completing time sheets and understanding procedures for incidents, should be clearly explained.
Engaging employees through interactive activities, such as games or exercises, helps them explore the company
and understand its competitive landscape. Providing an employee handbook before the start date allows new
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hires to absorb information at their own pace, reinforcing the orientation content and fostering identification
with the company.

A well-structured orientation program should cover a range of topics, including company values, mission,
goals, history, organizational structure, product and service descriptions, employee and employer expectations,
benefits, payroll specifics, incentive programs, grooming policies, workplace health and safety, harassment and
discrimination policies, promotion and raise procedures, disciplinary procedures, probationary period details,
vacation specifics, and performance evaluation processes. Personal comfort issues, such as staff room locations,
restrooms, eating facilities, rest breaks, lockers, smoking policies, and security issues, should also be addressed.
Providing a clear schedule or agenda with defined roles for everyone involved ensures a smooth and effective
orientation process, helping new employees integrate seamlessly into the organization.

However you choose to present your orientation program, give it structure and provide a schedule or an agenda
with everyone involved having clearly defined roles.
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4.3.1. TRAINING PROGRAM

After the individual worker has been properly introduced to the job, the employee still needs to be thoroughly
trained, especially in the initial period of employment. Familiarity with established procedures and operational
policies, presented in a well-organized manner, can do much to encourage the employee to gain self-confidence.
Properly trained employees deliver better service, feel more satisfied in their roles, and are more willing to take
on new challenges without feeling overwhelmed. Training benefits both businesses and employees, leading to
higher productivity and overall job satisfaction. Viewing training as a strategic investment rather than a cost
is crucial, as it significantly enhances the value of a company’s most important asset—its staff. An effective
training process involves several key steps: reviewing job descriptions, setting training objectives, selecting
trainees, creating a training plan, determining training methods, identifying competent trainers, evaluating
training success, and documenting the training.

Selecting excellent trainers is essential for effective training. On-the-job training is typically conducted by
supervisors or senior staff members, while off-the-job training can involve either in-house personnel or external
instructors. Supervisors play a crucial role in daily training responsibilities and should be equipped with
effective training techniques. They need to understand the necessary knowledge and skills to make employees
productive, often found in job analyses and descriptions. Trainers should set clear goals for training and
understand adult learning principles and communication strategies. Developing supervisors’ training
capabilities, even in small businesses, through courses on training methods can lead to significant productivity
gains. Using job descriptions as a base for training programs helps employees connect training to job
performance, ensuring relevant and effective training content. Comprehensive job descriptions and training
manuals provide a structured approach to employee training, reducing personnel problems and enhancing
performance evaluation processes.

Instructor preparation for instruction to be given on the job includes the following tasks:

Break Down the Job: List the principal steps. Pick out the key points.

Have a Timetable: How much skill do you expect your pupil to have, and how soon?

Have Everything Ready: make sure the right tools, equipment and materials are at hand.
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Have the Workplace Properly Arranged: Arrange it in the way in which the worker will be expected to keep
it.

After preparation, the instructor sets about the actual instruction:

Prepare the Worker: Put the worker at ease. A frightened or embarrassed worker cannot learn. Find out what
is already known about the job, and begin where the knowledge ends. Make the worker interested in learning
the job.

Present the Operation: Tell, show, illustrate, and question carefully and patiently. Stress key points and make
them clear. Make sure that you are delivering the instructions clearly and completely. Work first for accuracy,
then for speed.

Try out the Worker’s Performance: test by having the worker perform the job under observation. Have the
worker tell and show you, and explain the key points. Ask questions and correct errors patiently. Continue
until you are sure the worker knows.

Follow-up the Worker’s Performance: Let the worker perform alone. Check frequently but do not take over
if you can give the help needed. Designate to whom the worker goes for help and encourage questions. Taper
off extra coaching and close follow-up until the worker is able to work under usual supervision. Don’t forget
to give credit where credit is due.

A common misconception is that employee training is only necessary for new hires. In reality, ongoing training
and development are crucial for maintaining a strong and productive workforce. Investing in employees
through internal promotion, succession planning, and comprehensive development programs not only
enhances productivity and retention but also improves the organization’s reputation. Effective employee
development programs should align with business goals and focus on progressively building a relevant skill
base, rather than relying solely on short-term, commercially available courses.

Creating an employee development program involves several key steps. First, engage in discussions with
employees about their career development and improvement goals. Establish formal training opportunities,
utilizing both in-house expertise and external programs tailored to the desired skill set. Implement a formal
mentoring program, providing necessary training for mentors. Recognize and reward employee participation
in development activities, considering individual preferences for rewards. Encourage cross-training and
movement within the organization to foster a versatile and skilled workforce. Investing in development
programs strengthens employee commitment, enhances their performance, and boosts their self-esteem,
creating a mutually beneficial environment for both employees and the organization.

4.3.1. TRAINING PROGRAM | 105



106 | 4.3.1. TRAINING PROGRAM



4.3.2. PERFORMANCE EVALUATION

An employee’s development journey should be personalized to align with their individual goals, which are
typically identified during a formal performance appraisal. When done effectively, performance appraisals
can be a positive experience for both employees and supervisors, offering an invaluable opportunity for
constructive feedback that can shape successful career paths in the short and long term. While performance
reviews are often viewed as cumbersome and arduous, proper planning and execution can transform them into
a valuable tool for fostering employee growth and development.

Offering honest feedback and guidance to employees not only enhances workplace efficiency but also boosts
morale and fosters a culture of open communication. Effective leadership involves providing ongoing feedback
and support to facilitate employee development. The benefits of performance appraisals are multifaceted,
including improved performance, enhanced job satisfaction, better morale, and more effective planning for
employee development and advancement.

Prior to conducting a formal evaluation, it’s essential to gather relevant documentation and reflect on the
employee’s performance. Engaging in open dialogue with the employee allows for mutual understanding and
ensures that development areas are aligned with their interests and organizational objectives. Steps in the
performance review process include clarifying job responsibilities, establishing development goals, reviewing
progress, and deciding on the purpose of the evaluation.

Preparing both the employee and the setting for the appraisal is crucial for fostering a productive discussion.
Providing advance notice and giving the employee an opportunity to reflect on their performance encourages
active participation and ensures that the appraisal process is perceived as fair and transparent. During the
meeting, employing the RAP approach—Reviewing the past, Analyzing the present, and Planning for the
future—facilitates constructive dialogue and goal-setting. Balancing positive and negative feedback,
encouraging employee participation, and discussing reasons for performance issues are essential components
of a successful performance review.

Measuring performance effectively involves using a structured review form that encompasses key components
such as annual objectives, job duties, personal performance criteria, strengths, development areas, and career
goals. Including narrative comments from both the manager and the employee promotes transparency and
accountability. Ultimately, performance appraisals serve as a valuable tool for fostering employee growth,
improving organizational effectiveness, and driving success.
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4.4. DISCIPLINE

Disciplining employees is not the most pleasant part of being a manager. But, it is an important part of the
management role, and every manager needs to have the basic skills involved in the employee discipline. Any
disciplinary action taken should be immediate, consistent, impersonal, based on known expectations, and
legally defensible.

Discipline becomes necessary when alternative measures have proven ineffective in ensuring that employees
adhere to established standards. Effective leadership begins by ensuring that work rules are clearly defined,
reasonable, fair, regularly reviewed, and aligned with collective bargaining agreements. These rules should be
communicated orally to employees, posted visibly, and enforced promptly, consistently, and without bias.
Leaders must exemplify adherence to these rules to set a positive example for the workforce.

When disciplinary action is warranted, it should be approached with sensitivity and sound judgment.
Supervisors should conduct a thorough investigation to understand the circumstances surrounding the
incident. Generally, disciplinary actions should be administered in private. Personnel policies typically correlate
the severity of the penalty with the seriousness of the infraction, following a progressive discipline approach
that may involve informal discussions, verbal warnings, written reprimands, suspensions, demotions, or
termination. Regardless of the severity, all disciplinary actions should be documented in the employee’s file,
ensuring thorough documentation, especially in cases leading to dismissal.

To aid supervisors, the “hot stove” analogy is often recommended for disciplinary actions. Similar to touching a
hot stove, disciplinary experiences should provide advance warning, immediate consequences, consistency, and
impersonality. Employees should be aware of expectations, disciplinary actions should be prompt, consistent,
and focused on the behavior rather than the individual.

Disciplining employees typically stems from either performance issues or misconduct, with the latter often
posing a more serious concern due to its deliberate nature and defiance. Poor performance can often be
remedied through coaching and performance management, whereas misconduct usually necessitates
progressive discipline. Extreme cases of misconduct may warrant immediate termination.

Identifiable behaviors that may indicate poor performance or misconduct include:

• Lack of skills, knowledge, or motivation.

• Poor attitude or effort.
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• Misconduct such as working slowly, poor quality of work, tardiness, or wasting time.

• Interpersonal issues like arguing with coworkers or lack of cooperation.

• Challenges in subordinate-supervisor relationships such as insubordination or lack of follow-through.

• Inappropriate supervisor-subordinate interactions like favoritism or mistreatment.

• Mishandling of company property or engaging in harassment, workplace violence, dishonesty, or safety
violations.
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4.4.1. PRINCIPLES FOR DISCIPLINE

When applying progressive discipline, adhere to these principles:

• Establish clear rules and consequences.

• Communicate policies effectively.

• Conduct fair investigations.

• Maintain a balance between consistency and flexibility.

• Focus on corrective action rather than punishment.

Steps of Discipline

The steps of progressive discipline typically involve:

Verbal Counseling: Initiate a private discussion with the employee to address the issue, clarify expectations,
and seek input on solutions.

Written Warning: If the problem persists, issue a written warning outlining the situation, the employee’s
response, and the consequences of continued failure to improve.

Suspension Without Pay: In certain circumstances, suspension without pay may be warranted, but ensure
compliance with applicable employment standards legislation.

Termination: If the problem persists despite prior warnings, termination may be necessary, especially after the
probationary period.

For each step, document discussions and agreements with the employee, ensuring clarity on the issue, proposed
solutions, and consequences. Seek mutual understanding and commitment to improvement, and provide
feedback and follow-up as needed.
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Consider factors such as the employee’s length of service, past conduct, intent, and acknowledgment of
wrongdoing when determining the appropriate level of discipline. While termination may be necessary in
some cases, it should be approached thoughtfully, considering the potential impact on the business and the
employee.
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4.5. DISMISSALS

When terminating an employee, it’s crucial to adhere to proper procedures and documentation to avoid legal
ramifications for wrongful termination. If your company has a human resources department, it’s advisable
to consult with them beforehand. For small businesses lacking an HR function, ensure compliance with
employment standards regulations specific to your jurisdiction. If uncertain, seeking advice from similar
businesses with HR departments or the provincial Employment Standards Branch (Government of Ontario,
2017) can be beneficial.

Regardless of jurisdictional nuances, follow these general steps:

• Initiate a discussion with the employee to outline the issue at hand and allow them to provide their
perspective.

• Offer the employee an opportunity to explain their actions and provide any relevant information.

• Conduct further investigation, if necessary, based on the information provided.

• Prepare a written notice of termination after careful consideration of all available information.

• Conduct the final termination meeting in a private setting to maintain confidentiality and minimize
discomfort for the employee.

• Consider having a witness or backup present to support the conversation, especially if tensions may
arise.

• Clearly communicate how the employee’s performance fell short of expectations, referencing any prior
warnings.

• Announce the termination respectfully and professionally.

• Collect any company property from the employee, such as keys or uniforms.

• Ensure timely processing of final pay, including wages and vacation pay, in accordance with provincial
regulations.
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• Provide necessary information to the employee, such as details regarding the final paycheck, procedures
for returning company property, and arrangements for an exit interview if applicable.

Throughout the termination process, prioritize preserving the employee’s dignity and ensure they feel they
have been treated fairly and respectfully.
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4.6. OCCUPATIONAL HEALTH AND SAFETY
IN HUMAN RESOURCES

Promoting a safe and healthy work environment should be a fundamental aspect of your organizational ethos.
This commitment not only fosters employee well-being but also aids in staff retention, with safety being
particularly valued by younger workers. In Ontario, ensuring workplace health and safety falls squarely on
the shoulders of employers, emphasizing the need for comprehensive training and orientation within the
framework of the Occupational Health and Safety Act (OHSA) (Government of Ontario, 1990b).

Establishing and upholding a safe workplace necessitates ongoing effort, but the investment is invaluable.
Formal regulations and numerous resources are available to guide the development and continuation of health
and safety practices within your organization.

Initiating an occupational health and safety program begins with a thorough risk assessment of the workplace,
identifying potential hazards for both you and your employees. Key elements of your program should
encompass:

• A statement outlining the employer’s objectives and the responsibilities of all parties involved.

• Regular inspections to identify and rectify hazardous conditions.

• Written instructions supplementing the OHSA, readily accessible to all employees.

• Prompt investigation of incidents to prevent recurrence.

• Maintenance of records and statistics, accessible to relevant parties.

• Provision for employee instruction and supervision in safe work practices.

• Regular management meetings to review health and safety activities and incident trends.

A robust program will:

• Identify workplace hazards.
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• Control and minimize the risk of workplace injuries or illnesses.

• Be monitored to ensure compliance with OHSA requirements.

Compliance with the OHSA is essential for all employers and workers in Ontario. The OHSA sets out legal
obligations that workplaces must adhere to, providing a framework for maintaining a safe work environment.

Referencing OHSA guidelines is crucial for understanding legal requirements based on the size of your
organization. Monthly formal OHSA meetings, with worker representation, are mandatory, focusing on
existing health and safety issues and their resolution. Keeping detailed records of these meetings is imperative
for inspection purposes.

Research underscores the benefits of well-structured OHSA programs for long-term business efficacy,
including:

• Decreased workplace injuries and associated costs.

• Enhanced organizational reputation.

• Improved staff retention.

• Establishment of a measurable system to evaluate safety practices.

Furthermore, participating in the Certificate of Recognition (COR) Program, if your company meets the
criteria, may lead to incentive payments from the Ontario Ministry of Labor. This program rewards employers
who exceed legal requirements by implementing best practices in injury prevention.

For additional information on occupational health and safety, consider accessing resources such as:
Occupational Health and Safety Act (OHSA): https://www.ontario.ca/page/occupational-health-and-safety-act-ohsa
Watch Your Step: An Employer’s Guide to Preventing Slips, Trips and Falls in the Food & Beverage Industry:
https://www.go2hr.ca/explore-all-resources/health-safety/watch-your-step-an-employers-guide-to-preventing-slips-
trips-and-falls-in-the-food-beverage-industry
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4.7. CONCLUSION

Effective performance management plays a critical role in the success of any foodservice enterprise. By
implementing a well-structured approach encompassing new employee orientation, comprehensive training,
regular performance evaluations, and fair disciplinary practices, organizations can foster a motivated and
productive workforce. Investing in employee development not only enhances operational efficiency but also
improves customer satisfaction and contributes to a positive work environment. This translates to increased
employee retention, lower costs associated with recruitment and turnover, and ultimately, a thriving
foodservice business.
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4.8. REVIEW QUESTIONS

Interactive Questions

An interactive H5P element has been excluded from this version of the text. You can view it online

here:

https://ecampusontario.pressbooks.pub/principlesofmanagementinnutrition/?p=313#h5p-7

Short Questions

• What are the key components of a successful new employee orientation program?

• Outline the steps involved in the actual instruction process during on-the-job training.

• Why is ongoing training and development crucial for maintaining a strong workforce?

• What are the key steps involved in creating an employee development program?

• How can employee development programs benefit both employees and organizations?

• How can performance appraisals be transformed into a positive experience for both employees and
supervisors?

• Describe the steps involved in conducting a formal performance evaluation.
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• What principles should be followed when disciplining employees?

• What are the identifiable behaviors that may indicate poor performance or misconduct?

• Describe the proper procedures and documentation required when terminating an employee.
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4.9. PRACTICAL EXERCISES
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Scenario 1

Situation: A medium-sized company is experiencing high turnover rates among new hires within the first
three months of employment.

Question: As an HR consultant, analyze the current orientation program and propose improvements to
address this issue.

Scenario 2

Situation: A manufacturing company has introduced a new software system to streamline production
processes. Employees are struggling to adapt to the new system, resulting in decreased productivity and morale.

Question: Develop a training plan outlining how you would educate employees on using the new software
effectively.

Scenario 3

Situation: A department within a company is experiencing low employee morale and productivity. As a
supervisor, you need to conduct performance evaluations for your team members.

Question: Develop a strategy for conducting constructive performance reviews that address both individual
and team concerns.

Scenario 4

Situation: An employee consistently arrives late to work and misses project deadlines. Despite verbal warnings,
the behavior persists.

Question: As a manager, outline the steps you would take to address this issue using progressive discipline.

Scenario 5

Situation: A small business owner wants to improve workplace safety but is unsure where to start.

Question: Conduct a risk assessment of the workplace and develop an action plan outlining specific measures
to enhance health and safety practices.
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V. FINANCIAL MANAGEMENT

Learning Objectives

• Explain the fundamental principles of accounting and their importance

• Identify the different types of financial statements that may be used by businesses.

• Understand the role of revenue and expense management in financial success.

• Explore strategies for pricing items and controlling costs.

• Describe the budgeting process and its significance for managing operations.

• Analyze the factors influencing labor and material costs.

• Develop strategies for effective financial management.
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Key Terms

Finances Resources Money Management

Profits Accounting Taxes

Statements Pricing Expenses

Revenues Inventory Costs

Source: Egan, B. (2012). Introduction to Food Production and Service. The Pennsylvania State University,
CC-BY. Retrieved from https://psu.pb.unizin.org/hmd329/
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5.1. ACCOUNTING

Accounting

Accounting may be defined as the information system that identifies, records, and communicates the economic
events of an organization. Simply stated, the accountant selects financial transactions (identifies); records,
classifies and summarizes these transactions (records); and prepares financial reports, analyzes, and interprets
them for users (communicates).

Financial Accounting

Financial accounting is the process of recording, classifying, and summarizing economic events that include
revenue (money taken in), expenses (the cost of everything required to operate the business), profit (what
remains after all the expenses are paid), assets (items owned by the business), liabilities (amounts the business
owes), and owners’ equity (the difference between assets and liabilities is equal to the claim that owners have
on the assets). This process that leads to the preparation of financial statements.

Cost Accounting

Cost accounting focuses on classifying, recording, and reporting only business expenses. Involves the
determination and control of the costs.

Tax Accounting

Tax accounting deals with tax forms, payments, and documents required by the government. For foodservices
operations, this may include such government levies as income taxes, sales taxes, and payroll taxes.

Auditing

Auditing is the branch of accounting that is concerned about the accuracy of financial reports, and the auditors
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are individuals who conduct independent verification of business’s financial records. This process is called
audit and has the purpose of pointing out weaknesses and/or irregularities and to prevent accounting fraud.

Managerial Accounting

Managerial accounting is the branch of accounting where transactions are recorded and analyzed for the
purpose of making management decisions. To practice, a person needs to be truly knowledgeable about basic
accounting principles and about the segment of the industry that he/she is working.

Large organizations where foodservice is but one on several departments, such as hospitals, colleges,
universities, and hotels, have their own accounting or finance departments. In these situations, the foodservice
manager works closely with the CFO (chief financial officer) to develop a system of records and reports most
suitable to the needs of the operation.

The Accounting Formula states that for every business Assets = Liabilities + Equity.

This formula forms the foundation of the balance sheet (the financial summary of the health of the business
on a given date) and the income statement (the financial report that includes the revenues, expenses, and the
net income over a period of time). (Gregoire, 2017)
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5.1.1. ACCOUNTING PRINCIPLES

Stakeholders relying on financial statements require a basic comprehension of the principles guiding their
preparation to ensure accurate interpretation. These principles, known as Generally Accepted Accounting
Principles (GAAP), provide consistency to the financial statement preparation.

Business Entity Concept

This concept underscores that a business entity is separate from its owners, requiring separate financial records.
Failure to uphold this separation compromises the business’s integrity and accurate assessment of its
performance. For instance, personal withdrawals from business funds without proper documentation blur this
distinction and undermine financial transparency.

The Fundamental Equation

Expressed as “assets equal liabilities plus owner’s equity,” it delineates the relationship among resources, debts,
and ownership interests. This equation ensures accounting records’ balance, with any asset increase being offset
by corresponding liabilities or owner’s equity adjustments.

Going-Concern Concept

This concept posits that an organization will continue operating indefinitely, with asset value determined by
revenue generation potential rather than liquidation value.

Money as a Unit of Measure

Money serves as the standard unit of measurement in business transactions, enabling uniform financial data
representation. Using this concept, only information that can be stated in monetary terms is included on a
company’s financial statement. Furthermore, other information, such as the value of good employees, is not
included in financial statements because it cannot be expressed in monetary terms.
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Cost Principle

The cost principle involves recording transactions at their dollar value at the time of occurrence, reflecting costs
incurred for goods or services. Cost is the amount expended for goods or services.

Cash Versus Accrual Bases of Accounting

Accounting methods, such as cash basis and accrual basis, determine transaction recording timing. While the
cash basis records transactions upon cash inflow or outflow, the accrual basis recognizes revenue upon earning
and expenses upon incurring, regardless of cash movements.

Matching Revenues and Expenses

The matching concept aligns revenue with associated expenses during the accounting period to accurately
represent profit. Failure to apply this concept could misrepresent financial performance. For example, consider
a scenario where a restaurant owner purchase food supplies in one accounting period but sells them in the
subsequent period. Without adhering to the matching concept, the cost of the food would be registered in
the accounting period preceding the sale, leading to an inflation of costs in the initial period and profits in the
subsequent one.

Depreciation

Depreciation, an essential part of accrual accounting, involves systematically spreading the costs linked to
acquiring and installing a fixed asset over its estimated useful lifespan. Several depreciation methods exist, with
one common approach being the straight-line method. Under this method, the asset’s cost is evenly distributed
over its entire useful life. The formula to calculate the annual depreciation using the straight-line method is:

Annual Depreciation= (Cost of the asset−Salvage value)/Years of useful life

However, certain assets tend to depreciate more rapidly in their initial years, prompting the utilization of
accelerated depreciation techniques. These methods allocate higher depreciation expenses in the early stages
of the asset’s life and lower amounts in subsequent years.

Adequate Disclosure

Adequate Disclosure specifies that financial statements, along with their accompanying footnotes or
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supplementary materials, must provide comprehensive information essential for the reader’s comprehension.
This entails detailing accounting methodologies employed, any modifications in these methodologies, and
addressing any exceptional or nonrecurring matters crucial for an accurate interpretation of the financial
statement.

Consistency Principle

The Consistency Principle states that upon selecting an accounting method, an organization should maintain
its use across consecutive periods to ensure the comparability of financial data. Deviating from consistent
methods may lead to misinterpretations of financial statements. For instance, altering depreciation methods
would influence depreciation expenses, thereby impacting net income from one period to the next.

Materiality Principle

Absolute accuracy and complete full disclosure may not always be practical or economically feasible in
accounting. The materiality principle means that events or information should be included if they have the
potential to “make a difference” to the users of financial statements. An item is deemed material if its inclusion
or omission would alter or influence the judgment of a reasonable person.

Conservatism

This principle emphasizes prudence in recording transactions and assigning values. Historically, accountants
have adhered to a conservative approach, preferring methods or procedures that result in lower net income or
asset values. (Egan, 2012; Payne-Palacio, 2015)
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5.2. FINANCIAL RECORDS AND
STATEMENTS

Knowledge of daily financial transactions and awareness of money movements are ongoing responsibilities of
the foodservice manager. To keep all this on track and readily available is essential to the use of records. The
type, numbers and frequency of records depend on the size and type of organization. Most of the financial
records and reports in foodservices are computerized. This is often a part of a comprehensive management
information system that links up with other functions that influence the financial well-being of the operations.
These functions include purchasing, receiving, inventory, and production. (Grim & Roberts, 2023)

A record of daily transactions is essential for preparation of monthly financial statements. Managers must
know the sources and amounts of income and where the income goes. Business procedures are needed to
account the amount of cash received in foodservice operations. Cash registers provide a relative safe place for
money during serving hours and provide an accurate data on number of sales made and total cash received.
Larger organizations can use cash registers of varying degrees of sophistication, including electronic point-of-
sales (POS) computer terminals, that can be programmed to provide as much information and details as the
manager desires. (Egan, 2012; Gregoire, 2017)
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5.2.1. THE INCOME STATEMENT

The income statement is a summary of financial information for a defined accounting period and shows
whether the business made or lost money during the period reported. For this reason, the income statement
represents valuable information to all stakeholders of the operation. Owners can see the effectiveness of the
managers; investors are provided with indicators of whether their investment is a good one; managers can use
this report to determine their effectiveness and ability to run a profitable operation.

The income statement shows three main types of information about a company:

• Revenue that is earned once you sell a product or provide a service.

• Expenses incurred to generate the revenue and manage the business that has been recognized.

• Net income or the profit that remains after you have deducted your expenses.
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5.2.1.1. WHAT INFORMATION CAN BE
FOUND IN THE INCOME STATEMENT?

Revenue: By analyzing the revenue trends of products or services, enables the identification of those that are
performing well.

Cost of goods sold (COGS): The costs incurred in the production of goods or services sold, including the
acquisition costs of goods for resale.

Gross profit: Defined as the difference between revenues and the cost of goods sold. Gross profit must be
adequate to cover operating expenses, taxes, and financing costs. It serves as a crucial metric for monitoring the
financial progression of a company over time.

Operating expenses: Also referred to as selling, general, and administrative expenses (SG&A), these are the
expenditures associated with the day-to-day operations of a business. These expenses do not directly vary with
production or purchase volumes and are generally categorized as fixed or semi-variable.

Income before taxes (or Earnings before tax (EBT): As companies are subject to varying tax rates, income
before taxes offers a more accurate measure of profitability compared to net income.

Net income: This represents the residual profit after deducting all expenses and income taxes from the total
revenue generated within a specific period.

It is important to understand that the income statement is different from the balance sheet. The income
statement is said to be a dynamic report, representing a period of time. On the other hand, the balance sheet is
static, because it only represents a given point in time.
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5.2.2. THE BALANCE SHEET

The balance sheet provides information about the value of a business and how well its assets have been used
to meet the financial goals of the operation. The balance sheet provides a comprehensive summary of an
organization’s financial position at a specific point in time. It outlines the assets owned and liabilities owed,
thereby offering a clear representation of the entity’s financial standing. This document is essential for tracking
the organization’s financial progress over time. Additionally, financial institutions and investors use the balance
sheet to evaluate the organization’s fiscal health before making investment or take decisions.
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5.2.2.1. WHAT INFORMATION CAN BE
FOUND IN THE BALANCE SHEET?

Current assets: Include cash and other assets expected to be converted into cash within the next 12 months,
such as accounts receivable and inventory.

Fixed assets: These are tangible properties, such as property, plant, and equipment, that a company owns and
utilizes in its operations to generate income. Fixed assets are intended for long-term use (exceeding one year)
and depreciate in value over time.

Current liabilities: These consist of debts and other obligations that must be settled within the next 12
months. Examples include accounts payable, credit card bills, sales taxes, payroll liabilities and loan payments.

Long-term liabilities: These are debts and other obligations due to creditors that extend beyond the next 12
months, such as loans and mortgages.

Shareholders’ equity profits: This represents the profits retained in the business by you and other
shareholders. Equity includes retained earnings, which are the cumulative profits of the company that have not
been distributed to shareholders.

Total assets must always equal total liabilities, plus the shareholders’ equity. So, the fundamental formula is
always followed in the bottom line of the balance sheet.

Assets = Liabilities + Equity
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5.2.3. THE STATEMENT OF RETAINED
EARNINGS

The statement of retained earnings illustrates the connection between a company’s income statement and
balance sheet across consecutive reporting periods. Specifically, it details the amount of post-tax earnings
that have been transferred to the company’s retained earnings. Conversely, the cash flow statement offers a
comprehensive overview of the movement of cash within the business over the year.

The statement of retained earnings is the staging point between the income statement and the balance sheet. It
shows any deductions from net income (such as dividends paid to shareholders) to determine the amount left
to the company as retained earnings. The statement also shows the changes in the retained earnings account
between the opening and closing periods identified on each balance sheet. The numbers in the retained
earnings statement do not represent surplus cash, but rather are a measure of the cumulative earnings after
dividends and distributions to shareholders.
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5.2.4. CASH FLOW STATEMENT

The cash flow statement provides a high-level view of how your cash has moved through your business during
the year. It breaks down the cash that you generated or used into three types of activities:

Operating activities: These cash flows, reflected in your company’s income statement, stem from your
company’s regular business activities. They comprise the core operations of your business – what your business
is compensated for and how it covers its expenses. These activities include the sale of products or services,
procurement of materials, payment for services, utilities, wages, and taxes.

Financing activities: These cash inflows arise from borrowing funds from banks or receiving investments
from investors. Cash outflows in this category include loan repayments and dividends paid to shareholders, as
well as additional contributions made by shareholders to the business.

Investing activities: These cash outflows (or inflows) occur when purchasing (or selling) long-term assets
such as machinery, tools, buildings, or new vehicles.

Most accounting software can create a cash flow statement. It is an important statement to monitor monthly
and it explains how cash was earned and disbursed in the business.
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5.2.5. HOW DO THE FINANCIAL
STATEMENTS RELATE TO EACH OTHER?

Let us say that you want to buy a new stove for your
kitchen

At the end of the fiscal year, your accountant records a depreciation expense that represents the reduction in
the value of the stove resulting from wear and tear during the year in the income statement. The cash flow
statement takes your net income and adds back the depreciation because it is not a cash expense. These changes
in turn affect ending cash balance, which will be shown on the balance sheet. The balance sheet will show the
purchase of the fridge as an addition to fixed assets at a reduced value because of depreciation.

Let us say you generate positive net income one year

It is first recorded in the income statement. The net income is added to the statement of retained earnings
and the statement of cash flow. After subtracting dividends, retained earnings are stated in the final line of
the statement of retained earnings and reflected in the balance sheet under shareholders’ equity. This all goes
to show that financial decisions have an impact on the numbers in your financial statements, which show the
health and stability of your company.
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5.3. MANAGEMENT OF REVENUE AND
EXPENSES

Pricing

Several factors influence menu pricing, all of which must be considered to establish financially viable prices.
Determining appropriate prices for menu items is one of the most challenging decisions for food managers.
Prices must account for the cost of food, labor, and operational expenses (such as rent, energy, and advertising).
Additionally, the perceived value (what customers believe the menu is worth) and competition must be
considered.

There are two primary approaches to menu pricing: the marketing approach and the cost approach. The
marketing approach aims to align prices with customer expectations, focusing on maximizing sales volume and
maintaining a competitive position within the market. The cost approach, on the other hand, considers the
operation’s costs and profit goals, commonly utilizing the food cost percentage and item contribution margin
methods.

The food cost percentage method is based on the raw food cost (determined by costing the standardized recipe
for each menu item) plus a pricing factor to derive a selling price suitable for the type of organization and the
desired food cost percentage level that the foodservice aims to maintain. The formula is:

Selling Price = Item Food Cost × Pricing Factor

The pricing factor is determined by dividing the desired food cost percentage into 100 (representing total sales
or 100%). The result is known as the pricing or markup factor. It is important to note that the pricing factor
cannot be used in isolation to calculate the selling price. Other factors must be considered, including
complimentary items (such as salt, pepper, sugar, cream, sauces), hidden losses during preparation, cooking,
and serving, overproduction, and unavoidable waste. To account for these hidden costs, managers typically
add 10 percent to the recipe cost before applying the markup.

Prime cost includes the raw food cost and direct labor cost of employees involved in food preparation,
excluding service, sanitation, or administrative costs.

Actual cost is the method employed in operations that maintain precise cost records. This method has the
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advantage of encompassing all costs and the desired profit in the selling price of the menu item. The primary
disadvantage is the time required to gather the necessary data for calculations.
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5.3.1. CONTROLLING COSTS

Improving an organization’s bottom line can be achieved through either increasing revenues or controlling
and reducing costs. In many onsite foodservice operations, where opportunities to boost revenues are limited,
the emphasis often lies on cost control and reduction. Managing labor and food costs is a fundamental
responsibility of the foodservice operation’s manager.

Many foodservice managers create dashboards to provide a quick overview of key financial data on a monthly
basis. These dashboards function similarly to a car’s dashboard, offering managers an easily accessible view of
crucial financial metrics.

According to Pavesic and Magnant (2005), effective cost-control programs should:

• Provide information for daily decision-making.

• Monitor individual and departmental efficiency.

• Inform management of income, expenses, and deviations from the budget.

• Prevent fraud and theft.

• Serve as a foundation for understanding the company’s future trajectory, rather than merely reflecting
past performance.

• Emphasize prevention rather than correction.

• Aim to maximize profit, not just minimize loss.
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5.4. LABOR COST MANAGEMENT

Labor costs represent a major component of the total foodservice expense in most organizations today. Until
recent years, food was the first component, and labor the second. Together, food and labor made up around
75% of the total expense. So, controlling and reducing labor costs and simultaneously increasing productivity
have been growing challenges among managers of all types of foodservices operations. If you have more staff
than is required, your labor costs will be too high, and the company will lose money. If you have insufficient
staff for a particular period, customer service will suffer. Your goal in planning staffing needs is to match labor
supply with customer volume so that you can provide quality service without excessive cost.

Factors Influencing Labor Requirements in Foodservice
Operations

Several factors can affect the required amount of labor in foodservice operations, necessitating a comprehensive
approach to managing labor costs effectively.

Menu Items: The number and complexity of menu items directly impacts production hours. Menus with
numerous, complex items requiring intricate production techniques demand more preparation time.
Conversely, a limited menu with simple items requires less preparation time.

Use of Convenience Foods: Utilizing convenience foods, such as pre-portioned meats or pre-made desserts,
can significantly reduce preparation time and labor costs. However, this may increase food costs and potentially
affect product quality. High-quality convenience foods prepared as recommended can maintain excellent
quality and uniform portions.

Type of Service: The type of service offered also influences labor requirements. Restaurants with complex
dishes need more labor and skilled staff, resulting in higher wages. In contrast, cafeteria-style or fast-food
operations require less labor.

Quantity of Meals and Number of Meal Periods: The volume of business and the number of meal
periods affect labor needs. Restaurants must maintain a minimum staffing level to operate effectively. More
meal periods may reduce productivity if different menus require additional setup and teardown time, thereby
increasing labor.

Facility Layout, Design, and Production Equipment: Efficient kitchen layout and appropriate production

5.4. LABOR COST MANAGEMENT | 141



equipment are crucial. Poor kitchen design can limit operational efficiency, requiring more staff to manage
dispersed tasks. Production equipment, like mechanical peelers and mixers, can reduce labor time, provided
they match the business volume.

Work Environment and Number of Hours Worked: A comfortable work environment and reasonable
working hours enhance productivity. Stressful, uncomfortable environments and long hours without breaks
can reduce staff performance and productivity.

Productivity Standards: Establishing productivity standards is essential for determining staffing needs.
These standards measure the time required to produce food of the desired quality and are expressed in either
labor dollars or labor hours. Labor dollars measure the cost to generate revenue, while labor hours indicate the
number of hours needed to produce meals or sales income.

Determining Requirements: Productivity standards are determined by comparing scheduled labor hours to
meals served or sales income generated. These standards can be detailed by department, shift, position, or a
combination, allowing precise identification of problem areas.

Staffing Guide: A staffing guide helps managers plan work schedules and control labor costs by specifying
the number of labor hours needed for each position and shift to produce a given number of meals. This
guide, based on good employee performance, is more useful than industry guidelines as it accounts for specific
workplace factors.

Fixed and Variable Labor Costs: Fixed costs, such as salaries for managerial positions, do not vary with
business volume and must be considered in staffing guides. Variable costs, including food and hourly labor,
fluctuate with business volume and need careful management.

Scheduling Staff: Effective scheduling matches labor hours to projected sales volume. Strategies include
staggered work schedules, part-time staff for peak periods, and temporary employees for short-term needs.
Legal considerations and staff capabilities must be factored in.

Staying within Budgeted Labor Costs: Comparing actual to budgeted labor costs helps plan future
expenses. Analyzing labor cost percentages and continually reviewing performance standards can identify areas
for improvement. Adjusting menu prices may be necessary if labor costs cannot be reduced sufficiently.
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5.5. FOOD COSTS MANAGEMENT

In food service establishments, it is essential to comprehend how costs are determined and their impact on the
operating budget to maintain profitability. Effective cost management is achieved through adherence to five
key standards: standard purchase specifications, standardized recipes, standard yields, standard portions, and
standard portion costs.

Standard Purchase Specifications are integral in ensuring consistent quality and cost-efficiency. Detailed
specifications, which may include brand names, grades, product sizes, packaging types, container sizes, fat
content, and counts per kilogram, minimize the likelihood of receiving unsatisfactory supplies. These
specifications must be clear, realistic, and not subject to frequent changes, as they facilitate reduced purchasing
costs, maintain quality, and enable competitive bidding among suppliers.

Standardized Recipes ensure that dishes are consistently identical in taste and yield, irrespective of the
individual preparing them. These recipes must list all ingredients with precise quantities, specific preparation
methods, and the size and number of portions produced. Standardization in recipes is fundamental in
maintaining uniformity, which is crucial for cost control and customer satisfaction.

Standard Yields refer to the number of portions a recipe produces, particularly for high-cost ingredients like
meat. Yield testing determines the cooked weight and portion cost, which involves calculating the final weight
after trimming and cooking. This process is vital for accurately pricing menu items and controlling food costs.

Standard Portions are essential for maintaining consistent serving sizes, which is crucial for controlling food
costs and ensuring customer satisfaction. Utilizing portion control tools such as scales, measured ladles, and
standard size scoops helps achieve uniformity in serving sizes. In the kitchen, portion control records and
photographs of menu items guide staff in preparing consistent portions. This consistency not only ensures
accurate cost management but also enhances the dining experience by meeting customer expectations
consistently.

Standard Portion Costs are calculated by dividing the cost of ingredients by the number of portions a recipe
produces. Regular updates of ingredient costs are necessary, particularly during periods of high inflation, to
ensure the accuracy of standard portion costs. This can be managed through a recipe detail sheet, or a POS
system linked to inventory for real-time updates. Accurate standard portion costs are essential for maintaining
profitability in a dynamic market.

In conclusion, effective cost control in food service operations relies on strict adherence to standard purchase

5.5. FOOD COSTS MANAGEMENT | 143



specifications, standardized recipes, standard yields, standard portions, and precise calculation of standard
portion costs. Implementing these practices ensures consistent quality, controlled costs, and maintained
customer satisfaction, contributing to the profitability and sustainability of the business.
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5.6. INVENTORY

Effective kitchen management relies heavily on precise inventory control. By maintaining an accurate account
of available supplies, managers can efficiently plan food orders, track food costs since the last inventory, and
adjust menu items, as necessary. Monitoring inventory also helps identify issues like pilferage and waste.

Managing inventory is like managing a bank account. Just as you monitor your bank balance and its interest
earnings, a manager should be attentive to the value of supplies in the storeroom and kitchen.

Inventory embraces everything within your establishment, including produce, dry goods, cookware, uniforms,
liquor, linens, etc. Each item that incurs a cost to the business must be included in the inventory. In a
restaurant, for example, it is important to separately count kitchen items from front-of-house and bar
inventory.

The principles of inventory control apply universally, regardless of operation size. Larger operations may
require more personnel or dedicated teams for various steps, whereas smaller operations might rely on one or
two individuals to manage inventory.

Effective inventory control involves several key steps:

• Establish systems to track and record inventory.

• Develop specifications and procedures for ordering and purchasing.

• Create standards and procedures for efficiently receiving deliveries.

• Determine the frequency and processes for reconciling inventory.

• Analyze inventory data to identify areas for improvement.
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5.7. THE BUDGETING PROCESS

Budget is an estimate of the income and expenditures during a given period based on the mission, goals, and
objectives of an organization. It is the organization’s business plan expressed in financial terms. A good budget
does much more than quantify the allocation of resources. It makes sure those resources are being used to
accomplish the overall purpose of the organization, rather than to support the agendas of individual managers.

There are several reasons for preparing a budget:

• Budget sets parameters for activities to be done during some period, giving guidance to the managers
about the financial resources available to carry out the work. It makes managers plan ahead and think
about the risks of their decisions.

• Budget serves as a control device for regulating spending in the organization.

• Budget provides an objective set of criteria against which a manager’s performance can be measured.

When a business first starts up, the operating budget is based upon a careful analysis of the market and the
expertise senior management brings with them to the new enterprise from other jobs in the food service
industry. Creating a first budget is beyond the intent of this book.

A budget is created by estimating projected sales, determining required profit levels and fixed expenses, and
calculating food costs. For new foodservice operations, developing a detailed budget based on historical data is
not feasible since there are no previous records to inform the plan. Without past operational trends to guide
them, management must instead rely on a mix of known facts. For instance, a restaurant manager may use
industry-wide data for similar businesses. Additionally, standard financial formulas specific to the food and
hospitality industry, available through associations like the Restaurants Canada, can help estimate anticipated
revenue and costs.

Given the current focus on cost control and efficient resource management, it is crucial for foodservice
managers to understand the budgeting process and the techniques for creating a realistic budget. Many
managers avoid using a budget due to the time required for preparation, the difficulty of making accurate
predictions, and incomplete records that fail to provide necessary data. However, the importance of a budget
and the budgeting process must be recognized and embraced by management. Otherwise, even if a budget is
created, it may not be used effectively or serve its intended purpose.
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5.7.1. VALUE OF A BUDGET

To some, the word “budget” implies restricted spending and inflexibility, making it seem undesirable.
However, a budget is a valuable management tool that should guide resource allocation and serve as a
benchmark for comparing actual operations, forming the foundation of financial control.

The benefits of budget planning and development are numerous and significantly outweigh any potential
drawbacks. Consider these advantages:

Strategic Planning: Budget planning forces management to thoughtfully consider the future direction and
development of their department, reaffirming old financial goals or establishing new ones. All decision-makers
in the department should be involved in the budgeting process.

Evaluation and Justification: Reviewing previous expenditures provides a basis for evaluating past
performance and justifying future funding requests.

Control and Accountability: A budget serves as a control device, documenting goals and objectives in
quantifiable terms. It provides a standard for comparison against actual transactions, making deviations from
anticipated income and expenditures clear and allowing for timely corrections or justifications.

Commitment: When those involved in planning set priorities, they are more likely to commit to staying
within the established limits.

Goal Setting: A budget establishes clear goals for profit and revenue.

Continuity: A budget ensures continuity in the event of management turnover.

Economic Planning: A budget accounts for anticipated changes due to inflation, cost of living increases, and
other economic indicators.

Communication: A budget serves as a communication tool for management.

While the disadvantages of the budgeting process are minor compared to its benefits, they include:

Flexibility: A rigid budget may be ignored as unworkable. Budgets should be flexible and adjustable to
changing circumstances.
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Time-Consuming: Budget preparation is tedious and time-consuming, diverting personnel from other
management activities.

Support and Cooperation: Without the full support and cooperation of the entire managerial staff, the
budgeting process may become merely a formality with limited value.

Interdepartmental Competition: Departments within an organization may compete for funds, potentially
causing undesirable competition and friction.

Advance Planning: Budgets must be planned well in advance of actual activities, making them vulnerable to
unanticipated changes in the economy or the organization itself, which can alter all budget predictions.
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5.7.2. UNDERSTANDING OPERATING COSTS

Fixed Costs

Fixed costs remain constant regardless of sales volume. A typical example of a fixed cost is rent. For instance,
a restaurant’s rent does not fluctuate based on the number of meals served; it remains constant for the
duration of the lease agreement. Other examples of fixed costs include property taxes, insurance premiums, and
equipment depreciation.

Some labor costs are also considered fixed. Employees who receive a consistent salary regardless of business
volume, such as full-time cashiers, managers, the head chef, and bookkeepers, represent fixed labor costs.
Janitorial services also fall under this category. However, labor costs that increase with business volume should
not be classified as fixed.

Basic energy costs, such as heating and lighting, are often treated as fixed costs to a certain extent. While
the minimum level of energy required does not change with sales volume, additional usage due to increased
business is not considered fixed. In this context, energy costs will be treated as fixed.

Fixed costs can be further divided into controllable and non-controllable costs:

Controllable Fixed Costs: These can be adjusted in the short term. For example, janitorial services may be
reduced if there is no strict contract, and advertising expenses can be quickly modified.

Non-controllable Fixed Costs: These cannot be changed quickly by management. Examples include rent or
lease payments and depreciation.

In basic calculations, overhead costs, which are necessary ongoing expenses for operating the business but not
directly tied to food production or service delivery, are considered truly fixed costs.

Variable Costs

Variable costs fluctuate directly with sales. For example, the usage of napkins or linens increases or decreases
with the number of customers served. Other variable costs include food, beverages, and some labor costs, with
food costs often being the most significant variable cost. Variable costs are controllable. Management can opt
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for less expensive ingredients, adjust portion sizes, or reduce worker hours as needed, often on short notice. In
basic calculations, the primary variable cost considered is food cost.

Semi-variable Costs

Labor costs are sometimes categorized as semi-variable because they include both fixed and variable
components. Labor costs are generally controllable through effective scheduling and management. For
simplicity, labor costs are often given their own category. In this context, they will be treated as semi-variable
costs.

Breakeven Point

The breakeven point is the sales level at which total income equals total costs, meaning the business neither
makes a profit nor incurs a loss. The formula for the breakeven point is:

Sales (S) = Fixed Costs + Semi-variable Costs + Variable Costs

Let us say a small café has the following monthly costs:

• Fixed costs (rent, insurance, utilities): $5,000

• Variable costs (food and beverage): 40% of sales

• Semi-variable costs (labor): $3,000 fixed plus 10% of sales

To find the breakeven point, we need to calculate the total costs and set them equal to the sales.

Let S be the sales needed to break even.

S = Fixed Costs (overhead)+ Semi-variable Costs (labor) + Variable Costs (food costs)

Substituting the values:

• S = 5000 + (3000+0.1S)+0.4S

Combine like terms:

• S = 8000 / 0.5
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• S = 16000

The café needs $16,000 in sales to reach the breakeven point. At this level of sales, the income from sales
covers all the fixed, semi-variable, and variable costs, resulting in neither profit nor loss.
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5.7.3. UNDERSTANDING COST
PERCENTAGES AND PROFIT IN THE
RESTAURANT INDUSTRY

The breakeven point provides a raw dollar figure, but in the restaurant industry, cost percentages, especially
food cost percentages, are of greater importance. A well-managed operation will maintain relatively stable cost
percentages, even though the actual dollar amounts may fluctuate weekly or monthly. Increased volume often
leads to greater efficiency, thereby reducing production costs and boosting profits.

A cost percentage is calculated by dividing a specific cost by total sales and expressing the result as a percentage:

Cost Percentage = Cost / Total Sales × 100

Specifically:

• food cost percentage = cost of food / total sales ×100

• labor cost percentage = cost of labor / total sales ×100

• overhead cost percentage = cost of overhead / total sales ×100

Example 1

A restaurant has total sales of $3,000. The food cost was $1,200, labor cost was $900, and

overhead was $600. Determining the cost percentages

• food cost percentage = $1200 / $3000 = 0.4 = 40%

• labor cost percentage = $900 / $3000 = 0.3 = 30%
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• overhead cost percentage = $600 / $3000 =0.2 = 20%

In this example, the sales figure used is the breakeven point. In most cases, actual total sales will

exceed the breakeven point, with the surplus representing the before-tax profits of the business.

Example 2

A restaurant has sales of $4,000, food costs of $1,500, labor costs of $1,000, and overhead costs of

$800. Determine the cost and profit percentages

• food cost percentage = $1500 / $4000 = 0.375 = 37.5%

• labor cost percentage = $1000 / $4000 = 0.25 = 25%

• overhead cost percentage = $800 / $4000 = 0.2 = 20%

Calculate the profit in dollars:

• Profit = total sales − (food cost + labor cost + overhead cost)

• Profit = $4000 − ($1500 + $1000 + $800) = $4000 − $3300 = $700

Calculate the profit percentage based on total sales:

• profit percentage = $4000 / $700 = 0.175 = 17.5%

Another way to determine the profit percentage is to add the cost percentages and subtract from

100%:

• profit percentage = 100% − total cost percentages

• total cost percentages= 37.5% + 25% + 20% = 82.5%

• profit percentage =100% − 82.5% = 17.5%
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In this example, the before-tax profit percentage is 17.5%. It’s important to note that this figure is

illustrative and actual restaurant profit margins may vary.

Note: All prices and costs used are examples and do not reflect current costs of
ingredients, labor, or menu items.
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5.7.3.1. INTERPRETING COST PERCENTAGES

Cost percentages are invaluable for comparing an operation’s performance at different times throughout
the year or between similar restaurants. They also enable generalizations about several types of restaurant
operations. For instance:

Fast-Food Restaurants: These establishments often use convenience foods, which are more expensive to
purchase. Consequently, their food cost percentage might be slightly higher. However, they typically have
lower labor costs compared to full-service restaurants. Profits in fast-food restaurants are achieved through high
product turnover and low labor costs.

Fine-Dining Restaurants: These high-margin establishments rely more on quality ingredients and a high
level of service, rather than convenience foods. While their food costs in raw dollars are high, the food cost
percentage may be lower due to higher menu prices. Labor cost percentages are also higher because they require
more highly trained staff. Profits in fine-dining restaurants often come from serving fewer customers but
generating higher revenue per sale, compared to casual dining venues that rely on high volume.

Using Cost Percentages

The basic equation for cost percentages can be expressed in several ways:

• cost % = cost / total sales

• sales = cost / cost %

• cost = total sales × cost %

These formulas are useful when restaurant management sets a target cost percentage and needs to determine
what that percentage means in terms of menu pricing. For example, if a restaurant aims to keep its food cost
percentage at 30%, management can use these formulas to set appropriate menu prices to achieve that goal.
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5.7.4. BUDGET PLANNING

Budget planning is a meticulous and collaborative effort that involves multiple stages and participants. To
ensure a thorough and effective budgeting process, a detailed timetable is established, covering planning,
implementation, control, and evaluation phases. This schedule should provide ample time for each step to be
carefully completed, allowing the budget to be reviewed and approved well before the start of the next fiscal
period. Collaborative planning ensures that diverse viewpoints are considered, resulting in a fair allocation of
funds aligned with the organization’s mission.

The budget planning process consists of several distinct phases, each building on the information from the
previous one:

Evaluation Phase: This phase involves analyzing past performance and identifying factors that are likely to
impact future activities.

Preparation or Planning Phase: Information from the evaluation phase is used to forecast and draft the
initial budget.

Justification Phase: This phase involves reviewing, revising, and obtaining final approval of the budget. It
typically includes input from key organizational administrators, such as the CFO, who have the authority to
allocate funds.

Implementation or Execution Phase: The approved budget is put into action, translating budgeted
expenditures into operational functions.

Control Phase: This ongoing phase involves monitoring to ensure that operations remain aligned with the
budgeted predictions.
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5.7.4.1. DETAILED STEPS IN PLANNING THE
FOODSERVICE BUDGET

Collect Operating Data: Gather data from records and reports, including actual operating figures and
budget variances from the past three to four years, income and expense trends, sales reports, menus, prices,
customer selections, portion sizes, food costs per portion, and labor statistics.

Evaluate Data Against Goals: Review and evaluate the collected data in the context of departmental goals.
Justify or explain any variances observed, and consider how income and expense trends, sales reports, and labor
statistics align with these goals.

Analyze Influencing Factors: Discuss external and internal factors that may impact future operations.

• External Factors: Local economy, government actions (tax or law changes), utility costs, new
construction, and competition.

• Internal Factors: Planned facility additions, changes in the foodservice system, converting to
computerized record-keeping, or altering service hours.

Discuss and Plan for New Goals: Consider new activities or goals, such as remodeling projects, purchasing
new equipment, or introducing new services like catering.

Set Priorities and Make Decisions: Determine what can be included in the budget for the next year,
prioritizing based on the contribution each request makes toward the organization’s mission. For example, a
school manager may need to justify a $30,000 refrigerator purchase by demonstrating its contribution to the
district’s educational goals.

Write the Budget for Presentation: Although there is no standard format for a formal budget write-up,
it typically includes an organized listing of expected income, categorized by sources, and a detailed list of all
expense items.

By following these structured steps, a foodservice operation can develop a comprehensive and realistic budget
that supports its strategic goals and operational needs.
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5.8. CONCLUSIONS

Financial management serves as the cornerstone for building a successful and sustainable food service
operation. By mastering the principles of accounting and financial statements, food service managers gain a
clear understanding of their financial health. This knowledge empowers them to make informed decisions
regarding revenue generation, expense control, and resource allocation.

The budgeting process plays a pivotal role in translating financial goals into actionable plans. A well-defined
budget acts as a roadmap, guiding managers in allocating resources effectively. It fosters accountability by
establishing benchmarks against which actual performance can be measured. Timely identification of
deviations from budgeted targets allows for course correction and ensures the efficient utilization of resources.

Cost control strategies are instrumental in maximizing profitability. Labor cost management techniques,
such as optimized scheduling and staff training, can minimize unnecessary expenses without compromising
service quality. Similarly, food cost management practices, encompassing menu planning, portion control, and
supplier negotiations, help curtail food waste and ensure optimal ingredient utilization. Effective inventory
management further contributes to cost control by minimizing spoilage and ensuring the availability of
necessary ingredients, preventing costly stock outs.

Financial management is not a static process; it requires ongoing diligence and adaptation. Regularly reviewing
financial statements and performance metrics allows managers to identify trends and adjust strategies as
needed. Staying abreast of industry trends and economic fluctuations is crucial for proactive financial planning.
By continuously monitoring and adapting their financial practices, food service businesses can navigate
challenges and capitalize on opportunities to ensure long-term financial well-being.

In today’s competitive food service landscape, a strong understanding of management principles offers a
distinct advantage. By implementing effective financial practices, businesses can optimize pricing strategies,
control costs, and make strategic decisions that contribute to profitability and growth. Financial management
empowers food service managers to navigate economic uncertainties with confidence, paving the way for a
secure and sustainable future for their operations.
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5.9. REVIEW QUESTIONS

Interactive Questions

An interactive H5P element has been excluded from this version of the text. You can view it online

here:

https://ecampusontario.pressbooks.pub/principlesofmanagementinnutrition/?p=380#h5p-8

Short Questions

• Briefly explain the three main types of financial statements used in the food service industry.

• Describe two factors that can influence labor costs in a food service business.

• What are some strategies for effectively managing food costs in a restaurant?

• Explain the importance of the budgeting process in financial management for food service businesses.

• Why is ongoing financial management essential for long-term success in the food service industry?
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5.10. PRACTICAL QUESTIONS

Scenario 1: The Pizza Dilemma

Situation: “Primo Pizzeria” is a popular neighborhood restaurant known for its delicious and affordable
pizzas. Recently, the owner, Marco, has noticed a decline in profits despite steady sales volume. He suspects
rising food costs, particularly cheese prices, are the culprit. Marco reviews his financial statements and discovers
his food cost percentage has indeed increased by 5% in the past year.

Questions:

• What strategies could Marco implement to manage his food costs and maintain profitability?

• Consider menu pricing adjustments, supplier negotiations, or recipe modifications.

• How can Marco use historical data and financial projections to develop a more accurate budget for the
upcoming year?

Scenario 2: The Expanding Coffee Shop

Situation: “Coffee Jitters” is a successful coffee shop chain with three locations. The owner, Sarah, is
considering opening a fourth location in a trendy new development. While excited about the expansion
opportunity, Sarah is also apprehensive about the financial risks involved.

Questions:

• What key financial considerations should Sarah address before making a decision about opening a new
location?

• How can budgeting and financial forecasting help Sarah assess the potential profitability of the new
venture?

• What are some financial metrics Sarah should monitor once the new location is operational?
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Scenario 3: Menu Pricing

Situation: Your restaurant is known for its gourmet burgers. However, recent ingredient cost increases have
squeezed your profit margins.

Question: How would you use cost-volume-profit (CVP) analysis to determine the optimal price point for
your signature burger while maintaining profitability?

Scenario 3: Labor Cost Management

Situation: You manage a popular breakfast cafe. Labor costs are your biggest expense.

Questions: What strategies could you implement to optimize staff scheduling and minimize labor costs during
slower weekday mornings, without compromising customer service during peak hours?

Scenario 4: Inventory Management

Situation: You have noticed frequent spoilage of fresh produce in your kitchen.

Questions: How can you improve your inventory management practices to reduce waste and ensure you have
the necessary ingredients on hand to meet customer demand?

Scenario 5: Budgeting for a New Location

Situation: You are planning to open a second location for your successful bakery chain.

Question: What factors should you consider when developing a budget for the new location’s first year of
operation?

Scenario 6: Financial Performance Analysis

Situation: Your restaurant’s revenue has been steadily increasing, but your net profit has remained stagnant.

Question: How can you utilize financial statements to identify areas where cost control measures could be
implemented to improve profitability?
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VI. MARKETING

Learning Objectives

• Explain important terminology related to marketing and promotions.

• Discuss the distinctive aspects of marketing and promotions within foodservice operations.

• Develop, execute, oversee and assess a marketing strategy for a particular foodservice

business.

• Explain how promotions fit into and enhance a marketing strategy.

• Clarify the concept of branding and its significance in marketing and promotions.

Key Terms

Marketing Management Social media

Brand Planning Strategic plan

Promotion

Source: [Author removed at request of original publisher]. (2015). Principles of Marketing – H5P Edition
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– Simple Book Publishing. Pressbooks by University of Minnesota Libraries Publishing, CC-BY-NC-SA.
Retrieved from https://opentextbc.ca/principlesofmarketingh5p/
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6.1. MARKETING

Marketing has always been a crucial managerial function in commercial foodservice operations. Recently,
managers in non-commercial settings (like hospitals, long-term care facilities, schools and universities) have
also recognized the importance of marketing principles to thrive in a competitive industry with limited and
costly resources. Offering good food alone is insufficient; today’s customers are more discerning and have
higher expectations for both food and service. Excellent service and good value for money are essential
accompaniments to good food. Other valuable factors include presentation, convenience and nutrition.
Modern consumers also consider elements like sustainability, animal rights and worker treatment, which
historically were not prioritized in business transactions. Addressing these factors can provide a competitive
advantage, influencing customers to choose one foodservice over another.

A food manager does not need a business degree in marketing to create a successful marketing program. This
chapter introduces the basic principles of marketing and provides guidance on developing and implementing
a successful program. It starts with defining key marketing terms and concepts, followed by a discussion of the
unique aspects of the marketing process in foodservice. The final section covers promotions planning tailored
for foodservice operations, including guidelines for planning and implementing specific promotions. It also
explores the branded concept as a strategy to boost sales.
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6.1.1. WHAT IS MARKETING?

The term “marketing” is employed in numerous contexts today. In this chapter, we will investigate marketing
as a distinct organizational function that affects promotional activities within foodservice operations. The
American Marketing Association (AMA) defines marketing as both an organizational function and a series of
processes aimed at creating, communicatingand delivering value to customers, as well as managing customer
relationships to benefit the organization and its stakeholders. (Kohli & Jaworski, 1990; What Is Marketing? —
The Definition of Marketing — AMA, n.d.)

The marketing concept is a business philosophy focused on directing resources and activities toward meeting
customer needs and desires through an exchange process, with the understanding that these efforts will
positively impact the bottom line. In today’s competitive environment with limited resources, it is crucial
for organizations, including foodservice operations, to adopt a strategic marketing approach. Managers must
embrace this idea and empower their employees to prioritize customer needs, as the existence of the foodservice
organization depends on its customers. The marketing concept emphasizes the importance of having the vision
and adaptability to respond to customers’ changing needs, wants and demands.

Marketing activities are essential for identifying and attracting customers to an organization and its products
and services. Until recently, marketing was not widely recognized as valuable in non-commercial settings.
However, industries such as healthcare and education in Canada have faced numerous challenges, including
rising costs, increased government regulation, reduced government reimbursements and competition for
customers. For instance, schools, colleges and universities must contend with competition from nearby
restaurants and students bringing lunch from home.

The idea of a captive audience does not really exist. The foodservice departments in these organizations can
play a crucial role in attracting and retaining customers by offering high-quality food, exceptional service and
raising awareness of their services. For example, good food and service can be a deciding factor for families
considering admitting a loved one to a long-term care facility. A diverse and exciting menu in a school cafeteria
can encourage students to choose it over a nearby fast-food restaurant. Additionally, hospital patients who are
satisfied with their meals are more likely to have a positive overall impression of their stay.
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6.1.2. THE MARKETING CYCLE

Marketing is a process that involves specific and strategic activities tailored to meet customer needs and
preferences.

Figure 6.1 illustrates the marketing cycle, which consists of the following steps:

• Identification of customers

• Development of products, pricing and distribution

• Customer purchases

• Generation of profits

• Taking appropriate action based on profits and customer feedback

Marketing works within a dynamic environment shaped by both external and internal influences. External
factors encompass such elements as politics, the economy, government regulations, laws, social pressures,
technology, local competition, industry trends and customer attitudes and behaviors. Internal factors include
organizational goals, budgetary constraints and departmental policies.
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Fig 6.1. The Marketing Cycle

The marketing cycle starts with identifying the potential customers who make up the target market. This
market consists of a segment of the population that, as individuals or organizations, has a need for the products
and possesses the ability, willingness and authority to purchase them. To identify the target market, the
manager should consider the following questions:

• Who are our current customers and are we meeting their wants and needs?

• Who and where are our potential customers?

• What do we have, or what can we create, to attract new customers?

For example, the manager of a hospital foodservice program may find that potential customers include patients
who have not been utilizing the meal service, as well as hospital staff, visitors and outpatient individuals who
have not previously participated in the foodservice offerings. Numbers can be estimated by calculating the
total number of inpatients, total staff and the estimated number of daily visitors to the hospital. Additional
customers might include members of the local community who may participate in wellness programs or events
hosted at the hospital. Finally, the unique needs of each group must be identified. These unique needs may
include the desire for nutritious and easy-to-eat options for patients, quick and convenient meals for busy
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staff and diverse food choices for visitors. Specifically, the manager or marketing team needs to identify which
aspects of food and service hold real or perceived value for potential and existing customers. Further judgment
needs to be made on whether these customers will be willing to pay for these aspects or values.

Answering these questions can help the manager begin to define the market segments. Market segmentation
divides the total market into smaller groups of people with similar product needs. Categories of customers
emerge based on demographics, geographic location, psychographics and product preference. (Walker, 2004)

Media Attributions

• Picture1
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6.1.3. COMPONENTS OF A MARKETING
PROGRAM

A well-structured marketing program comprises of four essential components: product, place, price and
promotion, collectively known as the four P’s of marketing. These elements and their unique integration
within any marketing strategy constitute the marketing mix.

Product: Product refers to the distinct combination of goods and services that fulfill a customer’s wants or
needs. It encompasses items, services, ideas, locations, or organizations produced based on market knowledge
and ultimately offered for sale. In the realm of foodservice, products encompass everything on the menu,
alongside various service options like cafeterias, vending machines, catering services and desirable attributes
such as ambiance and convenient operating hours.

Place: Place involves distribution and the manner in which products are made available and sold. Products
must be accessible at the right time and place, ensuring convenience for customers. Many foodservice
operations today cater to customer preferences for speed and convenience. For instance, large hospitals often
deploy mobile cafeterias or kiosks in nursing units during busy lunch hours to accommodate medical staff
with limited breaks. Additionally, many establishments are adopting food court setups akin to those found in
shopping malls.

Price: Price denotes the monetary amount charged for a product or the aggregate value exchanged by
customers for the product’s benefits. Strategic pricing strategies not only encourage customer purchases but
also contribute to the product’s perceived value and competitive positioning in the market.

Promotion: Promotion encompasses all communication efforts directed toward customers. Its primary
objective is to introduce customers to a product or enhance their awareness of its availability.
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6.2. MARKETING FOR FOODSERVICE
OPERATIONS

Marketing in the foodservice industry requires a distinctive approach due to its direct service component,
which sets it apart from many other industries. Service involves applying human or mechanical efforts to
people or objects. Industries like foodservices differ significantly from manufacturing sectors in terms of their
products, customer interaction, perishability of inventory and distribution. (Payne-Palacio, 2015)

Product

Food provided by foodservice operations is consumed rather than owned, distinguishing it from consumer
goods such as appliances. Food is unique in that it combines tangible and intangible elements. The food itself
is tangible—it can be perceived through smell, touch and taste. Service, however, is intangible—it cannot be
seen, touched, or possessed, yet customers are keenly aware of its presence or absence. For instance, customers
quickly notice lapses in wait staff attentiveness.

Customer Contact

Customers play an active role in the marketing process within service industries. In cafeterias, for example,
patrons serve themselves from displayed foods, or in table service settings, there is direct and frequent
interaction between customers and staff. Each interaction presents an opportunity for foodservices to market
not only their food but also their organizational image.

In self-serve cafeterias, attractive and well-designed displays can entice customers. Table service allows for more
personal interaction; wait staff can be trained to anticipate customer needs, such as refills or timely presentation
of the check. Negative interactions can lead to lasting dissatisfaction, potentially impacting not only the
immediate customer but also influencing others through word-of-mouth.

Perishability

Food is highly perishable and challenging to store in inventory compared to durable goods like appliances.
Unlike tangible products that can be stored during low-demand periods, unsold or unused food represents
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lost income and waste. For instance, lower-than-expected customer counts in cafeterias result in lost sales, with
prepared food going to waste.

Distribution

In many foodservice settings, food must be prepared in advance, stored under proper conditions and
transported for distribution. For example, schools often receive food from central kitchens. Careful handling
during storage and transport is crucial to maintain food quality and avoid rejection by paying customers.
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6.3. MARKETING AS A MANAGERIAL
FUNCTION

Management must regard marketing as a crucial function, on par with traditional management activities such
as organizing, leading and controlling. (Reynolds & Mcclusky, 2013)

Common marketing pitfalls include:

• Lack of planning

• Improper budgeting

• Poorly defined goals and objectives

• Lack of product development

• Inadequate program evaluation

With a clear vision and commitment to the organization’s mission, an effective manager will develop a
marketing program encompassing planning, implementation and evaluation.
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6.3.1. PLANNING

Planning begins with a solid understanding of and commitment to the marketing plan’s goals and objectives.
The manager should ask: “What are our organizational or departmental goals?” and “What do we aim to
achieve?” For example, is the goal to attract new customers, retain existing ones, or influence specific
purchasing behaviors?

This self-analysis often involves a formal process known as a SWOT analysis, which examines strengths,
weaknesses, opportunities and threats. By evaluating these factors, management can determine what unique
offerings can fulfill a recognized need for a particular target market. For instance, a college dining division might
see its food quality at a reasonable price as a strength or identify a lack of modern dining spaces appealing to
young people as a weakness. Opportunities could include providing catering services to nearby office buildings,
while threats might involve competition from nearby restaurants targeting student spending. Such an analysis
helps the foodservice understand its current assets and identify areas for development to appeal more effectively
to target customers.

General goals should be outlined as part of the organization’s long-term or strategic planning. To make
these goals actionable, specific objectives must be set. Objectives need to be clear and measurable to facilitate
program evaluation. Responsibility for achieving each objective should be assigned and a timeline established.
For example, a hospital cafeteria might aim to increase patronage from employees and visitors. A specific
objective could be to boost the number of customers using the cafeteria between 11 A.M. and 1 P.M. by 10
percent. To determine the food and service preferences of the target market, personal interviews or online
surveys can be conducted. The manager can then use the survey results to develop specific plans to achieve the
objectives. Without concrete action plans, well-defined objectives may fall by the wayside and desired goals may
not be realized.
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6.3.2. IMPLEMENTATION

Implementation is crucial to ensure that objectives do not remain unfulfilled intentions. This process involves
empowering staff to adopt the marketing plan, training employees for effective execution, developing
promotion strategies, effectively communicating marketing messages and providing the necessary support
for the plan’s success. Part of this support includes establishing procedures to evaluate the marketing plan’s
effectiveness.
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6.3.3. EVALUATION

Evaluation involves assessing the success of the implemented plan. The manager must measure the extent to
which the set objectives were achieved. For example, if the objective was to increase school lunch participation
by 5 percent, the manager should review daily meal counts to see if this goal was met through the executed
marketing strategies. Insights gained from this evaluation can help refine future objectives and action plans.

Marketing programs require significant time and resources; therefore, management must ensure there is a
measurable return on this investment. Evaluation strategies should logically follow the program’s
implementation and be conducted after a specified period.
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6.4. SOCIAL MEDIA MARKETING

Social media marketing is a subset of Internet marketing that leverages social media platforms to promote
products and services. For foodservice managers, social networking sites and smartphone apps offer an efficient
means of engaging with both current and prospective customers. Platforms such as Facebook, Twitter,
YouTube and blogs have demonstrated their effectiveness in reaching a mobile, tech-savvy audience.

The impact of social media marketing in the foodservice industry is profound and multifaceted. Here are
additional aspects to consider:

Customer Engagement: Social media platforms facilitate direct interaction with customers, allowing for real-
time engagement. Responding to comments, answering queries and acknowledging feedback can foster a sense
of community and loyalty among customers. This interaction can also provide valuable insights into customer
preferences and trends.

Brand Awareness and Loyalty: Consistent and strategic use of social media can significantly enhance brand
visibility. By regularly posting engaging content, foodservice managers can keep their brand top-of-mind for
customers. Additionally, sharing behind-the-scenes stories, customer testimonials and special promotions can
build a stronger emotional connection with the audience.

Content Marketing: Creating and sharing valuable content is a cornerstone of effective social media
marketing. This can include a variety of content types such as photos of menu items, recipe videos, cooking
tips and nutrition information. Visual content, particularly high-quality images and videos, tends to perform
well on platforms like Instagram and YouTube.

Influencer Partnerships: Collaborating with social media influencers can extend the reach of a foodservice’s
marketing efforts. Influencers who align with the brand’s values and target audience can help promote the
foodservice to a wider and more engaged audience. This can be especially effective for launching new products
or entering new markets.

Targeted Advertising: Social media platforms offer sophisticated advertising tools that allow foodservice
managers to target specific demographics, locations and interests. This ensures that marketing messages reach
the most relevant audience. Additionally, the ability to track and analyze ad performance helps optimize
marketing spend and strategies.

Customer Feedback and Reviews: Social media provides a platform for customers to leave reviews and
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feedback. Positive reviews and ratings can enhance the reputation of the foodservice, while negative feedback
offers an opportunity for improvement and resolution. Actively managing and responding to reviews
demonstrates a commitment to customer satisfaction.

Promotions and Special Offers: Social media is an ideal platform for announcing promotions, special offers
and events. Time-sensitive deals or limited-time offers can create a sense of urgency and encourage immediate
action from followers. Additionally, running contests or giveaways can boost engagement and attract new
followers.

Analytics and Insights: Social media platforms provide detailed analytics that help foodservice managers
understand the effectiveness of their marketing efforts. Metrics such as engagement rates, click-through rates
and conversion rates offer valuable insights into what content resonates with the audience and drives action.

Community Building: Beyond promoting products, social media can be used to build a community around
the foodservice brand. This can include supporting local events, participating in social causes and collaborating
with other local businesses. Building a strong community presence can enhance the brand’s reputation and
foster customer loyalty.

Adapting to Trends: The social media landscape is constantly evolving, with new trends and features
emerging regularly. Staying updated with these trends and incorporating them into the marketing strategy can
keep the foodservice brand relevant and engaging. For example, utilizing Instagram Stories, Facebook Live, or
TikTok challenges can capture the attention of a broader audience.

178 | 6.4. SOCIAL MEDIA MARKETING



6.5. BRANDING

According to the American Marketing Association (Branding | American Marketing Association, n.d.), a
brand is defined as “a name, term, design, symbol, or any other feature that identifies one seller’s goods or
services as distinct from those of other sellers.” This can refer to a single product like the Big Mac, a category of
products such as KFC chicken, or all items from a company like Sysco-labeled products.

Brand Identification

Brands are often recognized by unique logos, colors, or symbols, such as McDonald’s golden arches or Pizza
Hut’s red roof. They can represent large national chains or self-branded concepts at individual locations.
For instance, Tu Mercado, a market-style operation at the University of San Diego, is self-branded by its
foodservice management and offers organic, vegan and vegetarian options.

Comprehensive Brand Elements

A brand encompasses more than just a logo or symbol; it represents various facets of a foodservice operation,
including the types of food offered, quality, service, environment and staff interactions. (T, 2017) suggests that
foodservice managers consider the following 11 Ps when creating a brand:

Principles: Define the values that will guide business decisions and what the company stands for.

Play: Outline a detailed narrative of the ideal customer experience.

Promise: Establish the commitments made to customers regarding the experience they should expect.

Place: Design the space to align with the brand promise.

People: Train staff to understand their role and the customer’s purpose in choosing the brand.

Production Elements: Create extraordinary experiences.

Props: Select equipment and fixtures intentionally to enhance the planned experience.

Price: Set pricing that reflects the value of the experience.
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Promotion: Communicate the brand experience effectively.

Press: Utilize public relations and marketing to generate excitement about the brand.

Performance Reviews and Prizes: Evaluate performance and recognize and reward desired staff behaviors.

Brand Loyalty and Equity

Brand loyalty, where customers repeatedly choose a specific brand, has become crucial in the foodservice and
hospitality sectors. Organizations often implement incentive programs to encourage loyalty, such as frequent
flyer miles for airlines or special seating, individualized menus and free items for regular restaurant customers.

Brand equity, as defined by (Keller, 2001), is the “differential effect of brand knowledge on customer response
to the marketing of the brand”. Customer perceptions of a brand, shaped by their experiences and what they
have heard over time, create value for the brand. Severi & Ling (2013) identify five components of brand
equity: brand loyalty, brand awareness, perceived quality, brand associations and other proprietary assets.
These elements collectively influence the power and value of a brand based on customer perceptions.
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6.6. THE MARKETING PLAN

A marketing plan is a written document that outlines an organization’s marketing activities, including how
those activities will be implemented and controlled. Marketing planning is a systematic process that involves
assessing marketing opportunities and resources, determining marketing objectives, developing a marketing
strategy and planning for implementation and control. The marketing plan should be integrated and evaluated
regularly. Strategic planning should precede the development of a marketing plan. The marketing plan should
define the target market and marketing mix variables, identify needed resources and set achievable objectives.
(Gregoire, 2017)

A marketing plan should be practical, executable and flexible, yet stable enough to guide consistent action.
Specific responsibilities, along with timelines and deadlines, should be clearly designated. Continuous review
and evaluation are necessary to keep the plan relevant.

Types of marketing plans can vary by duration, scope and method of development. Typically, marketing plans
are short-range (1 year), medium-range (2 to 5 years), or long-range (over 5 years), with short and medium-
range plans being more detailed and operationally focused. The scope can range from individual menu items
to special services.

Plans may be developed using a bottom-up, top-down, or combined approach. In the bottom-up approach,
employee input is used to set objectives, budgets, forecasts, timetables and marketing mixes, which can be
realistic and morale-boosting but challenging to integrate. The top-down approach involves top management
directing and controlling planning activities, which ensures understanding of competition and market
conditions but can reduce morale if lower-level input is ignored. A combined approach can be ideal, where top
management sets overall objectives and policies and lower-level managers develop implementation plans.

Integration of marketing plans is crucial for synchronizing the product, distribution, promotion and price
elements of the marketing mix. An integrated marketing plan ensures all components are unified, consistent
and coordinated. Key elements of a well-integrated marketing plan include:

• A clear organizational mission

• Stability over time

• Coordination of the marketing mix
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• Coordination among SBUs (Strategic Business Units)

• Compatible short, medium and long-range plans

• Precisely defined target markets

• Long-term competitive advantages

A clear organizational mission outlines the business type and market position, guiding decisions on products,
services and target markets. Stability in the marketing plan allows for proper implementation and evaluation.
Coordination within departments ensures the product, distribution, promotion and price components align.
Coordination among SBUs ensures resources and strategies are harmonized across the organization.
Compatible plans across different timeframes and clearly defined target markets ensure marketing efforts are
focused and effective.

Emphasizing customer expectations and product/service quality in long-term plans is essential for competitive
success. Internal collaboration among staff, such as the manager, chef, waitstaff and cashier, is crucial, with a
constant focus on external customer satisfaction.
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6.7. CONCLUSION

Marketing has long been a crucial function for commercial foodservice operations. In recent years, managers
of non-commercial operations—such as hospitals, long-term care facilities, schools and universities—have
increasingly recognized the importance of marketing principles. These principles are vital for survival in a
highly competitive industry characterized by limited resources and escalating costs.

Today’s foodservice managers must possess a comprehensive understanding of marketing terminology, the
marketing cycle and the marketing concept. Additionally, they must grasp the unique aspects of marketing
within the foodservice sector. Successful implementation of a marketing program requires meticulous
planning, including thorough training for foodservice employees and a robust evaluation strategy to measure
the achievement of program objectives.

Merchandising and promotions are essential components of an effective marketing program. Foodservice
managers must be adept at designing promotions, planning procedures and implementing and evaluating
strategies to gain a competitive edge. This proficiency is key to retaining current customers and attracting new
ones to the foodservice operation.

Furthermore, integrating social media marketing into the overall strategy can enhance customer engagement
and reach. Utilizing platforms like Facebook, Twitter, YouTube and blogs allows foodservice managers to
connect with a mobile, tech-savvy customer base. Effective use of these tools can significantly amplify
marketing efforts.

Creating and maintaining a strong brand is also pivotal. A brand encompasses more than just a logo or symbol;
it represents the quality of food and service, the dining environment and the overall customer experience.
Building brand loyalty through consistent delivery on brand promises and implementing loyalty programs can
drive repeat business and foster long-term customer relationships.

In conclusion, mastering the intricacies of marketing is indispensable for foodservice managers in both
commercial and non-commercial settings. By understanding and applying marketing principles, designing
effective promotions, leveraging social media and building strong brands, managers can ensure the success and
sustainability of their foodservice operations in a competitive landscape.
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6.8. REVIEW QUESTIONS

Interactive Questions

An interactive H5P element has been excluded from this version of the text. You can view it online

here:

https://ecampusontario.pressbooks.pub/principlesofmanagementinnutrition/?p=421#h5p-11

Short Questions

• What are the four P’s of marketing and why is understanding the unique aspects of marketing in
foodservice important for managers?

• How has social media changed foodservice marketing and what platforms are effective for reaching
customers?

• Define a brand according to the American Marketing Association and explain the key components of
brand equity.

• What is the role of a mission statement and SWOT analysis in the strategic planning of a foodservice
operation?

• How do marketing strategy and tactics differ and why is this distinction important?
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• Why is evaluation critical in a marketing plan and what methods can be used to assess the success of
marketing objectives?

• Why are merchandising and promotions important in foodservice marketing and what strategies can
managers use to effectively promote their services?

• How has the approach to marketing changed for non-commercial foodservice operations like hospitals
and schools and why is it important in a resource-limited environment?

• What are the key elements of an integrated marketing plan and how can a foodservice organization
ensure that its marketing plan remains flexible yet stable over time?

• What constitutes a marketing plan and how can foodservice managers ensure it is effective and
adaptable?
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6.9. PRACTICAL QUESTIONS

Scenario 1: Hospital Cafeteria Revamp

Situation: A hospital cafeteria has been experiencing a decline in patronage from both employees and visitors.
The hospital’s foodservice manager has decided to implement a new marketing strategy to increase cafeteria
usage. The manager plans to introduce healthier menu options, improve the ambiance of the dining area and
launch a social media campaign to promote the changes.

Questions:

• Strategic Planning:

◦ What steps should the foodservice manager take to conduct a SWOT analysis for the cafeteria?

◦ How can the manager align the cafeteria’s mission with the hospital’s overall mission?

• Marketing Strategy:

◦ What specific tactics could be used to attract health-conscious consumers to the cafeteria?

◦ How should the manager measure the success of the new menu options and dining area
improvements?

• Social Media Campaign:

◦ Which social media platforms would be most effective for this campaign and why?

◦ What type of content should be included in the social media posts to engage potential customers?

Scenario 2: University Dining Services

Situation: A university dining services department wants to increase student participation in its meal plans.
The department has noticed that many students prefer off-campus dining options due to perceived lack of
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variety and quality on-campus. To address this, the department plans to rebrand its dining services, introduce
a wider variety of cuisines and implement a loyalty program.

Questions:

• Branding:

◦ How should the dining services department develop and communicate its new brand to the
students?

◦ What elements should be included in the rebranding to reflect the variety and quality of food
offered?

• Marketing Mix:

◦ How can the department effectively use the four P’s of marketing (Product, Place, Price,
Promotion) to attract students to the meal plans?

◦ What pricing strategy should be adopted to make the meal plans more attractive while maintaining
profitability?

• Loyalty Program:

◦ What features should be included in the loyalty program to encourage repeat patronage?

◦ How can the success of the loyalty program be evaluated?

Scenario 3: Small Restaurant Chain Expansion

Situation: A small restaurant chain specializing in organic and locally-sourced food is planning to expand to
new locations. The chain is known for its unique dining experience and customer service. The management
wants to ensure that the new locations maintain the same brand identity and customer satisfaction levels.

Questions:

• Expansion Strategy:

◦ What factors should be considered when selecting new locations for the expansion?
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◦ How can the restaurant chain ensure consistency in service and quality across all locations?

• Brand Identity:

◦ How should the chain’s brand identity be communicated to new markets?

◦ What strategies can be used to build brand awareness and loyalty in the new locations?

• Customer Feedback:

◦ What methods can the chain use to gather and analyze customer feedback in the new locations?

◦ How should the management respond to feedback to continuously improve the dining
experience?

Scenario 4: School Cafeteria Healthy Eating Initiative

Situation: A school cafeteria is implementing a healthy eating initiative to combat childhood obesity. The
initiative includes adding more fruits, vegetables and whole grains to the menu, providing nutrition education
and engaging parents and the community. The cafeteria manager needs to market this initiative to ensure
acceptance and participation from students and parents.

Questions:

• Healthy Eating Promotion:

◦ How can the cafeteria manager use marketing principles to promote the healthy eating initiative to
students and parents?

◦ What role can social media play in promoting the initiative?

• Community Engagement:

◦ What strategies can be used to engage parents and the community in supporting the healthy eating
initiative?

◦ How can partnerships with local businesses or health organizations enhance the initiative?
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• Program Evaluation:

◦ What metrics should be used to evaluate the success of the healthy eating initiative?

◦ How can the cafeteria manager use feedback from students and parents to improve the initiative?
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VII. STRATEGIC MANAGEMENT

Learning Objectives

• Recognize the role of strategic analysis in evaluating the competitive environment for

nutrition professionals and organizations.

• Understand how internal and external factors influence the success of an organization.

• Assess internal strengths, weaknesses and external opportunities and threats that impact an

organization’s strategy.

• Apply SWOT analysis to identify and address key strategic factors.

• Distinguish between vision and mission statements, understanding their roles in guiding

strategic planning.

• Understand the multi-level planning process, including strategic, tactical and operational

planning, to achieve organizational objectives.
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Key Terms

Strategic management SWOT Planning
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7.1. STRATEGIC ANALYSIS

Strategic analysis is a fundamental process for nutrition professionals and organizations to evaluate and
navigate the complexities of their competitive environment. Why is it essential for these professionals to invest
time and resources into strategic management? Nutrition organizations do not operate in isolation; they are
influenced by a variety of internal factors and external forces. Understanding these dynamics is crucial for
achieving success in the field. For example, the growing diversity in dietary needs and cultural preferences has
led many organizations to adapt their services and communications. This might involve offering multilingual
resources or culturally tailored nutrition programs to better address the needs of diverse populations. (Bright
et al., 2019)

The external environment in nutrition and health is continuously evolving and the most successful
organizations are those that proactively anticipate and adapt to these changes through effective strategic
management. To navigate this complex landscape, nutrition professionals engage in strategic analysis, which
involves the systematic and deliberate planning, formulation and thinking of strategies to address both internal
and external factors (Payne-Palacio, 2015). Whether managing a small community clinic or a large public
health initiative, organizations of all sizes in the nutrition sector benefit from sound strategic management
practices. In the following sections, we will explore key strategic factors relevant to nutrition professionals and
how these principles can be applied to enhance their effectiveness and impact.
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7.2. THE COMPETITIVE ENVIRONMENT

In strategic analysis, understanding a firm’s competitive environment involves analyzing both internal and
external factors. For nutrition professionals, this means considering elements within their organization as well
as broader external influences that might affect their operations and success.

External Factors are elements in the broader environment that can impact a nutrition organization’s
operations. These factors are beyond the organization’s control but must be effectively managed and
understood to achieve success. For instance, a significant public health initiative, such as a new government
campaign promoting healthy eating, can influence a nutrition organization’s focus and outreach strategies.
If the initiative increases demand for nutritional counseling or educational programs, the organization might
need to adjust its services or expand its offerings to meet this heightened interest.

Internal Factors pertain to the characteristics and resources of the organization itself. To compete effectively,
a nutrition organization must understand its own strengths, resources and organizational structure. This
includes evaluating its physical assets, financial resources and human capital. For example, a nutrition clinic
with advanced data management systems can better track patient progress and optimize treatment plans. If
the clinic has a well-trained team and effective internal processes, it can offer high-quality services and improve
client outcomes.

Just as Walmart uses sophisticated IT systems to manage inventory and streamline operations, a nutrition
organization can leverage its internal resources to enhance its effectiveness. By understanding its unique
capabilities and optimizing its operations, the organization can better meet the needs of its clients and remain
competitive in the field.

In summary, both external and internal factors play crucial roles in shaping a nutrition organization’s strategy
and success. Effective strategic management involves recognizing and adapting to these factors to improve
performance and achieve organizational goals. (Bright et al., 2019)

196 | 7.2. THE COMPETITIVE ENVIRONMENT



7.3. THE SWOT ANALYSIS

You may already be familiar with a common tool used to analyze strategic and competitive situations: SWOT
analysis. SWOT stands for Strengths, Weaknesses, Opportunities and Threats. This tool helps nutrition
professionals understand their organization’s internal capabilities and external challenges, providing a clear
view of their strategic position. Let’s break down SWOT analysis piece by piece (Figure 7.1) (Bright et al., 2019;
Reynolds & Mcclusky, 2013)

Fig 7.1. SWOT Analysis

Strengths

Strengths are the internal attributes and resources that an organization excels in. For instance, a nutrition
organization’s strengths might include a highly skilled team of dietitians, advanced nutritional assessment
tools, or strong community relationships. Identifying these strengths allows the organization to leverage them
to achieve its goals. For example, if a nutrition clinic has expertise in managing diabetes, it can plan to expand
its services to include more specialized diabetes care programs, utilizing its strong reputation and experience in
this area.
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Weaknesses

Weaknesses are internal factors that limit an organization’s effectiveness or capabilities. These are areas where
the organization may lack resources or skills. For example, a nutrition organization might struggle with
outdated technology or limited funding for new programs. Understanding these weaknesses helps the
organization avoid areas where it may be less effective or seek improvements. For instance, if a clinic has limited
resources for conducting advanced research, it might collaborate with academic institutions or seek grants to
bolster its research capabilities.

Opportunities

Opportunities are external factors that the organization can potentially capitalize on. These are emerging
trends or situations in the market that align with the organization’s strengths. For example, increasing public
interest in personalized nutrition could present an opportunity for a nutrition organization to develop
customized diet plans or innovative wellness programs. Recognizing opportunities enables the organization to
expand its services or enter new markets. However, it’s crucial to ensure that the organization is equipped to
seize these opportunities effectively.

Threats

Threats are external challenges that could negatively impact the organization’s success. These might include
changes in regulations, increased competition, or shifts in public health trends. For instance, new legislation
that impacts the way nutrition services are delivered could pose a threat. By identifying these threats, an
organization can develop strategies to mitigate their impact. For example, if new regulations affect service
delivery, the organization might adapt by updating its practices or engaging in advocacy to address the changes.

The Limitations of SWOT Analysis

While SWOT analysis is a valuable tool for identifying internal and external factors, it has its limitations. The
effectiveness of SWOT depends on the depth of the analysis and the accuracy of the information considered. It
may not capture all potential issues or nuances, making it essential to complement SWOT with other strategic
analysis tools for a more comprehensive evaluation. This chapter will explore additional methods to develop
a more thorough and systematic strategic analysis, enhancing the ability to address both internal and external
factors impacting nutrition organizations.
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• Picture2
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7.4. THE STRATEGIC MANAGEMENT
PROCESS

The strategic management process encompasses the series of activities that managers undertake to position
their organizations effectively for competitive success (Firdaus & Kanyan, 2014).

The strategic management process involves several key activities that collectively contribute to developing and
maintaining a strong competitive position. This section will delve into each of these activities and their roles in
shaping a successful strategy.

Fig 7.2. The Strategy Cycle

While Figure 7.2 illustrates strategic management as a sequential process, in practice, top managers often
handle multiple aspects simultaneously. They engage in environmental scanning to keep their understanding
of the competitive landscape current, implement strategies formulated in the past and develop new strategies
for future execution. This overlapping nature of the process means that various elements are continuously in
motion, rather than following a strict step-by-step sequence.
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A marketing strategy involves selecting and analyzing a target market and developing a suitable marketing mix
to satisfy that market (Pride & Ferrell, 1997). It should be as detailed as possible. For instance, to boost dessert
sales, a vague strategy like “Advertising the addition of low-fat frozen yogurt to the menu” is inadequate. A
more effective strategy would be, “Increase dessert sales by 10% within 3 months by adding low-fat frozen
yogurt to the menu and intensifying advertising efforts towards health-conscious consumers.”

This marketing strategy is carried out through a series of tactics, which are specific actions. While the strategy
outlines how to attract and retain customers, tactics provide the step-by-step procedures to achieve this. For
example, if the objective is “to be perceived as the restaurant of choice,” the strategy might be “to offer
customers better value.” Tactics to support this could include ensuring tables are ready for customers with
reservations, addressing customers by name, making menus easy to read and providing options for those with
special dietary needs. Tactics are derived from the strategy, highlighting the need for a well-developed strategy
first.

Monitoring results demands comparing performance standards with actual performance over a set period.
Tools such as budgets, timetables and sales and cost analyses may be used to assess outcomes. If actual
performance falls short of standards, corrective actions should be taken. Many organizations prepare
contingency plans to address any deficiencies in meeting performance standards. ([Author removed at request
of original publisher], 2015)
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7.5. MISSION AND VISION

The journey towards a successful strategic position often begins with the establishment of a clear foundational
purpose. When entrepreneurs launch a new business, they typically start with a fundamental reason or goal
that answers the question: “What is the purpose of this business?” Even if the initial motivation is personal,
such as the desire for independence, there must be a clear idea of what the business will achieve.

The vision statement is a broad and aspirational expression of what the founders aim for the business to
become. It outlines the long-term impact and overarching goals of the organization without specifying the
exact products or services. This statement provides a high-level view of the business’s ultimate purpose and sets
a guiding framework for its future direction.

On the other hand, the mission statement translates the vision into a more practical focus. It describes how
the organization intends to realize its vision by detailing the specific products or services it will offer and the
target markets it will serve. While it does not constitute a detailed strategy, the mission statement provides a
clear outline of the organization’s core objectives and operational focus, bridging the gap between the broad
aspirations of the vision and the actionable steps needed to achieve them.

Distinguishing Between Vision and Mission Statements

Vision ➜ Mission

Vision: Broad

“Why do we exist?”

Mission: Focused

“How will we accomplish our vision?”

It’s important to understand the distinction between vision and mission statements, as many companies often
blur the lines between the two. For instance, Microsoft describes its mission as “to help people around the
world realize their full potential.” This broad statement aligns more closely with what would typically be
considered a vision statement. However, Microsoft’s actual vision statement is “to empower people through
great software anytime, anyplace and on any device.” This statement, while still broad, provides a clearer sense
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of how Microsoft aims to fulfill its broader mission, making it a more accurate representation of a mission
statement.

The distinction between these statements is crucial for strategic planning. Vision and mission statements lay
the groundwork for developing a competitive strategy. Simply put, without a clear understanding of what a
business aims to achieve, it’s challenging to create an effective plan. Vision and mission statements together
form the foundational elements that define the purpose of the organization and guide the development of
strategic objectives. They help clarify the organization’s goals and direct its efforts, making them essential
components in crafting a strategy that fosters a competitive advantage.
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7.6. STRATEGIC PLANNING: A GUIDE FOR
ACHIEVING SUCCESS

Strategic planning is a crucial process for any organization aiming to compete effectively and achieve its goals.
This process involves creating detailed plans to guide actions, allocate resources and set timelines to reach
specific objectives. It’s a blend of deciding what needs to be done, how to do it, assigning roles and overseeing
execution to ensure success.

Understanding Goals

The first step in strategic planning is setting clear goals. A goal defines what an organization aims to accomplish.
For instance, if a retail store wants to prepare for a busy holiday season, the goal might be to increase sales by
15% compared to the previous year. The store manager would plan in advance by determining which products
to stock, scheduling extra staff and setting up promotions to attract more customers. Achieving this goal
involves a series of tasks, such as ordering inventory on time and training employees.

Setting Effective Goals: The SMART Framework

Good goals share certain characteristics. The SMART framework (Figure 7.3) helps in creating effective goals,
which should be Specific, Measurable, Achievable, Relevant and Time-bound. For example, if a student wants
to excel in a class, a SMART goal would be: “Earn an A in this course by studying for at least two hours
each week and completing all assignments on time.” This goal is specific (earning an A), measurable (through
grades), achievable (with planned study time), relevant (to the student’s academic success) and time-bound
(within the course duration).
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Figure 7.3 – SMART Framework

The Planning Process

The planning process involves several steps:

Set Goals: Define what you want to achieve.

Design the Plan: Develop a detailed plan outlining how to achieve the goals. This involves brainstorming,
coordinating resources and setting deadlines.

Implement the Plan: Execute the plan by assigning tasks and ensuring all resources are in place.

Review Results: Evaluate the outcomes and make adjustments if necessary.

Implementing Plans Across Different Levels

Strategic planning occurs at various levels within an organization:

Strategic Planning: High-level planning by top executives to set the overall direction. For example, a company
might plan to expand into new markets.
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Tactical Planning: Mid-level planning by managers to implement strategies. This might include designing
specific marketing campaigns or operational procedures.

Operational Planning: Day-to-day planning by front-line employees, such as scheduling staff or managing
inventory.
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7.7. STRATEGIC PLANNING PROCESS

Strategic management provides the overarching framework within which marketing strategies are developed
and executed. In this context, the strategic planning process for marketing integrates these broader
organizational goals with targeted efforts to reach and influence specific market segments. There are seven
interrelated steps in the strategic planning process for marketing:

• Define the organizational mission.

• Establish strategic business units.

• Set marketing objectives.

• Perform a situation analysis.

• Develop a marketing strategy.

• Implement tactical plans.

• Monitor results.

Organizational Mission

An organization’s mission statement comprises its purpose, competition, target market, products and services
and the stakeholders involved, including consumers, employees, owners and the community. For instance, a
hospital’s mission might be to deliver both inpatient and outpatient medical services to the community while
adhering to budgetary constraints. Each department within the organization would align its mission with this
overarching mission. Consequently, the mission of the foodservice department within the hospital would be to
provide meals to patients, employees and visitors within the confines of the departmental budget. (Gregoire,
2017)

Strategic Business Units (SBUs)

Following the definition of its mission, an organization should create strategic business units (SBUs). Each
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SBU operates as a distinct entity within the organization, focusing on a specific market and managed by a
responsible individual who integrates all functions into a cohesive strategy. SBUs form the foundation for
a strategic marketing plan. In business terminology, the hospital represents the corporate level, while the
foodservice department functions as an SBU. Each SBU has a well-defined market segment, a strategy aligned
with the corporate mission, its own mission and its unique competitors.

Marketing Objectives

A marketing objective specifies what is to be achieved through marketing efforts. Each SBU within an
organization must establish its own clear and straightforward objectives for marketing performance. Objectives
are typically expressed in both quantitative terms (such as dollar sales, percentage profit growth, market share)
and qualitative terms (such as image, uniqueness, customer service). Many restaurants and other foodservice
entities combine both quantitative and qualitative measures in their objectives.

Situation Analysis

Situation analysis involves identifying marketing opportunities and potential challenges facing an
organization. It requires the manager to understand the current state of the organization and its future
direction.

Development of Strategy

A marketing strategy serves as a comprehensive plan for reaching and effectively serving a specific target
market. It involves selecting the target market and developing a detailed marketing mix to meet the needs and
preferences of that market. The strategy must be precise and clearly defined, outlining the specific objectives to
be achieved and the methods that will be used to reach those goals. A well-crafted marketing strategy ensures
that all efforts are aligned with the organization’s overall mission and that resources are used efficiently to
achieve the desired outcomes.

Tactical Plans

Tactical plans are the actionable steps taken to implement the marketing strategy. While the strategy sets the
overall direction and goals, tactics focus on the practical actions needed to achieve those goals. These include
specific initiatives and day-to-day activities that support the broader strategic objectives. Effective tactical plans
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ensure that every action is purposefully aligned with the strategy, enabling the organization to move steadily
toward its marketing objectives with a clear and focused approach.

Monitor Results

Monitoring results is a critical aspect of the strategic planning process, involving the regular comparison of
actual performance against established goals and standards. Tools such as budgets, schedules and performance
analyses are employed to track progress and assess outcomes. When actual performance falls short of the
standards set by the strategy, corrective actions are taken to realign efforts and ensure that objectives are met.
Additionally, organizations often prepare contingency plans to address any unexpected challenges, ensuring
that performance remains on track even in the face of unforeseen obstacles.

Example: Launching a New Product

Imagine a company planning to launch a new product. The strategic goal might be to capture a new market
segment. Tactical planning would involve designing marketing strategies and identifying distribution channels.
Operational planning would focus on the logistics of producing and delivering the product, including
managing production schedules and ensuring quality control.

In summary, strategic planning is about setting clear goals, designing actionable plans and implementing them
effectively. By following these steps and using the SMART framework, organizations can enhance their chances
of achieving success and maintaining a competitive edge.
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7.8. CONCLUSION

Strategic analysis is not merely an optional exercise for nutrition professionals; it is an essential practice that
directly influences the success and sustainability of their organizations. As the field of nutrition becomes
increasingly complex and dynamic, with diverse dietary needs, cultural preferences and evolving public health
trends, a robust strategic management approach becomes critical. By carefully evaluating both internal
strengths and weaknesses, as well as external opportunities and threats, nutrition organizations can position
themselves to effectively navigate their competitive environment.

Understanding the competitive landscape through tools, like SWOT analysis and engaging in a comprehensive
strategic management process, allows nutrition professionals to make informed decisions, adapt to changes
and maintain a competitive edge. Whether through setting clear goals using the SMART framework, or
continuously refining their vision and mission, these practices ensure that nutrition organizations can not only
survive but thrive in a rapidly changing environment. Strategic management, therefore, is a cornerstone for
achieving long-term success and making a meaningful impact in the sector.
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7.9. REVIEW EXERCISES

Interactive Questions

An interactive H5P element has been excluded from this version of the text. You can view it online

here:

https://ecampusontario.pressbooks.pub/principlesofmanagementinnutrition/?p=449#h5p-12

Short Questions

• Define strategic analysis in the context of nutrition professionals and organizations.

• Explain the difference between internal and external factors in a nutrition organization’s strategic
environment. Provide an example of each.

• Describe the four components of a SWOT analysis and provide an example of each component in the
context of a nutrition organization.

• What are the limitations of SWOT analysis and why is it important to use other strategic analysis tools
alongside it?

• Outline the strategic management process and explain the importance of environmental scanning in this
process.

• Differentiate between vision and mission statements and discuss how they contribute to the strategic
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management process.

Descriptive Question

• Explain the SMART framework for setting effective goals. Provide an example of a SMART

goal related to nutrition management.

• Describe the planning process, including the steps involved in creating and implementing a

strategic plan.
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7.10. PRACTICAL EXERCISES

Scenario 1: SWOT Analysis of a Nutrition Organization

Objective: Conduct a SWOT analysis for a nutrition organization and propose a strategic initiative based on
the findings.

Instructions:

• Select a Nutrition Organization:

◦ Choose a real or hypothetical organization (e.g., a dietetic clinic, public health initiative, or
foodservice business).

• Conduct the SWOT Analysis:

◦ Identify the organization’s Strengths (e.g., skilled staff, advanced technology).

◦ Identify its Weaknesses (e.g., limited funding, outdated equipment).

◦ Identify external Opportunities (e.g., growing demand for personalized nutrition, new partnership
opportunities).

◦ Identify external Threats (e.g., increasing competition, regulatory changes).

• Strategic Initiative Proposal:

◦ Based on the SWOT analysis, propose one strategic initiative that the organization could undertake
to improve its competitive position.

◦ Explain how this initiative leverages strengths, addresses weaknesses, capitalizes on opportunities,
or mitigates threats.

Deliverable: A written summary of the SWOT analysis and the proposed strategic initiative.
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Scenario 2: Mission and Vision Statement Development

Objective: Develop vision and mission statements for a new nutrition-related business or initiative.

Instructions:

• Identify the Business or Initiative:

◦ Imagine you are starting a new nutrition-related venture (e.g., a community nutrition program,
online dietetic service, or specialty food product line).

• Create a Vision Statement:

◦ Write a broad, aspirational statement that captures the long-term impact you aim to achieve with
your business.

◦ Example: “To empower communities to lead healthier lives through personalized nutrition and
sustainable practices.”

• Create a Mission Statement:

◦ Develop a focused statement that outlines how your organization will accomplish the vision.

◦ Example: “We provide accessible and evidence-based nutrition services tailored to individual needs,
fostering long-term well-being through education and support.”

Deliverable: Written vision and mission statements.

Scenario 3: Strategic Plan Creation Using the SMART
Framework

Objective: Develop a strategic plan for a specific goal using the SMART framework.

Instructions:

• Identify a Strategic Goal:

◦ Choose a specific goal relevant to a nutrition-related project or organization (e.g., increasing patient
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retention in a clinic).

• Apply the SMART Framework:

◦ Make the goal Specific (What exactly do you want to achieve?).

◦ Ensure it is Measurable (How will you track progress?).

◦ Confirm it’s Achievable (Is it realistic with available resources?).

◦ Make sure it’s Relevant (Does it align with broader objectives?).

◦ Set a Time-bound deadline (By when will it be achieved?).

• Develop the Plan:

◦ Outline the steps needed to achieve the goal.

◦ Identify the resources required (e.g., staff, budget, tools).

◦ Set deadlines for each step.

Deliverable: A detailed strategic plan based on the SMART framework.

Scenario 4: Case Study Analysis

Objective: Analyze a case study of a successful nutrition-related organization to identify key strategic
management practices.

Instructions:

• Select a Case Study:

◦ Choose a case study of a successful organization in the nutrition field (e.g., a foodservice company,
public health campaign, or dietetic practice).

• Analyze the Case Study:
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◦ Identify the strategic management practices that contributed to the organization’s success (e.g.,
effective use of SWOT analysis, proactive environmental scanning).

◦ Discuss how these practices align with concepts covered in the chapter.

• Reflect on Strategic Concepts:

◦ Explain how the organization’s strategies address both internal and external factors.

◦ Identify any lessons learned that could be applied to other nutrition organizations.

Deliverable: A written analysis that highlights the strategic management practices observed in the case study.
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REVIEW QUESTIONS

Interactive Questions Chapter 1

MCQ’s

1. What is the primary function of a commercial food service establishment?

A. Provide lodging

B. Prepare and sell food and beverages.

C. Offer educational services

D. Provide healthcare services

2. Which of the following is NOT a characteristic of a Quick Service Restaurant (QSR)?

A. Fast and efficient service

B. Limited menu options

C. Table service

D. Low-cost value proposition

3. The food service industry can be broadly categorized into two main segments. Identify the
segments, define them, and provide examples.

A. Fine dining and casual dining

B. Fast food and slow food

C. Commercial and non-commercial

D. International and domestic
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True and False

4. Professionals in the food service industry are expected to be professional, respectful, and attentive
to customer needs. (True)

5. The food service industry is a declining sector of the economy. (False)

6. Food trucks are typically chain-operated establishments. (False)

7. Non-commercial food service establishments focus primarily on food and beverage service. (False)

Matching

8. Offers a high level of service and personalized attention. Fine Dining

9. Offers a limited menu with quick and convenient service. QSR

10. Provides meals to students in a school cafeteria. Non-Commercial

11. Offers a variety of menu options and moderate service levels. Casual Dining

Interactive Questions Chapter 2

MCQ’s

1. What characterizes a manager’s typical work pattern according to studies?

A. Long, uninterrupted periods of strategic planning

B. Formal meetings with structured agendas

C. Frequent, brief interactions and constant task-switching

D. Extended periods of solitary decision-making

2. In their informational role, managers act as:

A. Resource allocators and negotiators

220 | REVIEW QUESTIONS



B. Figureheads and leaders

C. Monitors, disseminators, and spokespeople

D. Entrepreneurs and disturbance handlers

3. Which level of management is responsible for strategic planning and ensuring high culinary
standards?

A. Mid-level management

B. Executive level

C. Supervisory level

D. Entry-level management

4. Which leadership style involves making unilateral decisions and expecting immediate compliance?

A. Democratic leadership

B. Servant leadership

C. Transformational leadership

D. Autocratic leadership

5. What is a key aspect of effective leadership in fostering a positive work environment?

A. Maintaining strict hierarchical structures

B. Limiting communication channels

C. Promoting open communication

D. Avoiding employee recognition

True and False

6. Management primarily focuses on inspiring and motivating teams, while leadership concentrates
on day-to-day operations and task completion. False
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7. In their informational roles, managers only communicate with internal staff and never act as
spokespeople to external parties. False

8. Servant leadership emphasizes the well-being and development of employees while creating an
environment where everyone can succeed. True

Fill in the Blanks

9. The three primary roles of management are ____, informational, and decisional
roles. interpersonal

10. A ____ leadership style involves leaders making unilateral decisions and expecting employees to
follow orders without question. autocratic

11. The ____ is the highest-ranking chef in the kitchen, responsible for overseeing the entire
kitchen operation, including menu creation and ingredient sourcing. Executive Chef

12. In their role as ____, managers distribute essential information to subordinates, ensuring the
team is well-informed and aligned with organizational goals. disseminator

13. ____ leadership focuses on challenging employees to think outside the box, setting ambitious
goals, and creating a shared vision for the future. Transformational

Interactive Questions Chapter 3

MCQ’s

1. Teamwork is most effective in achieving which of the following outcomes?

A. Minimizing food waste

B. Enhancing customer satisfaction and overall dining experience

C. Reducing the number of health code violations

D. Streamlining back-of-house cleaning procedures
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2. According to the chapter, which of the following characteristics is NOT typically associated with
high-functioning working groups?

A. A shared sense of purpose and clearly defined goals

B. Open communication channels and a culture of active listening

C. Tolerance for unresolved conflict and interpersonal friction

D. Mutual trust and respect among team members

3. The chapter outlines several techniques for resolving conflict. Which approach emphasizes a
collaborative effort to identify solutions that meet the needs of all involved parties?

A. Assigning blame and imposing disciplinary measures

B. Avoiding the conflict altogether and hoping it resolves itself

C. Facilitating a discussion using active listening and focusing on problem-solving

D. Issuing a formal written warning to the parties involved in the conflict

True and False

4. Structured feedback systems, when implemented effectively, can be a valuable tool for improving
team member performance and fostering a culture of continuous learning. True

5. Effective communication within a foodservice team is unidirectional, with clear instructions
flowing from management to staff. False

Interactive Questions Chapter 4

MCQ’s

1. Which of the following is NOT a key area that effective orientation focuses on?

A. People

B. Procedures
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C. Performance

D. Information

2. Who typically conducts on-the-job training?

A. External instructors

B. HR managers

C. Supervisors or senior staff members

D. New employees themselves

3. Which of the following is NOT a step in the progressive discipline approach?

A. Verbal Counseling

B. Written Warning

C. Suspension With Pay

D. Termination

4. What is the purpose of a performance appraisal?

A. To criticize employees for their shortcomings

B. To foster employee growth and development

C. To increase employee turnover

D. To discourage open communication

5. What is the primary responsibility of employers under the Occupational Health and Safety Act
(OHSA)?

A. Ensuring workplace health and safety

B. Maximizing profits

C. Reducing employee benefits

D. Ignoring safety regulations
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True and False

6. Effective employee development programs should align with business goals. True

7. Performance appraisals are typically viewed as burdensome and unproductive. False

8. Discipline becomes necessary only when alternative measures have proven ineffective. True

9. The steps of progressive discipline typically involve suspension without pay before verbal
counseling. False

10. Terminating an employee should always be done publicly to set an example for other employees.
False

Interactive Questions Chapter 5

True and False

1. Understanding basic accounting principles is not essential for food service businesses. False

2. The income statement reports a company’s assets, liabilities, and owner’s equity. False

3. Pricing strategies have no impact on revenue generation in the food service industry. False

4. Effective inventory management can help reduce waste and ensure ingredient availability. True

5. A budget is a static document that does not require adjustments throughout the year. False

Match the Terms with the Sentence

6. Cash Flow Statement. Summarizes a company’s financial activities and position at a specific point
in time.

7. Balance Sheet. Reports a company’s revenue, expenses, and net profit over a specific period.

8. Income Statement. Summarizes the cash inflows and outflows of a business during a specific
period.

9. Cost Control. Strategies aimed at minimizing expenses while maintaining quality.
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10. Inventory Management. The process of recording, classifying, summarizing, and analyzing
financial transactions.

11. Accounting. The stock of goods and materials a business holds for sale or use.

Interactive Questions Chapter 6

MCQ’s

1. Which of the following best describes the unique aspect of foodservice marketing compared to
manufacturing sectors?

A. Focus on tangible products only

B. Limited customer interaction

C. Long-term inventory storage

D. Direct service component and immediate consumption

2. What is the primary purpose of conducting a SWOT analysis in foodservice marketing?

A. To determine menu pricing

B. To evaluate employee performance

C. To assess internal and external factors affecting the organization

D. To calculate profit margins

3. In the context of social media marketing for foodservice operations, which statement is most
accurate?

A. It’s only effective for large chain restaurants

B. It requires significant financial investment

C. It enables real-time customer engagement and feedback

D. It replaces traditional marketing completely
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4. What is the primary purpose of market segmentation in foodservice?

A. To reduce operational costs

B. To divide the total market into groups with similar product needs

C. To eliminate competition

D. To standardize all services

5. Which component of the marketing mix refers to how products are made available to customers?

A. Product

B. Price

C. Promotion

D. Place

True and False

6. Brand loyalty in foodservice operations is solely determined by the quality of food, with service
quality playing no significant role in customer retention. False

7. Social media marketing has become an essential tool for foodservice operations to engage with
customers and can effectively replace all traditional marketing methods. False

8. A well-integrated marketing plan must include coordination among all elements of the marketing
mix (product, place, price, and promotion) while maintaining consistency with the organization’s
mission. True

Fill in the Blanks

9. The __ is a business philosophy focused on directing resources and activities toward meeting
customer needs and desires through an exchange process. marketing concept

10. __ divides the total market into smaller groups of people with similar product needs. Market
segmentation
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11. In foodservice operations, the __ is unique because it combines both tangible and intangible
elements, where the food itself is tangible but the service is intangible. product

12. According to the American Marketing Association, a __ is defined as a name, term, design,
symbol, or any other feature that identifies one seller’s goods or services as distinct from those of
other sellers. brand

13. _ _ marketing leverages platforms like Facebook, Twitter, and Instagram to promote products
and services while engaging with customers. Social media

Interactive Questions Chapter 7

MCQ’s

1. Which of the following best describes the primary purpose of strategic analysis in organizations?

A. To maintain current operational procedures

B. To evaluate and navigate the complexities of the competitive environment

C. To focus solely on internal operations

D. To implement short-term tactical plans

2. In the strategic management process, what is the relationship between vision and mission
statements?

A. They are identical concepts used interchangeably

B. Vision statements are short-term while mission statements are long-term

C. Vision provides broad aspirational goals while mission outlines how to achieve them

D. Mission statements are unnecessary if there is a vision statement

3. According to the SMART framework, what does the ‘R’ represent?

A. Realistic

B. Relevant
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C. Resourceful

D. Responsive

4. Which component of strategic management involves comparing actual performance against
established standards?

A. Planning

B. Implementation

C. Monitoring results

D. Strategy formulation

5. What role do contingency plans play in strategic management?

A. They replace primary strategic plans

B. They address deficiencies in meeting performance standards

C. They focus only on external threats

D. They eliminate the need for monitoring results

True and False

6. Environmental scanning is a one-time process that occurs only during the initial strategic
planning phase. False

7. Situation analysis involves identifying both opportunities and potential challenges facing an
organization. True

8. The strategic management process eliminates the need for contingency planning. False

Fill in the Blanks

9. The process of keeping understanding of the competitive landscape current is called __ scanning.
environmental

10. __ planning involves day-to-day planning by front-line employees, such as scheduling staff or
managing inventory. Operational
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11. The __ statement translates the vision into a more practical focus, describing how the
organization intends to realize its vision. mission

12. __ plans are the specific actions taken to implement the marketing strategy. tactical

13. A marketing __ specifies what is to be achieved through marketing efforts and is typically
expressed in both quantitative and qualitative terms. objective
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