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Introducing Hospitality

Prelude

Hospitality through the Ages’

The concept of hospitality is as old as civilization itself. Its development from
the ancient custom of breaking bread with a passing stranger to the operations
of today’s multifaceted hospitality conglomerates makes fascinating reading,
and interesting comparisons can be made with today’s hospitality management.

The word hospitality comes from hospice, an old French word meaning “to
provide care/shelter for travelers.” The most famous hospice is the Hospice de
Beaune in the Burgundy region of France, also called the Hotel Dieu or the

the Chancellor of Burgundy, as a refug

The hospital is still functioning, pa
Throughout the centuries, severa
yards to the Hospice to help pa
from these vineyards—about a
wine auction on the thirg

es-of vines—are sold at a colorful
ember, which determines the prices

, which, due to surpluses, they were able to trade. More time
other activities such as writing, inventing money, creating
gols, and producing beer, which was probably safer to drink
than water! Taverns served several beers, and

The Hospice de Beaune.

as with today, provided a place for locals to

relax and enjoy each other’s company.
Between 4,000 and 2,000 B.C.E., early

civilizations in Europe, China, Egypt, and India

all had some elements of hospitality offerings,
such as taverns and inns along the roadside.

Greece and Rome

Mention of hospitality—in the form of tav-
erns—is found in writings dating back to
ancient Greece and Rome, beginning with
the Code of Hammurabi (circa 1700 B.C.E.).
The Code required owners to report guests
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who planned crimes in their taverns. The penalty for not doing so was death,
making tavern-keeping a hazardous occupation. The death penalty could also
be imposed for watering the beer!

Increased travel and trade made some form of overnight accommodations
an absolute necessity. Because travel was slow and journeys long and arduous,
many travelers depended solely on the hospitality of private citizens.? In the
Greek and Roman empires, inns and taverns sprang up everywhere. The Romans
constructed elaborate and well-appointed inns on all the main roads. They were
located about twenty-five miles apart. To ensure that fresh horses were available
for officials and couriers of the Roman government, these inns could only be used
with special government documents granting permission. By the time Marco Polo
traveled to the Far East, there were 10,000 inns, the best of which were in China.’

Some wealthy landowners built their own inns on the edges of their estates.
These inns were run by household slaves. Nearer the cities, inns and taverns
were run by freemen or by retired gladiators who would invest their savmgs
in the “restaurant business” in the same way that so many of today? ed
athletes open restaurants. The first “business lunch” is reputed to
idea of Seqius Locates, a Roman innkeeper; in 40 B.C.E. Locates dg
for ships’ brokers, who were often too busy to go home for their nyi

Medieval Times

On the European continent, Charlemagne estabk

, imsgfporated a guild, or an as-
belonged to the city, which sold
three-year leases at auction. The
there were eighty-six innkeepers as
In England, the stagecoach becam&wshe favored method of transportation.
A journey from London to the city of Bath took three days, with several stopo-
vers at inns or taverns that were also called post houses. Today, the journey from
London to Bath takes about one and a half hours by car or train. As travel and
travelers increased during the Middle Ages, so did the number of wayside inns in
Europe; yet, they were primitive affairs by today’s standards. Guests often slept on
mattresses in what today would be the inn’s lobby. As the quality of the inns im-
proved, more people began to travel. Many of the travelers were wealthy people,
accustomed to the good life; their expectations demanded that inns be upgraded.
In the late sixteenth century, a type of eating place for commoners called an
ordinary began to appear in England. These places were taverns serving a fixed-
price, fixed-menu meal at a long common table. Ordinary diners could not
be choosy, nor did they often question what they were eating. Frequently, the
main dish served was a long-cooked, highly seasoned meat-and-vegetable stew.
Culinary expertise was limited by the availability and cost of certain ingredients.
Few diners had sound teeth—many had no teeth at all—so the meal had to be



Introducing Hospitality

able to be gummed as well as being edible. Fresh meat was not always available;
spoiled meat was often the rule rather than the exception. Spices helped not
only to preserve meat but also to disguise the flavor of gamey or “high” meat.

Coffee Houses

During the sixteenth century, two “exotic” imports began to influence the cu-
linary habits of Western Europe: coffee and tea. These beverages, so integrated
into the twenty-first century way of life, were once mere curiosities. Travelers
to Constantinople (now Istanbul, Turkey) enjoyed coffee there and brought it
back to Europe.

During the seventeenth century, coffeehouses sprang up all over Europe. By
1675, the city-state of Venice had dozens of coffee houses, including the famous
Café Florian on the piazza San Marco, stggfited to capacity today. The first
/ ouses, the social and liter-
ary centers of their day and the prededefsor of todyys cafés and coffee shops,
s), purpose: They helped

aqgerows, and carbonated beverages

were the rule, rather than the excep-
5 lons. Queen Elizabeth I’s ladies-in-
reaKfast allowance of two gallons of ale.

Ordinary—in 1663. After Cole’s, the next recorded ordinary
ouse, in 1640.* The Dutch built the first known tavern in New
York—the Stadt Huys—in 1642. Early colonial American inns and taverns are
steeped as much in history as they are in hospitality. The next year, Kreiger’s
Tavern opened on Bowling Green in New York City.

During the American Revolution, this tavern, then
called the King’s Arms, became the Revolutionary head-
quarters of British General Gage.

The even more famous Frauncis Tavern was the

Café Florian, St. Marks Square, Venice, Italy.

Revolutionary headquarters of General George Wash-
ington and was the place where he made his famous
Farewell Address. It is still operating today. As the
colonies grew from scattered settlements to towns and
cities, more and more travelers appeared, along with
more accommodations to serve them. The inn, tavern,
or ordinary in the colonies soon became a gathering
place for residents, a place where they could catch up
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on the latest gossip, keep up with current events, hold meetings, and conduct
business. The innkeeper was often the most respected member of the commu-
nity and was always one of its more substantial citizens. The innkeeper usually
held some local elected office and sometimes rose much higher than that. John
Adams, the second president of the United States, owned and managed his own
tavern between 1783 and 1789.

The Revolutionary War did little to change the character of these public
places. They maintained their position as social centers, political gathering places,
newsrooms, watering holes, and travelers’ rests; now, however, these places were
going by different names—hotels—that reflected a growing French influence in
the new nation.

The French Revolution

The French Revolution took place at approximately the sam
American colonies were fighting for their independence. Amon{

of sheep’s feet in a white sauce, another was bo
use today—made of sliced potatoes cooked i
bread baker’s oven after the bread was dong

tory. Because nearly all the best chefs w¥
posed or literally “lost their heads,”

in America. Others scattered
French-speaking province of
tions with them. Soon the plain, P

the Americans were laced with saucespi- The Court of the Two Sisters.

quantes (sauces having a pleasantly sharp
taste or appetizing flavor) and pots au feu

(French beef stew). In 1784, during a five-
year period as an envoy to France, Thomas
Jefferson acquired a taste for French cuisine.
He later persuaded a French chef to come to
the White House to lend his expertise. This
act stimulated interest in French cuisine and
enticed U.S. tavern owners to offer better
quality and more interesting food.

Over time, New Orleans was occupied by
Britain, Spain, France, and America, and one
interesting restaurant there, the Court of the
Two Sisters, has the names of prisoners of vari-
ous wars inscribed on the walls of its entrance.
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The Nineteenth Century

Restaurants continued to flourish in Europe. In 1856, Antoine Caréme pub-
lished La Cuisine Classique and other volumes detailing numerous dishes and
their sauces. The grande cuisine offered a carte (or list) of suggestions available
from the kitchen. This was the beginning of the a la carte menu. In 1898 the
Savoy Hotel opened in London. The general manager was the renowned César
Ritz (today, the Ritz-Carlton hotels bear his name) and the chef de cuisine was
August Escoffier. Between them, they revolutionized hotel restaurants. Escoffier
was one of the greatest chefs of all time. He is best known for his classic book
Le Guide Culinaire, which simplified the extraordinary works of Caréme. He
also installed the brigade de cuisine system in the kitchen.

Americans used their special brand of ingenuity to create something for eve-
ryone. By 1848, a hierarchy of eating places existed in New York City. At the
bottom was Sweeney’s “sixpenny eating houseZ on Ann Street, whose proprie-

shilling”) was literally slid down a well
who cared little for the social a ities \of

PJ Clarke’s, established in 1884 and still going strong. \ wh¢én it closed due to Prohibition, The
elmonico’s was synonymous with fine
” ood, exquisitely prepared and impeccably

ved—the criteria by which all like establish-
ments were judged. Delmonico’s served Swiss-
French cuisine and became the focal point of
American gastronomy (the art of good eating).
Delmonico’s is also credited with the invention
of the bilingual menu, Baked Alaska, Chicken
a la King, and Lobster Newberg. The Delmon-
ico steak is named after the restaurant. More
and more, eating places in the United States
and abroad catered to residents of a town or
city and less to travelers; the custom of eating
out for its own sake had arrived.

Thirty-five restaurants in New York City
have now celebrated their one-hundredth
birthdays. One of them, PJ Clarke’s estab-
lished in 1884, is a “real” restaurant-bar
that has changed little in its hundred years of
operation. On entering, one sees a large ma-
hogany bar, its mirror tarnished by time, the
original tin ceiling, and the tile mosaic floor.
Memorabilia ranges from celebrity pictures
to Jessie, the house fox terrier that custom-
ers had stuffed when she died and who now
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stands guard over the ladies’ room
door. Guests still write down their
own checks at lunchtime, on pads
with their table numbers on them
(this goes back to the days when
one of the servers could not read
or write and struggled to remember
orders).°

Many American cities had ho-
tel palaces: Chicago had the Palmer
House, New Orleans had the St.
Charles, St. Louis had the Planter’s
Hotel, Boston had The Lenox, and
San Antonio had The Menger. As the
railroads were able to transport pas-
sengers to exotic locations like South
Florida, hotels such as The Breakers
in Palm Beach were built to accom-
modate the guests.

The Breakers, PaIWch oNda.

The Twentieth Century /\ \\

why people go to restaurants—to be togegier and to connect to one another. It is
very important that the restaurant reinforce why guests chose it in the first place.
Restaurants exist to create pleasure, and how well a restaurant meets this expec-

tation of pleasure is a measure of its success.®

Following World War II, North America took to the road. There was a rapid
development of hotels, motels, fast food, and coffee shops. The 1950s and 1960s
also saw an incredible growth in air transportation. Cross-continental flights were
not only more frequent, but took much less time. Many of the new jets introduced in
this period helped develop tourism worldwide. Hotels and restaurant chains sprang
up to cater to the needs of the business and leisure traveler as well as city residents.

In the 1980s, hospitality, travel, and tourism continued to increase dramati-
cally. The baby boomers began to exert influence through their buying power.
Distant exotic destinations and resorts became even more accessible. The 1990s
began with the recession that had started in 1989. The Gulf War continued the
downturn that the industry had experienced. As hospitality and tourism com-
panies strived for profitability, they downsized and consolidated. From 1993
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until 9/11, the economic recovery proved very strong and hospitality businesses
expanded in North America and abroad, particularly in Europe and China.

Welcome to You, the Future
Hospitality Industry Leaders!

The hospitality industry is a fascinating, fun, and stimulating one in which to
enjoy a career, plus you get compensated quite well and have excellent advancement
opportunities. We often hear from industry professionals that it (the industry) gets
in your blood—meaning we become one with the hospitality industry. On countless
class industry visits, the persons speaking to the class said that they wouldn’t change
their job—even if they had a chance. Only one speaker said, “You must be nuts
if you want to work in this industry”—of e, he was joking! But there are

Many examples exist of people graduati
them to gain a good foundation ¢
sible career paths are illustrated i
advancement opportunities to co
service spirit, which pla
what your position or

. Let’s begin our journey with a look at
he success of our industry, no matter

s 2O continuous improvement and good old- fashloned
ork and having fun while doing it provide a foundation

wanted—ser¥&e€ as a fixed point of guidance and inspiration.

So, where does hospitality spirit fit into all this? It’s simple—it begins with
each and every time we have a guest encounter. People with a service spirit are
happy to do something extra to make a guest’s experience memorable. The hospi-
tality spirit means that it is our passion to give pleasure to others, or as one human
resources director, Charlotte Jordan, calls it, “creating memorable experiences for
others and being an ambassador of the world, adding warmth and caring.”® Every
day we encounter guests who rely on us for service, which can make or break
their experience. We want to “wow” guests and have them return often with their
friends. Yes, we are in the people business, and it’s “we the people” who succeed
in the hospitality industry when we take pride in the words of the Ritz-Carlton
hotel company: We are ladies and gentlemen taking care of ladies and gentlemen.

The National Restaurant Association (NRA) forecasts a need for thousands
of supervisors and managers for the hospitality and tourism industries. Are you
wondering if there’s room in this dynamic industry for you? You bet! There’s
room for everyone. The best advice is to consider what you love to do most
and get some experience in that area—to see if you really like it—because our
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Senior
Executive

T

General Manager/
Director

T

Division Manager/
Director

T

Department
Manager

T Graduate
School

Department
Assistant Manager

!

Supervisor

f

Management
Training Program/ <~
departmental
work experience

University
Bachelors Degree

3

Degree Courses Hourly Paid
and Part-Time Entry Level
Employment T
High School

Figure 1 ¢ A Possible Career Path in the Hospitality Industry. Is Education Worth It? You Bet! Just
Think—Over a Career, the Difference in Salary between an Associate and a Bachelor’s Degree Is
$500,000. Yes, That's Half a Million Bucks!

(Source: U.S. Census Bureau Average Lifetime Earnings—Different Levels of Education.)

industry has some distinct characteristics. For starters, we are in the business
of giving service. When Kurt Wachtveilt, thirty-year veteran general manager
of the Oriental Hotel in Bangkok, Thailand—considered by many to be one of
the best hotels in the world—was asked, “What is the secret of being the best?”

11
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The pineapple is the

symbol of hospitality.

Introducing Hospitality

he replied, “Service, service, service!” But what is service? Service is defined in
Webster’s New World Dictionary as “the act or means of serving.” To serve is
to “provide goods and services for” and “be of assistance to.” With thousands
of guest encounters each day, it is critical to give our guests exceptional service
at each encounter. And that’s the challenge!

The hospitality industry can also be a good choice for entrepreneurs who
prefer to do their own thing, whether it be running a bar, catering company,
restaurant, or night club; being involved in event management; or being a tour
guide or wedding planner or whatever. The prospects are good for starting a
successful endeavor. Think about it: You could begin with one restaurant con-
cept, open a second, and then begin to franchise. Whatever your dreams and
goals, the hospitality industry likely has an opportunity for you.

Consider that a company like Marriott International started out as
a small root beer place, in Washington, D.C., with a counter and a few
stools. And that an immigrant, who opened up a hot dog stand outside
Dodger Stadium in Los Angeles later bega he multimillionaire owner of
a chain restaurant (Karl Kartcher, o
dishwasher Ralph Rubio, Now OWn§

chain of Rubio’s Fresh
ave sold more than 50

erican food but also embodied the en-

mefican meal at a reasonable price in an at-
fun, and the excitement of rock and roll.!°

The Pineapple Tradition

The pineapple has enjoyed a rich and romantic heritage as a symbol of
welcome, friendship, and hospitality. Pineapples were brought back from
the West Indies by early European explorers during the seventeenth cen-
tury. From that time on, the pineapple was cultivated in Europe and be-
came the favored fruit to serve to royalty and the elite. The pineapple was
later introduced into North America and became a part of North American
hospitality as well. Pineapples were displayed at doors or on gateposts,
announcing to friends and acquaintances: “The ship is in! Come join us.
Food and drink for all!”

Since its introduction, the pineapple has been internationally recognized as
a symbol of hospitality and a sign of friendliness, warmth, cheer, graciousness,
and conviviality.
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The Interrelated Nature
of Hospitality and Tourism

The hospitality and tourism industries are the largest and fastest-growing indus-
try groupings in the world. One of the most exciting aspects of this industry is
that it is made up of so many different professions. What picture comes to mind
when you think about a career in hospitality and tourism? Do you picture a
chef, a general manager, owners of their own businesses, a director of market-
ing, or an event manager? The possibilities are many and varied, ranging from
positions in restaurants, resorts, air and cruise lines, theme parks, attractions,
and casinos, to name a few of the several sectors of the hospitality and tourism
industries (see Figures 2 and 3).

James Reid, a professor at New York City Technical College, contributed

direct contact with a guest (front of the house) or performing dut
scenes (heart of the house), the profound and most challengaag rea

used to describe a guest and an associate meeti
restaurant.)

Lodging

Restaurants and
Hotels Managed Services
Converitions
Travel Motels Restaurants

Air </ /
E¥positions .
Cruise ships Resorts {27905 Recreation

Rail Attractions

Coach Gaming
Automobile Parks

Ecotourism Recreation

Figure 2 © Scope of the Hospitality and Tourism Industries.
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Tourism
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Theme es
Parks
Theme arks
Parks
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) tions
Attractions
ents

ents

try
Special
Events
Clubs &
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Figure 3 © The Interrelatey Nw

Tourism

Travel
Promoters
Tour Operaters

8 Travel
Consolidators

Airlines
& Airports

Cruise
Hospitality
and Tourism Hotels
Resorts
Casinos Lodging
Bed and
Breakfast
Meetings
Conventions
Expositions
Assembly
Management

gdrants and
wod Service

ogpitality, Travel, and Tourism.

The interrelated nature of hospitality and tourism means that
we would fly here, stay in a restaurant, and eat in a restaurant.

Imagine all the reasons why people leave their
homes temporarily (whether alone or with others)
to go to other places near and far.

People travel for many reasons. A trip away

14

from home might be for vacation, for work, to
attend a conference, or maybe even to visit a col-
lege campus, just to name a few. Regardless of the
reason, under the umbrella of travel and tourism,
many professions are necessary to meet the needs
and wants of people away from home. Think of
the many people who provide services to travelers
and who have the responsibility of representing
their communities and creating experiences that,
when delivered successfully, are pleasurable and
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memorable for travelers.
These people welcome, in-
form, comfort, and care for
tourists and are collectively
a part of a process that can
positively affect human lives
and well-being.

The hotel business pro-
vides career opportunities
for many associates who
help make reservations and
greet, assist, and serve guests
in hospitality operations of
varied sizes and in locations
all over the world. Examples
include a husband and wife
who operate their own bed
and breakfast (B&B) in up-
state Vermont. This couple
provides the ideal weekend

retreat for avid skiers during

a frosty February, making Gramercy Tavern, a Danny Meyar,\UNoKSquare Hospltallty

their guests want to return Group Restaurant. <\

year after year. Another ex-
ample i is the hundreds of employees necess —room MGM

1neers, front-desk

agents, food servers, and managers areNu positions that are
vital to creating experiences for visita S Vegas from around
the globe.

The restaurant business is gsd a vi under the travel and tour-
ism umbrella. People go to rest> diverse needs and wants. Eating
is a biological need that restaurantg &ccommpdgate, but restaurants and the peo-
ple who work in them fulfill numerd fier human desires, such as the need

for socialization and to be entertained.

Gramercy Tavern restaurant in New York City may be the perfect location
for a certain group of friends to celebrate a twenty-first birthday. The individ-
ual guest who turned twenty-one may remember this féte for a lifetime because
the service and food quality were excellent and added value to the experiences
for all the celebrants. For this kind of collective and powerful impression to be
made, many key players are needed to operate and support the service-delivery
system: several front-of-the-house staff members, such as the food servers, bar-
tenders, greeters, managers, and bus attendants; plus the back-of-the-house em-
ployees, such as the chefs, dishwashers, food purchaser, and stewards (to name a
few). All these people had to coordinate a variety of activities and responsibili-
ties to create this dynamic, successful, and, for the restaurant ownership, profit-
able event.

In managed services, foodservices are provided for airlines, military facili-
ties, schools, colleges and universities, health care operations, and business and
industry. These foodservice operations have the dual challenge of meeting the

15
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needs and wants of both the guests and the client (i.e., the institution that hired
the foodservices). The employees who are part of foodservices enterprises have
responsibilities very much like those of other restaurant operations. The quality
of food products delivered in an airline, for example, may be the key to winning
passengers back in the future and creating positive word-of-mouth promotion
that attracts new customers.

Since history has been recorded, beverages have provided a biological need
that has expanded the beverage menu far beyond water alone! Whether it is
the cool iced tea garnished with lemon and mint served poolside at a Riviera
resort or the champagne toast offered at a fiftieth wedding anniversary party in
Boston, beverages play a major role in satisfying people and adding to the many
celebrations of life.

As with food products, the creation and delivery systems for beverage prod-
ucts are vital components of the hospitality industry. These operations involve
many people who consumers rarely see: the farmer in Napa Valley who tends to
the vineyard every day of the year, the coffecbeamharvester in Colombia, the sake
server in Tokyo, or the orchard owner who/Crates\qragges in Florida. These indi-
viduals behind the scenes have diverse 4 sponsibilities so that guests,
whether in a resort, an office, a hospita h roadside snack bar, can

b
outh Florida, Sarasota-Manatee

Think about the |a gsgrvation that you made—did you book your travel online? Did
you check consume £€yrS on the hotel or restaurant? Studies show that as many as 55%
of consumers now use thé Internet to book their travel, a percentage that vastly changes the
landscape of the hospitality industry. In fact, technology could be the thin line between a
successful business and bankruptcy for many organizations. In 2011, only four out of every
ten restaurants that open will still be operating in three years. One of the main reasons for the
high failure rate is the lack of control in a slim profit-margin industry. With technology, hospi-
tality and tourism businesses can attempt to control costs and generate success. Technology
used to be accepted as a cost center by hospitality and tourism organizations. However, in
today’s world, technology is a strategic enabler. Technology has become such a vital tool that it is hard to
imagine a hotel, resort, theme park, cruise ship, restaurant, or airline company running without it.

Consider this: In a typical full-service hotel, there are about 65 different technology applications.
This number is around 35 for a limited-service hotel. Hotels are finding new ways to use technol-
ogy for a strategic advantage. Consider this example: Mandarin Oriental is keeping track of the fruits
eaten by the guest. These records are kept in the guest’s profile. Next time the guest visits the hotel,
when a fruit basket is sent, it is dominated by the fruits that guest likes. This creates a “wow”
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factor since it is not directly solicited, rather, quietly observed and recorded with the help of proper
training and technology.

Similarly, restaurants use more than 30 different technology applications to provide faster, more cost
efficient and productive business operations for guests and staff. Airline companies use complex cen-
tral reservation and yield-management tools. Travel agencies depend on global reservation system net-
works to operate. Cruise ships employ different technology and navigation systems to operate in an
efficient and fast way. Theme parks use different biometric technologies to keep track of their guests
and staff members.

The Airline industry became a commodity a long time ago. In the contemporary age, travelers do
not necessarily care about which carrier will take them from point A to point B. Price seems to be the
most important factor in selecting an air carrier. The hotel industry is showing similar symptoms. In the
age where hospitality and tourism products are becoming a commodity, technology is becoming a true
differentiator. Hoteliers like in the example of Mandarin Oriental are turning to technology to differen-
tiate themselves so that they do not become a commodity in the eyes of guests. Many studies already
showed that high-speed Internet is one of the most important in-pgom_amenities that enable guest sat-
isfaction in a hotel. In this new age of technology, it is very impoftant fonhyspitality and tourism stu-
dents to understand all different technology applications out{there to be ybJe to compete in a tough

market environment.

Characteristics
of the Hospitalit

d 24 hours a day. No, we
¢ do tend to work longer hours
¢ir way to senior positions in the

don’t have to work all of thed¢ X
than people in other industries.

day. However, because of managerial bufnout, there is a trend in the industry
of reducing working hours of managers to fifty hours a week to attract and
retain members of Generation X and the Millennial Generation. Evenings and
weekends are included in the workweek—so we have to accept that we may be
working when others are enjoying leisure time.

The hospitality industry depends heavily on shift work. Early in your ca-
reer, depending on the department, you will likely work on a particular shift.
Basically, there are four shifts, beginning with the morning shift, so you may
be getting up as early as 6:00 A.M. to get to the shift that starts at 7:00 A.M.
The midshift is usually from 10:00 A.M. to 7:00 p.m.; the evening shift starts
at 3:00 p.M. and goes on until 11:00 p.m.; and finally there is the night shift
that begins at 11:00 p.m. and lasts until 7:30 A.m. Supervisors and managers
often begin at 8:00 A.Mm. and work until 6:00 or 8:00 r.m. Success does not
come easily.

In the hospitality industry, we constantly strive for outstanding guest sat-
isfaction, which leads to guest loyalty and, yes, profit. Our services are mostly
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intangible, meaning the guest cannot “test drive” a night’s stay or “taste the
steak” before dining. Our product is for the guest’s use only, not for posses-
sion. Even more unique, for us to produce our product—hospitality—we must
get the guest’s input. Imagine General Electric building a refrigerator with the
customer in the factory, participating in the actual construction of the product!
Seems preposterous, yet we do it every single day, numerous times per day, and
in a uniquely different way each time. This is referred to as the inseparability
of production and consumption of the service product, which presents a special
challenge because each guest may have his or her own requests.

The other unique dimension of our industry is the perishability of our prod-
uct. For example, we have 1,400 rooms in inventory—that is, available to sell—
but we sell only 1,200 rooms. What do we do with the 200 unsold rooms?
Nothing. We have permanently lost 200 room-nights and their revenue. This
example illustrates that in the hospitality industries we are in business to make
a return on investment for owners and/or shareholders and society. People in-
vest money for us to run a business, and sk Rect a fair return on their in-

brightest rom universities and colleges to participate in the annual res-
taurant show i Chicago. The highlight of the show is the “Salute to Excel-
lence” day when students and faculty attend forums, workshops, and a gala
award banquet with industry leaders. Coca-Cola and several other corporations
involved in the industry sponsor the event.

During the day, students are invited to write their dreams on a large panel,
which is later displayed for all to enjoy. Here are a few of one of the previous
year’s hopes and dreams:

e To help all people learn and grow (Jason P.)
e To be the best I can (NMC)

e To establish a chain of jazz cafés in six years and go public
in ten years (Richard)

e To successfully please my customers (J. Calicendo)

e To be happy and to make others happy, too
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® To put smiles on all faces

® To be one of the most creative chefs—I would like to be happy with
everything I create

* To make a difference in the lives of people through food! (Mitz Dardony)
® To be successful professionally, socially, and financially (Marcy W.)

e To preserve our natural resources by operating a restaurant called Green
(Kimberley Mauren)

e Anything I do I like to do it in such a way that I can always be meaningful
to people (Christian Ellis-Schmidt)

e To reach the top because I know there is a lot of space up there
(P. W., Lexington College)

e To use the knowledge that I’ve gained throughout my career and pass it on
to others in hopes of touching their lives in a positive way! To smile and to
make smiles. (Armey P. DaCalo)

e [ want to be prosperous in my desire to achieve more than $. A3
and peace are the keys to life. (D. McKinney)

e To teach and be as good as those who have taught me

So what are your dreams and goals? Take a moment g \(h about your
personal dreams and goals. Keep them in mind and fog o thew often. Be

Careers

There are hundreds of career options for y
are not yet sure which one is for yGu—aF¥

ates who make reservations, greet, adg
other lodging operations all over the wepfd. Among the many examples are the
operators of a B&B in upstate New York who cater to seasonal guests. Another
example is the hundreds of employees necessary to keep the City Center in Las
Vegas operational.

Figures 4, 5, and 6 show a career ladder for lodging management and food
and beverage management and the rooms division in mid-sized and large hotels.
Figure 7 shows a career ladder for restaurant management. Information relating
to careers comes from the U.S. Census Bureau’s statistic of lifetime salaries by
education level,'” which indicates that high school graduates earn $1.2 million,
Associate degree holders earn $1.6 million, Bachelor’s degree holders earn $2.1
million, and Master’s degree holders earn $2.5 million. Now, these numbers are
based on 1999 data, so the good news is that they are going to be much higher
for you! Speaking of salaries, Figure 8 is a salary guide for hospitality positions.
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Front Office Manager

Kitchen Station Chef

Assistant Beverage Mana

Kitchen Prep Cook (during college)

Introducing Hospitality

g Management Career Ladder.

Figure 5 ¢ Lodging Food and Beverage Career Ladder.
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Assistant General Manager
Assistant Housekeeper

Assistant Front Office Manager
A Opening Manager

Guest Services A ——.

Server/Bartender

Figure 6 * Lodging Rooms Division Career Ladder.

<Busser-Server (during college)

staurant Management Career Ladder.

//‘H\Q@s{ta ries

Preside{ ocka Chain Loddin§ Company $250,000-500,000
President & aX¢hain Restgugant Company $175,000-450,000
Vice Presiden Lodgihg’ Company $150,000-250,000

Hotel/Resort Ge ager $75,000-175,000
Country Club Genei anager $100,000-350,000
Vice President of a Restaurant Company $75,000-150,000
Restaurant General Manager $40,000-80,000
Hotel or Resort Rooms Division Director $50-80,000
Hotel/Resort Human Resources Director $50,000-80,000
Hotel or Resort Food and Beverage Director $55,000-100,000
Hotel/Resort Catering Manager $50,000-90,000
Assistant Restaurant Manager $25,000-40,000
Hotel Front Office Manager $30,000-60,000
Hotel/Resort Executive Housekeeper $30,000-75,000
Hotel/Resort Assistant Food and Beverage Manager $35,000-60,000
Hotel/Resort Executive Chef $40,000-90,000
Restaurant Chef $30,000-80,000
Front Desk Agent $16,000-25,000
Servers $20,000-40,000
Cooks $20,000-30,000

Figure 8 * A Guide to Hospitality Salaries.
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Hospitality Industry Philosophy

Current hospitality industry philosophy has changed from one of managers’
planning, organizing, implementing, and measuring to that of managers’ coun-
seling associates, giving them resources, and helping them to think for them-
selves. The outcome is a more participative management style, which results in
associate empowerment, increased productivity, and guest and employee satis-
faction. For example, Ritz-Carlton associates are empowered to spend up to
$2,000 to make a guest completely happy. Imagine a bride-to-be arriving at
a hotel and sending her wedding dress to be pressed. Unfortunately, the iron
burns the dress. Luckily, the concierge comes to the rescue by taking the bride
to a wedding dress store, where they select a gorgeous dress for around $1,800,
and the bride is happy because it is a nicer dress than the original. Corporate
philosophy has strong links to quality leadership and the total quality manage-
ment (TQM) process. (TQM is discussed in_alate

Corporate philosophy embraces th
ethics morals fairness and equality Theg

is winning over “it’s not my job
“that’s the way we’ve always do
are able to impart corpoga
Corporation, as discys
tion that has a perpe

e defines the “Marriott Way” as “about serving the
the community.” These ideals serve as the cornerstone

sionately héld. Xlarriott’s core values include the belief that people are number
one (“Take care of Marriott people and they’ll take good care of Marriott
guests”), a commitment to continuous improvement and overcoming adversity,
and a good old-fashioned dedication to hard work and having fun while doing it.

Marriott’s core values drive the culture. Similarly, regardless of which serv-
ice organization we work for, our culture influences the way we treat associ-
ates, guests, and the community, and that affects the success of everyone. In the
words of J. W. Marriott Jr., “Culture is the life-thread and glue that links our
past, present, and future.”"”

Sustainable Hospitality

Sustainable development is a holistic concept based on a simple principle. As
outlined in the 1987 Brundtland Commission Report titled, “Our Common Fu-
ture.” The Bruntland Commission, formally the World Commission on Envi-
ronment and Development, was convened by the United Nations to address the
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growing concern “about the accelerating deterioration of the human environ-
ment.”"3 The concept of sustainability involves “development that meets the
needs of the present without compromising the ability of future generations to
meet their own needs.”

Sustainability is the ability to achieve continuing economic prosperity
while protecting the natural resources of the planet and providing a high qual-
ity of life for its people and future generations.'* Operators of hospitality busi-
nesses have generally embraced the concept of sustainable hospitality and are
increasingly operationalizing it. As an example in the lodging industry, the
Willard InterContinental’s Sustainable Development initiative is showing sub-
stantial results. The program’s chief goals are based on profits, people, and
planet. The first goal is to find ways to operate the hotel according to the idea
of a “triple bottom line,” which embodies profitable operation combined with
attention to the people who use and work in the hotel and with a focus on
careful stewardship of resources.'’

» Check Your Knowledge

1. Describe Marriott’s “Spirit to Serve.”

2. What is corporate philosophy?

Success 1n Service

t is critical to offer guests
rvice? Service is defined in Web-
eans of serving.” To serve is to
“provide goods and services for” and of assistance to.”

This is the age of service, and the hofpitality industry is getting revamped
because guest expectations have increased and the realization is that “we buy
loyalty with service.”'® With thousands of guest encounters, or moments of
truth, each day, it is critical to incorporate service excellence in each hospi-
tality organization. Some corporations adopt the expression, “If you’re not
serving the guest, you had better be serving someone who is.” This is the
essence of teamwork: Someone in the back of the house also called the heart
of the house is serving someone in the front of the house, who is serving
the guest.

A guest is anyone who receives or benefits from the output of someone’s
work. The external guest is the guest most people think of in the traditional
sense. The satisfaction of external guests ultimately measures a company’s
success, because they are the people who are willing to pay for its services.
The internal guests are the people inside a company who receive or benefit
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from the output of work done by others in the company, for example, the
server or busser preparing the restaurant to serve lunch has been “served”
by the dishwasher, who has prepared clean plates, knives, forks, spoons,
and glassware.

For success in service, we need to do the following:

Focus on the guest.

Understand the role of the guest-contact employee.

Weave a service culture into education and training systems.
Emphasize high-touch as well as high-tech.

A e

Thrive on change—constantly improve the guest experience.

As hospitality professionals, we need to recognize a variety of guest-re-
lated situations and act to relieve them or avoid them. Imagine how an as-
sociate can win points by showing empathy=—that is, putting him- or herself
in someone else’s shoes—in the followj
rives for lunch one cool January day g

orlda water-front hotel.

ke out to the ladies to keep them
guests were—travel writers for the
putstanding experience in an article that
service.

INTRODUCING J. BILL) MARRIOTT JR.

Chairman and Chief Executive Officer, Marriott International

Bill Marriott is the son of J. W. Marriott, founder of Marriott International, a company that be-
gan as a nine-stool root beer stand in Washington, D.C., in 1927. Bill was an Eagle Scout and
recipient of the Distinguished Eagle Scout Award who, during and after high school, worked
various positions in his parents’ Hot Shoppes restaurant chain. He graduated from the Univer-
sity of Utah with a Bachelor of Science degree in finance and served as an officer in the Navy
before joining the Marriott Corporation in 1956.

Bill Marriott has had an enormous influence on the hospitality industry with years of dedi-
cated service. He is an example of the Spirit to Serve, the title of his well-worth-reading book.
Under Marriott’s lead, Marriott International has grown from a family restaurant business to
a global lodging company of over 3,000 managed and franchised properties of 18 brands,
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ranging from economy limited-service brands up to full-service luxury hotels and resorts, as well as ex-
ecutive apartments, conference centers, and golf courses in 67 countries and territories.'

Mr. Marriott continues his father’s tradition of visiting two to three hundred hotels a year. He is passion-
ate about quality and service and can quickly tell how good a general manager (GM) is by the reaction of as-
sociates to him or her when the GM is walking the halls of the property. If the associates smile and greet the
GM with a cheerful good morning, he knows he has a great GM, but if the associates look down and don't
say anything, he knows that there is a problem.

Bill Marriott also cares passionately about Marriott associates by giving them the best possible work-
ing conditions, competitive wages and salaries, and excellent benefits. Marriott also provides outstanding
training programs to help associates do a great job and to retain the best associates. One of the often used
quotes from Mr. Marriott is, “l want our associates to know that there really is a guy named Marriott who
cares about them.”® A central part of Marriott’s core values is that attention to detail, quite simply, leads to
high customer satisfaction, to repeat business—and to good profits and attractive returns for stockholders

and property owners.?'

returning—with their friends, we hope! It costs several timpes myrg

itable a hospitality business would be if it could retain j
guests as loyal guests. Losing a guest equates to losi

remember your worst service experience:
service experience?

me to get a reservation at the best reXa¥pant in town.” “Fix it” refers to serv-
ices such as, “Please fix my toilet; it woi{’t flush” or, “Please fix the TV so that
we can watch the World Series.”

Moments of Truth

“Moments of truth” is a term coined by Jan Carlson. When Carlson became
president of Scandinavian Airline System (SAS), it was ranked at the bottom
of the European airline market. He quickly realized that he had to spend a lot of
time on the front line coaching SAS associates in how to handle guest encoun-
ters, or as he called them, “moments of truth.” As a result of his efforts, SAS
was soon ranked at the top of the European airlines for service. Service com-
mitment is a total organizational approach that makes the quality of service, as
perceived by the customer, the number one driving force for the operation of
the business.*
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FOCUS ON SERVICE
Hospitality Is Offering a Cup of Kindness

William B. Martin, Cal Tech-Monterey Bay

Customer service is a central focus of hospitality. It is what hospitality is all about—what
we do. If you are interested in a hospitality career, it is important to understand and learn
as much as possible about customer service and particularly how to be successful at it.
Your success will come from a complete understanding of hospitality.

Let’s begin by exploring why we provide hospitality. Why are hospitality businesses in
business? What is the primary purpose of a foodservice operation? A lodging establish-
ment? A travel- or tourism-related business? Is it just for the money? Many of you might
answer an easy yes to this question. But as you will s OsRitality is much more than just

the primary purpose of hospitality?
Our job, first and foremost, is to enhance the lives of thg

ready got it. You can readily see that if the P
we do that is through service. And what|s s€

all of our guests come to us with ma o€ds. Some we can meet, some we can't. But of all the needs they
come with, four of them are specificaly hospitality related. If you can work toward helping them satisfy
these needs, you can go a long way toward making their lives better through kindness. Quality customer
service demands that service providers understand what it is that customers want. Kindness, after all, comes
through understanding. Kindness is demonstrated by making everyone feel welcome.

Quiality customer service requires that we make all guests feel comfortable—that we provide the assur-
ance that they will be taken care of, and follow through. They don’t need to worry; they are in good hands.
In short, when we can do this we are filling their cups with more kindness. Whether they deserve it or not,
they should be made to feel important. Why? Because, we all have a need to feel important. This is a part of
our job. Moreover, it is another important way we can show kindness to our guests.

We need to stay focused on the primary purposes of hospitality. We need to understand the power of
kindness and the importance of satisfying the four basic customer service needs of our guests. In the final
analysis, hospitality and customer service success are found in our ability to enhance the lives of others
through how we treat them—uwith a little cup of kindness.
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Every hospitality organization has thousands of moments of truth every day.
This leads to tremendous challenges in maintaining the expected levels of service.

Let’s look at just some of the moments of truth in a restaurant dining experience

. Guest calls the restaurant for a table reservation.

. Guest tries to find the restaurant.

. Guest parks.

. Guest is welcomed.

. Guest is informed that the table is not ready.

. Guest either waits or goes to the lounge for a cocktail.

N Y T TR SR

. Guest tries to attract the bartender’s attention for a cocktail because there
are no seats available.

8. Guest is called over a loudspeaker or paged.
9. Guest is seated at the table.
10. Server takes order.
11. Server brings beverages or food.
12. Server clears food or beverages.
13. Server brings check.
14. Guest pays for meal.
15. Guest departs restaurant.

From your own experiences, you can |
truth there are in a restaurant dining exp

» Check Your Knowledge

1. What is the purpose of a midg
2. Why is service so important?

3. What is a moment of truth?

The Focus on Service

24,

tROw mary moments of

Giving great service is a very difficult task; few businesses give enough priority
to training associates in how to provide service. We suffer from an overreliance
on technology so that service providers are often not motivated to give great
service. For example, when checking a guest into the hotel, the front-desk asso-
ciate may greet the guest but then look down at the computer for the remainder
of the service encounter, even when asking for the guest’s name. Or consider the
reservations associate who says nothing when asked for a specific type of guest

room because he is waiting for the computer to indicate availability.

To help improve service in the hospitality industry, the Educational Foun-
dation of the NRA, one of the hospitality industry’s leading associations,
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developed a number of great programs that will enhance your professional
development. Further information may be obtained from the NRA’s web site
(www.restaurant.org).

Among the various programs and courses is one titled Foodservice Leader-
ship. Effective leaders are those who make things happen because they have
developed the knowledge, skills, and attitude required to get the most out of the
people in their operation. Leadership involves change; in fact, change is the one
thing we can be sure of in the coming years. Our guests are constantly changing;
so is technology, product availability, and, of course, our competition.

The American Hotel & Lodging Association (AH&LA) offers a great vari-
ety of information on service-related topics including best practices, which give
details of the most effective techniques in lodging operations. One area of inter-
est is the Green Resource, where innovative means of going green are shared to
improve the carbon footprint and the “bottom line.”?

One way in which leaders involve employees in the process of improving
guest service is through TQM and empoweer

etplace is exerting enor-
efior service. Inspired by rising

guest expectations and competitive \ 1ty, many hospitality companies have
jumped on the service q4 . Edwards Deming is credited with
launching the TotalQuaNtxmaeyeqént. He was best known for his work in

aut, the quality of Japanese products was
AQ8se management how to improve design—

Japan, where in
not good. He 43
through the use

thus servige ¥sting, and sales. Dr. Deming made a significant

ent of Japanese products.*

understandln ¥ of quality excellence, greater awareness of quality as a critical
competitive element, and the sharmg of quality information and strategies.

The Ritz-Carlton Hotel Company, the only hospitality company to win two
Malcolm Baldrige National Quality Awards, in 1992 and 1999, was founded on
principles of excellence in guest service. The essence of this philosophy was re-
fined into a set of core values collectively called the Gold Standards. The credo is
printed on a small laminated card that all employees must memorize or carry on
their person at all times when on duty. The card lists the three steps of service:

1. A warm and sincere greeting; use the guest name, if and when possible.
2. Anticipation and compliance with guests’ needs.

3. Fond farewell; give them a warm good-bye and use their names if and
when possible.

The quality movement began at the turn of the century as a means of ensur-
ing consistency among the parts produced in the different plants of a single com-
pany so that they could be used interchangeably. In the area of service, TQM is a
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participatory process that empow-
ers all levels of employees to work in The Employee Promise
groups to establish guest service ex-
pectations and determine the best way
to meet or exceed these expectations.
Notice that the term guest is preferred
over the term customer. The inference
here is that if we treat customers like
guests, we are more likely to exceed
their expectations. One successful I'am proud to be Ritz-Carlton
hotelier has insisted for a long time | build strong relationships and create Ritz-Carlton guests for life.
that all employees treat guests as they I am always responsive to the expressed and unexpressed wishes and need of our guests.
would like to be treated themselves. | am empowered to create unique, memorable, and personal experiences for our guests.
TQM is a continuous process that | understand my role in achieving the Key Success Factors, embracing Community Foot-
works best when managers are also prints, and creating The Ritz-Carlton Mystique.
good leaders. A successful company '
will employ leader-managers who
create a stimulating work environ-
ment in which guests and employees
(sometimes called internal guests: One
employee serves another employee,
who in turn serves a guest) become in-
tegral parts of the mission by partici-
pating in goal and objective setting.
Implementing TQM is excit-
ing because after everyone becomes
involved, there is no stopping the
creative ways employees will find
to solve guest-related problems g

At the Ritz-Carlton, our Ladies and Gentlemen are the most important resource in our service
commitment to our guests.

By applying the principles of trust, honesty, respect, integrity, and commitment, we
nurture and maximize talent to the benefit of each individual and the company.

The Ritz-Carlton fosters a work environment where diversity is valued, quality of life is
enhanced, individual aspirations are fulfilled, and the Ritz-Carlton mystique is strengthened.

N =

employee satisfaction, leading Mgately to ificfeased profits.

A DAY IN THE LIFE OF RYAN LASHWAY

Assistant Manager, Mar Vista Dockside Restaurant, Longboat Key, Florida

To describe a typical day of work for me at the Mar Vista, | must first tell you a little bit about the
restaurant. Located on Sarasota Bay on the north end of Longboat Key in historic Longbeach Vil-
lage, the Mar Vista has existed for over 60 years. Built in the early 1940s, “The Pub” was originally
a bait and tackle shop until the 1950s, when the owners started selling hamburgers and beer to
the local fishermen crowd. The Mar Vista operated like this until coming under the ownership of
Ed Chiles of the Chiles Group Corporation in 1990. Chiles is the son of former governor of Florida
Lawton Chiles and also owns the Beachhouse and Sandbar restaurants on Anna Maria Island. The
Mar Vista is an authentic part of Old Florida, and our history and ambiance make it a fun and re-
laxing place. Our goal at the Mar Vista is to provide our guests with the finest in food and courteous,

(continued)
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A DAY IN THE LIFE OF RYAN LASHWAY (continued)

prompt service. For further information about the Chiles Group Corporation, visit our web site at www.
groupersandwich.com.
A typical day for a manager at the Mar Vista goes like this:

8:30 A.M. Arrive and check the premises for any unusual activity. Unlock the doors and turn on all lights
and A/C units. Check to see that the overnight cleaning crew has done a thorough job, especially in the
kitchen, restrooms, and behind the bars. Then, look at the schedules to see which employees are working on
any given day and make ready for the kitchen staff’s arrival at 9:00 A.m.

9:00 A.m. Upon arrival, the kitchen staff is entered into our in-house computer system so that their hours
for the day will be recorded. Towels and cleaning materials must also be supplied for the entire staff. The re-
strooms must be checked and stocked with hand towels, liquid soap, and toilet paper. The premises are then
walked again and the grounds checked for trash. All windows and mj t be cleaned.

10:30 A.M. The wait staff and bar staff arrive. The cash banks for counted and paired up for
daily use. The safe in the manager’s office must then be opened anyd\the money from the previous day made
ready for pickup by our financial officer. The kitchen ma t with to discuss the daily
specials. Upon agreement of the best use for food items, the be printed and inserted into

the menus.

11:30 A.m.  Open for lunch business. Throughout
making sure the restaurant runs smoothly. Inc
be fully documented, and all incoming orgers and signed for. Any problems with food
orders or guest service must be handled e customer is never scorned; return business
is the primary focus. In general, the custoiers &g ¢Tght, and in this business we must do whatever is
necessary to keep them happy.

3:00 p.m. Toward the end o s are finishing their daily work and will require check-
out forms to do their money {rdps. Managgry must check each server out individually and make sure that
all side work is completed and K rant will be ready for the next shift crew arriving at 4:00 p.m.

her bank checked for correct money transactions.

5:00 p.m. Dinner begins and the night manager arrives. Discuss the events and highlights of the day with
the p.m. manager and notify him or her of any problems.

Then it's off to rest up and prepare to do it again tomorrow!

Top executives and line managers are responsible for the success of the
TQM process; when they commit to ownership of the process, it will be suc-
cessful. Focused commitment is the foundation of a quality service initiative,
and leadership is the critical component in promoting commitment. Achieving
TQM is a top-down, bottom-up process that must have the active commitment
and participation of all employees, from the top executives down to those at
the bottom of the corporate ladder. The expression “If you are not serving the
guest, then you had better be serving someone who is” still holds true today.
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The difference between TQM and quality control (QC) is that QC focuses
on error detection, whereas TQM focuses on error prevention. QC is generally
based on industrial systems and, because of this, tends to be product oriented
rather than service oriented. To the guest, services are experiential; they are felt,
lived through, and sensed. The moment of truth is the actual guest contact.

The nature of business has changed. Leaders empower employees who wel-
come change. Empowerment is a feeling of partnership in which employees feel
responsible for their jobs and have a stake in the organization’s success. Em-
powered employees tend to do the following:

e Speak out about their problems and concerns.
e Take responsibility for their actions.
e Consider themselves a network of professionals.

e Accept the authority to make their own decisions when serving guests.

To empower employees, managers must do the following:

Take risks.

Delegate.

Foster a learning environment.

Share information and encourage self-expressi

Involve employees in defining their own vis}

N AR

Be thorough and patient with employee

CORPORATE PR

Marriott International,

Marriott International is a leading worldwide hospitality company. Its heritage
is traced back to a root beer stand opened in Washington, D.C., in 1927 by J.
Willard and Alice S. Marriott. Today, Marriott International has more than 3,500
lodging properties in the United States and 67 other countries and territories.
Marriott International operates and franchises hotels under the following tiers
of brands:

Luxury Tier: Bulgari Hotels and Resorts, a collection of sophisticated, intimate
luxury properties tucked away in exclusive destinations

The Ritz-Carlton Hotel Company, LLC: The worldwide symbol for the finest
in hotel and resort accommodations, dining, and service. Two-time recipient of the Malcolm Baldrige
National Quality Award, offering signature service amenities, fine dining, 24-hour room service, twice-
daily housekeeping, fitness centers, business centers, and concierge services.

(continued)
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CORPORATE PROFILE (continued)

JW Marriott Hotels and Resorts: The most elegant and luxurious Marriott brand, offering business and
leisure travelers a deluxe level of comfort and personal service

Autograph Collection: A collection of high-personality, independent hotels, powered by the world-class
platforms of Marriott International

Lifestyle/Boutique: EDITION was created in partnership with boutique hotel pioneer lan Schrager to in-
troduce a new brand with as many as one hundred hotels that have perfected a highly personal, intimate,
and rarified experience for each guest.

Renaissance Hotels invite guests to “stay interesting” at distinctive hotels offering unique, locally relevant

architecture and design, destination restaurants and bars, and off-the-radar travel experiences worldwide.

Signature Brand: Marriott Hotels and Resorts: The flagship brand of quality-tier, full-service hotels

Select Service & Extended Stay Brands: Courtyard by Mz
designed by business travelers for business travelers

lodging brand that offers up to 25 percent
larger-than-standard hotel rooms. Fe i dbmentary continental breakfast, self-serve
ced Internet access, and exercise rooms.

Fairfield Inn by Marriott: A consi i ing at an affordable price. Features include spa-
cious guest rooms, daily comph
rooms.

Residence Inn by Mariétt: Designey hs a home away from home for travelers staying five or more
nights, it includes a resideqQtig] atmosphere with spacious accommodations. Features include compli-
mentary hot breakfasts, eveMipdhogpitality hours, swimming pools, sport courts, personalized grocery
shopping, guest suites with seRatate living and sleeping areas, fully equipped kitchens, and work
spaces with data ports and voice mail.

Towne Place Suites by Marriott: A midpriced, extended-stay brand that provides all the comforts of
home in a residential atmosphere.

Marriott Executive Apartments: A corporate housing brand designed to meet the needs of business
executives on an overseas assignment for thirty days or more by offering residential accommodations
with hotel-like amenities.

In addition to these brands there are also several Vacation Clubs, which are offered on a fractional owner-

ship basis.

Marriott has been ranked the number-one most admired company in the lodging industry by Fortune for the past five years and also one of the “100 Best
Companies to Work For” for the past seven years.
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» Check Your Knowledge

1. List five attributes, traits, and characteristics of a leader.
2. What is the Malcolm Baldrige National Quality Award?

The Disney Approach to Guest Service

The Disney mission statement is simple: “We create Happiness.” Disney is
regarded as one of the excellent corporations throughout the text. The fol-
lowing discussion, adapted from a presentation given by Susan Wilkie to the
Pacific chapter of the Council on Hotel Restaurant and Institutional Education
(CHRIE) conference outlines Disney’s approach to guest service.

When concelvmg the 1dea to build Dlsneyland Walt Disney established a 51mple

show. He wanted Disneyland to be a dynamic, ever- changm
To reinforce the service concept, Disney has guests, no

means the following;:

e Disney clearly understands its product /4
e It looks at the business from the guesty

It considers creating an exceptigaz

members. So, what is it that makes theNs¢rvice at Disney so great? The key ele-
ments of Disneyland guest services include the following;:

e Hiring, developing, and retaining the right people

e Understanding its product and the meaning of the brand

e Communicating the traditions and standards of service to all cast members
® Training leaders to be service coaches

® Measuring guest satisfaction

e Recognizing and rewarding performance
Disney has used profile modeling but says it all comes down to a few simple things:

e Interpersonal relationship—building skills
e Communication

e Friendliness
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Disney uses a forty-five-minute team approach to interviewing called peer
interviews. In one interview, there may be four candidates and one interviewer.
The candidates may include a homemaker returning to the workforce, a teacher
looking for summer work, a retiree looking for a little extra income, and a teen-
ager looking for a first job. All four candidates are interviewed in the same ses-
sion. The interviewer is looking for how they individually answer questions but
also how well they interact with each other—a good indicator of their future
onstage treatment of guests.

The most successful technique used during the forty-five-minutes is to smile. The
interviewer smiles at the people being interviewed to see if they return the smiles. If
they don’t, it doesn’t matter how well they interview—they won’t get the job.

On the first day at work, every new Disney cast member participates in a
one-day orientation program at the Disney University, “Welcome to Show Busi-
ness.” The main goal of this experience is to learn the Disney approach to help-
ful, caring, and friendly guest service.

How does this translate into action?

spots on the parade route, offers advi
parade time, and ends the intera(th

needs, add personal attention and a friendly
e a "“walking advertisement” for your products

when | buy your products and services, I'm saying you are the best.

v |am a perfectionist. When | am dissatisfied, take heed. The source of my
discontent lies in something you or your products have failed to do. Find
that source and eliminate it or you will lose my business and that of my
friends as well. For when | criticize your products or services, | will talk to
anyone who will listen.

v | have other choices. Other businesses continually offer “more for my

money.” You must prove to me again and again that | have made a wise

choice in selecting you and your company above all others.

The Show is why people go to Disneyland. Each land tells a unique story through
its theme and attention to detail, and the cast members each play a role in the
Show. The most integral component of the training is the traditions and standards
of guest service. The first of these is called the Personal Touch. The cast members
are encouraged to use their own unique style and personality to provide a personal
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interaction with each guest. One of the primary ways Disney
accomplishes this is through name tags. Everyone, regard-
less of position, goes by his or her first name. This tradi-
tion was started by Walt and continues today. It allows cast
members to interact on a more personal level with guests. It
also assists internally, by creating an informal environment
that facilitates the flow of open communication and breaks
down some of the traditional barriers.

Opening Disneyland

Imagine what Walt Disney had to overcome to open
Disneyland. Disneyland opened on July 17, 19535, to the

predictions that it would be a failure. And, in truth, eve-

rything that could go wrong did. Just to give an exam- Cinderella’s castle soaring above tourists
ple, here is what happened on opening day: atWalt /SDW Orlando, Florida.

e Plumbers went on strike.
e Tickets were duplicated.

e Attractions broke down.

® There was a gas leak in Fantasyland.
® The asphalt on Main Street didn’t harden inims

the teeth might be good for you.” Walt\ad _hi #Ai Mof challenges, one
of which was obtaining financing to develop\D&neyla, he had to deal with
more than 300 banks.

So what is the Disney servj

Guests recognize and appreciate ths Cas?fembers’ warmth and sincerity.

Make eye contact and use body langi¥ige. This means stance, approach, and
gestures. For instance, cast members are trained to use open gestures for direc-
tions, not pointed fingers, because open palms are friendlier and less directive.

Respect and welcome all guests. This means being friendly, helpful, and go-
ing out of the way to exceed guests’ expectations.

Value the magic. This means that when they’re on stage, cast members are
totally focused on creating the magic of Disneyland. They don’t talk about
personal problems or world affairs, and they don’t mention that you can find
Mickey in more than one place.

Initiate guest contact. Cast members are reminded to initiate guest contact
actively. Disney calls this being aggressively friendly. It’s not enough to be
responsive when approached. Cast members are encouraged to take the first
step with guests. They have lots of little tricks for doing this, such as noticing
a guest’s name on a hat and then using the name in conversation or kneeling
to ask a child a question.
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Creative service solutions. For example, one Disneyland Hotel cast member
recently became aware of a little boy who had come from the Midwest with
his parents to enjoy the park and then left early because he was ill. The cast
member approached the supervisor with an idea to send the child chicken
soup, a character plush toy, and a get-well card from Mickey. The supervi-
sor loved the idea, and all cast members are now allowed to set up these
arrangements in similar situations without a supervisor’s approval.

End with a “thank you.” The phrases cast members use are important in
creating a service environment. They do not have a book of accepted phrases;
rather, through training and coaching, cast members are encouraged to use
their own personality and style to welcome and approach guests, answer
questions, anticipate their needs, thank them, and express with sincerity their
desire to make the guest’s experience exceptional.

Taken individually, these might sound pretty basic. But taken together, they

Each step in the leadership
and business goals. Each leader

examples.
3. Hold cast the Ye for their feedback.

learn the cudgfe, values, and the leadership philosophy necessary to be suc-
cessful in the Disney environment.

Disney measures the systems and reward process by distributing 1,000 sur-
veys to guests as they leave Disneyland and 100 surveys to guests who stayed
at each of the Disney hotels. The guests are asked to take the surveys home and
mail them back to Disney. In return, their names are entered for a drawing for a
family weekend package at the park and hotel.

Feedback from the surveys has been helpful in improving the guest experi-
ence. For example, as a result of the surveys, the entertainment division real-
ized that the opportunity to interact with a character was a key driver to guest
satisfaction. So, the entertainment team designed a brochure, “The Characters
Today,” which is distributed at the main entrance daily. This brochure allows
guests to maximize their opportunity to see the characters. This initiative has
already raised guest satisfaction by ten percentage points.

Cast members are also empowered to make changes to improve service.
These measures are supplemented by financial controls and “mystery shoppers”
(when people use the services like any other guest, but they are really employed
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to sample the service and report their findings) that allow Disney to focus re-
sources on increasing guest satisfaction. The reward system does not consist of
just the hard reward system we commonly think of, such as bonuses and incen-
tive plans, important though they are. Recognition is not a one-size-fits-all sys-
tem. Disney has found that noncash recognition is as powerful as, if not more
powerful than, a recognition tool in many situations. Some examples follow:

® Disney recognizes milestones of years of service. They use pins and statues and
have a formal dinner for cast members and guests to reinforce and celebrate
the value of their experience and expertise at serving Disney’s guests.

® Throughout the year, Disney hosts special social and recreational events
that involve the cast members and their families in the product.

® Disney invites cast members and their families to family film festivals
featuring new Disney releases to ensure that they are knowledgeable about
the latest Disney products.

e The Disneyland management team hosts the Family Christmas P

fastest growing in the world, let’s explore some of t
graduates. The concept of career paths describes
does

o in a straight line,
ping into a swim-

accounting office. A few years later, we visjged the hotel where she was working, and
to our pleasant surprise, we found a smiling Barbra welcoming us as the front office
manager. After a few more years, she moved into the food and beverage department
and then the marketing department, and is now a general manager.

Progression means that we can advance from one position to another. In the
hospitality industry we don’t always use straight-line career ladders because we
need experience in several areas before becoming, say, a general manager, director
of human resources, catering manager, meeting planner, or director of marketing.
The path to general manager in a hotel may go through food and beverage, rooms
division, marketing, human resources, or finance and accounting, or, more likely,
a combination of these, because it is better to have experience in several areas
(cross-training). The same is true for restaurants. A graduate with service experi-
ence will need to spend some time in the kitchen learning each station and then
bartending before becoming an opening or closing assistant or manager, general
manager, area manager, regional director, vice president, and president.

Sometimes we want to run before we can walk. We want to progress quickly.
But remember to enjoy the journey as much as the destination. If you advance
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too quickly, you may not be ready for the additional responsibility, and you may
not have the skills necessary for the promotion. For instance, you cannot expect
to become a director of food and beverage until you really know “food and bev-
erage”: this means spending a few years in the kitchen. Otherwise, how can you
relate to an executive chef? You have to know how the food should be prepared
and served. You have to set the standards—not have them set for you. Be pre-
pared because you never know when an opportunity will present itself.

Career Goals

You may already know that you want to be a director of accounting, an event
manager, a director of marketing, or of food and beverage, or a restaurant owner.
If you are not sure of which career path to pursue, that’s OK. Now is the time to
explore the industry to gain the information you need to decide which career path
to follow. A great way to do this is through internships and work experience.
Some suggest trying a variety of jobs rather thamssicking to the same one.

Qfsekeeper are some examples).
ndustry is a service industry; this means that we take pride
ers as well as ourselves. Ensuring that guests receive out-
standing S8Wee€ € a goal of hospitality corporations. This is a business that gets
into your bloed! It is mostly fun, exciting, and seldom dull, and an industry in
which almost everyone can succeed. So, what does it take to be successful in
the hospitality industry? The personal characteristics, qualities, skills, and abili-
ties you’ll need are honesty, hard work, being a team player, being prepared to
work long hours spread over various shifts, the ability to cope with stress, good
decision-making skills, good communication skills, being dedicated to excep-
tional service, and having a passion and desire to exceed guest expectations.
Leadership, ambition, and the will to succeed are also important and necessary
for career success.

Recruiters look for service-oriented people, who “walk their talk,” mean-
ing they do what they say they’re going to do. Good work experience, involve-
ment in on-campus and professional organizations, a positive attitude, a good
grade point average—all show a commitment to an individual’s studies. Career-
minded individuals who have initiative and are prepared to work hard and
make a contribution to the company, which has to make a profit, are what com-
panies are looking for.
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Self-Assessment and Personal Philosophy

The purpose of completing a self-assessment is to measure our current strengths
and weaknesses and to determine what we need to improve on if we are going
to reach our goals. Self-assessment helps establish where we are now and shows
us the links to where we want to go, our goals. In a self-assessment, we make a
list of our positive attributes. For example, we may have experience in a guest-
service position; this will be helpful in preparing for supervisory and manage-
rial positions. Other positive attributes include our character and all the other
things that recruiters look for, as listed previously.

We also make a list of areas where we might want to make improvements.
For example, we may have reached a certain level of culinary expertise, but
need more experience and a course in this specialty. Or you may want to im-
prove your Spanish-language skills because you will be working with Spanish-
speaking colleagues. Your philosophy is your beliefs and the way you treat
others and your work. It will determine who you are and what you stand for.
You may state that you enjoy giving excellent service by treating oiie
would like to be treated and that you believe in honesty and resp

A great web resource for self-assessment is www.queendom
provides self-assessment quizzes.

your chosen career path. You wi
that will help you in your career.

Professional Organizations

Professional organizations include becoming a student member of CHRIE (www.
chrie.org). You can also access the excellent Webzine Hosteur, which is published
especially for students; CHRIE offers its members free access. The NRA (www.
restaurant.org) is another organization to join. You will likely find several NRA
magazines and publications to be very helpful. The NRA and your state restaurant
association are affiliated, and both have trade shows; the NRA hosts the Salute
to Excellence, a day of activities that culminates with a gala dinner. Only two
students from each school are invited to this special event; make sure you’re one
of them, as it is well worth it. The AH&LA (www.ahla.com) is a good organiza-
tion to belong to if you are interested in a career in the lodging segment of the
industry. Benefits of AH&LA memberships include access to the organization’s
career center, which is powered by Hcareers.com, the largest online database of
career opportunities in the lodging industry; a subscription to Lodging magazine, a
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leading industry publication with news, product information, and current articles
on industry-related topics; subscriptions to Lodging News, Lodging Law, Lodging
H/R e-newsletters; and use of the AH&LA’s information center—helpful for those
pesky term papers! And you receive scholarship information, too!

The International Special Events Society (ISES; www.ises.com) includes over
3,000 professionals representing special event producers, from festivals to trade
shows. Membership brings together professionals from a variety of special events
disciplines. The mission of ISES is to educate, advance, and promote the special
events industry and its network of professionals, along with related issues.

The Professional Convention Management Association (PCMA; www.
pcma.org) is a great resource for convention management educational offerings
and networking opportunities. The National Society of Minorities in Hospitality
(NSMH; www.nsmh.org) has a membership of several hundred minority hospi-
tality majors who address diversity and multiculturalism as well as career devel-
opment via events and programs.

but around the world. We can ideRtiF erOf trends that are having and
dgpitality industry. Some, like diversity,

ve the global village that was described a
¢ the opportunity to work or vacation in other

them, and0thers assault them. Security of all types of hospitality and
tourism operations is critical, and disaster plans should be made for each
kind of threat. Personal safety of guests must be the first priority.

® Diversity. The hospitality industry is one of the most diverse of all
industries; not only do we have a diverse employee population, but we also
have a diverse group of guests. Diversity is increasing as more people with
more diverse cultures join the hospitality workforce.

e Service. It is no secret that service is at the top of guests’ expectations, yet few
companies offer exceptional service. World-class service does not just happen;
training is important in delivering the service that guests have come to expect.

e  Technology. Technology is a driving force of change that presents
opportunities for greater efficiencies and integration for improved guest
service. However, the industry faces great challenges in training employees
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to use the new technology and in standardization of software and hardware
design. Some hotels have several systems that do not talk to each other, and
some reservation systems bounce between 7 and 10 percent of sales nationally.

e [egal issues. Lawsuits are not only more frequent, but they cost more if
you lose and more to defend. One company spent several million dollars
just to defend one case. Government regulations and the complexities of
employee relations create increased challenges for hospitality operators.

e Changing demographics. The U.S. population is gradually increasing, and
the baby boomers are retiring. Many retirees have the time and money to
travel and utilize hospitality services.

®  Price-value. Price and value are important to today’s more discerning guests.

® Social media. This phenomenon has grown rapidly, allowing people to
connect for social and business communications.

e  Sanitation. Sanitation is critical to the success of any restaurant and
foodservice operation. Guests expect to eat healthy foods that
prepared in a sanitary environment.

CASE STUDY

Being Promoted from Within

One month ago, Tom was promoted fro
He felt that his promotion was well desé

upset. He knew that the employees were’/never careless about these matters with their previous supervisor.

Discussion Questions

1. What are some possible reasons for the back-of-the house employees’ carelessness?
2. How should Tom assess the current situation?
3. Ifyou were Tom's supervisor, what advice would you have given him before he started his new position?

Career Information

Do you know exactly where you want to be in five or ten years? The best
advice is to follow your interests. Do what you love to do and success will
soon come. Often, we assess our own character and personality to determine
a suitable path. Some opt for the accounting and control side of the tourism
business; others, perhaps with more outgoing personalities, vie for sales and
marketing; others prefer operations, which could be either in back or in front
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of the house. Creating your own career path can be an exciting and a challeng-
ing task. However, the travel and tourism industry is generally characterized as
dynamic, fun, and full of challenges and opportunities. And remember, some-
one has to run Walt Disney World, Holland American Cruise Lines, Marriot
Hotels and Resorts, B&Bs, restaurants, and be the airport manager.

The anticipated growth of tourism over the next few years offers today’s stu-
dents numerous career opportunities in each section of the industry, as well as
increasing job stability. There are many general things that can be said about a
career in the hospitality industry. For example, a regular 8:30 a.M. to 4:30 .M.
job is not the norm; nearly all sectors operate up to 24 hours a day, 365 days a
year—including evenings, weekends, and holidays. The good news is that nearly
all sectors are experiencing growth and should continue to do so over the next
few years.

CASE EXAMPLE

How to Treat Prospective Associates

and offered me a soda while | filled o Lapplication. After filling out the paperwork, | handed it to the em-
ployee and thought that they would prébably contact me if they were interested, but as | turned to leave, the
HR employee asked me to stay. Amanda, the HR director, asked me to come into the office for a prescreening,
where | was asked questions about prior experience, my education, and my plans for the future. Amanda kept
using terms like team members and family. After a short time, Amanda had the sous chef come down to talk to
me, and he asked me questions about my passions and hobbies. | began to feel as if they might hire me, but the
sous chef said he needed to send the chef down to talk to me. By now, | had been in the HR office for over an
hour. The chef came down and asked me to take a trip up to the restaurant on the top floor. It was empty and it
was just the two of us. He began by telling his story about how he made it to where he is today. | began to feel
that this was a big decision for the hotel; the entire staff was sizing me up to see if they wanted me to work with
them. The chef said he would like to have me on his staff, but there was one more person | would need to talk to.
A few minutes later, | was in the office of the hotel manager, feeling very nervous. The hotel manager stood up,
introduced himself, and asked me why | chose the Marriott, as if | had this plan all along to work for this corpora-
tion. | answered that it was because of the company’s excellent reputation. The hotel manager said he thought
| would fit in well with his team. After finishing all my interviews, | was escorted back down to Amanda, who fin-
ished my paperwork, took me on a tour of the hotel, and introduced me to the entire staff. As | walked through
the hotel, there was not one person | passed who did not say hi and introduce themselves.
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So why did | walk you through the interview process at the Marriott? | realized after my experience with
human resources (HR) that it was their mission to make sure they had the right person for the job. The plan-
ning to make sure that every applicant was interviewed by at least three managers and the interest in my
future goals and future with the company was very impressive. Amanda was able to free up three very im-
portant people and it was with pleasure that those managers interviewed me. | was trained in my job for two
weeks before | went solo, and Amanda checked on me three times in my first two weeks. The employees at
this Marriott loved their jobs and did not have to be prodded to do what they were supposed to do. We all
felt grateful to be working with a company that cared so much about their employees. The quality of work
that these employees produced was incredible, and everyone watched everyone else to make sure that the
standards stayed high and that guest satisfaction was our main focus.

In the planning stages of this HR department, the long-term or strategic plan was to hire only the right person
for each position; they also took extra care in the hiring process to make sure that the person fit the Marriott team.
The personnel for that Marriott were chosen by the managers of HR and were handpicked; when they found a
person to fit the mold. they took extra time with the applicant to make sure everything lined up. The Marriott
used the exemption form of management and were able to use this style because of the quality of the employees
they would hire. The job descriptions were clearly defined so that empfoy what their job entailed, and

Having a plan in place allows companies like the Marriott to chogs¢ ble, they become proactive
place to allow the interviews,
R manager knows that check-
ployee that if he or she has problems he
perience that | will never forget.

and the training is in place so the employee does not beco
ing on the employee in the first week helps build confidence
or she has somewhere to go. My experience with t

Courtesy of Joseph Moreta.

Summary

The hospitality and tourism s Ar¢ the counseling associates, giving them resources,

largest and fastest-growing indu A the and helping them to think for themselves.
world. 7. Corporate philosophy embraces the values
Now is a great time to be considering a career of the organization, including ethics, morals,
in the hospitality and tourism field because fairness, and equality. The philosophy of “do
thousands of supervising managers are needed whatever it takes” is critical for success.

for this dynamic industry. 8. Corporate culture refers to the overall style or
Common dynamics include delivery of feel of the company, or how people relate to
services and guest impressions of them. one another and their jobs.

Hospitality businesses are open 365 days a 9. A mission statement is a statement of central
year and 24 hours a day and are likely to purposes, strategies, and values of the

require shift work. company. It should answer the question,

One essential difference between the “What business are we in?”

hospitality business and other businesses is 10. A goal is a specific target to be met; objectives
that in hospitality we are selling an intangible or tactics are the actions needed to accomplish
and perishable product. the goal.

Corporate philosophy is changing 11. Total quality management has helped improve
from managers’ planning, organizing, service to guests by empowering employees to
implementing, and so on, to that of managers’ give service that exceeds guest expectations.
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Key Words and Concepts

corporate philosophy hospitality total quality management
empowerment inseparability (TQM)

front of the house intangible tourism

goal National Restaurant sustainability

guest satisfaction

heart of the house perishability

Review Questions

1. Why is service so critical in the hospitality and
tourism industries?
2. Describe and give an example of the following;:
Mission statement
Moment of truth

Internet Exercises

1. Organization: World Travel and Touris
Council
Web site: www.wttc.org

sectors of industry, including accomigdation,
catering, entertainment, recreation,
transportation, and other travel-related services.
Its central goal is to work with governments so
that they can realize the full potential economic
impact of the world’s largest generator of wealth
and jobs: travel and tourism.

(a) Find the latest statistics or figures for the

global hospitality and tourism economy.

Apply Your Knowledge

1. Write your personal mission statement.

44

Association (NRA)

return on investment

3. What is gk
4. Explaig

Organization: Ritz-Carlton Hotels
Web site: www.ritzcarlton.com
Summary: The Ritz-Carlton is renowned for
its elegance, sumptuous surroundings, and
legendary service. With seventy-four hotels in
twenty-three countries worldwide, a majority
of them award winning, the Ritz-Carlton
reflects one hundred years of tradition.
(a) What is it about Ritz-Carlton that
makes it such a great hotel chain?

3. Organization: Disneyland and Walt Disney World
Web site: disneyland.disney.com and
disneyworld.disney.com

(a) Compare and contrast Disneyland’s and
Walt Disney World’s web sites.

2. Suggest ways to improve service in a
hospitality business.
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Suggested Activities

1.

2.

Where are you going? Take a moment to think
about your future career prospects. Where do
you want to be in five, ten, or twenty years?
Prepare some general hospitality- and
career-related questions, and interview two
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Introducing Hospitality

Glossary

Corporate philosophy The core beliefs that drive a com-
pany’s basic organizational structure.

Empowerment The act of giving employees the authority,
tools, and information they need to do their jobs with
greater autonomy.

Front-of-the-house Comprises all areas with which guests
come in contact, including the lobby, corridors, ele-
vators, guest rooms, restaurants and bars, meeting
rooms, and restrooms. Also refers to employees who
staff these areas.

Goal A specific result to be achieved; the end result of a plan.

Guest satisfaction The desired outcome of hospitality ser-
vices.

Heart of the house The back of the house.

Hospitality 1. The cordial and generous reception of
guests. 2. A wide range of businesses, each of which
is dedicated to the service of people away from home.

Inseparability The interdependence of hospitality services
offered.
Intangible Something that cannot be touched.
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National Restaurant Association (NRA) The association
representing restaurant owners and the restaurant
industry.

Perishability The limited lifetime of hospitality products;
for example, last night’s vacant hotel room cannot be
sold today.

Return on Investment (ROI) An important financial mea-
sure that determines how well management uses busi-
ness assets to produce profit. It measures the efficiency
with which financial resources available to a company
are employed by management. ROI 5 Annual Profit
divided by Average Amount Invested. See also ROA.

Total quality management (TQM) A managerial
approach that integrates all of the functions and
related proces a business such that they are all

i y est satisfaction through ongo-

dtion or the promotion and

arrangeiext of such travel.
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The Hotel Business

OBJECTIVES

After reading and studying this chapia piild be able to:

* Describe hotel ownership an
franchising and management

e Classify hotels by t

* Discuss the co ta of vacation ownership.

e Name some_pres us a nusual hotels.
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A Brief History of Innkeeping
in the United States’

1634—Samuel Coles Inn opens on Washington Street and is the first tavern
in Boston; it is later named the Ships Tavern.

1642—The City Tavern in New York City is built by the the West India
Company.

1775—The Green Dragon in Boston becomes the meeting place of American
Revolutionaries. Patrick Henry calls the taverns of colonial America

the “cradles of liberty.”

1790—The first use of the word hotel in America is at Carre’s Hotel,

24 Broadway, New York City.

1801—The Francis Union Hotel in Philade
tial mansion.

1801-1820—Taverns are rechristeng
larity of all things French.

1824—The Mountain House

phia opens in a former presiden-

dfas hotels Yoowing a surge in popu-

for several firsts:
first hotel cler

oty deposit boxes are provided for guests by the New England
Hotel in Boston.

1852—Electric lights dazzle guests for the first time in New York City’s
Hotel Everett and at Chicago’s Palmer House in 1894.

1859—The first passenger elevator goes into operation in the Old Fifth
Avenue Hotel; upper rooms are sometimes more expensive than those on
lower floors.

1875—The Palace Hotel in San Francisco is billed as the “world’s largest
hotel”; floor clerks are installed along with four elevators.
1880-1890s—There is a resort boom in Florida, New England, Virginia,
Pennsylvania, and Atlantic City.

1887—The Ponce de Le6n Hotel, in St. Augustine, is built; it is the first
luxury hotel in Florida.
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1888—The Del Coronado Hotel is built; it is the first luxury resort in California.

1892—The Brown Palace Hotel in Denver is built with “gold money” to
be as fine as any hotel back east. The Brown Palace focuses on catering to
business people and is regarded as one of the first convention hotels.

1908—The Statler Hotel in Buffalo, New York, is established by Elsworth
Milton Statler, and is considered by many to be the premier hotelier of all
time (his story makes interesting reading—try Googling him). The Statler
hotel is the first to introduce keyholes for safety, electric light switches, pri-
vate baths, ice water, and the delivery of a morning newspaper. The hotel is
also constructed so as to have bathrooms backing onto each other; this ena-
bles the plumbing to go up or down one shaft along with protected electrical
wiring. The Statler Inn at Cornell University is built with money from the
Statler foundation.

1919—Conrad Hilton opens the Mobley Hotel in Cisco, Texas.

1920—There are 12 million cars in America, and auto camping begerre
national pastime as cities open up camps for people to stay at.

1922—Cornell University begins a hotel and restaurant progra

1929 to 1945—During the Great Depression and World
occupancy drops and several hotels are lost by owners
to survive.

1946—The Golden Nugget and the Flamingo openy

1954—Kemmons Wilson opens the firs
1966—The ice and vending mach+

1960s and 1970s—Hotels begin to d@

1970s—Hotels are hit hard by the energy crisis—there is little development.
Cable TV arrives; it later evolves into Internet access.

elop internationally.

1975—Hyatt introduces concierge lounges for its VIP guests.

1980s—The electric key card is introduced, and hotels begin to accept major
credit cards as payment.

1980s and 1990s—Hotel chains develop more rapidly internationally.

1980s and 1990s—Hotel chains develop hotels in several tiers/price points
to appeal to different market segments.

1990s—Voice mail and in-room Internet connections are introduced.
2000s—Boutique hotels come of age, and LEED (Leadership in Energy
and Environmental Design) hotels are constructed. Sustainability becomes
increasingly more important.
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THE AMERICAN HOTEL & LODGING ASSOCIATION

Dedicated to Serving the Interests of Hoteliers

For over one hundred years, the American Hotel & Lodging Association (AH&LA) has been an advocate
for all matters relating to lodging. The AH&LA represents 50,800 properties with 4,762,095 guestrooms,
$127.2 billion in sales, $53.50 revenue per available room (Rev Par), and an average occupancy rate of
54.7 percent. As a nonprofit trade association, the AH&LA exists to help the lodging industry prosper, with
national advocacy on Capitol Hill, public relations and image management, education, research, and infor-
mation. The AH&LA also has several programs that benefit members, among which are a comprehensive
Green Resource Center; diversity programs and advice for helping members improve their diversity initia-
tives; technology resources and initiatives to help members improve their technology efforts; social media
advice, including resources for Facebook, blogs, Twitter, Yelp (the number-one travel application for the
iPhone) and Four Square (another way for consumers to write review ave suggestions, and talk about
hotels), and LivingSocial, Groupon, Buy With Me, and so on, onling or leveraging the collective
buying power to which more than 20 million people subscribe, with electronic\pkomotions sent daily.

The AH&LA has conventions, the main one being in New York\City i per. Additionally, there are
state chapters and conventions that are recommended f; ey offer several interesting
presentations and discussions on lodging topics.

FOCUS ON DEVELO E

Dr. Chad M Jociate Chair and Associate Professor at Denver
State Universit

Dr. Chad Gruhl is a hotel expert working for such places as the Waldorf Astoria in New York
City, Trump Plaza Hotel and Casino in Atlantic City, New Jersey, Hotel InterContinental in
Chicago, and Residence Inn by Marriott in three states.

There has been a tremendous amount of development in the hotel industry that has
taken place in the past thirty years. The large hotel corporations discovered that if they tar-
geted specific markets, they would be able to increase market share for particular segments.
For example, in the early 1980s Marriott International focused primarily on its major hotel

chain, full-service Marriott Hotels. Later in the 1980s, Marriott began expanding and developing other con-
cepts in order to capture a larger market share:

1983—Created and opened Courtyard by Marriott (mid-economy segment)
1984—Entered into the timeshare segment of hospitality (now the largest in the world)
1987—Acquired Residence Inn by Marriott (extended-stay segment)

1987—Created the concept of Fairfield by Marriott (economy segment)
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1995—Purchased Ritz-Carlton Hotels (high-end segment)

1997—O0pened TownePlace Suites (select extended-stay segment), Fairfield Suites (economy segment), and
Marriott Executive Residence Brand (residence segment)

1999—Acquires ExecuStay (corporate housing segment)

Today Marriott International flies 18 flags with over $10 billion in sales, 192,000 employees, over
5,000 eating places, and over 3,000 lodging properties in 67 countries and territories in the world.

Do these large companies do it all themselves? Meaning, Do they operate, own, and expand the corpo-
rate name all by themselves? The answer is, absolutely not. The largest hotel companies have expanded
their companies at very fast rates through franchising. This is one of the primary sources of income for most
large hotel and restaurant companies.

For example, to apply for an InterContinental Hotel and Resorts flag (the right to use their name), it costs
$500 per room with a $75,000 minimum for the initial cost and application fee. After the hotel opens, it costs
5 percent of revenue for royalty fees and another 3 percent for marketing fees. In other words, it is very ex-
pensive to fly a major hotel flag. So why would anyone develop a hotetwhere they fly another company’s

1. Wyndham Hotels: Days Inn, Howard Johnson, Ram

2. Choice Hotels: Comfort Inns, Quality Inns,

3. Accor: Sofitel, Novotel, Mercure, Ibis, M

4. InterContinental Hotel Group: Croy Staybridge Suites

5. Marriott International: Ritz-Carlgd j552 rtyard, Fairfield Inns, Residence Inns
6. Blackstone: Hilton Hotels, Waldorf& €pree, Embassy Suites, Hampton Inns

7. Carlson Hospitality: Radis s, Park Inn, TGI Fridays

make your mark on the industry.

Hotel Development and Ownership

Franchising and management contracts are the two main driving forces in the
development and operation of the hotel business. After the potential of fran-
chising caught on, there was no stopping American ingenuity. In about a half
century, the hotel business was changed forever, and here is how it happened.

Franchising

Franchising in the hospitality industry is a concept that allows a company to
expand more rapidly by using other people’s money than if it had to acquire
its own financing. The company, or franchisor, grants certain rights to the
franchise—for example, the rights to use its trademark, signs, proven operat-
ing systems, operating procedures and possibly reservations system, marketing
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know-how, purchasing discounts, and so on—for a fee. In return, the franchisee
agrees by signing the franchise contract to operate the restaurant, hotel, or fran-
chised outlet in accordance with the guidelines set by the franchisor. Franchis-
ing is a way of doing business that benefits both the franchisor—who wants to
expand the business rapidly—and the franchisee—who has financial backing
but lacks specific expertise and recognition. Some corporations franchise by in-
dividual outlets and others by territory. North America is host to more than
180 hotel brand extensions and franchised hotel brands.

Franchising hotels in the United States began in 1907, when the Ritz De-
velopment Company franchised the Ritz-Carlton name in New York City.?
Howard Johnson began franchising his hotels in 1954—he had since 1927
successfully franchised the “red roof” restaurants. Holiday Inn (now a part of
InterContinental Hotels Group [THG], one of the largest lodging enterprises in
the world) also grew by the strategy of franchising: In 1952, Kemmons Wilson,
a developer, had a disappointing expenence while on a famlly vacation when
he had to pay for an extra room for his ¢ herefore, Wilson decided to

g roOms, apd recreational fac111tles They
\ the bedrooms and almost completely

eventually added restaurants, mge
upgraded the furnishings and fix
abandoned the original ¢
One of the key fa

sgEpanies to enter the midprice range of the
g, were often located away from the expensive

# He bought cheap land and constructed buildings of no more than
two stories to keep the costs down. These hotels

The colorful lobby of a Hotel Indigo, a franchised and motels, primarily for commercial travelers and
InterContinental Hotels Group concept. vacationing families, were located close to major
highways and were built to provide low-cost lodging
without frills. Some of these buildings were modu-

lar constructions. Entire rooms were built elsewhere,
transported to the site, and placed side by side.

It was not until the 1960s that Hilton and
Sheraton began to franchise their names. Fran-
chising was the primary growth and development
strategy of hotels and motels during the 1960s,
1970s, and 1980s. However, franchising presents
two major challenges for the franchisor: mainte-
nance of quality standards and avoidance of finan-
cial failure on the part of the franchisee.
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It is difficult for the franchise company to state in writing all the contin-
gencies that will ensure that quality standards are met. Recent franchise agree-
ments are more specific in terms of the exterior maintenance and guest service
levels. Franchise fees vary according to the agreements worked out between the
franchisor and the franchisee; however, an average agreement is based on 3 or
4 percent of room revenue.

The world’s leading franchisors of hotels are Wyndham Worldwide with
597,674 rooms in 7,160 hotels; Choice Hotels International, ranked second
with 487,410 rooms in 6,000 hotels; and InterContinental Hotels and Resorts
with 646,679 rooms in 4,400 hotels.?

Franchising provides both benefits and drawbacks to the franchisee and
franchisor. The benefits to the franchisee are as follows:

® A set of plans and specifications from which to build
e National advertising
e A centralized reservation system (CRS)

e DParticipation in volume discounts for purchasing furnishings, fi
and equipment

e Listing in the franchisor’s directory

e Low fee percentage charged by credit card companies

The drawbacks to the franchisee are as follo

e Central reservations generally produég [
of reservations.

® Increased market share and recognitfon

e Up-front fees
The drawbacks to the franchise company are as follows:

e The need to be very careful in the selection of franchisees

e Difficulty in maintaining control of standards

Franchising continues to be a popular form of expansion both in North
America and the rest of the world. However, there are always a few properties
that lose their right to franchise by not maintaining standards.

Factors propelling franchise growth include the following:

e Fresh looks (curb appeal)

e Location near highways, airports, and suburbs
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e Expansion in smaller cities throughout the United States
e New markets located in proximity to golf courses and other attractions

e Foreign expansion and a move to increase brand awareness

Is There a Franchise in Your Future??

Many of you may not realize the pervasiveness of franchised operations in the
United States. Predictions are that more than 50 percent of all retail sales in the
United States (including restaurants) will soon be transacted through franchised
units. Furthermore, franchises are available not only in the hotel, restaurant,
travel, and recreation industries, but also in a large variety of other businesses
that might interest you. These businesses include automotive tires and parts,
retailing of all kinds, mail and copy services, janitorial and decorating services,
personnel agencies, and so on. Today, many franchises can be operated from
home by those interested in lifestyle changes.

If you end up working for a hospitali d organization after gradua-
f by franchising. You may
} franchised concept to an
dmple, training, franchise

atw operational or marketing
ideas and to demonstrate the viaRijt the business to potential franchisees
(the entrepreneurs who issd ynit).

Alternatively,
small businesses,

Mg a franchise. Several advantages can result. First, by working
with a larger company you get the benefits of its experience in running the busi-
ness that you have chosen to enter. Many of the mistakes that a new entrepre-
neur may make have already been overcome by your franchisor. The company
might provide cash flow. The company might also provide other support serv-
ices at little or no cost, such as marketing and advertising, site selection, con-
struction plans, assistance with financing, and so on. All this assistance leads
to a second key reason for buying a franchise—reducing your risk of failure.
Franchising is probably less risky than starting your own business from scratch.

Consider the following factors that many franchisors seek. Are you strongly
motivated to succeed and do you have a past history of business success, even if
it is in a different business? Do you have a significant sum of money as well as
access to credit? Are you willing to accept the franchisor’s values, philosophy,
and ways of doing business, as well as its technical assistance? Do you have the
full support of your immediate family as you develop your business? Are you
willing to devote substantially all of your working time to the business?
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CORPORATE PROFILE
Wyndham Worldwide—A Collection of Hotel Brands

Wyndham Hotels and Resorts, Days Inn, Howard Johnson, Ramada, Knights Inn, Super 8, Trave-
lodge, Baymont Inns & Suites, Microtel Inns and Suites, Hawthorn Suites, and Wingate by Wind-
ham, totaling 7,160 hotels in 66 countries.

As a franchisor, the company licenses the owners and operators of independent businesses to
use Wyndham brand names, without taking on big business risks and expenses. Wyndham does
not operate hotels, but instead provides coordination and services that allow franchisees to retain
local control of their activities. At the same time, franchisees benefit from the economies of scale
of widely promoted brand names and well-established standards of service, national and regional
direct marketing, co-marketing programs, and volume purchasing discounts.

eep-G6verhead costs low. Wyndham
also limits the volatility in the business as best as they can ke & fees come from revenue, not the fran-

chisee’s profitability. A further advantage of bei h dimension is that the company is
even more protected from the cyclical nature of » n are other franchise ventures.

Wyndham Vacation Ownership is the Jdygest vacs rship business when measured by the
number of vacation ownership intere acxXion Ownership develops, markets, and sells

vacation ownership interests and prowde p ancing to owners through its three primary
consumer brands: Wyndham Vacati
Asia Pacific.®

Wyndham Vacation Owney

interests.”

Wyndham Exchange and Rentals¥elps to deliver vacations to more than 3.8 million members in
approximately 100 countries. Wyndham provides exclusive access for specified periods to more than
87,000 vacation properties, including vacation ownership condominiums, traditional hotel rooms, villas,
cottages, bungalows, campgrounds, city apartments, second homes, fractional resorts, private residence
clubs, condominium hotels, and yachts. With a portfolio of more than thirty brands, Wyndham delivers
unique vacation experiences to over 4 million leisure-bound families each year.®

Wyndham has been named to the Diversity Inc. twenty-five noteworthy companies that are raising
diversity management leaders. Wyndham has also been ranked among the best one hundred greatest
companies in America by Newsweek magazine, who also ranked Wyndham among the top one hundred
greenest companies in America.
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Franchising does have some disadvantages, as noted by many former fran-
chisees. Your expectations of success may not be met. Perhaps the business did
not have the potential that you expected, or perhaps you were not willing to
invest the time needed. In a few cases, an overzealous or dishonest franchisor
representative has misled franchisees.

As a franchisee, your freedom is somewhat restricted. You must operate
within the constraints set out by your franchise agreement and the operational
standards manual. Although there may be some room for you to express your
creativity and innovation, it is generally limited. This may mean that, over time,
the work might become monotonous and unchallenging, yet you have a long-
term commitment to the company because of the franchise agreement that you
signed. Your failure to consistently follow the franchisor’s methods for running
the business could result in the termination of your contract and your forced
removal from the business.

Finally, the franchisor may not be performing well, thereby hurting your
local business. Also, they may allow other hjgees to open units so near to

sion W1th family, friends, and R
attorney. You should carefully
be a franchisee. Perhaps you per
as an employee. PerhagéJx
from scratch. A care
ing a franchise su ' one Creamery, or Sea Master cruises is

’ Md dollars—compared to $1 million—plus for

ware psychologically suited to
Qre effectively in a corporate structure

Referral as¢0widirons offer similar benefits to properties as franchises, albeit at
a lower costNHotels and motels with a referral association share a CRS and
a common image, logo, or advertising slogan. In addition, referrals may offer
group-buying discounts to members, as well as management training and
continuing education programs. Each independent hotel refers guests to each

A hotel lobby.

of the other member hotels. Hotels and motels pay an
initial fee to join a referral association. Size and appear-
ance standards are less stringent than those in a fran-
chise agreement; hence, guests may find more variation
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between the facilities than between franchise members.

Preferred Hotels and Resorts Worldwide is a
consortium of 185 independent, luxury hotels and
resorts united to compete with the marketing power of
chain operations. It promotes the individuality, high
standards, hospitality, and luxury of member hotels.
It also provides marketing support services and a reser-
vation center.
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With the decrease in airline commissions, referral organizations—especially
those at the luxury end of the market—are well placed to offer incentives to
agents to book clients with the referral group’s hotels. An example is awarding
trips to the property for every ten rooms booked. Another is when the referral
hotels offer, for instance, a 20 percent commission to travel agents during slow
periods.

Three luxury Boston-area preferred properties—the Boston Harbor Hotel,
the Bostonian Hotel, and the Charles Hotel in Cambridge, Massachusetts—
joined together in promoting a St. Patrick’s Day weekend package. Preferred
Hotels in Texas—the Mansion on Turtle Creek and Hotel Crescent Court in
Dallas, La Mansion Del Rio South in San Antonio, and the Washington Hotel
in Fort Worth—launched a major, year-long promotion that includes a tie-in
with major retail, credit card, and airline partners.

In addition to regional marketing programs, the referral associations that
handle reservations for members have joined Galileo International’s In51de
Availability Service. This gives agents access to actual rates and roo 3
ity that are not always available information on the standard centrg
system (CRS) databases.

Leading Hotels of the World (LHW) was set up in 1928 as
of Europe and Egypt by 38 hotels, including the London S ;
in Evian, France; and the Hotel Negresco in Nice, France

their guests to use the establishments of fellow meg
York office to make direct contact with wealth

world providing reservations, sales, and promoty Ces. All the hotels and
offices are connected by a centra system called ResStar.
omN\ading Hotel members var-
A otels, it must be beneficial.

Like LHW, Small Luxury Ho orld (SLH) is another market-
ium i i Bendently owned and managed ho-
tels and resorts are members. For mor&vhan thirty-five years, it has sought to
market and sell its membership to the travel industry and to provide an inter-
hotel networking system for all members. Each hotel is assessed and regularly
checked to ensure that it maintains the very highest standards. Figure 1 shows
the largest hotel chains in terms of number of rooms, number of countries rep-
resented, and total hotels.

Management Contracts

Management contracts have been responsible for the hotel industry’s rapid
boom since the 1970s. They became popular among hotel corporations because
little or no up-front financing or equity is involved. Hotel management compa-
nies often form a partnership of convenience with developers and owners who
generally do not have the desire or ability to operate the hotel. The management
company provides operational expertise, marketing, and sales clout, often in the
form of a CRS.
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Company

Number of
Guest Rooms

Number of
Countries

Total

Hotels

InterContinental Hotels Group
(InterContinental Hotels & Resorts,
Crowne Plaza Hotels & Resorts, Hotel
Indigo, Holiday Inn Hotels & Resorts,
Holiday Inn Express, Staybridge Suites,
Candlewood Suites)

646,679

100

4,400

Wyndham Worldwide (Super 8, Days Inn,
Ramada, Wyndham Hotels & Resorts,
Baymont Inn & Suites, Wingate Inn,
Travelodge, Howard Johnson, AmeriHost
Inn, Knights Inn, Villager Lodge, Hawthorn
Suites, Microtel Inns and Suites)

597,674

66

7,160

Marriott International (Marriott Hotels &
Resorts, JW Marriott Hotels & Resorts,
Renaissance Hotels & Resorts, Courtyard,
Residence Inn, Fairfield Inn, Marriott
Conference Centers, TownePlace Suites,
SpringHill Suites, Ritz-Carlton

595,461

70

3,500

Hilton Hotels Corporation (Conrad,
DoubleTree, Embassy Suites, Hampton
Hotels, Hilton, Hilton Garden Inn,
Homewood Suites, Scandic,

Waldorf Astoria Collection) (

585,0,

7
N\
\

N

NT

3,600

Choice Hotels International (Comfo
Inn, Comfort Suites, Quality, Sleep

Econo Lodge, Rodeway Inn,
Extended Stay Hotel, Ascend)

NV

6,000

Studio 6, Novotel,
Formule 1, Ibis,

90

4,000

Best Western Internat\n%\/ /

308,447

80

4,000

Starwood Hotels & Resorts™MVorldwide
(St. Regis, The Luxury Collection, Sheraton,
Westin, Four Points by Sheraton, element,
Le Meridien, W Hotels, aloft)

308,447

80

4,000

Carlson Hospitality Worldwide (Regent
Hotels & Resorts, Radisson Hotels &
Resorts, Park Plaza Hotels & Resorts,
Country Inns & Suites by Carlson,

Park Inn Hotels)

159,129

7

938

Global Hyatt Corporation (Hyatt Hotels &
Resorts, Hyatt Place, Hyatt Summerfield
Suites, Park Hyatt, Grand Hyatt,

Hyatt Regency)

134,296

45

434

Figure 1 ° The Largest Hotel Chains in Terms of Number of Rooms, Number of Countries,

and Total Hotels.

2010 Hotels.
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Some companies manage a portfolio of proper-
ties on a cluster, regional, or national basis. Even
if the hotel corporation is involved in the construc-
tion of the hotel, ownership generally reverts to a
large insurance company or other large corpora-
tion. This was the case with the La Jolla, Califor-
nia, Marriott Hotel. Marriott Corporation built
the hotel for about $34 million, and then sold it
to Paine Webber, a major investment banking firm,
for about $52 million on completion. Not a bad
return on investment!

The management contract usually allows for
the hotel company to manage the property for a
period of five, ten, or twenty years. For this, the
company receives as a management fee, often a

percentage of gross and/or net operating profit,
usually about 2 to 4.5 percent of gross reve-
nues. Lower fees in the 2-percent range are more

Hyatt Hotels

prevalent today, with an increase in the incentive
fee based on profitability. Some contracts begin at 2 percg

management companies has decreased the
few years. In recent years, hotel companies
ment contracts because considerably less
pared with owning properties. This
both the U.S. and international ma
Recent management contrg ar'increase in the equity com-
mitment on the part of the maga pany. In addition, owners have

Ees in the past
dopted for manage-

over the property. General manage
who also want their share of profit.

Today, hotel management companies exist in an extremely competitive
environment. They have discovered that the hotel business, like most others,
has changed and they are adapting accordingly. Today’s hotel owners are de-
manding better bottom-line results and reduced fees. Management companies
are seeking sustainability and a bigger share of the business. With international
expansion, a hotel company entering the market might actively seek a local
partner or owner to work within a form of joint venture.

» Check Your Knowledge

1. What main factor changed the nature of the hotel industry? What impact
does it have today?

2. In your own words, define franchising and management contracts.
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Real Estate Investment Trust

Real estate investment trusts (REITs) have existed since the 1960s. In those
early days, they were mostly mortgage holders. But in the 1980s, they began to
own property outright, often focusing on specific sectors such as hotels, office
buildings, apartments, malls, and nursing homes. A REIT must have at least
75 percent of its assets in real estate. Today, about 300 REITs, with a combined
market value of $70 billion, are publicly traded. Investors like them because
they do not pay corporate income tax and instead are required to distribute at
least 95 percent of net income to shareholders. In addition, because they trade
as stocks, they are much easier to get into or out of than are limited partner-
ships or the direct ownership of properties. In the hotel industry, REITs are
clearly where the action is. As with any investment, the investor is looking for a
reasonable return on the investment. Anyone can buy stocks of REITs or other
publically traded companies; first, it is wise to ensure that the company is well
managed and financially sound before putgingany money down. The leading
REIT corporations are Patriot Americag iaNty, Wyndham Hotels, and
Starwood Lodging Trust.

INTRODUCING CONRAD HIL
HOTELS CORPORATION

“King of Innkeepers” and Master of}

try prospectors and constfuction workers. Because of high demand for accommodations and
very little supply, Hilton rented rooms in eight-hour shifts, for 300-percent occupancy. On
some occasions, he even rented out his own room and slept in a lobby chair.

Because Hilton knew the banking business well and had maintained contacts who would
lend him money for down payments on properties, he quickly expanded to seven Texas
hotels. Hilton’s strategy was to borrow as much money as possible to expand as rapidly as possible. This
worked well until the Great Depression of the early 1930s. Hilton was unable to meet the payments on
his properties and lost several of them but did not declare bankruptcy.’

Hilton, like many great leaders, even during the Depression years had the determination to bounce
back. To reduce costs, he borrowed money against his life insurance and even formed an alliance with the
National Hotels Corporation.

Hilton’s success was attributed to two main strategies: (1) hiring the best managers and letting them
have total autonomy and (2) being a careful bargainer who, in later years, was careful not to overextend his
finances. Conrad Hilton had begun a successful career in the banking business before he embarked on what
was to become one of the most successful hotel careers ever.
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Hilton’s business and financial acumen is legendary. The New York Times described Conrad Hilton as “a
master of finance and a cautious bargainer who was careful not to overfinance” and as someone who had
“a flawless sense of timing.”? In 1954, Conrad acquired the Statler Hotel Company for $111 million, which at
the time was the world’s most expensive real estate transaction.

Hilton was the first person to notice vast lobbies with people sitting in comfortable chairs but not spend-
ing any money. So he added the lobby bar as a convenient meeting place and leased out space for gift
shops and newsstands. Most of the additional revenue from these operations went directly to the bottom
line. Today, Hilton Hotels Corporation includes Conrad Hotels, DoubleTree, Embassy Suites Hotels, Hamp-
ton Inn and Hampton Inns & Suites, Hilton Hotels, Hilton Garden Inn, Hilton Grand Vacation, Homewood
Suites by Hilton, and the Waldorf Astoria Collection. These brands total thousands of hotels in cities all over
the world, and “Be my guest” is still the gracious and warm way guests are received. There are 3,600 Hilton
brand hotels today, and they are owned by the Blackstone Group.?

'Paul R. Dittmer and Gerald G. Griffen, The Dimensions of the Hospitality Industry: An Introduction (New York: Van Nostrand Reinhold, 1993), 91-92; and Conrad Hilton,
Be My Guest (New York: Prentice Hall Press, 1957), 184-199.

2Joan Cook, “Conrad Hilton, Founder of Hotel Chain, Dies at 92,” New York Times, January 5, 1979, sec. 1

3Hilton worldwide, Home Page, www.hiltonworldwide.com (accessed February 17, 2011).

Hotel Development

Hotel ownership and development is very capf e \takes millions

4ssess the viability
study examines the
tial or real competition
degree to which the pro-

of the project—this is required by lenders.
market area’s demand and supplyir i

would best suit the market and is used 34 the developer to obtain financing for
the project. One of the most important documents is a Summary Operating
Statement, which details revenues and expenses for a period; an example of a
Summary Operating Statement is given in Figure 2. Also of interest is the source
and disposition of the industry dollar. An example is given in Figure 3.

In Figure 2, note that close to 70 percent of a hotel’s revenue and most of the
profit comes from the sale of rooms. About 26 percent of revenue comes from
food and beverage sales. In Figure 3 we can see that the average hotel room rev-
enue is slightly different, at 66.6 percent. Each hotel will have a slight variation on
these figures according to its own individual circumstances. Note in Figure 3 how
high the percentage of wages, salaries, and benefits are at 46.7 percent.

Obviously, there needs to be a gap in the market in which a segment is currently
not being served (for example, the hip, lifestyle boutique hotels such as Hotel Indigo),
plus, a new hotel is expected to take some business away from existing properties if
the room rates are close in price. There are two views on new hotels versus remod-
eled hotels as far as room rates and profits are concerned. It is often difficult for a

63



64

TOTAL ROOMS OCCUPIED
TOTAL ROOMS AVAILABLE

TOTALA.DR
REVPAR

DEPARTMENTAL REVENUE
ROOMS
FOOD
BEVERAGE
TELEPHONE
OTHER INCOME
MINI BAR
PARKING

TOTAL REVENUE

DEPARTMENTAL INCOME
ROOMS
FOOD
BEVERAGE
TELEPHONE
OTHER INCOME
MINI BAR
PARKING

TOTAL DEPARTMENTAL INCOME

UNDISTRIBUTED OPERATING
EXPENSES
ADMINISTRATIVE & GENERAL
SALES AND MARKETING
FRANCHISE FEE
PROPERTY MAINTENANCE
UTILITIES

TOTAL UNDISTRIBUTED OPER EXPS

GROSS OPERATING PROFIT

MANAGEMENT FEES

INCOME BEFORE FIXED CHARGES

FIXED CHARGES
PROPERTY TAXES - PERSONAL
INSURANCE
INTEREST
BASE RENT
PERCENTAGE RENT
OWNERS EXPENSES
EXTRAORDINARY EXPENSES
OUTSIDE ACCOUNTING FEES
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CONSOLIDATED INCOME WITH VARIANCES
For the Twelve Months Ending December 31, 2010

ACTUAL

52,985
71,540

$219.68
$162.70

11,639,641
4,532,944
1,788,711

42,877
316,945
75,281
536,839

18,933,238

8,865,555
863,133
1,243,380
(89,252)
217,118
25,401
312,343

11,437,678

6,763,646

378,665

6,384,981

135,223
29,714
11,056

4,829,181

810,036
29,704
89,431
17,485

YEAR TO DATE
% BUDGET
74.1% 50,784
71,540
$204.21
$144.96
61.5% |10,370,540
23.9% | 4,226,134
9.4% | 1,563,904
0.2% 44,148
1.7% 112,760
0.4% 76,684
2.8% 518,751
100.0% |16,912,921
76.2% | 7,744,97
19.0% 863,366
69.5% | 1,077,443
—208.2% 7,428)

0.7%
0.2%
0.1%
25.5%
4.3%
0.2%
0.5%
0.1%

090,337
919,238
523,475
386,663

4,283,798

5,645,644

338,336

5,307,308

160,848
67,400
43,921

4,829,184

153,790

0

0
18,000

%

71.0%

6.4%
5.4%
3.1%
2.3%

25.3%

33.4%

2.0%

31.4%

1.0%
0.4%
0.3%
28.6%
0.9%
0.0%
0.0%
0.1%

Figure 2 ¢ A Full-Service Hotel Summary Operating Statement.

(PFK Hospitality Research, Sage Hospitality.)

VARIANCE

2,201
0

$15.47
$17.74

1,269,101
306,810
224,807

(1,271)

204,185

(1,403)
08

)

2,020,317

120,576,

165,937
8,176
206,042
6,338
1,400

</

1,508,236

142,018
64,620
92,383

73,778
17,435

390,234

1,118,002

40,329

1,077,673

(25,625)
(37,686)
(32,865)
@)
656,246
29,704
89,431
(515)

PRIORYEAR

52,168
71,540

$206.50
$150.58

10,772,724
4,253,435
1,510,419

46,914
332,427
76,963
531,325

,524,208

8,019,679
789,310
1,027,144
(119,963)
227,147
19,034
401,540

10,363,890

1,466,980
1,028,346
951,431
552,043
391,568

4,390,367

5,973,524

350,485

5,623,039

153,082
66,375
7,644
4,720,939
426,217
(152,875)
0

35,803

%

72.9%

61.5%
24.3%
8.6%
0.3%
1.9%
0.4%
3.0%

100.0%

74.4%
18.6%
68.0%
—255.7%
68.3%
24.7%
75.6%

59.1%

8.4%
5.9%
5.4%
3.2%
2.2%

25.1%

34.1%

2.0%

32.1%

0.9%
0.4%
0.0%
26.9%
2.4%
—0.9%
0.0%
0.2%

VARIANCE

817
0

$13.18
$12.12

866,917
279,509
278,292
(4,037)
(15,483)
(1,683)
5,515

1,409,030

845,876
73,823
216,235
30,712
(10,028)
6,367
(89,197)

1,073,788

39,123
126,612
60,191

45,210
12,530

283,665

790,122

28,180

761,942

(17,858)
(36,661)
3,412
108,242
383,819
182,580
89,431
(18,318)
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Revenues Cost and Expenses

Salaries, Wages,

And Bengefits

46.7% \
Rentals and

Other Incomes l

2.7% Cost of
Sales
Food and Beverage Oéher Operated Property Taxes 8.4%
o epartments 70
25.6% 51% and Insurance  Management
S 7.7% Fees
3.5%

Figure 3 © Source and Disposition of the Industry Dollar.
(Courtesy of PKF Hospitality Consulting.)

costs for energy and maintenance, so the two options tend to cancel e}

Today, many larger hotels are developed as part of Z\i
The hotel could be near or next to a convention center, bu
The hotel may also have a residential component (as in resid
Carlton or a condotel) and may include a spa.

Older hotels are generally renovated about
they become dated and would otherwise lose

was to provide weary travelers with aaven of comfort, service, security, and
style. According to Market Metrix Hospitality Index,™ Kimpton has the highest
customer satisfaction scores (higher than 93 percent) and emotional attachment
scores (89 percent) of any hotel company operating in the United States. '

Hotel chains are introducing new brands to their portfolio as they identify
market segment needs. Marriott has the Autograph collection of diverse inde-
pendent hotels—boutique Arts, Iconic historic, Boutique Chic, Luxury Rede-
fined, and Retreat properties.'! Starwood has almost one hundred Aloft hotels.
and Hyatt has introduced Andaz, also a boutique style-hotel which is vibrant
yet relaxed, with each hotel reflecting the unique cultural scene and spirit of the
surrounding neighborhood.!

The Economic Impact of Hotels

Hotels provide substantial direct and indirect economic impact to the communi-
ties in which they are located. For direct impact, consider a hotel that has an
average of 240 guests a night who spend $250 at the hotel and in restaurants
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and stores in the community. That would mean
$240 x $250 X 365 days = $21.9 million a
year infused into the local economy.

The indirect impact comes from the ripple
effect, this is where money is spent by the em-
ployees (wages and salaries) of the hotel in the
community. It is also money used by the hotel
to purchase all the items to service the guests.
Communities also benefit from the Transient
Occupancy Tax (TOT), otherwise known as
the bed tax. Interestingly, the TOT tax aver-
ages 12.62 percent in the United States, or
$12.39 a night nationwide.'® In addition, the
hotel and its guests and employees also pay
local taxes on the purchases they make. This
all adds up siderable economic impact.

Aloft Tempe, Arizona.

d by a hotel eventually
bs itself, creating many
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This multilevel economic activi QL otel’s business is estimated
by using economic multipliers foR g¢s and salaries, and employ-

sales are $4,250,000 a
the total revenue imp ould be $8,410,750. If we consider the
employment imp e M > example hotel has 160 employees and
ke area is 1.62, then the hotel will generate

Lodging guests pay
for hotel services

Hotel buys electricity, Hotel buys food
telephone, cable YV and supplies from
and other services area venders

Hotel pays salaries
to its employees

Hotel employees buy Utilities & service firms Vendors pay
housing, food, etc. pay wages and buy salaries and buy
from area businesses goods and services goods and services

Figure 4 * The Multiplier Effect of Hotel Dollars on a Community.

(Courtesy of the American Hotel and Lodging Association.)



The Hotel Business

Classification of Hotels

According to the AH&LA, in 2010 the U.S. lodging industry consisted of
50,800 hotels and motels, with a total of 4,762,095 rooms. The average
revenue per available room was $53.50 and the average occupancy was 54.7
percent.” Unlike many other countries, the United States has no formal govern-
ment classification of hotels. However, the American Automobile Association
(AAA) classifies hotels by diamond award, and the Mobil Travel Guide offers a
five-star award.

The AAA has been inspecting and rating the nation’s hotels since 1977.
About 3 percent of the 59,000 properties inspected annually throughout the
United States, Canada, and Mexico earn the five-diamond award, which is the
association’s highest award for excellence. In 2011, the five-diamond award
was bestowed on 179 lodgings in the United States, Canada the Carlbbean and
Mexico—an increase of 100 in the last ten years.!® AAA uses descriptivee
to evaluate the hotels that it rates (see Figure 5).

offered. This allows guests to make R _seledtfon on these categories as well as
personal criteria. Following is a list okhwfgk classifications:

City center. Luxury, first-class, midscale, economy, suites

Resort. Luxury, midscale, economy suites, condominium, timeshare,
convention

Airport. Luxury, midscale, economy, suites
Freeway. Midscale, economy suites
Casino. Luxury, midscale, economy

Full service.

Convention.

Economy.

Extended stay.

Bed and breakfast.
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General K K ¥ X ¥ X X ¥ ¥ X I U W P P
Simple roadside appeal Average roadside appeal | Very good roadside Excellent roadside Outstanding roadside
appeal appeal appeal
Limited landscaping Some landscaping
Attractive landscaping Professionally planned Professional landscaping
landscaping with a variety of foliage
and stunning architecture
Lobby Adequate size with Medium size with Spacious with front Spacious or consistent Comfortably spacious or
registration, front desk, registration, front desk, desk, carpeted seating itk _historical attributes; consistent with historical
limited seating, and limited seating, carpeted | area arranged in igtrgtion and front attributes; registration
budget art, if any floors, budget art, and conversation groupings, desk dbdve average with | and front desk above
some plants good-quality framed axt, solid wpagd or marble; average; ample seating
live plants, lyggage ampl ating area with | with conversation
carts, and b { vefsation groupings groupings and upscale
and upscale appointments; impressive
appointments including lighting fixtures; variety of
tile, carpet, or wood fine art; abundant plants
? floors; impressive and fresh floral
lighting fixtures; upscale arrangements;
< framed art and art background music;
objects; abundant live separate check-in/-out;
plants; background bellstation that may be
music; separate check- part of concierge area;
in/-out; bellstation concierge desk
Guestrooms| May not reflect current Generally r W Reflect current industry Reflect current industry Reflect current
industry standards industry stand standards standards and provide standards and provide
upscale appearance luxury appearance
Service Basic attentive service More attentive service Upgraded service levels High service levels and Guests are pampered by

hospitality

flawless service executed
by professional staff

Figure 5 * Summary of AAA Diamond Rating Guidelines.
(Reprinted from http://www.aaasouth.com/travel/diamond_ratings.aspx?Link_Source=diamond&From_Page=AAA.com&zip=32836, by permission of AAA.)
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Alternatively, the hotel industry may be segmented according to price.
Figure 6 gives an example of a national or major regional brand-name hotel

chain in each segment.

City Center Hotels

City center hotels, by virtue of their location, meet the needs of the traveling
public for business or leisure reasons. These hotels could be luxury, midscale,
business, suites, economy, or residential. They offer a range of accommodations
and services. Luxury hotels offer the ultimate in decor, butler service, concierge
and special concierge floors, secretarial services, the latest Wi-Fi or in-room
technology, computers, fax machines, beauty salons, health spas, 24-hour room

Economy Midprice Upscale Luxury All-Suites

$49-$69 $69-$125 $125-$225 $15 /ik $109-$225
Holiday Inn Holiday Inn Crow, laza
Express Fairfield Inn Hot terContmenta
Fairfield Inn Courtyard Inn Courtyard Inn Marri t\@i/ Marriott Suites

Residence Inn Marriott \ {z-Cahton
Residence Inn \
Days Inn Omm \{i\r%s%%ce
A4

EconolLodge Radisson Inn W \>\\ \ Radisson Suites

Ramada Limited

Ramada Inn /

75\

Ramada Suites

<
Sheraton Inn \

a2

Av4

Sheraton Grande

Sheraton Suites

Qualit}%&\/
Wingate g

//élarion Hotels

Four Points
Sleep Inn Americ; N\ W Grand Hyatt Hyatt Suites
Hyatt Regency
Hyatt Park
Comfort Inn Quality Suites

Comfort Suites

Hilton Inn \/

Extended Stay Hilton Hilton Towers Hilton Suites
America
Thrift Lodge DoubleTree Club DoubleTree DoubleTree Suites
Travelodge Hotels Travelodge Hotels Forte Hotels Forte Hotels
Motel 6 Co_untry Inn & Westin Westin Spring Hill Suites
Suites
Super 8 La Quinta
Red Roof Inn Homewood Suites

by Hilton

Best Western

Hampton Suites

Hampton Inn

Embassy Suites

Note: Some brands’ price ranges may overlap because of location and seasonal pricing.

Figure 6 ° Hotels by Price Segment.
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service, swimming pools, tennis courts, valet service, ticket office, airline office,
car rental, and doctor/nurse on duty or on call.

Generally, they offer a signature restaurant, coffee shop, or an equivalent
recognized name restaurant; a lounge; a named bar; meeting and convention
rooms; a ballroom; and possibly a fancy night spot. The Drake Hotel in Chicago
is an example of a city center luxury hotel. An example of a midpriced hotel in
New York City is the Ramada Hotel; an economy hotel is the Day’s Inn; a
suites property is the Embassy Suites.

Resort Hotels

Resort hotels came of age with the advent of rail travel. Increasingly, city dwellers
and others had the urge to vacation in locations they found appealing. Traveling
to these often more exotic locations became a part of the pleasure experience.
In the late 1800s, luxury resort hotels were developed to accommodate the cli-
entele that the rallways brought Such hotglstmelyde the famous Greenbrler at

California; the Breakers in Florida; and
The leisure and pleasure travelers

many resorts became yeg

Resort communj the’sunshine belt from Palm Springs to
Palm Beach. Som sjbr sporting activities such as skiing, golf,
' qtions. Further improvements in both air and
automobile tra

The Main Lodge a@u?jkMin Copper Mountain, Colorado.
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Europe, the Caribbean, and Mexico became more accessible. As the years
passed, some of the resorts suffered because the public’s vacation plans changed.

The traditional family month-long resort vacation gave way to shorter,
more frequent getaways of four to seven days. The regular resort visitors
became older; in general, the younger guests preferred the mobility of the au-
tomobile and the more informal atmosphere provided by the newer and more
informal resorts.

Hyatt hotels have organized a program consisting of a variety of activities
for children, thereby giving parents an opportunity either to enjoy some free
time on their own or join their children in fun activities. Many resort hotels be-
gan to attract conventions, conferences, and meetings so that they could main-
tain or increase occupancy, particularly during the low and shoulder seasons.

Guests go to resorts for leisure and recreation. They want a good climate—
summer or winter—in which they can relax or engage in recreational activi-
ties. Because of the remoteness of many resorts, guests are a kind of “captured
clientele,” who may be on the property for days at a time. This presgntsTe

to the food and beverage manager to provide qualg
are presented and served in an attractive, attg achieve this,
n to twenty-
ishes to stimulate
interest. Menus are now more health cons
fats, cholesterol, salt, and calories.

The food needs to be prese
e chofces from a display of foods.
pcialty restaurants, and reciprocal
ests even more options.

Barbecues, display cooking, poo
dining arrangements with nearby }

With increased global competitig gt only from other resorts but also
from cruise lines, resort managers are Mallenged to both attract guests and to
turn those guests into repeat business, which traditionally has been the founda-
tion of resort viability.

To increase occupancies, resorts have diversified their marketing mix
to include conventions, business meetings, sales meetings, incentive groups,
sporting events, additional sporting and recreational facilities, spas, adventure
tourism, ecotourism, and more.

Because guests are cocooned in the resort, they expect to be pampered. This
requires an attentive, well-trained staff; hiring, training, and retaining a competent
staff present a challenge in some remote areas and in developing countries.

There are a number of benefits to operating resorts. The guests are much
more relaxed in comparison to those at transient hotels, and the resorts are
located in scenically beautiful areas. This frequently enables staff to enjoy a
better quality of life than do their transient hotel counterparts. Returning
guests tend to treat associates like friends. This adds to the overall party-like
atmosphere, which is prevalent at many of the established resorts.
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INTRODUCING VALERIE FERGUSON

Regional Vice President of Loews Hotels, Past Chair of the American Hotel &
Lodging Association and Regional Vice President of Loews Hotels

To most, “making it big” seems like a regular statement and a task easily achieved. To Valerie
Ferguson, well, it comes with a lot of work, dedication, and heart. She speaks often about seiz-
ing opportunities and adding self-interest to what you do for your career.

For this African American woman, life wasn’t always easy. As the managing director of
Loews Philadelphia Hotel and regional vice president of Loews Hotels, she has a lot to say
about what got her where she is now.

One of her most important role models was her father, Sam Ferguson. She says, “My father
and | had a great relationship in which he supported me, but in which he never put any im-
ages in front of me about what | should shoot for.”

After high school, Valerie applied to and was acgépfed at theNUniversity of San Francisco,
where she earned a degree in government. Evenfuglly realizing Ythat law wasn’t where her

heart was, she decided to move out to Atlanta where she got a JoR as a nighttijne desk clerk at the Hyatt

ized that the challenges she was really facing were issues o
approach to the business world, but | soon came to realize t

“She explains, “l was raw in my
es more than working hard. To succeed,

Her success comes from being out there and i ople and society. Valerie is past chair of the
American Hotel & Lodging Association (AHg i es on the Diversity Committee. She is also
past associate director of the National Reg 3 he is a director on the boards of the Pennsylva-

nia Travel Council, Philadelphia WorkforceYqvestmenit, Copytinities in Schools, and the Educational Institute.

Valerie was nominated general of the Hyatt Hotels Corporation. Through the years,
she has managed several hotels 6 on. Her outstanding work and devotion to the hospi-
tality and lodging industry h ot gone Ynxewaxded. She was named one of the Top 100 Black Women in
Corporate America by Ebony hs named one of the Top 100 Black Women of Influence by the

Travel Agent magazine. Other honohs
Association for the Advancement of Cstored People (NAACP) Southeast Region Trailblazer Award for Busi-
ness, the Martin Luther King Jr. Drum Major for Justice Award from Coretta Scott King and the Women of the
Southern Christian Leadership Conference (SCLC). Ed Rabin, executive vice president of Hyatt and an early
Ferguson mentor, says, “From the get-go, she demonstrated an ability and willingness to understand and
learn the business and win over guests, colleagues, and peers in the process.”

When Loews was being opened, Valerie was thrilled with the adventure of being with a still-growing
company. President and CEO of Loews Jonathan Tisch became a close friend as they served together on
the board of the American Hotel and Lodging Association (AH&LA). In 1994, Valerie ran for a seat on the
AHR&LA's executive committee and eventually succeeded Tisch as chair. She was the first African American
and second woman to serve as AH&LA chair.

She comments on the hospitality industry: “The hospitality industry is one of the last vestiges of the
American dream, where you can enter from very humble beginnings and end up a success.” The great rela-
tionship she has with people has been a great contribution to her well-deserved success.
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Ferguson has come a long way in her career. She is proud of what she is doing and doesn’t believe that
she has stopped climbing the ladder of success. She is fighting to make other women and minority mem-
bers realize that there is a whole world of opportunities out there and they should set their goals high. She
believes that equality of opportunity “should not come as the result of a mandate of the federal govern-
ment or as the result of pressure from groups outside this industry. The impetus for change must come from
within the hearts and souls of each of us.”

Sources: Lodging 23, no. 5 (January 1998); Loews Hotels and Resorts, Welcome to Loews Hotels, www.loewshotels.com accessed (October 26, 2011); American Hotel &
Lodging Association, Officers: valerie Ferguson, ww.ahma.com/about/officers/ferguson.htm (accessed May 14, 2005; site now discontinued); www.findarticles.
com/cf_0_/mvOVOU/1998_July_30/50216477/pl/article.jhtml; Robert A. Nozar, “Newsmaker Interview: Valerie Ferguson,” Hotel & Motel Management, November
1998, www.hotel-online.com/Neo/SpecialReports1998/Nov98_Ferguson.html (accessed October 26, 2011).

Airport Hotels

lers arriving and departing from major airports. The guest mix in Ay
consists of business, group, and leisure travelers. Passengers wit

A\
meeting space to
Here, the airport

e rea¥ons why airport hotels are
elers. Airport hotels can mean a
at the transportation to the ho-
tel and back from the airport is usua ée or is very inexpensive, says Brian
Booth, director of sales and marketing’at the Dallas Hyatt Regency Airport
Hotel. One of the most conveniently located hotels in the country is the Miami
International Airport Hotel, which is located within the airport itself.

Freeway Hotels and Motels

Freeway hotels and motels came into prominence, with the help of the In-
terstate Highway Act, in the 1950s and 1960s. They are smaller than most
hotels—usually fewer than fifty rooms—and are frequently mom-and-pop es-
tablishments or franchised (such as Motel 6). As Americans took to the open
road, they needed a convenient place to stay that was reasonably priced with
few frills. Guests could simply drive up, park outside the office, register, rent a
room, and park outside the room. Over the years, more facilities were added:
lounges, restaurants, pools, vending machines, game rooms, and satellite TV.
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Motels are often clustered near freeway off ramps on the outskirts of towns
and cities. Today, some are made of modular construction and have as few as
eleven employees per hundred rooms. These savings in land, construction, and
operating costs are passed on to the guest in the form of lower rates.

Casino Hotels

The casino hotel industry is now coming into the financial mainstream, to the
point that, as a significant segment of the entertainment industry, it is reshaping
the U.S. economy. The entertainment and recreation sector has become a very
important engine for U.S. economic growth, providing a boost to consumer
spending, and thus creating tremendous prosperity for the industry. One of the
fastest-growing sectors of the entertainment field is gaming.

The gaming business is strictly for adults; in addition to gaming, a multi-
national fine cuisine for dining, health spas for relaxation, dance clubs, and
dazzling shows are available. Casino hoge e now marketing themselves

copier, and computer data ports. Ot
ness center, travel bureau, and room

150 hotels in Native American t
of guests who want to stay and b

) dter to an increasing number
ined as well as gamble.

of double occupancies, and rooms
The Universal Portofino Bay Hotel in OrlanWa popular convention have double queen—sized beds. Conven-
hotel modeled after Portofino, Italy. tion hotels may also offer a concierge
floor to cater to individual guest needs.

Round-the-clock room service, an in-
house laundry, a business center, a travel
desk, and an airport shuttle service are
other amenities found in convention
hotels.

Full-Service Hotels

Another way to classify hotels is by
the degree of service offered: full-
service, economy, extended-stay,
and all-suite hotels. Full-service
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hotels offer a wide range of facilities, services, and amenities, including many
that were mentioned under the luxury hotel category: multiple food and bever-
age outlets including bars, lounges, and restaurants; both formal and casual
dining; and meeting, convention, and catering services. Business features might
include a business center, secretarial services, fax, in-room computer hookups,
and so on.

Most of the major North American cities have hotel chain representa-
tion, such as Four Seasons, Hilton, InterContinental, Choice, Hyatt, Marriott,
Omni, Wyndham, Radisson, Loews, and Starwood. Each of these chains has
a portfolio of brands in different market segment: deluxe, such as Marriott’s
Ritz-Carlton and the JW Marriott; luxury, such as Renaissance; luxury bou-
tique, such as Edition and Autograph, a collection of high-personality inde-
pendent hotels.

Economy/Budget Hotels

After enjoying a wave of growth for most of the last twenty years/t}fe economs

supply and demand rules: If an area has too many 51m11ar
wars usually break out as they try to attract guests. Some
ferentiate themselves and stress value rather than d
fascination of the business.

An economy or budget hotel offers clea
rooms without the frills of full-service hge
sector are Hampton Inn, Fairfield Inn,{ s, Best Western,
Travelodge, Motel 6, Microtel, Days Inn, CX /Iph, Roadway Inn and
Econo Lodge, Wingate, Super 8, B try Inn. These proper-
ties do not have restaurants or of | tdod and beverages, but they do
offer guests a continental breakfAs

These chains became populs
meetings. This enabled them to oXg
midpriced hotels can. Economy propyt-

about 30 percent lower than the

ties, which represent about 15 percent of

. La Quinta Inn.
total hotel rooms, have experienced tre-

mendous growth.

Boutique Hotels

Boutique hotels offer a different lodging
experience compared to mid- to large chain
hotels. Boutique hotels have a unique ar-
chitecture, style, decor, and size. They are
smaller than their chain competitors, with
about 25 to 125 rooms and a high level of
personal service. Some examples of bou-
tique hotels are the trendy South Beach
retro types, Kimpton Hotels, Joie de Vivre
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A DAY IN THE LIFE OF SEAN BAKEWELL

Guest Services Supervisor, Palmer House Hilton, Chicago

The Palmer House has 1,639 rooms and is considered North America’s longest continuously run hotel.
It was builtin 1871 and two weeks later burned to the ground in the Great Chicago Fire. It was rebuilt
and was considered the world’s only fireproof hotel in 1875. The hotel has many unique features, such
as prohibition-era tunnels in the basement leading to the Chicago river, many original Tiffany deco-
rative pieces, and a score of celebrities past and present who have entertained in our famed Empire
room. The hotel has an art deco-style design and is truly unique.

As a Guest Services Supervisor, | primarily oversee the bell desk. | supervise around thirty employees—both
the doormen and bellmen. Our bellmen must follow Hilton Hotel's standards; these include welcoming each
guest to the hotel, offering luggage assistance, using the guest’s name if possible, escorting guests to their
rooms, pointing out key amenities in the room, offering to fill the ice bucket, asking the guests to please call
the bell desk if they require anything during their stay, and inviting the sback to stay with us again.

Yes monitoring time-clock
at stay in the hotel desire
ude gift bags, gift baskets,
€rvices, and each bellmen gets
dceive the materials, the correct rooming

responsibilities of the position. | do the payroll for the depart
punches and ensuring each employee has taken a lunch break.

higan Stgtg University. My best advice to any hospitality student is simply

QS

jored in hospitality business a
to start working and gain experi

Hotels, Edition from Marriott, and the avant-garde hotel George in Washington,
D.C.

A good example of a chain boutique hotel is Hotel Indigo, an InterContinental
Hotels Group. Hotel Indigo provides an oasis where guests can escape the hectic
pace of travel and think more clearly, work more productively, rest more refresh-
ingly. It offers an environment that doesn’t just shelter guests, but inspires and
reenergizes them. That’s the idea behind Hotel Indigo.'”

Extended-Stay Hotels and All-Suites
Extended-Stay Hotels
Some hotels cater to guests who stay for an extended period. They do, of course,

take guests for a shorter time when space is available; however, the majority of
guests are long term. Guests take advantage of a reduction in room rates based
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on the length of their stay. The mix of guests is
mainly business and professional/technical guests,
or relocating families.

Candlewood Suites, Extended Stay America,
Homestead Studio Suites, Hawthorn Suites,
Baymont Inns and Suites, Residence Inns, and
Homewood Suites are popular brands in this seg-
ment of the lodging industry. These properties of-
fer full kitchen facilities and shopping services or a
convenience store on the premises. Complimentary
continental breakfast and evening cocktails are
served in the lobby. Some properties offer a busi-
ness center and recreational facilities.

All-suites extended-stay hotels typically offer
approximately 25 percent more space for the same

amount of money as the regular hotel in the same
price range. The additional space is usually in the form
of a lounge and possibly a kitchenette area.

Embassy Suites, owned and operated by Hilton
Hotels Corporation; Residence Inns, Fairfield Suites, and
by Marriott; Extended Stay America; Homewood Suites; Y

lodging industry. Several of the major hotel chain
subsidiaries, including Radisson, Choice Hote

-stay properties. Many of
br services such as grocery shop-

to encourage a community feeling, whick/allows guests to interact informally.

Condotels and Mixed-Use Hotels

As the word suggests, a condotel is a combination of a hotel and condominium.
Developers build a hotel and sell it as condo units, which the owners can pool
for use as hotel rooms and suites. The hotel operating company gets a cut of the
money from renting the units and so does the owner. The owner of the condo
unit may have exclusive right to the use of the unit for a fixed period of time
(usually one month); other than that, the hotel operating company knows that
it can rent out the condos.

Some new hotels are developed as mixed-use properties, meaning that
a hotel may also have “residences”—real condos that people use, so they are
not for renting like condotel—along with amenities such as a spa and sports
facilities. Mixed-use hotels can also be a part of a major urban or resort
development, which may include office buildings, convention centers, sporting
facilities, or shopping malls.
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Bed and Breakfast Inns

Bed and breakfast inns, or B&Bs as
they are familiarly known, offer an
alternative lodging experience to the
normal hotel or motel. According
to Travel ASSIST magazine, B&B is
a concept that began in Europe and
started as overnight lodging in a pri-
vate home. A true B&B is an accom-
modation with the owner, who lives
on the premises or nearby, providing
a clean, attractive accommodation
and breakfast, usually a memorable
one. The host also offers to help the
est with directions, restaurants,
ngdestions for local entertain-

QO
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A Bed and Breakfast in Yorkshire, England. (\ vith prices ranging from
\ . 0 to $300 or more per
night. B&Bs may be quaint cotta white picket fences leading to ginger-

bread houses, tiny and itN YwO\OX three rooms available. On the other
hand, some are sprawh
homes in large citjé : Nlas; log cabins; lighthouses; and many

o e looking for accommodation somewhere between a large,
formal hote apd staying with friends. The B&Bs offer a homelike atmosphere.
They are aptly called “a home away from home.” Community breakfasts with
other lodgers and hosts enhance this feeling. Each B&B is as unique as its
owner. Décor varies according to the region of location and the unique taste of
its owner. The owner of the bed and breakfast often provides all the necessary
labor, but some employ full- or part-time help.

» Check Your Knowledge

1. What characteristics do the following hotel segments encompass?
a. City center hotels
b. Resort hotels
c. Airport hotels

d. Freeway hotels and motels
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e. Full-service hotels

f. Economy/budget hotels
g. Extended-stay hotels

h. Bed and breakfast inns

Best, Biggest, and Most Unusual
Hotels and Chains

So, which is the best hotel in the world? The answer may depend on whether
you watch the Travel Channel or read polls taken by a business investment or
travel magazme Magazines hke Travel + Leisure and web sites like Trip Adv1—

tic, best city, and so on. One recent list had the Golden
Republic, as number one, whereas another had Oberoi V4§
India. High on the list was the Fairmont Mara Safari Club,

hotels. The largest hotel in the world is
7,500 rooms, followed by the 7,372- -roo
Venetian Hotel, also in Las Vegas, ywhich

The Best Hotel Chains

The Ritz-Carlton and the Four Seasomsaregpfierally rated the highest-quality large

chain hotels. The Ritz-Carlton Hotel Con
pany has received all the major awards the A bedroom in an ice hotel.
hospitality industry and leading consumer

organizations can bestow. It has received

the Malcolm Baldrige National Quality

Award from the United States Depart-

ment of Commerce—the first and only

hotel company to win the award and the

first and only service company to win the

award two times, in 1999 and 1992. Ritz-

Carlton has long been recognized as the

best luxury hotel chain in the industry.

Amanresorts has been awarded the Zagat

best hotel group in the world, and Rose-

wood Hotels and Resorts have several out-

standing properties.
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TECHNOLOGY SPOTLIGHT
The Use of Technology in Property Management

Cihan Cobanoglu, Ph.D., Dean, School of Hotel and Restaurant
Management, University of South Florida, Sarasota-Manatee

Technology has become an inseparable part of the hotel business. In a typical full-service
hotel, there are about sixty-five different technology applications. This number is around
thirty-five for a limited-service hotel. The use of technology starts even before a guest checks
in to a hotel. More than half of the hotel guests book their hotel rooms electronically. This
means that guests use either direct or indirect reservation/distribution channels. Direct
reservation/distribution channels include walk-in, phone call to the hotel, hotel’s web site, and
hotel chain’s web site (central reservation system). Ingh eSa(vation/distribution channels
include online travel agencies such as Expedia.com /Ty
travel agencies where the consumer does not kno he brand of\the hotel untiI after the pur-

(2) selling group reservations, (3) displaying room availabilN
(5) tracking travel agent bookings and commissions, and (6)
various reports.

Each hotel has a property management s ~ ) NUINctions of the PMS are enabling guest res-
ervations, enabling guest check-in/out, enabiihg staff et guest facilities, keeping accounting for a
guest’s financial transactions, and trackig e PMS is often interfaced to central reservation
systems and global reservation systems.
web site such as Hilton.com or Mag#

strained and unconstrained demand\alog with pace to gauge which restrictions—for example, length of
stay, nonrefundable rate, or close to arrfval. Revenue management teams in the hotel industry have evolved
tremendously over the last ten years, and in this global economy, targeting the right distribution channels,
controlling costs, and having the right market mix plays an important role in yield management. Yield man-
agement in hotels is selling rooms and services at the right price, at the right time, to the right people.

The use of technology continues after the reservation. When the guest checks in, the reservation details
are found in the PMS and an electronic key card is cut. The guest can use this electronic card to access his or
her room and other general areas of the hotel such as fitness room, pool area, and concierge club. There are
many more technology applications in the guest-room.

Among the world’s most unusual hotels are ones like the Treetops Hotel in one of
Kenya’s wild animal parks—literally in the treetops. The uniqueness of the hotel is
that it is built on the tops of trees overlooking a wild animal watering hole in the park.

Another magnificent spectacle is the Ice Hotel, situated on the shores of the
Torne River in the old village of Jukkasjdsvi in Swedish Lapland. The Ice Hotel is
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built from scratch on an annual basis with a completely new design, new suites,
new departments, even the “Absolut Ice Bar,” a bar carved in ice with ice glasses
and ice plates. The Ice Hotel can accommodate more than one hundred guests,
with each room having its own distinct style. The hotel also has an ice chapel, an
ice art exhibition hall, and, believe it or not, a cinema.

Australia boasts an underwater hotel at the Great Barrier Reef, where guests
have wonderful underwater views from their rooms.

Japan has several unusual hotels. One is a cocoon-like hotel, called Capsule
Hotel, in which guests do not have a room as such. Instead, they have a space of
about 4 feet by 7 feet. In this space is a bed and a television—which guests almost
have to operate with their toes! Such hotels are popular with people who get caught
up in the obligatory late-night drinking with the boss and with visiting professors,
and who find them the only affordable place to stay in expensive Tokyo.

The highest hotel in the world, in terms of altitude, is nestled in the Hima-
layan mountain range at an altitude of 13,000 feet. Weather permitting, there
is a marvelous view of Mount Everest. As many as 80 percent of the guest
fer from nausea, headaches, or sleeplessness caused by the altitud
the hottest-selling item on the room-service menu is oxygen—at

Vacation Ownership

nished vacation accommodations in a varle
or in points-based systems, for a perc
time purchase price and paymen
their vacation either in perpetyi
years. Owners share both the 0
mon grounds of the resort proper

predetermined number of
pkeep of their unit and the com-

(forever
d cost o

Vacation ownership purchases are
typically financed through con-
sumer loans of five to ten years du-
ration, with terms dependent on the

arquis Villas timeshare condos, Palm Springs, California.

purchase price and the amount of
the buyer’s down payment. The av-
erage cost of a vacation ownership
is $14,800-$18,500.1

Vacation clubs, or point-based
programs, provide the flexible use of
accommodations in multiple resort
locations. With these products, club
members purchase points that repre-
sent either a travel-and-use member-
ship or a deed real estate product.
These points are then used like
money to purchase accommodations
during a season, for a set number of
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days at a participating resort. The number of points needed to access the resort
accommodation varies by the members’ demand for unit size, season, resort
location, and amenities.

Henry Silverman, formerly of Avis Budget-which owns the Indianapolis, In-
diana-based Resort Condominiums International (RCI)-said that a timeshare is
really a two-bedroom suite that is owned, rather than a hotel room that is rented
for a transient night. A vacation club, on the other hand, is a “travel-and-use”
product. Consumers do not buy a fixed week, unit size, season, resort, or number
of days to vacation each year. Instead, they purchase points that represent cur-
rency, which is used to access the club’s vacation benefits. An important advantage
to this is the product’s flexibility, especially when tied to a point system. Disney
Vacation Club is one major company that uses a point system. General manager
Mark Pacala states, “The flexibility of choosing among several different vacation
experiences is what sets the Disney Vacation Club apart from many similar plans.
The vacation points system allows members to select the type of vacation best
suited to their needs, particularly as those nee hqnge from year to year.” Each
year, members choose how to use their va i i
tion or for a series of short getaways.*

The World Tourism Organization
growing sectors of the travel and i
ing brand power to the concept
International, the Walt Disney Compsny, Hilton Hotels, Hyatt Hotels, Choice

3 arlton and Four Seasons participat-

more than $75, fsAot suppgi¥ing that hotel companies have found this to be
a lucrative busj

exchdpbe vacatidny witk/other locations), has more than 2.8 million member
fammNesNjving in 200 countries. There are 3,700 participating resorts, and mem-
bers ca ¢ yacation intervals for vacations at any participating resort, and
to date, R&] bk drranged exchange vacations for more than 54 million people.?!
Vacation owhefship is popular at U.S. resorts from Key West in Florida to Kona
in Hawaii and from New York City and Las Vegas to Colorado ski resorts.

Interval World is a vacation exchange network made up of more than
2,000 resorts and more than 1.6 million member families worldwide. Interval
does not own or manage any of the resorts, but rather provides members—
vacation owners from around the world—with a variety of exchange services
to enhance their vacation experiences. Members can exchange a stay at their
home resort for a stay at one of the timeshares supported by Interval World.

By locking in the purchase price of accommodations, vacation ownership
helps ensure future vacations at today’s prices at luxurious resorts with ameni-
ties, service, and ambience that rival any of the world’s top-rated vacation des-
tinations. Through vacation exchange programs, timeshare owners can travel to
other popular destinations around the world. With unparalleled flexibility and
fully equipped condominiums that offer the best in holiday luxury, vacation
ownership puts consumers in the driver’s seat, allowing them to plan and enjoy
vacations that suit their lifestyle.
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Timeshare resort developers today include many of the world’s leading ho-
teliers, publicly held corporations, and independent companies. Properties that
combine vacation ownership resorts with hotels, adventure resorts, and gaming
resorts are among the emerging timeshare trends. The reasons for purchasing
most frequently cited by current timeshare owners are the high standards of qual-
ity accommodations and service at the resorts where they own and exchange, the
flexibility offered through the vacation exchange opportunities, and the cost ef-
fectiveness of vacation ownership. Nearly one-third of vacation owners purchase
additional intervals after experiencing ownership. This trend is even stronger
among long-time owners: More than 40 percent of those who have owned for
eight years or longer have purchased additional intervals within the timeshare.

Travel the World through Exchange Vacations

Vacation ownership offers unparalleled flexibility and the opportunity for
affordable worldwide travel through vacation ownership exchange, Jh

exchange company ’s pool of resorts and weeks 2
in turn, chooses an available resort and week exchange
company charges an exchange fee, in addltlo X ' pership fee, to

members the addltlonal benefit of saving\Q J time in a reserve
program for use in a different year.

We are all part of a huge global econo™f that is splintered into massive trad-
ing blocks, such as the European UnidAd (EU) and the North American Free

Trade Agreement (NAFTA) among Canada, the United

States, and Mexico, with a total population of 441 million Burj Al Arab hotel, Dubai, United Arab Emirates.

consumers.*
The EU, with a population of more than 501 million

people in twenty-seven nations, is an economic union that
has removed national boundaries and restrictions not only on
trade but also on the movement of capital and labor.** The
synergy developed between these twenty-seven member na-
tions is beneficial to all and is a form of self-perpetuating de-
velopment. As travel, tourism, commerce, and industry have
increased within the European Economic Community (EEC),
which could soon expand by another five nations, and more
in the future, so has the need for hotel accommodations.

In the Middle East, in countries like Dubai and Abu
Dhabi, United Arab Emirates, several very impressive hotels
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and resorts have been added as part of a strategy to encourage more tourism
to and within the region and the world. Once the airport is capable of handling
several international flights daily, then soon hotels are built to cater to the trave-
ler’s needs. Now, these cities are gateways to the region and host international
conferences.

NAFTA will likely be a similar catalyst for hotel development in response to
increased trade and tourism among the three countries involved. But Argentina,
Brazil, Chile, and Venezuela may also join an expanded NAFTA, which would
become known as the Americas Trading Bloc.

It is easy to understand the international development of hotels given the
increase in international tourism trade and commerce. The growth in tourism
in Pacific Rim countries is expected to continue at the same rate as in recent
years. Several resorts have been developed in Indonesia, Malaysia, Thailand,
and Vietnam, and China and India have both seen hotel growth. Further inter-
national hotel development opportunities ex1st in Eastern Europe, Russia, and
the other republics of the former Soviet myhere some companies have
changed their growth strategy from buildy Oels to acquiring and reno-
vating existing properties.

hunger. The Hong Kong governihatNevie>a 6.5 percent corporate tax, a
15 percent individual income tax, s tax on capital gains or dividends. Sev-

Mandarin Oriental,
five-star status. T, Narg Kong because of low corporate taxa-

spior expatriate executives with minimal bu-

'ce political stability has been sustained, hotel

g as part of an overall economic and social progres-
s the former Eastern European countries and former
Soviet republics that for the past few
years have offered development op-

v
Raffles Singapore, a world-famous classic hotN

portunities for hotel corporations.
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Sustainable or
Green Lodging

Today, of necessity, developers are
more environmentally conscious be-
cause it can cost far more not only
to build a lodging facility but also to
run it if it is not sustainable. By using
local materials, a new hotel or resort
can save money on the cost of materi-
als plus the cost of transporting those
materials from a distance, or even
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importing them. Given the weak U.S. dollar, it increases costs if materials must
be imported.

The cost of energy has increased so much in recent years that lodging con-
struction now incorporates ways of using natural lighting and building energy-
efficient buildings. Energy-efficient buildings require far less air-conditioning
than do conventional buildings because they use materials such as darkened
glass and lower-wattage lighting that produces lower temperatures.

How can hotels, motels, lodges, and resorts become more sustainable? Reduc-
ing and eliminating waste can produce the biggest positive environmental impact.
This can be accomplished through a number of practices, including sustainable
lighting and water conservation. A property with 300 guest rooms can spend
$300,000 per year on electricity and $50,000 on natural gas, and another $60,000
annually on water and sewer.*’

Lighting can account for 30 to 40 percent of commercial electricity con-
sumption. This can be reduced by the following strategies:

e Use lighting only when necessary—employ motion detectors.
e Use energy-efficient fixtures and lamps.

® Use low-wattage lighting for signs and décor.

® Avoid over-lighting wherever possible.

Water conservation is another method that ca
many hotels are replacing showerheads, toilets, ;

showering. That means a savings of over
shower each day, and water and sewer cost
conservation methods include only washing

owllon.?® Other water
es and laundry, serv-

companies whose projects fall indQ
ny’s impact on the environment by makpg 6ngoing operational improvements,
mainly in waste management and enery’and water conservation; (2) working
at a corporate level to foster high-profile partnerships and accreditations that
help promote environmental issues and to share its stewardship message; and
(3) to follow best practices, which include working at individual properties to
develop innovative ways to reduce the carbon footprint of hotels.

Career Information

A variety of career options are directly and indirectly related to hotel devel-
opment and classification. Some examples include working in the corporate
office to develop hotels or searching out locations, negotiating the deals, and/
or organizing the construction or alterations. This involves knowledge of op-
erations plus expertise in marketing, feasibility studies, finance, and planning.
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Similarly, consulting firms like PKF have interesting positions for consultants
who provide specialized services in feasibility studies, marketing, human re-
sources, and accounting and finance due diligence (a check to ensure that the
cost of purchasing a property is reasonable and that all systems are in working
order). Working for a consulting firm usually requires a master’s degree plus
operational experience in an area of specialty. AAA and Mobil both have in-
spectors who check hotel standards. Inspectors are required to travel and write
detailed reports on the properties at which they stay.

Good advice comes from Jim McManemon, general manager of the Ritz-
Carlton, Sarasota, Florida: “It is important to have a love of people, as there is
so much interaction with them. I also suggest working in the industry to gain
experience. Actually, it is a good idea to work in various departments while go-
ing to school so you can either join a management-training program or take a
supervisory or assistant management position upon graduation. Work hard, be
a leader, and set an example for the people working with you.”?®

Go to the university relations web site Wyrdham Hotels and scroll down
to see what advice is given: www.wyndhap xom/careers/university.html.

e Capacity conirol. Rs trol the sale of inventories of hotel
rooms, airline s¢dts , d tickets to attractions. Presently,
owners of thee \ 61 of their sale and distribution, but

gto the hands of those who own and manage
global reserdxqt} ¢stemsApd/or negotiate for large buying groups.
Factorstavqlved tome will be telecommunications, software,

the stability of governments, and personal security.

®  Assets and capital. The issues concerning assets and capital are rationing
of private capital and rationing of funds deployed by governments.

e Technology. An example of the growing use of expert systems (a basic
form of artificial intelligence) would be making standard operating
procedures available online, twenty-four hours a day, and establishing yield
management systems designed to make pricing decisions. Other examples
include increasing numbers of smart hotel room and communications ports
to make virtual office environments for business travelers and the impact
of technology on the structure of corporate offices and individual hotels.

e  New management. The complex forces of capacity control, safety and
security, capital movement, and technology issues will require a future
management cadre that is able to adapt to rapid-paced change across
all the traditional functions of management.
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Globalization. A number of U.S. and Canadian chains have developed
and are continuing to develop hotels around the world. International
companies are also investing in the North American hotel industry.

Consolidation. As the industry matures, corporations are either acquiring
or merging with each other.

Diversification within segments of the lodging industry. The economy
segment now has low-, medium-, and high-end properties. The extended-
stay market has a similar spread of properties, as do all the other hotel
classifications.

CASE STUDY

adirfg hotel chains to the market.
Among the names of these brands are DoubleTree, Candlew! ites, Homewood Suites, Mainstay, Spring
ased AmeriSuites, which it has reno-
vated and now calls Hyatt Place.

A hot trend in lodging development is ndotels. With condotels, a developer can
more quickly raise the funds necessary frgyrinvesid m other traditional sources such as banks and
finance houses. As a result, it makes sense
for owners to have exclusive use of the

high and ranges from an avepdgé «r square foot up to a high of $1,400. Projects such as the
$old more than $1 billion, or the Hard Rock Hotel and Casino,
gin less than ten weeks, are amazing. Other areas of the United
States are good existing or potentia v #ts for condotel development.

Despite the rave reviews on Wall Stxeet for condotels, there are some unresolved issues. With time, who
will develop and pay for the replacement of furniture fixtures and equipment (FF&E)? What are the associa-
tion dues and what form will the relationship take between owners, the developer, and the hotel company?
There are the additional complexities for the hotel operator—such as space for meetings, restaurants, and
recreation—and how many rooms will be available on any given night. Yet, the payoffs for both individual
investors—owners and hotel operating companies—are good to great. With 78 million baby boomers ready
to retire, the prospects look very good to all concerned.

Discussion Questions

1. So whatis in a name? Is Hyatt right to use the name Hyatt Place?

2. Is InterContinental or Hilton wrong not to include their name, as in Hilton Hampton Inn or Hampton Inn
by Hilton? What is your opinion?

3. Which other areas of the United States are good potential locations for condotels and why?

4. Will condotels split into various segments like other lodging properties have?
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®  Rapid growth in vacation ownership. Vacation ownership is the fastest-
growing segment of the lodging industry and is likely to continue growing
as the baby boomers enter their fifties and sixties.

®  Anincrease in the number of spas and the treatments offered. Wellness and
the road to nirvana are in increasing demand as guests seek release from
the stresses of a fast-paced lifestyle.

e Gaming. An increasing number of hotels are coming online that are related
to the gaming industry.

®  Mixed-use properties. An increasing number of hotels are being developed
as multiuse properties, meaning hotels with residences (condominiums),
spas, and recreational facilities.

e Sustainable lodging development. There is increasing development
of lodging facilities with environmentally designs, construction,
and operating procedures.

Summary

only a percentage of the cost
ership. According to the World
ot Organization, timeshares are one of

1. Improved transportation has changed the
nature of the hotel industry from small,
independently owned inns to big hotel

and lodging chains that are operated
concepts such as franchising and ma
contracts.

2. Hotels can be classified accorgt
(city center, resort, airport Are
services offered (casino, cony®
(luxury, midscale, budget, and
Hotels are rated by Mobil and AR
or five-diamond rankings).

3. Vacation ownership offers consumers the
opportunity to purchase fully furnished
vacation accommodations, similar to
condominiums, sold in a variety of forms,
such as weekly intervals or point-based

Key Words and Concepts

capital intensive

fair return on investment
feasibility study

direct economic impact

franchising

indirect economic impact

management contracts
real estate investment trusts (REITs)

he fastest-growing sectors of the travel and
dpotirism industry.

very part of the world offers leisure and
business travelers a choice of unusual or
conservative accommodations that cater to
personal ideas of vacation or business trips.

. The future of tourism involves international

expansion and foreign investment, often

in combination with airlines, and with the
goal of improving economic conditions in
developing countries. It is further influenced
by increased globalization, as evidenced by
such agreements as NAFTA.

referral associations
vacation ownership
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Review Questions

1. What are the advantages of (a) management the following concepts: (a) resorts, (b) airport
contracts and (b) franchising? Discuss their hotels, and (c) vertical integration.
impacts on the development of the hotel 3. Explain what vacation ownership is. What
industry. are the different types of timeshare programs
2. Explain how hotels cater to the needs of available for purchase?

business and leisure travelers in reference to

Internet Exercises

1. Organization: Hilton Hotels 2.
Web site: www.hiltonworldwide.com
Summary: Hilton Hotels Corporation and
Hilton International have a worldwide
alliance to market Hilton. Hilton is recognized
as one of the world’s best-known hotel
brands. Collectively, Hilton offers more tha
3,600 hotels in more than 66 countries, toul;
major player in the hospitality industry,

(a) What are the different hotel brg
can be franchised through Hilton
Corporation?

(b) What are your views ¢
portfolio and franchisi
“Hilton Worldwide Brandg.®

curfently being reported in the industry?
b) Click on “Print Magazine Archives,”
click on the icon for the October 2010
edition, and then go to page 22 of the online
magazine. Browse through the corporate
rankings and industry leaders. List the top
five hotel corporations and note how many
rooms each one has.

—

Apply Your Knowledge

1. From a career perspective, what are the advantages 2. If you were going into the lodging sector,
and disadvantages of each type of hotel? which type of property would you prefer to
work at and why?
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Suggested Activities

1.

Identify which kind of hotel you would like to
work at and give reasons why.
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Rooms Division Operations

OBJECTIVES

After reading and studying this chapia piild be able to:

* Outline the duties and respo
department heads.

Draw an organizati

e Outline the importance of the reservations and guest services
functions.

e List the complexities and challenges of the concierge,
housekeeping, and security/loss prevention departments.

L)L
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This chapter examines the function of a hotel and the many departments that
constitute a hotel. It also helps to explain why and how the departments are

interdependent in successfully running a hotel.

The Functions and Departments
of a Hotel

The primary function of a hotel is to provide lodging accommodation. A large
hotel is run by a general manager and an executive committee that consists of
the key executives who head the major departments: rooms division director,
food and beverage director, marketing and sales director, human resources
director, chief accountant or controller, and chief engineer or facility manager.
These executives generally have a regional 6rcarpsgate counterpart with whom
&al manager is their imme-

diate superior.

A hotel is made up of several busina
A few thousand products and s¢
requires dedication and a qualit

¢ centers and cost centers.
day. Each area of specialty
RQitm ot each department to get little
need the cooperation of a large and
. Jaxgps McManemon, the general manager
»1

tha¥’'may be awe inspiring. Even the experi-
y the refined dignity of a beautiful hotel like

tals, whetllef they are chain affiliated or independent properties, exist
to serve and enrich society and at the same time

make a profit for the owners. Frequently, hotels are

V'
The Grand Hall in the Willard InterContinentaMngton,
D.C. It was at this hotel that the term lobbyist was coined
when then-President Grant would retire after dinner to an
armchair in the lobby. People would approach him and try
to gain his support for their causes.
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just like pieces of property on a Monopoly board.
They often make or lose more money with equity
appreciation or depreciation than through opera-
tions. Hotels have been described as “people pal-
aces.” Some are certainly palatial, and others are
more functional. Hotels are meant to provide all
the comforts of home to those away from home.

Management Structure

Management structure differs among larger, mid-
scale, and smaller properties. The midscale and
smaller properties are less complex in their manage-
ment structures than are the larger ones. However,
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someone must be responsible for each of the key result areas that make the
operation successful. For example, a small property may not have a director of hu-
man resources, but each department head will have general day-to-day operating
responsibilities for the human resources function. The manager has the ultimate
responsibility for all human resources decisions. The same scenario is possible with
each of the following areas: engineering and maintenance, accounting and finance,
marketing and sales, food and beverage management, and so on.

Role of the Hotel General Manager

Hotel general managers have a lot of responsibilities. They must provide own-
ers with a reasonable return on investment, keep guests satisfied and returning,
and keep employees happy. This may seem easy, but because there are so many
interpersonal transactions and because hotels are open every day, all day, the

Larger hotels can be more impersonal. Here, the g
only meet and greet a few VIPs. In the smaller property, N
no less important—for the GM to become acquajnted witk jus

est in their well-being. Max Blouet, who ¥
George V Hotel in Paris for more ¢ i

He was always present at the pgh and greet guests during
the lunch hour and at the eveQifi reat hoteliers always remember
they are hosts.

The GM is ultimately responsib ¢ performance of the hotel and the

tel. As such, she or he is held accountable
for the hotel’s level of profitability by the Division Director.
corporation or owners.

To be successful, GMs need to have a

A General Manager discussing the “forecast” with a Rooms

broad range of personal qualities. Among
those most often quoted by GMs are the
following:

e Leadership

* Attention to detail

e Follow-through—getting the job done
® People skills

e Patience

e Ability to delegate effectively
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INTRODUCING CESAR RITZ

Cesar Ritz was a legend in his own time; like so many of the early industry leaders, he be-
gan at the bottom and worked his way up through the ranks. In his case, it did not take
long to reach the top because he quickly learned the secrets of success in the hotel
business. His career began as an apprenticed hotel keeper at the age of fifteen. At nine-
teen, he was managing a Parisian restaurant. Suddenly, he quit that position to become
an assistant waiter at the famous Voisin restaurant. There he learned how to pander to the
rich and famous. In fact, he became so adept at taking care of the guests—remembering their
likes and dislikes, even their idiosyncrasies—that a guest would ask for him and would
only be served by him.

At twenty-two, he became manager of the Grangd#

the Savoy Hotel in London, which had only been ope
Cesar Ritz became manager of one of the most famous §
thirty-eight.

Once again, his flair and ability to influence sq
begin with, he made the hotel a cultural centef

dome, Paris, France. The Hote\Rt i adrid, Spain, opened in 1910, inspired by King Alfonso XIII's
desire to build a luxury hotel toN(IY /z in Paris. Ritz enjoyed a long partnership with Escoffier, the
famous French chef and father of A

Ritz considered the handling of peofle as the most important of all qualities for a hotelier. His imagi-
nation and sensitivity to people and their wants contributed to a new standard of hotel keeping. The Ritz
name remains synonymous with refined, elegant hotels and service.” However, Ritz drove himself to the
point of exhaustion, and at age fifty-two, he suffered a nervous breakdown. So, this is a lesson for us not to
drive ourselves too much to the point of exhaustion.

A successful GM selects and trains the best people. A former GM of Chi-
cago’s Four Seasons Hotel deliberately hired division heads who knew more
about what they were hired for than he did. The GM sets the tone—a structure
of excellence—and others try to match it. Once the structure is in place, each
employee works to define the hotel’s commitment to excellence. General man-
agers need to understand, empathize, and allow for the cultures of both guests
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and employees. Progressive general managers empower associates to do any-
thing legal to delight the guest.

The Executive Committee

The general manager, using input from the executive committee (Figure 1),
makes all the major decisions affecting the hotel. These executives, who in-
clude the directors of human resources, food and beverage, rooms divi-
sion, marketing and sales, engineering, and accounting, compile the hotel’s
occupancy forecast together with all revenues and expenses to make up the
budget. They generally meet once a week for one or two hours—although the
Ritz-Carlton has a daily lineup at 9 A.m.—and might typically cover some of
the following topics:

Guest satisfaction
Employee satisfaction
Total quality management
Occupancy forecasts

Sales and marketing plans
Training

Major items of expenditure
Renovations
Ownership relations
Energy conservation
Recycling

New legislation
Profitability

Some GMs rely on input from\{hs dtive committee more than others
do, depending on their leadership and\mahagement style. These senior execu-
tives determine the character of the property and decide on the missions, goals,

Executive Committee Chart for a 300-plus-room Full Service Hotel

General Manager

Director of  Director of Director of Director of Director of Director of
Human Food and Rooms Marketing  Engineering Accounting
Resources Beverage Division and Sales

Figure 1 ¢ Executive Committee Chart.
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and objectives of the hotel. For a chain hotel, this will be in harmony with the
corporate mission.

In most hotels, the executive committee is involved with the decisions, but the
ultimate responsibility and authority rests with the GM. One major role of the com-
mittee is communicator, both up and down the line of authority. This helps build
interdepartmental cooperation. Not all lodging operations will have an executive
committee—obviously, there is no need for one at a small motel, lodge, or a B&B.

» Check Your Knowledge

1. What is the role of the general manager?

2. Who is a member of the executive committee and what topics does this
person deal with?

The Departme

Guest satisfaction goals

Guest services
Guest relations
Security

Gift shop

The rooms division consists of the following departments: front office, res-
ervations, housekeeping, concierge, guest services, security, and communica-
tions. Figure 2 shows the organizational chart for a 300-plus-room hotel rooms
division.

The guest cycle in Figure 3 shows a simplified sequence of events that takes
place from the moment a guest calls to make a reservation until he or she checks
out.
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Rooms Division
Manager

Security/ Executive

Loss Prevention Housekeeper

Assistant

Reservations | Concierge | Business | Cashiers JCommunications Executive
Housekeeper

Guest
Services

Contract Laundry
Cleaning JERERSY

AM/PM Group/
Swing Convention = Launfilry
Shifts Individual : Staff
Night
Audit

Door
Persons

Bell Unif
niforms

Teaaine . Housekeepcars Housemen "

ersons Ml Accounting \ — Supervisor

Figure 2 * Rooms Division Organizational Chart.

Rescrvation

(More Guest Charges) Arrival Registration
Checkout (room assignment,

Confirmation payment)

Verification

Night Audit Guest Incurs

Charges

Rooming the
Guest/Post
Guest Charges

Figure 3 * The Guest Cycle.
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Front Office

The front office manager’s (FOM) main duty is to enhance guest services
by constantly developing services to meet guest needs. An example of how
some FOMs practice enhancing guest services is to have a guest service asso-
ciate (GSA) greet guests as they arrive at the hotel, escort them to the front
desk, and then personally allocate the room and take the guest and luggage
to the room. This innovative way of developing guest services looks at the
operation from the guest’s perspective. There is no need to have separate de-
partments for doorperson, bellperson, front desk, and so on. Each guest as-
sociate is cross-trained in all aspects of greeting and rooming the guest. This
is now being done in smaller and midsized properties as well as at specialty
and deluxe properties. Guest service associates are responsible for the front
desk, concierge, communications/PBX (The term PBX is still widely used; it
stands for Private Brand Exchange), bellpersons, valet, and reservations.

During an average day in a hotel—if thereds such a thing—the front office

Attend robms divisions and operations meeting.

e Advise housekeeping and room service of flowers/fruit for VIPs.
e Review arrivals and departures for the next day.

e Make staffing adjustments needed for arrivals and departures.

¢ Note any important things in the log book.

e Check issuing and control of keys.

e Review scheduling (done weekly).

e Meet with lead GSAs (done daily).

In some hotels, the reservations manager and associates report to the direc-
tor of sales. These positions report to the chief accountant: night auditor, night
audit associates, and cashiers.

The front office has been described as the hub or nerve center of the hotel.
It is the department that makes a first impression on the guest and one that the
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guest relies on throughout his or her stay for information and service. Positive
first impressions are critical to the successful guest experience. Many guests ar-
rive at the hotel after long, tiring trips. They want to be met by someone with a
warm smile and a genuine greeting. If a guest should have a negative experience
when checking into a hotel, he or she will be on guard in encounters with each
of the other departments. The position description for a guest service agent de-
tails the work performed. Position descriptions for the three main functions of
the front office are as follows:

1. To sell rooms. The hotel departments work like a team in a relay race.
Sales or reservations staff make up room sales until the evening before the
guest’s arrival. At 6:00 .M., when the reservations office closes, all the
expected arrivals and available rooms are then handed over to the front
desk p.m. shift. Reservations calls after 6:00 p.M. may either be taken by
the front desk staff or the 1-800 number. The front desk team will try to
sell out (achieve 100 percent occupancy) by selling the remaining gooT

high demand for hotel roo
of available rooms). Because

here is a fairly constan 4
there 1s a fairly constant ront office manager taking care of a guest request.

demand for rooms in New
York, special events tend to
increase demand to a point

that forces up room rates. (See
Figure 4.) Another example
comes from the airline
industry, which always seems
to raise prices at the peak
travel times (Thanksgiving,
Christmas, Easter, and the
summer vacation times). They
only offer special fares when
school is in session. Revenue
management is explained

in more detail later in this
chapter.
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FOCUS ON ROOMS DIVISION

Rooms Division with Charlie Adams

From the early days of primitive inns to our modern super hotels, like the Izmailovo Hotel
with 7,500 rooms in Moscow, employees are the crucial ingredient to a hotel or motel’s suc-
cess. Even with extraordinary advances in technology and the globalization of lodging in
the 21st century; lodging remains fundamentally a people business and it is the employees
who are responsible for the appearance, image and reputation of a lodging facility.

The rooms division is considered the “center” of hotel activity because it is accountable
for revenue, customer service, and departmental forecasting. Room sales are the primary
source of income for most hotels and almost 100% of the revenue for many select service
or budget hotels. The rooms division has the most guest contacts because it is comprised
of reservations, front office, housekeeping and uniformed services. The reservations de-

cast for upcoming events and guest needs; along

in the hotel.
Starting your career in the rooms division of a hotel i
ence. You will be part of a team whose overall responsibi

be personable, confident, and patient beca ill vary in temperament, needs and expectations.
Always remember a friendly, calrp-4

liness is always at the top of a guest’s expectations. In house-
keeping it is the attention to detg gyg for the out of place, the worn or frayed that keeps it real for

s WithMuch physical labor that is essential to guest satisfaction. Your
work is done mostly behind the curtais/out of guest view, but noticed and appreciated when they enter to
fresh towels, a made bed and a flawlessly clean room. This is where you should start your lodging manage-
ment career because it is the most demanding and least popular department among new hospitality gradu-
ates and yet it is the best training ground for early lodging management success!

Reservations How do you convey a smile over the phone? You must as you begin the process of the guest
cycle. Reservations calls for total command of the keyboard, awareness of hotel revenue goals , upcoming
events, room availability but above all listen, truly listen, to the guest so you can match their requests with
the hotels services. The promise begins with you and you must never write a check that the front desk can
cash at check-in.

Concierge A job that calls for diplomacy, ability to wheel-n-deal and just a touch of magic. Your role is to
accommodate the guest needs during their stay. It calls for an encyclopedic memory of restaurants, theater
offerings, key points of interest and current city events. The ability to develop a vast network of connections
throughout the hospitality community in your area is essential to serve your guests and see to their every
wish. Your reward as a successful concierge is that no two days are ever the same and there are always new
and different challenges, opportunities and rewards.
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Guest Services more commonly referred to as uniformed services; consist of valet, doorperson and bellperson
positions. All jobs essential to first and last impressions that set the tone for the quality of service. A congen-
ial disposition that projects a true spirit of helpfulness will disarm any initial guest trepidation. It also calls for
thorough comprehension of the hotel, its layout, rooms and amenities. It is work that demands immaculate
grooming (especially the uniform), standing for long hours and physical activity. In uniform, you are the
hotel to the guest.

Major hotel chains offer a number of different room rates,
including the following:

rack rate

corporate
association rate
government

encore

cititravel
entertainment cards
AAA

AARP (American Association of Retired Persons)
wholesale

group rates
promotional special

The rack rate is the rate that is used as a bg

from $95 to $125 according to how
business.

Throughout the world
room rates are based:

Figure 4 ° The Types of Room Rates Offered by Hotels.

2. To maintain balanced guest accounts. This begins with advance deposits,
opening the guest folio (account), and posting all charges from the various
departments. Most hotels have property management systems (PMSs)
(property management systems are explained in more detail later in this
chapter) and point-of-sale terminals (POS), which are online to the front
office.

This means that guest charges from the various outlets are directly
debited to the guest’s folio. Payment is either received on guest checkout
or transferred to the city ledger (a special account for a company that has
established credit with the hotel). This means that the account will be sent
and paid within a specified time period.
3. To offer services such as handling mail, faxes, messages, and local and hotel
information. People constantly approach the front desk with questions.
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. Handle guest check-ins. This mean

. Take reservations for that e
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Front desk employees need to be knowledgeable about the various activities
in the hotel. The size, layout, and staffing of the front desk will vary with
the size of the hotel. The front desk staff size of a busy 800-room city center
property will naturally differ from that of a country inn. The front desk is
staffed throughout the twenty-four hours by three shifts.

The evening shift duties are the following;:

. Check the log book for special items. (The log book is kept by guest

contact; associates at the front office note specific and important guest
requests and occurrences such as requests for room switches or baby cribs.)

. Check on the room status, number of expected checkouts still to leave, and

arrivals by double-checking registration cards and the computer so that
they can update the forecast of the night’s occupancy. This will determine
the number of rooms left to sell. Nowadays, this is all part of the capability
of the PMS.

special requests guests may have mf
bed for an extra-tall guest).

¢/ gfven moment. The night auditor waits until the
:00 A.M., and then begins the task of balancing the

2. All errors on the report are investigated.
. All changes are posted and balanced with the preliminary charges.
. A comparison of charges is carried out, matching preliminary with actual

charges.

. Totals for credit card charges, rooms operations, food and beverages, and

incidentals are verified.

. The team “rolls the date”—they go forward to the next day.

Other duties of the night audit staff include the following:

. Post any charges that the evening shift was not able to post.

. Pass discrepancies to shift managers in the morning. The room and tax

charges are then posted to each folio and a new balance shown.
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3. Run backup reports so that if the computer system fails, the hotel will have
up-to-date information to operate a manual system.

4. Reconcile point-of-sale and PMS to guest accounts. If this does not
balance, the auditor must balance it by investigating errors or omissions.
This is done by checking that every departmental charge shows up on guest
folios.

5. Complete and distribute the daily report. This report details the previous
day’s activities and includes vital information about the performance of the
hotel.

6. Determine areas of the hotel where theft could potentially occur.

Larger hotels may have more than one night auditor, but in smaller proper-
ties these duties may be combined with night manager, desk, or night watchper-
son duties.

CORPORATE PROFILE

Hyatt Hotels
When Nicholaker e
United States/h€ begafi b

ing manage

cent of the'w

has resulted in the following types of hotels:

Grand Hyatt features distinctive luxury hotels in major gateway cities.

2. The Hyatt Regency Hotels represent the company’s core product. They are
usually located in business city centers and are regarded as five-star hotels.

3. Hyatt Resorts are vacation retreats. They are located in the world’s most desir-
able leisure destinations, offering the “ultimate escape from everyday stresses.”

4. The Park Hyatt Hotels are smaller, European-style, luxury hotels. They target
the individual traveler who prefers the privacy, personalized service, and dis-

creet elegance of a small European hotel.

ith his family from the Ukraine to the
r by opening a small law firm. His outstand-

fternational brand of hotels within the Global Hyatt
CoMRo Itibillion-dollar hotel management and development com-

et share.® Hyatt has earned worldwide fame as the leader in
providing kury accommodations and high-quality service, targeting espe-
cially the business traveler, but strategically differentiating its properties and
services to identify and market to a very diverse clientele. This differentiation
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CORPORATE PROFILE (continued

5. Hyatt Place is a lifestyle 125- to 200-room property located in urban, airport, and suburban areas.
Signature features include The Gallery, which offers a coffee and wine bar and a 24/7 kitchen where
travelers can find freshly prepared food.

6. Hyatt Vacation Club offers vacation ownership, vacation rentals, and mini vacations.

7. Summerfield Suites is an extended-stay brand of 125- to 200-room all-suite properties that provide
the feel of a condominium but with complementary full breakfast and evening social. Locations are
urban, airport, and suburban.

8. Andazis a casual, stylish, boutique-style hotel; each hotel reflects the unique cultural scene and spirit
of the surrounding neighborhood.

The Hyatt Hotels Corporation is characterized by a decentralized.»
the individual general manager a great deal of decision-making g
personal creativity and, therefore, stimulate differentiation and i

agement approach, which gives

ager is able to be extremely guest responsives athorough knowledge of the guests’ needs
and thereby providing personalized servigé Y hieving customer satisfaction. This is, in
fact, the ultimate innkeeping purpose, high levels.

The other side of Hyatt's success is th an resources management. Employee satisfac-

and operating employees.

The company operates 453 hotels and resorts i

The daily report contains key operating ratios such as room occupancy per-
centage (ROP), which is the number of rooms occupied divided by the number
of rooms available:

Rooms Occupied

Rooms Available

Thus, if a hotel has 850 rooms and 622 are occupied, the occupancy percentage
is 622 + 850 = 73 percent.

The average daily rate is calculated by dividing the rooms revenue by the
number of rooms sold:

Rooms Revenue
Rooms Sold
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If the rooms revenue is $75,884 and the number of rooms sold is 662, then the
ADR is $114.63. The ADR is, together with the occupancy percentage, one of
the key operating ratios that indicates the hotel’s performance. See Figure 5 for
an example of a daily report.

Room occupancy percentage (ROP):

If total available rooms are 850
And total rooms occupied are 622
Then:

Occupancy percentage = (622 / 850) X 100 = 73%
Average daily rate:

If rooms revenue is $75,884
And total number of rooms sold is 622
Then:
75,884
A dail te = > = $114.63
verage daily rate 7 $

A more recently popular ratio to gauge a hotel room
ance is the percentage of potential room’s revenue, which is
mining potential rooms revenue and dividing the actual reve
revenue.

While these figures are of great importang cessful hotel,

the most important of the lodging ratios i REV
PAR), which is discussed in the next sectid

Revenue Mang

Revenue management is used to ms 6¢gm revenue at the hotel. It is based

on the economics of supply and demd ich means that prices rise when de-
mand is strong and drop when demand\Ngweak. Naturally, management would
like to sell every room at the highest rack rate. However, this is not a reality,
and rooms are sold at discounts from the rack rate. An example is the corporate
or group rate. In most hotels, only a small percentage of rooms are sold at rack
rate. This is because of conventions and group rates and other promotional dis-
counts that are necessary to stimulate demand.

What revenue management does is allocate the right type of room to the
right guest at the right price so as to maximize revenue per available room.”
Thus, the purpose of revenue management is to increase profitability. Generally,
the demand for room reservations follows the pattern of group bookings, which
are made months or even years in advance of arrival, and individual bookings,
which mostly are made a few days before arrival. Figures 6 and 7 show the
pattern of individual and group room reservations. Revenue management ex-
amines the demand for rooms over a period of a few years and determines the
extent of demand for a particular room each night. This includes busy period,
slow periods, and holidays. The computer program figures out a model of that
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Clarion Hotel Bayview

Daily Management Report Supplement Daily Report
January 2007 January 2007

Occupancy % Today Avg or % M-T-D Avg or % Y-T-D Avg or %
Rack Rooms 9 2.9% 189 3.37 189 3.37
Corporate Rooms 0 0.0% 103 1.83 103 1.83
Group Rooms 274 87.8% 2,379 42.36 2,379 42.36
Leisure Rooms 3 1.0% 395 7.03 395 7.03
Base Rooms 23 7.4% 348 6.14 345 6.14
Government Rooms 2 0.6% 32 .57 32 .57
Wholesale Rooms 1 0.3% 121 2.15 121 2.15
No-Show Rooms 0.0% 0 .00 0 .00
Comp Rooms 0 0.0% 37 37 .66
Total Occ Rooms & Occ % 312 100% 3,60/ 3,601 64.12
Rack $1,011 $112.33 207 17,207 91.04
Corporate $0 ERR : 8,478 82.31
Group $22,510 $82.15 6 74.85 178,066 74.85
Leisure $207 $69> 085 63.25 24,985 63.25
Base $805 5 3 34.97 12,063 34.97
Govt $141 > 74.34 2,379 74.34
Wholesale $4 5,201 42 .98 5,201 42 .98
No-Show /Comp/Allowance $0 ? -914  -24.69 -914 —-24.69
Total Rev & Avg Rate 247,466 68.72 247,466 68.72
Hotel Revenue

Rooms $24, 247,466 77.46 247,466 77.46
Food $1,400 37,983 11.89 37,983 11.89
Beverage $539 9,679 3.03 9,679 3.03
Telephone $547 5,849 1.83 5,849 1.83
Parking $854 11,103 3.48 11,103 3.48
Room Svc II $70 1,441 .45 1,441 .45
Other Revenue $1,437 963 1.87 963 1.87
Total Revenue $29,563 319,484 100.00 319,484 100.00

Figure 5 ° A Hotel Daily Report.
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Clarion Hotel Bayview

Daily Management Report Supplement Daily Report
January 2007 January 2007

Cafe 6th & K Today Avg or % M-T-D Avg or % Y-T-D Avg or %
Cafe Breakfast Covers 88 57.1% 1,180 47.12 1,180 47.12
Cafe Lunch Covers 43 27.9% 674 26.92 674 26.92
Cafe Dinner Covers 23 14.9% 650 25.96 650 25.96
Total Cafe Covers 154 100.0% 2,504 100.00 2,504 100.00
Cafe Breakfast $608 $6.91 7,854 6.66 7,854 6.66
Cafe Lunch $246 $5.72 5,847 8.67 5,847 8.67
Cafe Dinner $227 $9.86 4,309 6.63 4,309 6.63
Gaslamp Lounge Food 2,431 3.4 2,431 3.74
Total Rev/Avg Check $1,081 $7.02 20,440 20,440 8.16
Banquets
Banquet Breakfast Covers 0 ERR 13.24 154 13.24
Banquet Lunch Covers 0 1 11.52 134 11.52
Banquet Dinner Covers 0 54 21.84 254 21.84
Banquet Coffee Break Covers 0 g 1 53.40 621 53.40
Total Banquet Covers s 1,163  100.00 1,163 100.00
Banquet Breakfast ER > 980 6.36 980 6.36
Banquet Lunch 2,997 22.36 2,997 22.36
Banquet Dinner 4,530 17.84 4,530 17.84
Banquet Coffee Break ERR 1,093 1.76 1,093 1.76
Total Rev/Avg Check ERR 9,600 8.25 9,600 8.25
Room Service
Room Service Breakfast Covers 13 40.6% 324 48.00 324 48.00
Room Service Lunch Covers 3 9.4% 58] 7.85 53 7.85
Room Service Dinner Covers 16 50.0% 298 44.15 298 44.15
Total Covers 32 100.0% 675 100.00 675 100.00
Room Service Breakfast $119 $9.13 2,665 8.22 2,665 8.22
Room Service Lunch $29 $9.77 418 7.89 418 7.89
Room Service Dinner $171 $10.67 2,907 9.75 2,907 9.75
Total Rev/Avg Check $319 $9.96 5,990 8.87 5,990 8.87

Figure 5 * A Hotel Daily Report. (continued)
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(Source: Personal correspondence with Jay R. Schrock, May 18, 2007.)
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what price to obtgt
The curve jr

upply and recommends the number and type of
day, and the price for which to sell each room.

The appNeation of revenue management in hotels is still being refined to
take into consideration factors such as multiple nights’ reservations and in-
cremental food and beverage revenue. If the guest wants to arrive on a high-
demand night and stay through several low-demand nights, what should the
charge be?

Revenue management has some disadvantages. For instance, if a busi-
nessperson attempts to make a reservation at a hotel three days before arrival
and the rate quoted to maximize revenue is considered too high, this person
may decide to select another hotel and not even consider the first hotel when
making future reservations.

Revenue per available room, or REV PAR, was developed by Smith Travel
Research. It is calculated by dividing room revenue by the number of rooms
available.

For example, if room sales are $50,000 in one day for a hotel with 400 avail-
able rooms, then the REV PAR formula is $50,000 divided by 400, or a REV
PAR of $125.
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Hotels use REV PAR to see how they are doing compared to their competitive
set of hotels. Hotel operators use REV PAR as an indicator of a hotel’s revenue
management program. One of the ways that REV PAR is used is for comparison
to other properties in a competitive set on the Smith Travel Star Report.

Smith Travel Report (STR Global) is the publisher of the STAR reports, a
benchmarking suite that tracks one hotel’s occupancy, average daily rate, and
REV PAR against a competitive set of hotels for comparison purposes. The in-
formation provided helps identify if a particular property is gaining or losing
market share and helps the organization make necessary corrections to its man-
agement, marketing, and sales strategies. The STR STAR reports are used ex-
tensively in the lodging industry as the best tool for revenue management.®

Guest
\ Global
Distribution

Service

Central Reservation
System

Rooms Management
System

Property Management
System

Executive
Housekeeper

Assistant
; Contract
Executive .
Cleaning
Housekeeper

Floor
Housekeepers

Laundry
Manager

Laundry
Staff

Uniforms
Supervisor

Housekeepers Housemen

Figure 9 * Housekeeping
Department Organization Chart.
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» Check Your Knowledge

1. What is the rooms division director responsible for?
2. Describe the duties performed by the front office manager (FOM).
3. What is the Rack Rate and what other types of room rates are there?

4. How do you calculate the room occupancy percentage and the average
daily rate?

Energy Management Systems

Technology is used to extend guest in-room comfort by means of an energy
management system. Passive infrared motion sensors and door switches can re-
duce energy consumption by 30 percent or_mgqre by automatically switching
off lights and air-conditioning, thus saviageme hen the guest is out of the

¢ Automatic lighting control

e Minibar access reporting

114

A popular property management system.

Accounting Systems

Call accounting systems (CAS) track guest room phone charges. Soft-
ware packages can be used to monitor where calls are being made
and from which phones on the property. To track this information,
the CAS must work in conjunction with the PBX (telephone) and the
PMS. Call accounting systems today can be used to offer different rates
for local guest calls and long-distance guest calls. The CAS can even be
used to offer discounted calling during off-peak hours at the hotel.

Guest Reservation Systems

Before hotels started using the Internet to book reservations, they
received reservations by letters, telegrams, faxes, and phone calls.
Airlines were the first industry to start using global distribution sys-
tems (GDS) for reservations. Global distribution systems are electronic
markets for travel, hotel, car rental, and attraction bookings.



Rooms Division Operations

A central reservation system (CRS) houses the electronic database in the
central reservation office (CRO). Hotels provide rates and availability informa-
tion to the CRO usually by data communication lines. This automatically up-
dates the CRS so that guests get the best available rate when they book through
the central reservation office. Guests instantly receive confirmation of their
reservation or cancellation. The hotel benefits from using a central reservation
system. With such a system, hotels can avoid overselling rooms by too large a
margin. The CRS database can also be used as a chain or individual property
marketing tool because guest information can easily be stored. A CRS can also
provide yield management information for a hotel. The more flexible a cen-
tral reservation system is, the more it will help with yield management. For
example, when demand is weak for a hotel, rates will need to drop to increase
reservations and profitability. When demand is higher, the hotel can sell room
rates that are closer to the rack rate (rack rate is the highest rate quoted for a
guestroom, from which all discounts are offered).

A CRS can be used in several areas of a hotel. If a hotel has a

Managers who are the decision makers in the hoté
forecast and set pricing for rooms and differen
Ation systems.
environment that

can deliver a complete booking system ti gVentory in real time
via the Web. One operator, Paul Wood a the orad Aotel in Santa Fe, New
Mexico, says that he simply wen and put in a promotional
corporate rate for the summer/4, started seeing reservations

coming in with that code. After\s bookings were up 3 percent over
the previous year.

Billing Guests

Hospitality businesses today seek to obtain the most high-speed and reliable
computer systems they can afford that they can use to bill their guests without
delay. Fast access to guests’ accounts is required by large hotels because of their
high priority of guest satisfaction (no lineups at checkout).

Billing guests has become much easier with the aid of computers. Billing
guests can be a long process if information technologies are not used to com-
plete transactions. PMSs aid large hotels to make faster transactions and pro-
vide a more efficient service to their guests. These systems help the hospitality
associates bill their guests within seconds.

Some hotels utilize software that enables guests to check and approve their
bills by using the TV and remote control, thus avoiding the need to line up at
the cashier’s desk to check out. A copy of the final bill is then mailed to the
guest’s home address.
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Security

Each business in the hospitality industry offers some sort of security for their
guests and employees. Peace of mind that the hotel or restaurant is secure is a
key factor in increasing guest satisfaction. Security is one of the highest con-
cerns of guests who visit hospitality businesses. Hospitality information tech-
nology systems include surveillance systems in which cameras are installed in
many different areas of the property to monitor the grounds and help ensure
guest safety. These cameras are linked directly to computers, televisions, and
digital recorders, which helps security teams keep an eye on the whole property.

Recent technological advances have produced electronic door lock-
ing systems, some of which even offer custom configurations of security and
safety. Guest room locks are now capable of managing information from both
magstripe and smart cards simultaneously. From the hotel’s point of view, a
main advantage of this kind of key is that the hotel knows who has entered the
room and at what time because the system cantrace anyone entering the room.

provement on the old metal keys. Eve
such as the use of thumbprints or reting 4

a product thit provides many services to the guest from just one supplier.
Services include Internet access and e-mail; movies, music, and games on de-
mand; hotel and concierge services; special promotions; advertising; travel plan-
ning; feedback from guests; and customer support. All these services aid hotels
in fulfilling guest demands. Sprint states, “Build loyalty and promote business
retention by enhancing the overall quality-of-visit for your guest.”’ Play Sta-
tions and video games are also a part of the technology-based guest amenities.

» Check Your Knowledge

1. What functions does the PMS perform?

2. What is revenue management? How is revenue management applied in the
hotel industry?
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TECHNOLOGY SPOTLIGHT

Hotel Information Technology

Cihan Cobanoglu, Ph.D., Dean, School of Hotel and Restaurant
Management, University of South Florida, Sarasota-Manatee

“Home away from home!” This is how we would like to express what hotels means to our guests.
For this to happen, we must provide technologies that guests use at home. Of course, the main
purpose of the guestroom has never changed: to provide a clean, safe place to spend the night. In
1970, for the first time, hoteliers put ice-cube makers and small refrigerators inside the guestroom.
In the beginning, not all rooms had these amenities. Usually, those rooms that had these special
amenities were charged more than the other rooms. In 1972, the first models of telephone sys-
tems were introduced to the guestroom. In those days, the \

entire hotel; therefore, guests sometimes waited long hq

ploded in the hotel industry. In
tand the convenience of guests. Inter-
tablished in 1990 so that the guests
qble to check out from their room by using

e following technologies that make the guest stay
, , 2) energy management and climate control systems,
inibars, 5) in-room safe boxes, 6) guestroom phone systems,
ertainment systems, 9) guestroom control panels, and 10) self

You just booked a hotel room from your smart phone with a voice command. When you go to check in
to the hotel, you see that check-in desk is replaced with a “hospitality desk.” As soon as you arrive to the
hotel, your phone is showing you a map of the hotel rooms, asking you to make a choice. Once you make
your choice, your phone becomes your electronic key card. When you wave your phone, the door opens
and the 100-percent sustainable room welcomes you with your preferred wall color (thanks to nano-paint)
and your favorite song. When you turn on the TV with your voice command, you see your favorite and local
TV channels (thanks to Internet TV) and your video library from your home phone. The picture frame shows
the pictures from your Facebook page. Your sheets and towels will be changed based on the “green” prefer-
ences such as to change the bed sheet and towels every three days and bring the temperature of the room
10 degrees down or up based on the season when you are not in the room. When you need help, you con-
nect to a virtual concierge to get any kind of information about the hotel and the area. The wardrobe door
generates power when you open and close the door for lighting. When you use the restroom, the smart
toilet checks your health and sends you a digital report to your e-mail. Does this sound like a nice dream?
Actually, this is a description of next-generation hotel.
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Reservations

The reservations department is headed by the reservations manager who, in
many hotels today, is on the same level as the front office manager and reports
directly to the director of rooms division or the director of sales. This empha-
sizes the importance of the sales aspects of reservations and encompasses yield
management. Reservations is the first contact for the guest or person making the
reservation for the guest. Although the contact may be by telephone, a distinct
impression of the hotel is registered with the guest. Because of this, exceptional
telephone manners and telemarketing skills are necessary. Because some guests
may be shopping for the best value, it is essential to sell the hotel by emphasiz-
ing its advantages over the competition.

The reservation department generally works from 8:00 A.M. to 6:00 p.Mm.
Depending on the size of the hotel, several people may be employed in this impor-
tant department. The desired outcome of the ese Vatlons department is to exceed
guest expectations when they make reserye is achleved by selhng all of

The Internet
Corporate/1-800 numbers
Travel agents

e

Telephone to th

a. Fax
b. Letter

0 X N

Walk-in

Clearly, reservations are of tremendous importance to the hotel because of the
potential and actual revenue realized. Many hotel chains have a 1-800 number that
a prospective guest may call without charge to make a reservation at any of the
company properties in the United States and internationally. The corporate central
reservations system allows operators to access the inventory of room availability
of each hotel in the chain. Once a reservation has been made, it is immediately de-
ducted from the inventory of rooms for the duration of the guest stay. The central
reservations system interfaces with the hotel’s inventory and simultaneously allows
reservations to be made by the individual hotel reservations personnel. A number
of important details need to be recorded when taking reservations.

Confirmed reservations are reservations made with sufficient time for a
confirmation slip to be returned to the client by mail or fax. Confirmation is
generated by the computer printer and indicates confirmation number, dates of
arrival and departure, type of room booked, number of guests, number of beds,
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type of bed, and any special requests. The guest may bring the confirmation slip
to the hotel to verify the booking.

Guaranteed reservations are given when the person making the reservation
wishes to ensure that the reservation will be held. This is arranged at the time
the reservation is made and generally applies in situations when the guest is
expected to arrive late. The hotel takes the credit card number, which guaran-
tees payment of the room, of the person being billed. The hotel agrees to hold
the room for late arrival. The importance of guaranteed reservations is that the
guest will more likely cancel beforehand if unable to show up, which gives more
accurate inventory room count and minimizes no-shows.

Another form of guaranteed reservations is advance deposit/advance pay-
ment. In certain situations, for example, during a holiday, to protect itself
against having empty rooms (no-shows), the hotel requires that a deposit of
either one night or the whole stay be paid in advance of the guest’s arrival.
This is done by obtaining the guest’s credit card number, which may be charged

paid reservations at 4:00 p.M. or 6:00 P.M. on the eveni
pected arrival.

communications, such as pagers and radid
emergency center. Guests often h i

the hotel. It is also a profit centerN\pesaugé hotels generally add a 50-percent

$0.75 to $1.25, plus tax, but many hotels offer local calls for free.

Communications operates twenty-four hours a day; in much the same way
as the front office does, having three shifts. It is essential that this department be
staffed with people who are trained to be calm under pressure and who follow
emergency procedures.

Guest Services/Uniformed Services

Because first impressions are very important to the guest, the guest service or
uniformed staff has a special responsibility. The guest service department or
uniformed staff is headed by a guest services manager who may also happen to
be the bell captain. The staff consists of door attendants and bellpersons and
the concierge, although in some hotels the concierge reports directly to the front
office manager.
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Door attendants are the hotel’s unofficial greeters. Dressed in impressive
uniforms, they greet guests at the hotel front door, assist in opening/closing
automobile doors, removing luggage from the trunk, hailing taxis, keeping the
hotel entrance clear of vehicles, and giving guests information about the hotel
and the local area in a courteous and friendly way. People in this position gen-
erally receive many gratuities (tips); in fact, years ago, the position was handed
down from father to son or sold for several thousand dollars. Rumor has it that
this is one of the most lucrative positions in the hotel, even more lucrative than
the general manager’s.

A DAY IN THE LIFE OF DENNY BHAKTA

Revenue Manager Hilton Hotels San Diego

Revenue Management is a strategic function in maximizing roo
with growing market share. REV PAR and mayket shyraare the t

revenue (REV PAR) along
g primary barometers used

ers to have a system in place for daily businesg aws to Tormulate winning strategies. Daily
duties include:

ing. In recent years, the fayger hota| ! have developed proprietary Revenue Man-
d reporting of historical data, future position
and the ability to app 3 igd changes to future nights. Understanding past
performance cap

e general public can view rates and book rooms up to
Revenue Manager must monitor daily pickup in reservations
e necessary adjustments to enhance speed to market. Each
hotel will have different boo dows (or lead times) for their Transient & Group business. For
example, the San Diego market\¥as a majority of Transient bookings that occur within 120 days to
arrival, whereas the Group business is booked many months out, and in some cases several years in
advance. The primary booking window must be analyzed on a daily basis and adjusted accordingly.
The longer booking windows can be analyzed periodically with the Director of Sales to equip the Sales
team with rates to book group business based on the hotel’s revenue goals.

2. Mix of Business Assessment: Finding the right balance of Occupancy and ADR could yield the greatest
REV PAR and greatly influenced by the mix of business. It is composed of two primary customer seg-
ments: Transient (individual travelers for business or leisure) and Groups which are bookings with 10
more rooms per night (i.e. conventions, company meetings, etc). Hotels can differ with mixes of busi-
ness based on location, number of rooms, and event space. Convention hotels may have a desired
mix of 80 percent Group and 20 percent Transient to achieve their optimum point of profit. Whereas
small to midsize hotels may have a need for greater Transient business, all of which are key factors in
formulating effective pricing strategies. Although the majority of Group business will be booked fur-
ther in advance, those rates are also determined by the Revenue Manager and Director of Sales based
on historical trends and future business needs.
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3. Competitor Analysis: It is always valuable to know what the competition is doing. Revenue Manage-
ment is part science and part craft. With the advancement in technology, companies such as Smith
Travel Research and The Rubicon Group have created essential tools that allow hoteliers and Rev-
enue Managers to determine their position in the marketplace. Smith Travel Research produced the
STAR report that is routed on a weekly and monthly basis. This report allows a hotel to choose a com-
petitive set, which then compares the hotel’s actualized results by segment versus the competitive
set, resulting in market share indexes for Occupancy, ADR and REV PAR. Although it is every hotel’s
goal to capture fair market share (dollar for dollar), it is a greater priority to gain share by outperform-
ing the competition. The Rubicon Group created a “Market Vision” tool that provides the competitors
rates and Occupancy levels up to 365 days into the future which can determine peaks and valleys in
market demand.

4. Distribution Channels: It is crucial to know where the business is coming from, and how to increase
production from the right channels. Most hotel brands have a central reservations systems, which
is powered by their website and land based call centers. In addition, there are thousands of travel
agencies that book rooms into hotel, which includes: online ag j.e. Expedia & Travelocity) and

daily communications with the large agencies to g& \ A16 leverage hotel placement
on their websites. Customers will not book you if\t} ind y6u. The same applies to land
based travel agents which are generally serviced by tg hoXel’s Sales & Marketing team, who can be

ber of times rates should be adjusted on
market dynamics will come from a balance of

The bellperson’s main function is to escort guests and transport luggage to
their rooms. Bellpersons also need to be knowledgeable about the local area
and all facets of the hotel and its services. Because they have so much guest
contact, they need a pleasant, outgoing personality. The bellperson explains the
services of the hotel and points out the features of the room (lighting, TV, air-
conditioning, telephone, wake-up calls, laundry and valet service, room service
and restaurants, and the pool and health spa).

Concierge

The concierge is a uniformed employee of the hotel who has her or his own
separate desk in the lobby or on special concierge floors. The concierge is
a separate department from the front office room clerks and cashiers.
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Luxury hotels in most cities have concierges. New York’s Plaza Hotel has
800 rooms and a battery of ten concierges who serve under the direction of
Thomas P. Wolfe. The concierge assists guests with a broad range of services
such as the following;:

e Tickets to the hottest shows in town, even for the very evening on the day
they are requested. Naturally, the guest pays up to about $150 per ticket.

e A table at a restaurant that has no reservations available.
e Advice on local restaurants, activities, attractions, amenities, and facilities.
e Airline tickets and reconfirmation of flights.

e VIP’s messages and special requests, such as shopping.

Less frequent requests are:

¢ Organize a wedding on two days’ notjet

e Arrange for a member of the conciefg€ departizeNt to go to a consulate or

Concierges assist guests with a variety of services.

<
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r watching a guest pace the lobby, the concierge
of a London hotel, now operating the desk at the
Dorchester, asked the pacer if he could help. The guest
was to be married within the hour, but his best man had
been detained. Because he was dressed up anyway, the
concierge volunteered to substitute.

3. A guest at the Hotel Plaza Athenee in Paris wanted
to prevent her pet from mingling with dogs from the
“wrong side” of the boulevard while walking. Madame
requested that the concierge buy a house in a decent
neighborhood so that her pampered pooch might stroll
in its garden unsullied. Although the dog continued to
reside at the hotel, Madame’s chauffeur shuttled him to
the empty house for his daily constitutional.

Concierges serve to elevate a property’s marketable
value and its image. They provide the special touch serv-
ices that distinguish a “top property.” To make sure they
can cater to a guest’s precise needs, concierges should make
sure that they know precisely what the guest is looking for
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budget-wise, as well as any other parameters. Concierges must be very attentive
and must anticipate guest needs when possible. In this age of highly competi-
tive top-tier properties and well-informed guests, only knowledgeable concierge
staff can provide the services to make a guest’s stay memorable. As more prop-
erties try to demonstrate enhanced value, a concierge amenity takes on added
significance.

The concierge needs not only a detailed knowledge of the hotel and its serv-
ices, but also of the city and even international details. Many concierges speak
several languages; most important of all, they must want to help people and
have a pleasant, outgoing personality. The concierges’ organization, which pro-
motes high professional and ethical standards, is the Union Professionelle des
Portiers des Grand Hotels (UPPGH), more commonly called the Clefs d’ Or
(pronounced clays-dor) because of the crossed gold-key insignia concierges usu-
ally wear on the lapels of their uniforms.

Housekeeping

The largest department in terms of the number of peopleems

a daily basis can be challenging. The imps
ment is underlined by guest surveys tha
number one.
The four major areas of reg fox the¥kecutive housekeeper are as
follows:

1. Leadership of people, equipmenty\g

2. Cleanliness and servicing the guest rboms

and public areas

financial guidelines prescribed by the general
manager

) ) A housekeeper checks the linens on her cart. Attention to
3. Operating the department according to detail is important in maintaining standards.

4. Keeping records

An example of an executive housekeeper’s
day might be as follows:

7:45 A.M. Walk the lobby and property with
the night cleaners and supervisors

Check the housekeeping logbook

Check the forecast house count for
number of checkouts
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Check daily activity reports, stayovers, check-ins, and VIPs
to ensure appropriate standards

Attend housekeepers’ meeting

Meet challenges

Train new employees in the procedures

Meet with senior housekeepers/department managers
Conduct productivity checks

Check budget

Approve purchase orders

Check inventories

Conduct room inspections

Review maintenance checks

Interview potential employee

6:00 r.M. Attend to human resource/ sownseling, and

employee development

Perhaps the biggest challenge Qf X reDbusekeeper is the leadership
Further, these employees are often of
ize of the hotel, the executive house-
ousekeeper and one or more house-
¢rvise a number of room attendants or
). The assistant executive housekeeper
N he first important daily task of this position
éctions for allocation to the room attendants’

keeper is assisted by
keeping superviso

If 258 rooms are occupied and 10 of these are suites (which count as two
rooms), then the total number of rooms to be allocated to room attendants is
268 (minus any no-shows). The remaining total is then divided by 17, which is
the number of rooms that each attendant is expected to make up.

Total number of rooms occupied 258
Add 10 for the suites +10
Less any no-shows -3
Total number of rooms and suites occupied =265
Divided by 17 for the number of rooms that
each attendant is expected to make up 17
265 +17=16

Therefore, sixteen attendants are required for that day.
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Figure 10 shows a daily attendant’s schedule. To reduce payroll costs and
encourage room attendants to become “stars,” a number of hotel corporations
have empowered the best attendants to check their own rooms. This has reduced
the need for supervisors. Notice in Figure 10 how the points are weighted for
various items. This is the result of focus groups of hotel guests who explained
the things about a room that are important to them. The items with the highest
points were the ones that most concerned the guests.

The housekeeping associates clean and service between fifteen and twenty
rooms per day, depending on the individual hotel characteristics. Servicing a
room takes longer in some older hotels than it does in some of the newer prop-
erties. Also, service time depends on the number of checkout rooms versus stay-
overs because servicing checkouts takes longer. Housekeeping associates begin
their day at 8:00 A.M., reporting to the executive or assistant executive house-
keeper. They are assigned a block of rooms and given room keys, for which
they must sign and then return before going off duty.

The role of the executive housekeeper may vary slightly between
porate chain and the independent hotel. An example is the purchész
nishings and equipment. A large independent hotel relies on t}

whereas the chain hotel company has a corporate purchasg
designer) to make many of these decisions.

keeping. In addition to the scheduling and evalua
tory of all guest rooms and public area furnigk

functional, especially at today’s
ventory of guest room amenitig vand linens.
otels have figured out that guests
ptroducing wonder beds and heav-
enly beds to allow guests to enjoy s dreams—but hopefully not miss that
pesky wake-up call. Around the county, guest rooms are getting a makeover
that includes new mattresses with devices that allow one side to be set firmer
than the other side or on an incline. Other room amenities include new high-
definition or plasma TVs, WiFi services, and room cards that activate elevators.
Productivity in the housekeeping department is measured by the person-
hours per occupied room. The labor costs per person-hour for a full-service ho-
tel ranges from $2.66 to $5.33, or twenty minutes of labor for every occupied
room in the hotel. Another key ratio is the labor cost, which is expected to be
5.1 percent of room sales. Controllable expenses are measured per occupied
rooms. These expenses include guest supplies such as soap, shampoo, hand and
body lotion, sewing kits, and stationery. Although this will vary according to
the type of hotel, the cost should be about $2.00 per room. Cleaning supplies
should be approximately $0.50 and linen costs $0.935, including the purchase
and laundering of all linen. These budgeted costs are sometimes hard to achieve.
The executive housekeeper may be doing a great job controlling costs, but if the
sales department discounts rooms, the room sales figures may come in below
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Housekeepers Guest Room Self-Inspection Rating
Inspection Codes:

P - POLISH R - REPLACE E - WORK ORDER S - SOAP SCUM SM - SMEAR
SA - STAIN H - HAIR D — DIRT DU - DUST M - MISSING
PART I - GUEST ROOM S U | |COMMENTS

Entry, door, frame, threshold, latch 1

Unusual odor OR smoke smell 3

CLOSET, doors, louvers—containing 1

Hangers, 8 suits, 4 skirts, 2 bags w/ invoices 2

Two (2) robes, with info card 2

Extra TP & FACIAL 1

One (1) luggage rack 1

Current rate card 1

VALET Shoe Horn & Mitt 2

DRESSER | LAMP/ SHADE/ BULB 2 L
ICE BUCKET, LID, TRAY 2 [ /7 N\
TWO (2) WINE GLASSES 2 ||/ A\
Room Service MENU 2 \ ) }

MINIBAR TOP, FRONT, 2 Wine glasses/ price list \ \\ //

SAFE KEY IN SAFE, SIGN AN D

CHECK BEHIND DRESSER NN

DRAWERS | BIBLE AND BUDDHIST BOOK AR 1\ \{
PHONE BOOKS, ATT DIRECTORY ) N \CN

TELEVISION |ON & OFF, CH19BEHIND /| I\ N 1 W/

COFFEE REMOTE CONTROL/TESTA ¢ /11 N®

TABLE T.V. LISTINGS/BOOK MARR N/ | | /)
GLASS TOP/LA JoLLABeQk \ \ | /A1

CARPET VACUUM, SPOT#.,~~ N\ \ M/

SOFA UNDER CUSR{OK// BEHIND \

3WLAMP |BULB, SHADE, &CSRD )

WINDOWS | GLASS, DOOR, LAN&\C/ AR

CURTAINS Pull — check seams \ /

PATIO 2 CHAIRS, TABLE & DECK
DESK 2 CHAIRS, TOP, BASE, & LAMP/SHADE
GREEN COMPENDIUM
Waste paper can
BED Tight, Pillows, bedspread
Check Under/SHEETS, PILLOWS
HVAC Control, setting, vent
SIDE Lamps & shade
TABLES Telephone, MESSAGE LIGHT

Clock Radio CORRECT TIME?

MIRRORS LARGE MIRROR OVER DRESSER

PICTURES ROOM ART WORK

BR[| Rr|= [N |a|lRr|e|lale|r|[N] =[N~ ] =]

WALLS Marks, stains, etc.

Numbers in rating column range from 1 (least important) to 5 (most important).

Figure 10 * Housekeepers Guest Room Self-Inspection Form.
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Housekeepers Guest Room Self-Inspection Rating

Inspection Codes:

R - REPLACE

E - WORK ORDER

S -SOAP SCUM

SM - SMEAR

SA - STAIN

H - HAIR

D - DIRT

DU - DUST

M - MISSING

PART II - BATHROOM

U

COMMENTS

BATH TUB/SH

OWER

GROUT/TILE & EDGE

ANTISLIP GRIDS

SIDE WALLS

SHOWER HEAD

WALL SOAP DISH

CONTROL LEVER

FAUCET

CLOTHESLINE

SHOWER ROD, HOOKS

SHOWER CURTAIN/ LINER

VANITY

TOP, SIDE, & EDGE

SINK, TWO FAUCETS

W, [(N[R[R[R[R[R|R|R|N[N

A\

3 GLASSES, COASTERS

WHITE SOAP DISH

FACIAL TISSUE & BOX

— /7,/

AMENITY BASKET

<N
N

/4

1 SHAMPOO

/

1 CONDITIONER

<L

1 MOISTURIZER

Y

v

2 BOXED SOAP

Y

N

S\
1SHOWERCAP //  \\\| |

y

N

MIRROR

LARGE & COSMERC

1)

WALLS, CEILING, & VENT

AN

/)

TOILET

TOP, SEAT, BASE, & NP\ _//

OTHER

TOILET PAPER, fold

A4

SCALE AND TRASH CAN

FLOOR, SWEPT AND MOPPED

TELEPHONE

RWN(R[N|N|N| = ‘}S)-\/,é/;[._\w

BATH LINENS, racks

THREE (3) WASH CLOTHS

THREE (3) HAND TOWELS

THREE (3) BATH TOWELS

ONE (1) BATH MAT

ONE (1) BATH RUG

LIGHT SWITC

H

DOOR

FULL LENGTH MIRROR

HANDLE/LOCK

THRESHOLD

PAINTED SURFACE

RiR(R[(R[(R[(R|R R [R=

Figure 10 * Housekeepers Guest Room Self-Inspection Form. (continued)
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budget. This would have the effect of increasing the costs
per occupied room.

Another concern for the executive housekeeper is ac-
cident prevention. Insurance costs have skyrocketed in re-
cent years, and employers are struggling to increase both
employee and guest safety. It is necessary for accidents
to be carefully investigated. Some employees have been
known to have an accident at home but go to work and
report it as a work-related injury to be covered by workers’
compensation. To safeguard themselves to some extent,
hotels keep sweep logs of the public areas; in the event that
a guest slips and falls, the hotel can show that it does genu-

A Room at the Mauna Lani Resort on the Kohala

Coast ready for guests.

inely take preventative measures to protect its guests.

The Occupational Safety and Health Administration
(OSHA), whose purpose it is to ensure safe and healthful
working conditions, maqdatory job safety and health

128

2 o all employees. Great care
and extensive training is required Yo\axox] dangerous accidents.

The executive housg !
cies and procedures /P nBCATa pyevent losses from guest rooms. Some ho-
tels require housef ' ign a form stating that they understand
room. Such action would result in immedi-

Increasing tg
generally réRopts to the executive housekeeper. The modern laundry operates
computerized washing/drying machines and large presses. Dry cleaning for both
guests and employees is a service that may also come under the laundry depart-
ment. Hotels are starting to get away from in-house dry cleaning because of
environmental concerns.

Sustainable Lodging

Green Hotel Initiatives

The environmentally conscious companies are not only helping to avoid further
environmental degradation but are also saving themselves money while being
good corporate citizens. Operationally, hotels have been recycling for years and
saving water and chemicals by leaving cards in guest rooms saying that sheets
will be changed every third day unless otherwise requested. Some hotels move
the top sheet down to the bottom on the second or third day. Likewise, a card
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in the bathroom explains to guests that if they want a towel changed to leave it
on the floor. Hotels have been quick to realize that the life of sheets and towels
has been greatly extended, thus increasing savings.

The wattage of lighting has been reduced and long-life and florescent bulbs are
saving thousands of dollars a year per property. Air-conditioning units can now con-
trol the temperature of a room through body-motion sensing devices that even pick
up people’s breathing. These devices can automatically shut off the air-conditioning
unit when guests are out of their rooms. Savings are also being made with low-flow
toilets and showerheads that have high-pressure low-volume flows of water.

Ecoefficiency, also generally termed green, is based on the concept of creat-
ing more goods and services while using fewer resources and creating less waste
and pollution. In other words, it means doing more with less. So what does
this have to do with your bottom line? Ecoefficiency helps hotels provide bet-
ter service with fewer resources; reducing the materials and energy-intensity of
goods and services lowers the hotel’s ecological impact and improves the bot-
tom line. It’s a key driver for overall business performance.'® Figure a
model for the implementation of sustainable lodging practices.

Review Green
Certifications
and Practices

Decide on Best
Certification for Hotel

Physical Building Mer ()
M

Develop an Conduct an
Environmental nvironmental Audit
Building Goals & Plan & Create Goals for Plan
Formulate Develop Action
Environmental Building Plan Strategies
Operation Strategies to Meet Goals

Implement Strategies
& Assess Effectiveness
in Goal Attainment

Practices.

Figure 11 * A Model for the
Implementation of Sustainable Lodging
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Triple bottom line, sometimes called the TBL or 3P approach (people, planet,
and profits), requires thinking in three dimensions, not one. It takes into account
ecological and societal performance in addition to financial. Today, quantifiable
environmental impacts include consumption of finite resources, energy usage,
water quality and availability, and pollution emitted. Social impacts include com-
munity health, employee and guest safety, education quality, and diversity.!!

Sustainable lodging, also known as green hotels, has become a powerful
movement. The American Hotel and Lodging Association (AH&LA) and vari-
ous state associations are leading the way with operational suggestions for best
practices that lead to a green certification. Both corporations and independ-
ent properties are increasingly becoming greener in their operating practices.
Sustainable Lodging & Restaurant—certified facilities develop goals and identify
people in their organizations to find new opportunities to improve their opera-
tions through education, employee ideas, and guest feedback.

J.D. Power and Associates’ 2009 North America Hotel Guest Satisfaction
Index Study, which surveyed over 66,000, ¢ who stayed in North Ameri-

their hotel’s green programs increased
of guests said they were aware of the

ams, and the industry is still attempting to
kest serves its needs.”!?

dier environment for both their guests and employees.
grtjes are doing the following to become more sustainable in
their operaging pyagti

e Reducingvnergy needs by doing the following;:

Installing motion sensors in public areas and occupancy sensors in
guestrooms

Installing energy-efficient lighting, dimmers, and timers to reduce energy
consumption

Installing LED (light emitting diode) exit signs
Installing Energy Star appliances

Increasing building insulation

Using natural day lighting whenever possible

Tightening the property shell, with added/better insulation, eliminating
leaks, replacing windows

e Conserving water by doing the following:
Installing aerators on faucets

Installing water diverters on existing toilets or installing low-flow toilets
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Installing low-flow showerheads

Implementing towel and linen reuse programs
Landscaping with native plants

Using timers/moisture sensors in landscape watering

Changing lawn watering to encourage deeper root growth

e Reducing waste by doing the following:
Providing recycling areas for guests and staff
Purchasing postconsumer recycled paper and buying in bulk
Serving meals with cloth napkins and reusable china and dinnerware
Using refillable soap/shampoo dispensers in bathrooms
Recycling usable furniture, etc., at “dump stores” or through charity
Reusing old towels and linens as cleaning rags
Asking vendors to minimize packaging
Recycling cooking grease

Composting food and lawn waste

® Reducing hazardous waste by doing the following:

equipment
Participating in local hazardous waste col
Using low VOC (volatile organic com ' saxpets, and glues
Using rechargeable batteries

Using energy-efficient shuttle vaps

Using environmentally frieng

Another hotel company hasy Pla ,
HTI Explore Green Options fox Bysingds/At the Hutchinson Hotel

Guest Shuttle

Free shuttle service to area attractions is provided; the vehicle is either a hybrid
car or a 15-passenger van for bigger groups.

Guest Bicycles

Bicycles are available for guest use in warm weather. Excellent bicycle-route maps
are provided for those who want to explore the city on two wheels.

Greening the Guestroom

Guest rooms offer an opportunity for greening. Sustainable hotels do the
following®:

e Give guests an option to have the towels and linens changed every other

day, or less frequently, rather than every day. Surveys have shown that
more than 90 percent of guests like the option.
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e Encourage staff to close drapes and turn off lights and air conditioning
when rooms are unoccupied.

e Install water-efficient fixtures, such as showerheads, aerators, and low-
flow toilets in each room.

e Use refillable soap and shampoo dispensers.

e Encourage guests to recycle by providing clearly marked recycling bins for
cans, bottles, and newspapers.

¢ Install energy-efficient lighting fixtures in each room. Compact fluorescent
fixtures can be screwed into many existing lamps and ceiling fixtures.
To prevent theft, many hotels are installing new fixtures with compact
fluorescent lamps hardwired into the fixture.

e Consider purchasing Energy Star—labeled TVs and other energy-efficient
appliances.

e (Clean rooms with environmental cleangestedmprove indoor air quality
and reduce emissions of VOCs.

e Use placards in the room to infor
Why not tell them a hotel can save

e If a hotel adopts th
to savings of thd

es every year, it would amount

a onsider also the gains for hotels that

sbl¢ operations. In the case of Washington, D.C.,
Notel gained $800,000 of incremental group

1. Describe the different types of reservations that guests make at hotels.
2. What is the role played by uniformed services?

3. Explain the responsibilities of an executive housekeeper.

Security/Loss Prevention

Providing guest protection and loss prevention is essential for any lodging estab-
lishment regardless of size. Violent crime is a growing problem, and protecting
guests from bodily harm has been defined by the courts as a reasonable expecta-
tion from hotels. The security/loss division is responsible for maintaining security
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alarm systems and implementing procedures aimed at protecting the personal
property of guests and employees and the hotel itself.

A comprehensive security plan must include the following elements:

Security Officers

These officers make regular rounds of the hotel premises, including guest
floors, corridors, public and private function rooms, parking areas, and
offices.

Duties involve observing suspicious behavior and taking appropriate
action, investigating incidents, and cooperating with local law enforcement
agencies.

Equipment

Safety Procedures

Two-way radios between security staff are common.

Closed-circuit television cameras are used in out-of-the-way corpf
doorways, as well as in food, liquor, and storage areas.

Smoke detectors and fire alarms, which increase the safety of
are a requirement in every part of the hotel by law.

Electronic key cards offer superior room security. Key da¥
not list the name of the hotel or the room number. So, i

Front desk agents help maintain securi
their rooms once they have che
property by guests.

Security officers should beg
and offices at all times.

Security staff develop catastrophaplafsfo ensure staff and guest safety
and to minimize direct and indirect cOst6 from disaster. The catastrophe plan
reviews insurance policies, analyzes physical facilities, and evaluates
possible disaster scenarios, including whether they have a high or low
probability of occurring. Possible disaster scenarios may include fires,
bomb threats, earthquakes, floods, hurricanes, and blizzards. The well-
prepared hotel develops formal policies to deal with any possible scenario
and trains employees to implement chosen procedures should they become
necessary.

Identification Procedures

Identification cards with photographs should be issued to all employees.

Name tags for employees who are likely to have contact with guests not
only project a friendly image for the property, but are also useful for
security reasons.
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Trends in Hotel and Rooms
Division Operations

Diversity of work force. All the pundits are projecting a substantial
increase in the number of women and minorities who will not only be
taking hourly paid positions, but also supervising and management
positions as well.

Increase in use of technology. Reservations are being made by individuals
over the Internet. Travel agents are able to make reservations at more
properties. There is increasing simplification of the various PMSs and their
interface with POS systems. In the guest room, increasing demand for high-
speed Internet access, category 5 cables, and in some cases equipment itself
is anticipated.

Continued quest for increases in proga
owners and management companieg
innovative ways to increase produd
sales per employee.

As pressure mounts from

o’be concerned about personal security.
ing to improve guest security. For example,

This is\ga

Compliance with the ADA. As a result of the Americans with Disabilities
Act (ADA), all hotels must modify existing facilities and incorporate
design features into new constructions that make areas accessible to
persons with disabilities. All hotels are expected to have at least 4 percent
of their parking space designated as “handicapped.” These spaces must
be wide enough for wheelchairs to be unloaded from a van. Guest rooms
must be fitted with equipment that can be manipulated by persons with
disabilities. Restrooms must be wide enough to accommodate wheelchairs.
Ramps should be equipped with handrails, and meeting rooms must

be equipped with special listening systems for those with hearing
impairments.

elilarly a result of an increase in business travel.

Use of hotels’ web sites. Hotel companies will continue to try to persuade
guests to book rooms using the hotel company web site rather than via an
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Internet site such as Hotels.com because the hotel must pay about $20 for
each room booking from such sites.

e [n-room technology. Hotels are upgrading in-room technology.

Career Information

Hotel management is probably the most popular career choice among seniors who
are graduating from hospitality educational programs. The reason for this popu-
larity is tied to the elegant image of hotels and the prestige associated with being a
general manager or vice president of a major lodging chain. Managing a hotel is a
complex balancing act that involves keeping employees, guests, and owners satis-
fied while overseeing a myriad of departments, including reservations, front desk
housekeeping, maintenance, accounting, food and beverage, security,
and sales. To be a GM, a person must understand all of the various
hotel and how their interrelationship makes up the lodging environ

or these programs.) Direct
placement means that when yong are offered a specific position at
a property. An MIT program expwrsdg youfo/several areas of the hotel over a
period of time. Then you are given gnment based on your performance
during training. Neither one is better frd# a career standpoint.

Another important consideration of a lodging career is your wardrobe. In
a hotel environment, people are judged based on their appearance. A conserva-
tive, professional image is a key to success. Clothes are the tools of the lodg-
ing professional’s trade, and they are not inexpensive. Begin investing in clothes
while you are in school. Buy what you can afford, but buy items of quality. Stay
away from trendy or flashy clothes that will quickly be out of fashion. When
you take a position, you can expect to work around fifty hours per week. The
times you work may vary. You can expect to have a starting salary of between
$30,000 and $34,000. Some hotel chains will assist with moving expenses and
may even offer a one-time signing bonus. However, try not to focus too much
on the money; instead, try to find a company that you feel comfortable with
and that will allow you opportunities for advancement. Figure 12 shows a ca-
reer path in lodging management.
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Sales &
Marketing
Manager
Assistant D Food & Beverage Food & Beverage
Management Department FrarTTogy or Rooms or Rooms General
= — . — Head — A —> L -
Trainee Head (various (various) Division Division Manager
departments) Manager Director
Assistant
Controller AR Controller —
Figure 12 ¢ A Career Path in Lodging Management.
Courtesy of Dr. Charlie Adams, Texas Tech University.
CASE STUDY
Checking Out a Guest
A guest walked up to the front desk ag&pt I, ready to check out. As she would usually do
when checking out a guest, the agent ask t his room number was. The guest was in a hurry
and showed his anxiety by respope ed hotel rooms and you expect me to remember my

room number?”
The agent then asked fo e, to which he responded, “My name is Mr. Johnstein.” After
thanking him, the agent began'tQ Ieok for the/guest’s last name, but the name was not listed in the computer.

asked the guest to spell his last nam& H& answered, “What? Are you an idiot? The person who checked me
in last night had no problem checking me in.” Again, the agent looked on the computer to find the guest.

The guest, becoming even more frustrated, said, “l have a plane to catch and it is ridiculous that it
has to take this long to check me out. | also need to fax these papers off, but | need to have them pho-
tocopied first.” The agent responded, “There is a business center at the end of the counter that will fax
and photocopy what you need.” The guest replied, “If | wanted your opinion, | would have asked you for
it. Haven't you ever heard of customer service? Isn't this a five-star hotel? With your bad attitude, you
should be working in a three-star hotel. | can't believe they let you work here at the front desk. Haven't
you found my name yet?”

The agent, who was beginning to get upset, asked the guest again to spell out his full name. The guest
only replied, “Here are my papers | want faxed if you are capable of faxing them.” The agent reached to take
the papers, and the guest shouted, “Don’t grab them from my hand! You have a bad attitude, and if | had
more time, | would talk to someone about getting you removed from your position to a hotel where they
don’t require such a level of customer service!” The agent was very upset, but kept herself calm to prevent
the guest from getting angrier.
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The agent continued to provide service to the guest, sending the faxes and making the photocopies he
had requested. Upon her return, the agent again asked the guest to repeat his last name because he had
failed to spell it out. The guest replied by spelling out his name, “J-o-h-n-s-t-o-n-e.” The agent was finally able
to find his name on the computer and checked him out while he continued to verbally attack her. The agent
finished by telling the guest to have a nice flight.

Discussion Questions

1. Isitappropriate to have the manager finish the checkout? Or should the front desk agent just take the heat?
2. Would you have handled the situation in the same manner?
3. What would you have done differently?

CASE STUDY
Overbooked: The Front-Office Perspective

Overbooking is an accepted hotel and airline practice. Many o OR the practice from various standpoints, in-

cluding ethical and moral. Industry executives argy€lhs

Ifitis not used, there is no chance to regain los i b6 protect themselves because potential
n

delayed and, therefore, do not show up.

5 one nightin October. She prepared to talk with the front-desk
associates as they came on duty a e morning, knowing it would be a challenge to sell out without
“walking” guests. Seldom does a hoteks€ll out before having to walk a few guests.

The hotel’s policy and procedure on walking guests enables the front desk associates to call nearby ho-
tels of a similar category to find out if they have rooms available to sell. If it is necessary to walk a guest, the
associate explains to the guest that, regrettably, no rooms are available because of fewer departures than
expected. The associate must explain that suitable accommodations have been reserved at a nearby hotel
and that the hotel will pay for the room and transportation to and from the hotel. Usually, guests are under-
standing, especially when they realize that they are receiving a free room and free transportation.

On this particular day, the house count indicates that the hotel is overbooked by thirty rooms. Three
or four nearby, comparable hotels had rooms available to sell in the morning. Besides walking guests, Jill
considers other options—in particular “splitting” the fifteen suites with connecting parlors. If the guests in
the suites do not need the parlor, it is then possible to gain a few more “rooms” to sell separately; however,
rollaway beds must be placed in the rooms. Fortunately, eight parlors were available to sell.

Discussion Question

1. If you were in the same situation, what would you do?
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CASE STUDY
Overbooked: The Housekeeping Perspective

It is no secret that in all hotels the director of housekeeping must be able to react quickly and efficiently to
any unexpected circumstances that arise. Stephen Rodondi, executive housekeeper at the Regency in La
Jolla, California, usually starts his workday at 8:00 A.m. with a department meeting. These morning meetings
help him and the employees to visualize their goals for the day. On this particularly busy day, Rodondi ar-
rives at work and is told that three housekeepers have called in sick. This is a serious challenge for the hotel
because it is overbooked and has all its 400 rooms to service.

Discussion Question

1. What should Stephen do to maintain standards and ensure that all the guest rooms are serviced?

Source: Courtesy of Stephen Rodondi, Executive Housekeeper, Hyatt Regency, La Jolla, Ca.

¢ Longboat Key Club and
xdvice: “Be passionate about what
work with. I tour the property every
2m may have—it’s important to be in
cce of advice is to never stop cooking and
be a high-energy person. Students can ex-
business, but remember, it’s a long journey,

Summary

1. A big hotel is run by a general manag 3. The rooms division department consists of

an executive committee, which is represented
by the key executives of all the major
departments, such as rooms division, food
and beverage, marketing, sales, and human
resources.

. The general manager represents the hotel

and is responsible for its profitability

and performance. Because of increased

job consolidation, he or she also is expected
to attract business and to empathize

with the cultures of both guests and
employees.

front office, reservations, housekeeping,
concierge, guest services, and communications.

. The front desk, as the center of the hotel,

sells rooms and maintains balanced guest
accounts, which are completed daily by the
night auditor. The front desk constantly must
meet guests’ needs by offering services such as
mailing, faxing, and messages.

. PMSs, centralized reservations, and yield

management have enabled hotels to work
more efficiently and to increase profitability
and guest satisfaction.



6. The communications department, room service,

Key Words and Concepts

application service provider (ASP)
average daily rate (ADR)

call accounting systems (CAS)
catastrophe plans

central reservation office (CRO)
central reservation system (CRS)
city ledger

concierge

confirmed reservations

cost centers

Rooms Division Operations

and guest services (such as door attendants,
bellpersons, and the concierge) are vital parts
of the personality of a hotel.

Housekeeping is the largest department of
the hotel. The executive housekeeper is in
charge of inventory, cleaning, employees, and

daily report

Employee Right to Know
executive committee

global distribution systems (GD

Review Questions

1.

Briefly define the purpose of a hotel. Why is

it important to empathize with the culture of
guests?

List the main responsibilities of the front office
manager.

. How did Michelle Riesdorf become general

manager of a Spring Hill Suites property?
What are the advantages and disadvantages of
yield management?

accident and loss prevention. The laundry may
be cleaned directly in the hotel or by a hired
laundry service.

. The electronic room key and closed-circuit
television cameras are basic measures provided
to protect the guests and their property.

octepancy percentage (ROP)
ates
s division

iformed staff
yield management

5. Why is the concierge an essential part of the

personality of a hotel?

6. Explain the importance of accident and loss

prevention. What security measures are taken
to protect guests and their property?
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Internet Exercises

1. Organization: Global Hyatt Corporation (a) What is Hyatt’s management training
Web site: www.hyatt.com program?
Summary: Global Hyatt Corporation is (b) What requisites must applicants meet
a multibillion-dollar hotel management to qualify for Hyatt’s management training
company. Together with Hyatt International, program?
the company has about 8 percent of the hotel 2. Organization: Hotel Jobs
industry market share. Hyatt is recognized for Web site: www.hoteljobs.com
its decentralized management approach, in Summary: Hoteljobs.com is a web site that
which general managers are given a great deal offers information to recruiters, employers,
of the management decision-making process. and job seekers in the hospitality industry.
Click the “About Hyatt” tab, and click (a) What different jobs are being offered
“Careers” under the “For Job Seekers” under “Job Search” and which one, if any,

section. Then click on “mgmt training
program” and take a look at the Management
Training Program that Hyatt has to offer.

Apply Your Knowledge

1. If you were on the executive committe our hotel has 275 rooms. Last night 198
a hotel, what kinds of things would e re occupied. What was the occupancy
doing to ensure the success of the hotel: percentage?

Suggested Activitig

1. Go to a hotel’s web site and find the price of Expedia, Travelocity, etc.) that “sell” hotel
booking a room for a date of your choice. rooms and see how the price there compares
Then, go to one of the web sites (Hotels.com, with the price on the hotel’s web site.

Endnotes
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ters Centers that cost money to operate and do

t bring in revenue.

gy report A report prepared each day to provide essen-

tial performance information for a particular property

to its management.

Employee right to know Per U.S. Senate Bill 198, infor-
mation about chemicals must be made available to all
employees.

Executive committee A committee of hotel executives
from each of the major departments within the hotel;
generally made up of the general manager, director of
rooms division, food and beverage director, marketing
and sales director, human resources director, account-
ing and/or finance director, and engineering director.

Global Distribution Systems (GDS) A system that can dis-
tribute the product or service globally.

Guaranteed reservations If rooms are available on guest
demand, the hotel guarantees the guests rooms on
those days.

Night auditor The individual who verifies and balances
guests’ accounts.

Productivity The amount of product, goods or services
produced by employees.

Property management system (PMS) A computerized sys-
tem that integrates all systems used by a lodging prop-
erty, such as reservations, front desk, housekeeping,
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Revenue centers Centers that produce revenue.

Revenue management The management of revenue.

Revenue per available room (Rev par) Total Rooms
Revenue for Period divided by Total Rooms Available
During a Period.

Room division The departments that make up the rooms
division.

Room occupancy percentage (ROP) The number of rooms
occupied divided by rooms available; a key operating
ratio for hotels.
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Uniformed staff Front of the house staff.
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in an attempt to maximize profits and occupancy rates
and to set the most competitive room rates.
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Food and Beverage Management

In the hospitality industry, the food and beverage division is led by the director
of food and beverage. He or she reports to the general manager and is responsi-
ble for the efficient and effective operation of the following departments:

e Kitchen/Catering/Banquet
e Restaurants/Room Service/Minibars

® Lounges/Bars/Stewarding

Figure 1 illustrates a food and beverage organization chart.

The position description for a director of food and beverage is both a job
description and a specification of the requirements an individual needs to do
the job. In recent years, the skills needed by a food and beverage director have
i Qf responsibilities:

e Exceeding guests’ expectations in fpdd and beveyage offerings and service
e Leadership

¢ Identifying trends
¢ Finding and keeping outstand loyees
® Training

* Motivation

® Budgeting

e  (Cost contro

Food and Beverage Director

Asst. Food & Beverage Director

Administrative Assistant

Room
Service
Manager

Beverage Chef Executive Catering Restaurant
Manager Steward Chef Manager Manager

Creative Bar Services Captain
Stewards
Sales Persons Manager Servers

Associates

Servers Servers
Cooks
Housemen

Figure 1 ° Food and Beverage Division Organization Chart for a Large Hotel.
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¢ Finding profit from all outlets

® Having a detailed working knowledge of the front-of-the-house operations

These challenges are set against a background of stagnant or declining oc-
cupancies and the consequent drop in room sales. Therefore, greater emphasis
has been placed on making food and beverage sales profitable. Traditionally,
only about 20 percent of the hotel’s operating profit comes from the food and
beverage divisions. In contrast, an acceptable profit margin from a hotel’s food
and beverage division is generally considered to be 25 to 30 percent. This fig-
ure can vary according to the type of hotel. For example, according to Pannell
Kerr Forster, an industry consulting firm, all-suite properties achieve a 7 per-
cent food and beverage profit (probably because of the complimentary meals
and drinks offered to guests).

A typical food and beverage director’s day might look like the following:

8:30 A.M.

10:00 a.m.

11:45 a.Mm.

1:00 r.M.

1:30 p.M.
2:30 p.M.

3:00 r.M.
5:30 .M.

Check messages and read logs from outlets and seg
outlets, especially the family restaurant (a quick g

Check the breakfast buffet, reservations, and thie §
manager.

Check daily specials.
Check room service.

Check breakfast service and staf

Work on cugegt projects: sumimer menu, pool outlet
opening, convsgsiQn of a cyrrent restaurant with a new con-

freezer, and analysidg tent profit-and-loss (P&L) state-
ments. Plan weekly fodd and beverage department meetings.

Visit kitchen to observe lunch service and check the “12:00
line,” including banquets.

Confer with executive chef.
Check restaurants and banquet luncheon service.

Have working lunch in employee cafeteria with executive
chef, director of purchasing, or director of catering.

Meet with human resources to discuss current incidents.

Check messages and return calls. Telemarket to attract cater-
ing and convention business.

Conduct hotel daily menu meeting.
Go to special projects/meetings.

Tour cocktail lounges.
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Check for staffing.
Review any current promotions.
Check entertainment lineup.

6:00 P.M. Check special food and beverage requests/requirements
of any VIPs staying at the hotel.

Tour kitchen.
Review and taste.
8:00 p.M. Review dinner specials.
Check the restaurant and lounges.

A food and beverage director’s typical day starts at 8:00 A.M. and ends at
8:00 r.M., unless early or very late events are scheduled, in which case the work-
ing day is even longer. Usually, the food and beverage director works Monday
through Saturday. If there are special eventson Sunday, then he or she works

Bars are generally visited with
sees salespersons regularly becaul AN
what is going on in the jd
director attends staff \nd Déverage meetings, executive commit-
tee meetings, intergd€pArtmyadl hrectings, credit meetings, and P& L statement
meetings.

To becom& J
and dedication. foutes is to gain work experience or to partici-

food and beverage departments while attending

purchasing, stores, cost control, stewarding, and room serv-
esponsible for back-of-the-house areas such as dishwashing

include maintaining cleanliness in all areas. Additionally, a year spent in each
of the following work situations is helpful: restaurants, catering, and bars. After
these departmental experiences, and once you master the core competencies,
you can likely serve as a department manager, preferably in a different hotel
from the one in which the departmental experience was gained. This prevents
the awkwardness of being manager of a department in which the person was
once an employee and also offers the employee the opportunity to learn differ-
ent things at different properties.

» Check Your Knowledge

1. What are the skills and responsibilities of a food and beverage director?

2. Describe a food and beverage director’s day.
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INTRODUCING GEORGE GOLDHOFF

Vice President of Food and Beverage, Beau Rivage Resort and Casino, Biloxi, Mississippi

Being hired as the pot washer for the Old Homestead Country Kitchen at the early age of fifteen
hardly seemed to herald the beginnings of an auspicious career in the hospitality industry. But
to George Goldhoff, with his high energy and natural leadership skills, he had found the perfect
environment in which to excel. The sense of family and camaraderie between the staff mem-
bers and the interaction with guests, mixed with the intensity of performance and deadlines,
have never lost their appeal. Excellence in service would become his lifelong pursuit.
Fast-forward twenty years. As director of food and beverage at Bellagio of MGM/Mirage, Inc.,
in Las Vegas, George was responsible for the quality assurance, personnel development, and
financial performance of seventeen restaurants and ten bars, with 3,000 employees and more
than $200 million in revenues. His responsibilities ma sncreased since his pot washer

apH recipient of an athletic scholarship award.
Pe earned his B.S. degree in hotel, restaurant, and

< could accomplish great things. His introduction to corpo-
ager and Hyatt corporate trainee in Savannah, Georgia.

sued speed skiing competitions at thaHighest levels. He stayed on as general manager of Rosie’s Café for
two and a half years. However, growing tired of the small town confines of Tahoe City and with the singular
challenges of Rosie’s Café becoming undemanding, George acted on a friend’s advice, contacted a mutual
friend, and took a job on a 750-foot merchant ship. For the next six months George sailed around the world
cooking breakfast, lunch, and dinner for a crew of twelve, while visiting ports in Gibraltar, Malta, Egypt, the
United Arab Emirates, Kuwait, and Saudi Arabia. In 1990, aspiring to be a major player not just in skiing, but
in the restaurant arena as well, he sought grander, more sophisticated restaurants to manage.

George’s ambitions led him to the Plaza Hotel in New York, where he started as an assistant beverage
director. George immersed himself in his new position with his usual high-voltage energy and infectious
enthusiasm, earning him nicknames such as the Golden Boy and Mr. Hollywood. It did not take long for
George to be recognized for his positive attitude and management abilities. Within six months, he was pro-
moted to manager of the stately Oak Room, the youngest manager in the restaurant’s ninety-year history.
Within a two-year period, he was promoted to managing four of the Plaza Hotel's five a la carte restaurants.

Holding to his personal belief that “you are the company you keep,” he has always endeavored to as-
sociate with the highest quality restaurateurs and organizations. In 1993, he realized one of his dreams—the

(continued)
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INTRODUCING GEORGE GOLDHOFF (continued)

opportunity to work with the legendary Joe Baum—managing the famous Rainbow Room in Rockefeller Center.
His commitment to service, the evident pride he takes in his work, and his high standard of ethics earned George
praise from Joe Baum as being his best maitre d’ ever. Such a high compliment could have gone to his head.
However, George is not one to sit back and take it easy. Instead, he set even higher standards and focused his
energies on new goals. He quotes his old boss and industry idol Joe Baum as saying, “Values and standards are
those you make for yourself. You don't have to be as good as the other guy. You have to be better—a lot better.”
Against the advice of well-meaning family and peers, he left the Rainbow Room in 1997 to enroll in the MBA
program at Columbia University. This was no easy decision, considering George was happily married at this
point, with one child and another on the way. However, he has never been afraid to take risks, and is not one to
fear taking on new challenges. In fact, his adventurous and go-getter nature revels in change. With the same
self-confidence, resourcefulness, and ability to focus on multiple tasks he, not surprisingly, took first place in
Columbia'’s Business Plan competition and was the recipient of the prestigioTs Eugene Lang Entrepreneurial Initia-
tive Fund. Armed with his MBA degree and newly acquired business skiflsyhe wadxeady for his next adventure.
Even before he had graduated, he was tapped by Stephen Rystimore, foundgr and president of Hospi-

irrthe Cornell Quarterly. Ever the
entrepreneur, he left HVS in 1997 to establish his own ventude\I'seXish Coast, Inc., creating and implement-

open the ultimate luxury resort and casipé, Bellagj
For George, it's all about service. Exceehced &y Satisfaction and a genuine concern for his staff

always knows if someone doesn’t care)

In addition to starting up and overseeing the entire food and beverage operations for the hotel, he was cho-
sen to represent Mirage Resorts in Focus Las Vegas, a leadership development program of the Las Vegas Cham-
ber of Commerce. Making a difference in others’ lives has always been one of the appealing factors of being in
the hospitality field. He has always felt personally rewarded when he can give back to others, such as promoting
a new busperson, building up someone else’s self-esteem, watching people gain confidence in themselves and
take pride in their work. He concedes he did not reach his position on his own, but with the assistance of many
caring mentors. Always mindful and appreciative of those who have helped him throughout his career, he enjoys
helping others discover their own potential. He considers human relations to be one of his strengths and regards
staff development to be one of his greatest priorities as a leader. Empowering frontline employees is essential to
maintaining a restaurant’s competitive edge: “Give them the tools and let them do the job.”

George has great expectations for himself and those around him and is not afraid of hard work. In fact, he
works with a passion. The long hours and the intensity do not faze him. His adaptability to different situations,
his ability to relate to a variety of personalities and temperaments, and his keen sense of humor serve him well
both in front and back of the house. With his winning smile and straightforward demeanor, he sets his sights
on a promising future and the many adventures ahead.
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Kitchen

A hotel kitchen is under the charge of the executive chef or chef
in smaller and medium-sized properties. This person, in turn,
is responsible to the director of food and beverage for the ef-
ficient and effective operation of kitchen food production. The
desired outcome is to exceed guests’ expectations in the quality
and quantity of food, its presentation, taste, and portion size,
and to ensure that hot food is served hot and cold food is served
cold. The executive chef operates the kitchen in accordance with
company policy and strives to achieve desired financial results.
Some executive chefs are now called kitchen managers; they
even serve as food and beverage directors in midsized and smaller
hotels. This trend toward “right-sizing,” observed in other in-
dustries, euphemistically refers to restructuring organizations to
retain the most essential employees. Usually, this means cutting
labor costs by consolidating job functions. For example, Michael

Hammer is executive chef and food and beverage director at the

440-room Hilton La Jolla in Torrey Pines, California. Mke
is typical of the new breed of executive chefs: His philoso }

to train his sous chefs, sous being a French word meaning
der,” to make many of the operating decisions. He

>

teams. By delegating more of the operati
veloping the chefs de partie (or stations cooking.

The executive chef of a very large hotel
manages the kitchen and may not do much

against the clock. Careful cooper bgrdination are the keys to success.
He explains that he does not want }
them to conduct the orchestra. He doed\p#t hold food and beverage department
meetings; instead he meets with groups of employees frequently, and problems
are handled as they occur. Controls are maintained with the help of software that
costs their standard recipes, establishes perpetual inventories, and calculates poten-
tial food cost per outlet. Today, executive chefs and food and beverage directors
look past food cost to the actual profit contribution of an item. For example, if
a pasta dish costs $3.25 and sells for $12.95, the contribution margin is $9.70.
Today, there are software programs such as ChefTec that offer software solutions
for purchasing, ordering, inventory control, and recipe and menu costing; ChefTec
Plus offers perpetual inventory, sales analysis, theoretical inventory reports, and
multiple profit centers.

Controlling costs is an essential part of food and beverage operations and,
because labor costs represent the most significant variable costs, staffing becomes
an important factor in the day-to-day running of the food and beverage locations.
Labor cost benchmarks are measured by covers-per-person-hour. For example, in
stewarding, it should take no more than one person per hour to clean 37.1 covers.
Mike and his team of outlet managers face interesting challenges, such as staffing
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for the peaks and valleys of guest needs at breakfast. Many guests want breakfast
during the peak time of 7:00 to 8:30 A.M., requiring organization to get the right
people in the right place at the right time to ensure that meals are prepared prop-
erly and served in a timely manner.

At the Hilton La Jolla-Torrey Pines, Executive Chef Hammer’s day goes
something like the following:

1. Arrive between 6:00 and 7:00 A.m. and walk through the food and
beverage department with the night cleaners.

2. Check to make sure the compactor is working and the area is clean.

3. Check that all employees are on duty.

4. Ask people what kind of challenges they will face today.

5. Sample as many dishes as possible, checking for taste, consistency, feel,
smell, and overall quality.

6. Check walk-ins.

7. Recheck once or twice a day to see vfiere the department stands

production-wise—this helps reduce dr eliminate Yoyertime.
8. Approve schedules for food 3

9. Keep a daily update of food {id bevera ues and costs.
10. Forecast the next day, and wonth’s business based on updated
information.
11. Check on final gy QT ¢ functions.

margin is the amount contributed by a menu item toward overhead expenses and
is the difference between the cost of preparing the item and its selling price.

Another important cost ratio for the kitchen is labor cost. The labor cost
percentage may vary depending on the amount of convenience foods purchased
versus those made from scratch (raw ingredients). In a kitchen, the labor cost
percentage may be expressed as a food sales percentage. For example, if food
sales total $1,000 and labor costs total $250, then labor costs may be expressed
as a percentage of food sales by the following formula:

Labor Cost $250
Food Sales > therefore oo = 25%
Food Sales *  Merefore gy ggg — 237 labor cost

Labor management is controlled with the aid of programs such as TimePro
from Commeg Systems. TimePro is a time, attendance, and scheduling package
that provides an analytical tool for managers and saves time on forecasting and
scheduling.
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CORPORATE PROFILE
Marilyn Carlson, CEO of Carlson Companies

Based in Minneapolis, Carlson’s brands and services employ about 170,000 people in nearly
150 countries and territories. Led by Chairperson and Chief Executive Officer Marilyn Carlson
Nelson, Carlson Companies continues to build on a cornerstone set by her father, Curt Carlson,
nearly 70 years ago: developing long-lasting relationships with clients.

The history of Carlson Companies is one of the classic business success stories in the Amer-
ican free-enterprise system. Starting in 1938 with merely an idea and $55 of borrowed capital,
entrepreneur Curtis L. Carlson founded the Gold Bond Stamp Company in his home city of
Minneapolis, Minnesota. His trading stamp concept, designed to stimulate sales and loyalty
for food stores and other merchants, proved to be right for the times and swept the nation in
a wave of dramatic growth.

the 1960s, Carlson and several other partners coll¢cfively bought\an interest in the original
Radisson Hotel in downtown Minneapolis. Eventually, Carlson b&cgme sole owrjer of the hotel brand and

Travel.
Carlson Hospitality Worldwide encompasse X countries, 900 restaurants in 60 countries,

e banner of Ambition 2015, Carlson has

Establish a clear, compelling position¥ef each brand.
Operationalize the brand promises.

Accelerate development.

Win the revenue battle.

Build a global team and organization.

For the restaurant brand T.G.l. Friday’s, the Ambition 2015 is focused on driving the growth of this iconic
brand. It has three major priorities

Boost same store sales at existing domestic stores.
Pressure domestic development in a targeted fashion.

Accelerate international growth.

In addition to global business success, Carlson Companies is also recognized as a top employer. Both Fortune
and Working Mother magazines have rated the company as one of their “100 Best Places to Work in America.”
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An executive chef has one or more sous chefs. Because so much of the execu-
tive chef’s time is spent on administration, sous chefs are often responsible for the
day-to-day running of each shift. Depending on size, a kitchen may have several
sous chefs: one or more for days, one for evenings, and another for banquets.

Under the sous chefs is the chef tournant. This person rotates through the
various stations to relieve the station chef heads. These stations are organized
according to production tasks, based on the classic “brigade” introduced by
Escoffier. The brigade includes the following;:

Sauce chef, who prepares sauces, stews, sautés, hot hors d’oeuvres
Roast chef, who roasts, broils, grills, and braises meats

Fish chef, who cooks fish dishes

Soup chef, who prepares all soups

Cold larder/pantry chef, who prepares all cold foods: salads, cold hors
d’oeuvres, buffet food, and dressings

Banquet chef, who is responsible for 3

A Pastry Chef.
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A DAY IN THE LIF

Executive Chef, Marriott Hotel

OF JIM GEMIGNANI

Jim Gemignani is executive chef at the 1,500-room Marriott Hotel in San Francisco. Chef Jim,
as his associates call him, is responsible for the quality of food, guest, and associate satisfac-
tion and for financial satisfaction in terms of results. With more than 200 associates in eight
departments, Chef Jim has an interesting challenge. He makes time to be innovative by
researching food trends and comparative shopping. Currently, American cuisine is in, as are
freestanding restaurants in hotels. An ongoing part of American cuisine is the healthy food
that Chef Jim says has not yet found a niche.

Hotels are building identity into their restaurants by branding or creating their own
brand name. Marriott, for example, has Pizza Hut pizzas on the room service menu. Marriott
hotels have created their own tiers of restaurants. JW’s is the formal restaurant, Tuscany’s is
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a northern Italian-themed restaurant, the American Grill has replaced the old coffee shop, and Kimoko is a
Japanese restaurant. As a company, Marriott decided to go nationwide with the first three of these concepts.
This has simplified menus and improved food quality and presentation, and yet regional specials allow for
individual creativity on the part of the chef.

When asked about his personal philosophy, Chef Jim says that in this day and age, one needs to embrace
change and build teams; the guest is an important part of the team. Chef Jim’s biggest challenge is keeping
guests and associates happy. He is also director of food service outlets, which now gives him a front-of-the-
house perspective. Among his greatest accomplishments are seeing his associates develop—twenty are
now executive chefs—retaining 96 percent of his opening team, and being voted Chef of the Year by the
San Francisco Chef's Association.

Chef Jim's advice: “It's tough not to have a formal education, but remember that you need a combination
of ‘hands-on’ and formal training. If you're going to be a leader, you must start at the bottom and work your
way up; otherwise, you will become a superior and not know how to relate to your associates.”

Food Operations

lic. In recent years, because of increased guest e steds have placed
J ervice. As a result,
there is an increasing need for professiona

Hotel restaurants are run by resta

e Setting and maintaining quality standards

* Marketing

e Banquets

¢ Coffee service

® In-room dining, minibars, or the cocktail lounge

® Presenting annual, monthly, and weekly forecasts and budgets to the food
and beverage director

Some restaurant managers work on an incentive plan with quarterly per-
formance bonuses. Hotel restaurants present the manager with some interesting
challenges because hotel guests are not always predictable. Sometimes they will
use the hotel restaurants, and other times they will dine out. If they dine in or
out to an extent beyond the forecasted number of guests, problems can arise.
Too many guests for the restaurants results in delays and poor service. Too few

155



156

Food and Beverage Operations

N\

~—_

ference attemd¥é€es who may have separate dining arrangements) should also be
considered in estimating the number of expected restaurant guests for any meal.
This figure is known as the capture rate, which, when coupled with historic and
banquet activity and hotel occupancy, will be the restaurant’s basis for forecast-
ing the number of expected guests.

Most hotels find it difficult to coax hotel guests into the restaurants. How-
ever, many continuously try to convert foodservice from a necessary amenity to
a profit center. The Royal Sonesta in New Orleans offers restaurant coupons
worth $5 to its guests and guests of nearby hotels. Another successful strategy,
adopted by the Plaza Athénée in New York, is to show guests the restaurants
and explain the cuisine before they go to their rooms. This has prompted more
guests to dine in the restaurant during their stay. At some hotels, the restaurants
self-promote by having cooking demonstrations in the lobby: The “on-site”
chefs offer free samples to hotel guests. Progressive hotels, such as the Kimco
Hotel in San Francisco, ensure that the hotel restaurants look like freestanding
restaurants with separate entrances.
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FOCUS ON LODGING

Gracious Hospitality

Catherine Rabb, Johnson and Wales University

| find great pleasure in seeing a well-managed hotel handling full occupancy, special
events, and busy dining rooms with seemingly effortless grace. How welcoming it is for
the traveler or for the guest at a special event to be served by professionals who embody
the true spirit of gracious hospitality.

What the guest doesn’t see is the complex network of interlocking relationships and in-
tensive training necessary behind the scenes to make each day successful at any hotel. It
has been said that hotels need to be like ducks—appearing to glide effortlessly along the
surface, while paddling like the devil underneath! QN in our operation is a critical

component of our business. We sell food and beverages in a variet hospitality operations, the
interaction with the guest becomes part of the product, with no rog ervice is defective. We are
only as good as our last meal, our last event, or our last contactwith igself is the product.

As you will learn in this chapter, many different departnge J diverse skills must work to-
gether efficiently. Hotels of different sizes and styles exist, s§ S need more people, and some
need less; but for all hotels a dedication to providing vajlakle services and products is critical. This
diverse group of people must work together to cr€ t whose appearance is seamless. The
coordination of people, talents, schedules, an ballet of intricate steps choreographed to

create a seamless whole. A successful oper \eXalentsof every member of the staff and welcomes
he table. Everyone, from the newest part-time
employee to the manager, needs to be at

The term multitasking has perhapsee

We must also possess the ability to i with our team members, each of whom is responsible for a differ-
ent set of tasks performed under pressur€. It is critical that we understand and master the fact that our business
must make a profit, and we work hard to blend effective budgets and cost controls with our service goals. We
continuously provide extensive, thorough, effective, and ongoing training for ourselves and our staff so that our
team is knowledgeable, trained, and empowered to act in the best interest of the guest and, ultimately, our op-
eration. Our knowledge of the legalities of operating a business must be extensive so that our operations and
our staff are protected. We are competitive because our market is changing and challenging, and we continually
strive to position our businesses to be competitive. We must be strong because the physical demands of the
business can be demanding, and we must be self-aware, for doing a challenging job well means that we are
able to take care of ourselves and our lives outside the hotel. We lead by example to inspire our teammates to
do the very best job they can, whatever the circumstances. Terrific service requires terrific people who possess
the ability to integrate these characteristics into every workday.

What type of people are drawn to this business? People who love a challenge. People who enjoy other
people. People who love their work and take pride in their ability to create a beautiful banquet, a perfect
soup, or a well-designed training program. People with a work ethic, honesty, and integrity that make them
an example to others. People who love to learn. People who enjoy the fact that every day is different and
brings different challenges. Perhaps someone like you!
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Bars

Hotel bars allow guests to relax while sipping a cocktail after a hectic day. This op-
portunity to socialize for business or pleasure is advantageous for both guests and
the hotel. Because the profit percentage on all beverages is higher than it is on food
items, bars are an important revenue source for the food and beverage departments.
The cycle of beverages from ordering, receiving, storing, issuing, bar stocking, serv-
ing, and guest billing is complex, but, unlike restaurant meals, a beverage can be
held over if not sold. An example of a world-famous hotel bar is the King Cole Bar
in the St. Regis Hotel in New York City. This bar has been a favored New York
“watering hole” of the rich and famous for many years. The talking point of the
bar is a painted mural of Old King Cole, the nursery rhyme character.

Bars are run by bar managers. The responsibilities of a bar manager include
the following:

e Supervising the ordering process and s

® Preparing a wine list
e Overseeing the staff

Maintaining cost control

amount of beverage requested via a pouring gun, which is
beverage store. These systems are expensive, but they save
operations by being less prone to pilferage, overpouring, or
other tricks ®#the trade. Their greatest savings comes in the form of reduced
labor costs; fewer bartenders are needed to make the same amount of drinks.
However, the barperson may still hand pour premium brands for show.

Hotel bars are susceptible to the same problems as other bars. The director of
food and beverage must set strict policy and procedure guidelines and see to it that
they are followed. In today’s litigious society, the onus is on the operator to install
and ensure responsible alcoholic beverage service, and all beverage service staff
should receive training in this important area because it might limit the bar’s liabil-
ity. (The NRA offers Serve Safe alcohol.) If a guest becomes intoxicated and is still
served alcohol or a minor is served alcohol and is involved in an accident involving
someone else, then the server of the beverage, the barperson, and the manager may
be liable for the injuries sustained by the person who was harmed, the third party.

Another risk bars encounter is pilferage. Employees have been known
to steal or tamper with liquor. They could, for example, dilute drinks with
water or colored liquids, sell the additional liquor, and pocket the money. There
are several other ways to defraud a bar. One of the better known ways is to
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overcharge guests for beverages. Another is to un-
derpour, which gives guests less for their money.
Some bartenders overpour measures to receive
larger tips. The best way to prevent these occur-
rences is to have a good control system, which
should include shoppers—people who are paid
to use the bar like regular guests, except they are
closely watching the operation.

In a large hotel there are several kinds of bars:

Lobby bar. This convenient meeting place was
popularized when Conrad Hilton wanted to
generate revenue out of his vast hotel lobby.
Lobby bars, when well managed, are a good
source of income.

Restaurant bar. Traditionally, this bar is
away from the hubbub of the lobby and of- A server carrieySjifGapora\li
fers a holding area for the hotel’s signature Hotel Singapgr.

sin the Long Bar at Raffles

restaurant.
Service bar. In some of the very large hotels,

restaurants and room service have a separate backstage herws th
the restaurant and room service are serviced by one of the beverage
outlets, such as the restaurant bar.

Catering and banquet bar. This bar is used sgecifi all the
catering and banquet needs of the hotel. retch“any opera-
tor to the limit. Frequently, several caskbérs m, at a variety of
locations; if cash wines are involved wit es a race to get the
wine to the guest before the mea appetizer. Because
of the difficulties involved in r of guests, most hotels

little more for tickets that inchyde trmined amount of beverage serv-
' ontrol. The bottles should be
checked immediately after the functQ1Y, 4nd, if the bar is very busy, the bar
manager should pull the money just béfore the bar closes. The breakdown of
function bars should be done on the spot if possible to help prevent pilferage.

The banquet bar needs to stock not only large quantities of the popular
wines, spirits, and beers, but also a selection of premium spirits and after-
dinner liqueurs. These are used in the ballroom and private dining rooms, in
particular.

Pool bars. Pool bars are popular at resort hotels where guests can enjoy a vari-
ety of exotic cocktails poolside. Resort hotels that cater to conventions often put
on theme parties one night of the convention to allow delegates to kick back.
Popular themes that are catered around the pool might be a Hawaiian luau, a
Caribbean reggae night, a Mexican fiesta, or Country and Western events. Left
to the imagination, one could conceive of a number of theme events.

Minibars. Minibars or honor bars are small, refrigerated bars in guest
rooms. They offer the convenience of having beverages available at all

times. For security, they have a separate key, which may be either included
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in the room key envelope at check-in or withheld, according to the guest’s
preference. Minibars are typically checked and replenished on a daily basis.
Charges for items used are automatically added to the guest folio.

Night clubs. Some hotels offer guests evening entertainment and dancing.
Whether formal or informal, these food and beverage outlets offer a full bev-
erage service. Live entertainment is very expensive. Many hotels are switch-
ing to operations with a DJ or where the bar itself is the entertainment (e.g.,
sports bar). Directors of food and beverage are now negotiating more with
live bands, offering them a base pay (below union scale) and a percentage of
a cover charge.

Sports bars. Sports bars have become popular in hotels. Almost everyone
identifies with a sporting theme, which makes for a relaxed atmosphere
that complements contemporary lifestyles. Many sports bars have a variety
of games such as pool, football, bar basketball, and so on, which, together
with satellite-televised sporting events, contribute to the atmosphere.

bling by offering low-cost or free drifil{s. Some hyve lavish entertainment
and light food offerings, which entic the gaming experience,
even when sustaining heavy lgsses.

Different types of bars producd fghemne according to their location in the hotel

and the kind of hotel in yhich they\a qted. Nightclubs, sports bars, and the

Stewarding Department

The chief steward is responsible to the director of food and beverage for the
following functions:

Cleanliness of the back of the house (all the areas of the backstage that
hotel guests do not see)

Maintaining clean glassware, china, and cutlery for the food and beverage
outlets

Maintaining strict inventory control and monthly stock check

Maintenance of dishwashing machines
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* Inventory of chemical stock

® Sanitation of kitchen, banquet aisles, storerooms,
walk-ins/freezers, and all equipment

e DPest control and coordination with exterminating
company

e Forecasting labor and cleaning supplies

In some hotels, the steward’s department is respon-
sible for keeping the kitchen(s) clean. This is generally
done at night to prevent disruption of the food produc-
tion operation. A more limited cleaning is done in the

afternoon between the lunch and dinner services. The
chief steward’s job can be an enormous and thankless
task. In hotels, this involves cleaning up after several
hundred people three times a day. Just trying to keep

A chief steward checking the inventory.
TN\

track of everything can be a headache. Some hotels
have different patterns of glasses, china, and cutlery for each out
dining room frequently has an informal theme, catering and ban
formal one, and the signature restaurant, very formal place gesti
to ensure that all the pieces are returned to the correct pla
to prevent both guests and employees from taking souven ict inventory
control and constant vigilance help keep pilferage inim

( The casuxl

TECHNOLOGY SPOTKIG

Cihan Cobanog
Management, Uni

Full-service hotels have sevelslfood and beverage operations. These may include breakfast, lunch,
and dinner restaurants; lobby, pool, fitness club, spa, and snack bars; a night club and discotheque; and
banquet/event rooms. In addition, hotels may have outlets such as gift shop. All of these transactions
are managed by point-of-sale (POS) systems. A POS system can enhance decision-making, operational
control, guest services, and revenues. A POS system is a network of cashier and server terminals that
typically handles food and beverage orders, transmission of orders to the kitchen and bar, guest-check
settlement, timekeeping, and interactive charge posting to guest folios. POS information can also be
imported to accounting and food-cost/inventory software packages. A variety of reports can be gener-
ated, including open check (list of outstanding checks), cashier, voids/comps, sales analysis, menu mix, server
sales summary, tip, labor cost, and so forth. Sophisticated POS systems can generate as many as 200 manage-
ment reports. The advantages of using a POS system in a food and beverage operations include the following:

1. Elimination of arithmetic errors: A POS system may eliminate manual arithmetic calculations,
therefore increasing guest satisfaction and tips. A study concluded that restaurants using handwrit-
ten checks have lower tipping and a substantial loss of potential revenue.

(continued)
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. Faster reaction to trends: A POS system can provide

agement systems.

Food and Beverage Operations

TECHNOLOGY SPOTLIGHT (continued)

2. Improved guest check control: In an industry where the failure rate among restaurants is about

60% within the first three years, controlling costs and revenue is critical. A POS system allows for
all transactions to be recorded, allowing less room for fraud. Failure to audit missing checks and to
reconcile guest check sales with cash register readings often results in a lower sales volume and
higher cost ratios. With a POS system, a server must place the order through a server terminal for it to
be printed in the kitchen or bar. This ensures the recording of all sales and provides line cooks with
legible orders. It also electronically tracks open checks, settled checks, voids, comps, discounts, and
sales for each server, as well as employee meals.

. Increased average guest check: Since orders are transmitted to the kitchen printer, travel time to

the kitchen is reduced. This allows more time for suggestive selling and servicing guests. Also, a POS
system provides a detailed summary for each server, listing average guest check, items sold, and to-
tal sales. This information can be used for job evaluations, mogivational programs (for example, wine
contest), and assessing merchandising skills (for example, Avgrage gue¥ check and item sales) and
server efficiency (for example, sales per hour).

weal

of information on a real-time basis. Most

POS systems can easily track sales and cost informatiofy § ehed (for’'example, hourly, daily, weekly),

employee, meal period, register, outlet, table, and men \

Cateniyg Department

Throughout the world’s cultural and social evolution, numerous references have
been made to the breaking of bread together. Feasts or banquets are one way to
show one’s hospitality. Frequently, hosts attempted to outdo one another with
the extravagance of their feasts. Today, occasions for celebrations, banquets,
and catering include the following:

e State banquets, when countries’ leaders honor visiting royalty and heads
of state

e National days

e  Embassy receptions and banquets

e Business and association conventions and banquets
® Gala charity balls

e Company dinner dances

e  Weddings
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The term catering has a broader scope than does banquet. Banquet refers
to groups of people who eat together at one time and in one place. Catering
includes a variety of occasions when people may eat at varying times. However,

the terms are often used interchangeably.

For example, catering departments in large, city-center hotels may service

the following events in just one day:

e A Fortune 500 company’s annual shareholders’ meeting

e An international loan-signing ceremony
e A fashion show

e A convention

e Several sales and board meetings

® Private luncheons and dinner parties

* A wedding or two

erate with the director of catering and thes
The director of catering (DOC)4

working relationship with the roox
because the catering department o Wiifigs conven-
tions, which require rooms, to the hotelThere is also a
close working relationship with the executive chef. The
chef plans the banqueting menus, but the catering man-
ager must ensure that they are suitable for the clientele
and practical from a service point of view. Sometimes they
work together in developing a selection of menus that will
meet all the requirements, including cost and price.

The director of catering must be able to do the
following:

divisjof manager

1. Sell conventions, banquets, and functions.
2. Lead a team of employees.

3. Together with input from team members, make up
departmental goals and objectives.

4. Set individual and department sales and cost
budgets.

Ationship. For
f, but must coop-

Meetings, and exhibitions

A caterer oversees an event.
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Banquet
Bars

Catering Sales
Managers

Catering
Account
Executives

Director of
Catering

Catering Coordinator
and Office Staff

Catering Service
Manager

Catering/Banquet

Maitre d’s/Captains

Catering/Banquet
Bartenders/Servers

On-Call Servers

Banquet Houseman

Ensure that the catering department is properly maintained.

Executive
Chef

Banquet
Chef

Banquet
Cooks

Be extremely creative and knowledgeable about food, wine, and service.
Be very well versed in the likes, dislikes, and dietary restrictions of various

ethnic groups, especially Jewish, Middle Eastern, and European.

Position Profile

The director of catering is required to have a variety of skills and abilities,

including the following:

e A thorough knowledge of food and beverage management, including food

preparation and service

e Ability to sell conventions, functions, and banquets

e Ability to produce a profit

e Ability to develop individual and department sales and cost budgets
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Leadership

® Lead a team of employees.

e Set departmental mission, goals, and objectives.

® Train the department members in all facets of operations.
® Set service standards.

e Ensure that the catering department is properly maintained.

The catering department is extremely complex and demanding; the tempo
is fast and the challenge to be innovative is always present. The director of ca-
tering in a large city hotel should, over the years, build up a client list and an
intimate knowledge of the trade shows, exhibitions, various companies, groups,
associations, and social, military, education, religious, and fraternal market
(SMERF) organizations. This knowledge and these contacts are essential to the
director of catering’s success, as is the selection of the team members.

The main sales function of the department is conducted by theAd
catering (DOC) and catering sales managers (CSMs). Their jobs a
guest satisfaction and revenue by selling the most lucrative fundti
ceeding guests’ food and beverage and service expectations,

The DOC and catering sales managers obtain busines$
of sources, including the following:

cause he or she is selling rooms, and catering
and conventions.

General managers. These are good so
volved in the community.

Corporate office sales departm slgf wConvention were held
on the East Coast one year g rd by tradition the associa-
tion goes to the West Coast ollowinglydar, the Marriott hotel in the
chosen city can contact the cliesg ™ meeging planner. Some organizations
have a selection of cities and hotels Dig major conventions. This ensures
a competitive rate quote for accommwdations and services.

Convention and visitors bureau. Here is another good source of leads be-
cause its main purpose is to seek out potential groups and organizations to
visit that city. To be fair to all the hotels, they publish a list of clients and
brief details of their requirements, which the hotel catering sales department
may follow up on.

Reading the event board of competitive hotels. The event board is generally
located in the lobby of the hotel and is frequently read by the competition. The
CSM then calls the organizer of the event to solicit the business the next time.

Rollovers. Some organizations, especially local ones, prefer to stay in the
same location. If this represents good business for the hotel, then the DOC
and GM try to persuade the decision makers to use the same hotel again.

Cold calls. During periods of relative quiet, CSMs call potential clients to
inquire if they are planning any events in the next few months. The point is
to entice the client to view the hotel and the catering facilities. It is amazing
how much information is freely given over the telephone.
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The most frequent catering events in hotels are the following:

®  Meetings

e Conventions
e Dinners

e Luncheons

e  Weddings

For meetings, a variety of room setups are available, depending on a client’s
needs. The most frequently selected meeting room setups are as follows:

Theater style. Rows of chairs are placed with a center group of chairs and
two aisles. Figure 3 shows a theater-style room seating setup with equipment
centered on an audiovisual platform. Sometimes multimedia presentations,
requiring more space for reverse-image Qus, reduce the room’s seat-
ing capacity.

Classroom style. As the name suggeq
are used because meeting partigipanty need spacetd take notes. Classroom-
style seating usually takes ab&u S
and takes more time and labo\ty feak down. Figure 4 shows a
classroom-style setup.

s¢ating (Figure 5) is frequently used
delegates, such as training sessions

Horseshoe style.
when interactiop

Auditorium
o0 00O Classroom EioEeahee
I I
'Y EE X 000 000 000
I I N
0000 000 000 000
I I
o000 0 000 000 000
I N
00009 000 000 000
Figure 3 ¢ Theater-Style Figure 4 ¢ Classroom-Style Figure 5 * Horseshoe-Style
Seating. Seating. Seating.
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Dinner Table

Figure 6 ° Dinner-Style Seating.

Catering Event Order

client and notes
nd lists the room’s

, the menu} wines, and service details. The
ms the details with the client. Usually,
two copies are sent, one for the chs ¥n and return and one for the cli-
ent to keep.
An accompanying letter thanks the client for selecting the hotel and ex-
plains the importance of the function to the hotel. The letter also mentions the
guaranteed-number policy. This is the number of guests the hotel will prepare
to serve and will charge accordingly. The guaranteed number is given about
seven days prior to the event. This safeguards the hotel from preparing for
350 people and having only 200 show up. The client, naturally, does not want
to pay for an extra 150 people—hence, the importance of a close working rela-
tionship with the client. Contracts for larger functions call for the client to no-
tify the hotel of any changes to the anticipated number of guests in increments
of ten or twenty.

Experienced catering directors ensure that there will be no surprises for
either the function organizer or the hotel. This is done by calling to check on
how the function planning is going. One mistake catering directors sometimes
make is accepting a final guest count without inquiring as to how that fig-
ure was determined. This emphasizes the fact that the catering director should
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SHERATON GRANDE TORREY PINES
BANQUET EVENT ORDER

POST AS: WELCOME BREAKFAST CHERI WALTER
EVENT NAME: MEETING
GROUP: CROCKER AND ASSOCIATES
ADDRESS: 41 MAIN ST BILLING:

BOWLING GREEN, OHIO 43218
PHONE: (619) 635-4627 DIRECT BILL
FAX: (619) 635-4528
GROUP CONTACT:  Dr. Ken Crocker Amount Received:
ON-SITE-CONTACT: same
DAY DATE TIME FUNCTION ROOM EXP GTE SET RENT
Fri January 25,2013 7:30 AM -12:00 PM  Meeting Palm Garden 50 250.00
BAR SET UP: WINE:
N/A 7N

FLORAL:

MENU: /\\

7:30 AM CONTINENTAL BREAKFAST

Freshly Squeezed Orange Juice, Grapefruit Juice, and
Tomato Juice

Assortment of Bagels, Muffins, and Mini Brioch

Cream Cheese, Butter, and Preserves

Display of Sliced Seasonal Fruits

Individual Fruit Yogurt

Coffee, Tea, and Decaffeinated Coffee

PRICE:

11:00 AM BREAK

Refresh Beverages as needed

)i

W 1SUKL:
19) D PROJECTOR/SCREEN
“KLIPCITART/MARKERS

S /MONITORS

/>
//fARKING:

HOSTING PARKING, PLEASE PROVIDE VOUCHERS

LINEN:
HOUSE

SETUP:

—CLASSROOM-STYLE SEATING

-HEAD TABLE FOR 2 PEOPLE

—APPROPRIATE COFFEE BREAK SETUP

—(1) 6 TABLE FOR REGISTRATION AT ENTRANCE
WITH 2 CHAIRS, 1 WASTEBASKET

All food and beverage prices are subject to an 18% service charge and 7% state tax. Guarantee figures, cancellations,
changes must be given 72 hours prior or the number of guests expected will be considered the guarantee. To confirm the
above arrangements, this contract must be signed and returned.

ENGAGOR SIGNATURE

DATE

Figure 7 ¢ Catering Event Order.

(Courtesy of Sheraton Grande Torrey Pines.)

BEO # 003069
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be a consultant to the client. Depending on the function, the conversion from
invitations to guests is about 50 percent. Some hotels have a policy of prepar-
ing for about 3 to 5 percent more than the anticipated or guaranteed number.
Fortunately, most events have a prior history. The organization may have been
at a similar hotel in the same city or across the country. In either case, the
catering director or manager will be able to receive helpful information from
the catering director of the hotel where the organization’s function was held
previously.

The director of catering holds a daily or weekly meeting with key individu-
als who will be responsible for upcoming events. Those in attendance should be
the following;:

Director of catering

Executive chef and/or banquet chef
Beverage manager or catering bar manager
Catering managers

Catering coordinator

Director of purchasing

Chief steward

Audiovisual representative

The purpose of this meeting is to avoid any prob
staff know and understand the details of the
client.

Catering Coordinator

The catering coordinator h

An elegant banquet room at a hotel.

must check on numerous last-minute ds#ails, such as
whether flowers and menu cards have arrived.

Web-enabled technology tools such as Newmar-
ket International’s Delphi System (which is used at
more than 4,000 properties) is a leader in delivering
group, sales, catering, and banquet software for glo-
bal travel and entertainment groups. One of the latest
hotels to adopt the Delphi System is the Wynn Las
Vegas, which installed the sales and catering systems
Delphi Diagrams, MeetingBroker, and e-Proposal.
The Delphi System can keep inventory current in real
time because of its ability to interface with the prop-
erty management system. The suite of Delphi prod-
ucts allows function space to be clearly and concisely
managed, which increases guest satisfaction and
profitability.
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A DAY IN THE LIFE OF JAMES McMANEMON
Food and Beverage Manager, Hyatt Regency

Friday—Start of a Busy Weekend

6:30 A.M.—-8:00 A.M. (opening manager) When | arrive to work in the morning, the first thing
| do is walk through the restaurant to ensure prompt opening. | make sure tables are prop-
erly set, the carpet is clean, lighting is set correctly, and that nothing is missing or broken.
| check for all the little things that may seem trivial to the untrained eye but that don't go
overlooked by our more observant guests. | call this “aesthetic detailing.”

Next, | walk through the breakfast buffet to make sure it’s fully stocked and meets corporate
standards. We offer an array of breakfast items, inclydi stambled eggs, bacon and sau-

d to drink. On average, ap-
oy of whom have opted to

arista is set up and ready to go for the

coffee rush. We proudly brew Starbucks coffe<, 2 € YRir specialty coffees. Espresso, latte, Ameri-

cano, macchiato—you name it and we'll nxaje it. | yall Spexd thé’next fifteen minutes talking to guests and
€ hat a

QPour guests’ needs are being fulfilled and that

fice to recap the previous day’s business, as well as to
discuss activity in each depa rrent day. This meeting will include the Food and Beverage
Manager, Banquets Manager, Sekeepigig/Manager, Front Office Manager, Sales and Catering Manager,
Executive Chef, and General Manage

| will routinely discuss amenities that n&ed to be sent up to guests’ rooms that day, groups in-house that we
will see in one of the food and beverage outlets, reservations and parties we are expecting in the restaurant,
and anything else that is relevant to the day’s business. It just so happens that today the restaurant will be
hosting a four-course dinner for thirty people, carefully crafted and paired with unique wines by our execu-
tive chef. | will receive the list of each course and will be in charge of creating a menu template and printing
special menus for the event.

8:30 A.M.—11:00 A.m. Balance managing the breakfast shift with preparation paperwork. Besides creating
the menu for the four-course dinner this evening, | must update each employee’s clocks in and out from the
previous day for payroll at the end of the week, purchase inventory that we will need for one of the outlets,
and check and respond to any e-mails from fellow employees, potential clients, and so on.

11:00 A.M.—12:00 P.Mm. Once breakfast ends at 11 A.m., | will conduct a post-shift with my employees (servers,
room service attendants, barista), in which | discuss how | felt the breakfast shift went that morning, along
with anything else they would need to know for the upcoming lunch shift that day. | will make sure that
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side-work is completed in a timely manner and that room service has walked all of the floors in the hotel
and picked up trays from breakfast. | will also meet with the incoming bartenders who are about to start
their shift for the day. | am in charge of managing a lobby bar, a poolside bar, and a boathouse bar.

12:00 pP.M.—2:00 P.M. Manage the lunch shift. This will entail expediting food on the line, once again talking
with guests and conducting quality checks, assisting bartenders when one of the bars gets busy, and check-
ing in on each of the various outlets from time to time.

2:00 P.m.-4:00 p.m. Complete any unfinished paperwork, and put the finishing touches on the four-course
menu we will host this evening. Here is an idea of what we will be serving tonight:

First course: Lemon verbena smoked scallops with a cantaloupe caviar, micro mint leaves, and black
lava sea salt, paired with the Four Vines “Naked” Chardonnay from Santa Barbara, California. This wine is
“naked” in the sense that it's aged in stainless steel barrels and has never seen a splinter of oak. This is a
very crisp wine with flavors of fresh tree fruits and hints of citrus.

Second course: Watermelon steak crusted with a warm and smokysptea blend, wild arugula, Humboldt

Fourth course: Cinnamon plum tea panna cotta
from Lake County, California. This wine serys
and rich, syrupy cherries.

After the menu has been created and
this event. There should be a different gigsy
for dessert. The table decorum shoutd

ere will be plenty of other guests in the restaurant for din-
e a wonderful dining experience. We are likely to see some
heavy action in the lobby bar, boawydguse bar, and room service departments as well. The manager
must balance the activity in each of these outlets to ensure a smooth and successful operation. This is
like playing a game of chess. You know who all your players are (bartenders, servers, bussers, greeter,
room service attendants), and you must use them as necessary to maintain a steady flow of business in
order to provide quality service. This is the challenge in managing multiple food and beverage outlets,
but it is also where the excitement lies.

10:00 pP.M.—12:00 A.Mm. Once the dinner rush is over and the bars have died down, it's time to walk through
each of the outlets and make sure they are properly set for the following morning, then finish the clos-
ing paperwork and call it a day. Although one manager does not typically stick around from sunrise until
midnight, it has been known to happen on occasion. This is an industry that requires sacrifice of your time,
and sometimes your patience. Describing a day in the life of a food and beverage manager is somewhat
challenging, because each day is so different ... and that's what | love about it.
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Catering Services Manager

The catering services manager (CSM) has the enormous responsibility of de-
livering higher-than-expected service levels to guests. The CSM is in charge
of the function from the time the client is introduced to the CSM by the di-
rector of catering or catering manager. This job is very demanding because
several functions always occur simultaneously. Timing and logistics are cru-
cial to the success of the operation. Frequently, there are only a few minutes
between the end of a day meeting and the beginning of the reception for a
dinner dance.

The CSM must be liked and respected by guests and at the same time
be a superb organizer and supervisor. This calls for a person of outstand-
ing character and leadership—management skills that are essential for suc-
cess. The CSM has several important duties and responsibilities, including
the following:

¢ Directing the service of all functions
e Supervising the catering housepersgng in setting\up the room

e Scheduling the banquet captajns any] e staffing levels for all

events

\pproving

e Cooperating with the banque o checkmenus and service

arrangements
¢ Checking that th

and service

e Checking la

PErsonne

e Coordinafing the special requirements with the DOC and catering
coordinator

» Check Your Knowledge

1. What is the difference between banquets and catering?
2. What does SMERF stand for?

3. Where do the director of catering and the catering sales manager obtain
their information?

4. What are the various styles used when setting up a meeting room? Give
examples of when each style might be used.
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Room Service/In-Room Dining

The term room service has for some time referred to all service to hotel
guest rooms. Recently, some hotels have changed the name of room service
to in-room dining to present the service as more upscale. The intention is
to bring the dining experience to the room with quality food and beverage
service.

A survey of members of the American Hotel & Lodging Association
showed that 56 percent of all properties offer room service and that 75 per-
cent of airport properties provide room service. Generally, the larger the
hotel and the higher the room rate, the more likely it is that a hotel will offer
room service.

Economy and several midpriced hotels avoid the costs of operating room
service by having vending machines on each floor and food items such as pizza
or Chinese food delivered by local restaurants. Conversely, some hotel
menus and lower price structures that do not identify the hotel as
of the food. As a result, the guests may have the impression th
dering from an “outside” operation when they are in fact orderi
service.

The Hilton at Torrey Pines, California, has butler sek
rooms without additional charge.

A few years ago, room service was thought o 2 Ng ilNdomething
that guests expected, but which did not prodd ytel. Financial
pressures have forced food and beverage di ' shis department also

s required to make this
ome of the challenges in

Making room service a profitable food and
beverage department

Avoiding c.omplalnts of excessive charges for Customer service at a South Seas tropical resort.
room service orders

There are many other challenges in room
service operation. One is forecasting demand.
Room service managers analyze the front-desk
forecast, which gives details of the house count
and guest mix—convention, group, and others for
the next two weeks. The food and beverage fore-
cast will indicate the number of covers expected
for breakfast, lunch, and dinner. The convention
résumés will show where the convention delegates

173



174

Food and Beverage Operations

are having their various meals. For example, the number of in-house delegates
attending a convention breakfast can substantially reduce the number of room
service breakfast orders.

Experience enables the manager to check if a large number of guests are
from different time zones, such as the West or East Coasts or overseas. These
guests have a tendency to get up either much earlier or much later than the av-
erage guest. This could throw room service demands off balance. Demand also
fluctuates between weekdays and weekends; for example, city hotels may cater
to business travelers, who tend to require service at about the same time. How-
ever, on weekends, city hotels may attract families, who will order room service
at various times.

To avoid problems with late delivery of orders, a growing number of hotels
have dedicated elevators to be used only by room service during peak periods.
At the 565-room Stouffer Riviera Chicago, director of food and beverage Bill
Webb has a solution: Rapid action teams (RAT) are designated food and bever-
age managers and assistants who can be calle hen room service orders are
heavy.

Westin Hotels recently introduced

other services) with a single cal
the room service kitchen adjace
of items can be offered.
Meeting the challeng
to a successful room,4

can entice theguest with tempting desserts. The outcome of this is to increase
the average guest check. Training also helps the setup and service personnel
hone their skills to enable them to become productive employees who are proud
of their work.

Sustainable Food and
Beverage Operations

Practicing sustainable food and beverage operations can and does lead to a bet-
ter bottom line. When operators save water and electricity, recycle, and pur-
chase local produce, they help lessen the footprint of the operation. Guests are
increasingly aware of the importance of sustainable operations of a food and
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beverage facility. They are pleased to see the greening of food and beverage
operations and the use of local natural products, which helps reduce the cost of
transportation and adds local flavor.

Michelle Leroux, director of sales and marketing at the Delta Chelsea
Hotel in Toronto, has noticed a shift in the booking inquiries: “It isn’t so
much that having a ‘green’ or ‘sustainable’ meeting package sells additional
pieces of business—it is more along the line that certain groups will not book
at your hotel if you can’t demonstrate knowledge and experience with sustain-
able meetings.”?

According to Brita Moosmann, a consultant,* the best way to start the
process of making food and beverage more sustainable and profitable is to
conduct a comprehensive audit or evaluation of your food and beverage op-
eration in order to provide a baseline in terms of energy efficiency and carbon
footprint; they should be part of an overriding strategy that will provide an
in-depth analysis of the organization’s sustainable position. This evaluanon
also should measure the impact of the various elements on the orggr
stakeholders and have a total quality approach regarding custop
tion. It is also advisable to obtain feedback to understand whaf i
to the local community.

Trends in Lodging Foo
Beverage Operations

e Hotels are using branded restaurants
restaurants.

smaller to midsized prope
nearby.

one major hotel chain has adopted a northern Italian theme in all its
restaurants.

e Menus are being standardized for all hotel restaurants in a chain.

e Many hotels are converting one of the beverage outlets into a sports-
themed bar.

e Technology is being used to enhance guest services and control costs in all
areas of a hotel, including guest ordering and payment, food production,
refrigeration, marketing, management control, and communication.

e More low-fat and low-carb items are being added to menus.
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CASE STUDY

Ensuring Guest Satisfaction

The Sunnyvale Hotel is operated by a major hotel management corporation. To ensure guest satisfaction,
300 survey forms each containing sixty-five questions are mailed to guests each month. Usually, about sev-
enty of the forms are returned. The hotel company categorizes the guest satisfaction scores obtained into
colored zones, with green being the best, then clear and yellow, and red being the worst. Scores can be
compared with those of equivalent hotels.

The most recent survey indicated a significant decline for the Sea Grill Restaurant, with scores in the red
zone. Guests’ concerns were in the following areas: hostess attentiveness, spread of service, and quality of food.

On investigation, the director of food and beverage also realized that the name of the restaurant, Sea Grill,
was not appropriate for the type of restaurant being operated. When asked, some guests commented that
“it’s a bit odd to eat breakfast in a fish place.”

Discussion Question

1. What would you do, as director of food and beverage, to get th§ faction scores back into the
clear or green zones?

CASE STUDY

Friday Evening at the &g

Karla Gomez is the supervisor at the
ing five servers and two bussers, seatihg’guests, and taking reservations. One Friday evening, the restaurant
was very busy—all twenty tables were occupied, there was a substantial wait list, and there were people
on standby. The service bar was almost full of guests, and most of the seated guests in the dining area had
finished their entrées or were just beginning their desserts. They were not leaving, however, in part because
of cold, rainy weather outside. The guests did not seem to be in a rush to leave the restaurant, but several of
the guests waiting for tables were complaining about the long wait.

Discussion Question

1. What can Karla do to solve the problem?
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Summary

1. The food and beverage department division is
led by the director of food and beverage, who
is responsible for the efficient operation of
kitchen, catering, restaurants, bars, and room
service; in addition, the director has to keep up
with trends and preplan for special events.

2. A hotel kitchen is the responsibility of the
executive chef, who is in charge of the
quality and quantity of food, organization
of the kitchen and his or her sous chefs,
administrative duties, and careful calculation
of financial results.

3. A hotel usually has a formal and a casual
restaurant, which are either directly connected
to the hotel or operated separately.

4. Bars are an important revenue source for a
hotel, but they must adhere to strict guidelines
to be profitable. Commensurate with its size,
a hotel might have several kinds of bars, such

Key Words and Cox€e

banquet

banquet event order (BEO)
brigade

capture rate

catering

catering coordinator

catering event order (CEQO)
catering services manager (CSM)
chef tournant

chief steward

classroom-style seating
contribution margin
dinner-style room seating
director of catering (DOC)
director of food and beverage
executive chef

as a lobby bar, a restaurant bar, a minibar, or
even a night club.

5. The chief steward has the often unrewarded
job of cleaning the kitchen, cutlery, plates,
glasses, and backstage of the hotel and is in
charge of pest control and inventory.

6. Catering is subdivided into on-premise and
off-premise occasions, which may include
meetings, conventions, dinners, luncheons, and
weddings. According to the occasion, the type
of service and room setup may vary. Catering
involves careful planning and the interaction

many people.

00d cost percentage

food sales percentage
horseshoe-style room seating
kitchen manager

labor cost percentage
perpetual inventory
pilferage
pour/cost percentage
responsible alcoholic beverage service
restaurant manager
room service

shopper

sous chef

station chef
theater-style room seating

177



178

Food and Beverage Operations

Review Questions

1. Briefly describe the challenges a food
and beverage director faces on a daily
basis.

2. List the measures used to determine the
food and beverage department’s profit and
loss.

Internet Exercises

1. Organization: Foodservice
Web site: www.foodservice.com
Summary: Foodservice.com is a web site that
focuses on the foodservice industry. It has links

to employment, industry resources, foodservice,

technology innovations, and much more.
(a) Click the “Forums and Chat” icon.
Go to the “Chef and Cooks Corner,” a
look at some of the latest posts. Bring
favorite one to the table (discuss ir

concerns being addressed

Apply Your Knowlédge

1. If a casual dining restaurant in a four-star
hotel forecasts 100 covers, how many servers,
bussers, hosts, and assistant managers would
you schedule on that particular day? Calculate
the labor cost of these associates for that
day if the manager(s) work from 1:00 p.M. to
11:00 r.Mm., the server(s) work from 4:00 p.Mm.
to 11:00 r.M., the busser(s) work from 4:30
p.M. to 11:30 r.M., and the host(s) works from
4:00 .M. to 11:00 p.m. Use minimum wage of

3. Explain the problems a hotel faces in making
the following departments profitable:
restaurants, bars, and room service.

4. Explain the importance of the catering
department for a hotel and list the
responsibilities of a catering sales manager.

Tt organization devoted to
\ng, educating, and promoting the
hghospitality industry.

ook under the “Education &
efworking” tab. What does it mean to
be “FMP Certified” and what are the
eligibility requirements?

(b) What are some of the upcoming events
and what do they have to offer?

$5.75 for calculations. Use the rate of $12 per
hour for the assistant manager(s) and $6.50
for hosts.

2. Kitchen labor costs are an important ratio
used to determine the efficiency of the food
and beverage department. The labor cost for a
banquet meal is $126.45 and the revenue for
the banquet is $505.80. What is the labor cost
percentage?
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Suggested Activities

1. Contact a bar manager in your area. Discuss
with him or her how to monitor pilferage
and overpouring. Ask what the expected and
actual pouring cost percentages are and how
the manager deals with any variances.

2. Visit a hotel restaurant in your area. Make a
note of how busy the establishment is. Does

Endnotes

1. Carlson, Ambition 20135,

www.carlson.com/our-company/ambition-2015.php

(accessed January 17,2011).

Ibid.

3. Brita Moosmann, Sustainable F¢&¢B Operations Can
Create Valuable Profit Pariner

g

Glossary

Banquet A formal dinner.
Brigade A team of kitchen personnel organixgd
stations.

Capture rate  In hotel food and beverage

smaller hotel groups, and local banqux
the sales department.

Catering service manager (CSM)
vices department.

Chef tournant A chef who rotates the various stations in
the kitchen to relieve the station chefs.

Chief steward The individual in a hotel, club, or foodser-
vice operation who is responsible for the cleanliness of
the back of the house and dishwashing areas and for
storage and control of china, glassware, and silverware.

Classroom-style meeting A type of meeting setup gener-
ally used in instructional meetings, such as workshops.

Contribution margin Key operating figure in menu engi-
neering, determined by subtracting food cost from sell-
ing price as a measure of profitability.

DOC Director of catering.

Executive chef The head of the kitchen.

Food cost percentage A ratio comparing the cost of food
sold to food sales, which is calculated by dividing the
cost of food sold during a given period by food sales
during the same period.

Head of the catering ser-

it seem to be staffed with the appropriate
number of employees? Are guests being served
in a timely manner? Think about why this
specific restaurant may be overly crowded or
overly vacant. What could or should be done
differently? What seems to be working well?

accessed

oe-style room seating A meeting room containing

ables arranged in the shape of a U.

tchen manager The individual who manages the kitchen

department.

Labor cost percentage Similar to food cost percentage,
except that it relates to labor. The formula is: Labor
costs divided by net sales multiplied by 100 equals the
labor cost percentage.

Perpetual inventory A running inventory that automati-
cally updates itself.

Pilferage Stealing.

Pour-cost percentage Similar to food cost percentage,
except used in beverage control.

Restaurant manager The head of operations in a restaurant.

Room service The cleaning of rooms and resupplying
of materials (towels, soap, etc.) by the housekeeping
staff.

Shoppers People who are paid to use a bar as regular
guests would, except that they observe the operation
closely.

Sous chef (soo shef) A cook who supervises food produc-
tion and who reports to the executive chef; he or she is
second in command of a kitchen.

Station chef A chef in charge of a station.

Theater-style meeting seating A meeting setup usually
intended for a large audience that is not likely to need
to take notes or refer to documents. It generally con-
sists of a raised platform and a lectern from which the
presenter addresses the audience.

M
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OBJECTIVES

After reading and studying this chap buld be able to:
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This chapter offers an overview of alcobolic and nonalcoholic beverages in the
hospitality industry. Be sure that you realize the utmost importance of respon-
sible beverage consumption and service. Arrange for a designated driver if you
intend to have a drink. If you do drink alcobolic beverages, then stay with the
same drink—don’t mix them (two different types are grape and grain—that is,
wine and spirits). That’s when trouble really begins and hangovers are bad.
Remember that moderation is the key to enjoying beverages, whether at a
get-together with friends at a local restaurant or on a getaway for spring break.
Examine the tragic alcobol-related auto and other accidents that too many
people are involved in each year. Enjoy, but do not overindulge.

Serving beverages is traditional throughout the world. According to his or
her culture, a person might welcome a visitor with coffee or tea—or bourbon.

Beverages are generally categorized into tygamaugroups: alcoholic and nonal-

coholic. Alcoholic beverages are furthe, wines, beer, and spirits.

Figure 1 shows these three categories.

Wines

White,
ble wines maY £ome from a variety of growing regions around the world. In
the United Stdtes, the premium wines are named after the grape variety, such

Wine Beenr Spivits

Still Top fermenting Grapes/fruit
Natural Lager Grains
Fortified Bottom fermenting Cactus
Aromatic Ale Sugar cane/molasses
Sparkling Stout

Lager

Pilsner

Porter

Figure 1 ¢ Alcoholic Beverages.
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as chardonnay and cabernet sauvignon. This proved
so successful that Europeans are now also naming
their wines after the grape variety and their region of
origin, such as Pouilly Fuisse and Chablis.

Sparkling Wines

Champagne, sparkling white wine, and sparkling rose
wine are called the sparkling wines. Sparkling wines
sparkle because they contain carbon dioxide. The car-
bon dioxide may be either naturally produced or me-
chanically infused into the wine. The best-known
sparkling wine is champagne, which has become syn-
onymous with celebrations and happiness.

Champagne became the drink of fashion in France
and England in the seventeenth century. Originating
in the Champagne region of France, the wine owed its
unique sparkling quality to a second fermentation—
originally unintentional—in the bottle itself. This proc-
ess became known as methode champenoise.

The Benedictine monk Dom Perignon (1638-
1715) was the cellar master for the Abbaye Ha
liers and an exceptional wine connoisseur. Hg

production.
Champagne may, by law, oxl\copte/from the

. . Bottles of champagne. Remember not to point the
Champagne region of France. Spark|iMg/wines from

cork at anyone when opening the bottle; point it

other countries have methode champenbise written on at the ceiling. In fact, a napkin should be placed

their labels to designate that a similar method was used over the cork, which is then held there while the

to make that particular sparkling wine. bottle is gently twisted open. Champagne is served
Figure 2 explains how to handle and serve chilled in fluted glasses, which help the bouquet and

effervescence last longer.

champagne.

» Check Your Knowledge

1. Why is champagne served in fluted glasses?

2. How are alcoholic beverages categorized?

3. Why should you avoid mixing grape (wine) and grain (spirits) drinks?

4. Where should you point the cork of a champagne bottle when opening it?
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Champagne should be stored horizontally at a tem-
perature between fifty and fifty-five degrees Fahren-
heit. However, it should be served at a temperature
between forty-three and forty-seven degrees Fahren-
heit. This is best achieved by placing the bottle in an
ice bucket.

When serving champagne, there are some recommended

steps to take to achieve the best results, as listed below.

1. If the bottle is presented in a champagne cooler, it
should be placed upright in the cooler, with fine ice
tightly packed around the bottle.

2. The bottle should be wrapped in a cloth napkin.
Remove the foil or metal capsule to a point just be-
low the wire, which holds the cork securely.

3. Hold the bottle firmly in one hand at a forty-five de-
gree angle. Unwind and remove the wiring. With a
clean napkin, wipe the neck of the bottle and
around the cork.

4. With the other hand, grasp the cork so that it will
not fly out. Twist the bottle and ease the cork out.

5. When the cork is out, retain the bottle at an angle
for about five seconds. The gas will rush out and
carry with it some of the champagne if the bottle is
held upright.

6. Champagne should be served in two motions: pour
until the froth almost reaches the brim of the glass.
Stop and wait for the foam to subside. Then finish
filling the glass to about three-quarters full.

Figure 2 ¢ Handling and Serving Champagne.

Fortified Wines

Sherries, ports, Madeira, and

Most fortified wines are
fied wines has several

Sherry can be dry (fino), medium, or swe,
Pictured here are bottles of dry sherry,

a glass. The lighter the color, the drieNh
sherry.
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ines, meaning that they
he brandy or wine alcohol
g alcohol content to about 20 percent.

meals as digestive stimulants. Among the better-known
s of aperitif wines are Dubonnet Red (sweet), Dubonnet
ite (dry), vermouth red (sweet), vermouth white (dry), Byrrh
sweet), Lillet (sweet), Punt e Mes (dry), St. Raphael Red (sweet),
and St. Raphael White (dry).

The History of Wine

Wine has been produced for centuries. The ancient Egyptians and
Babylonians recorded using the fermentation process. The very
first records about winemaking date back about 7,000 years. The
Greeks received the vine from the Egyptians, and later the Romans
contributed to the popularization of wine in Europe by planting
vines in the territories they conquered.

The wine produced during these times was not the cabernet or
chardonnay of today. The wines of yesteryear were drunk when
they were young and likely to be highly acidic and crude. To help
offset these deficiencies, people added different spices and honey,
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which made the wine at least palatable. To
this day, some Greek and German wines
have flavoring added.

The making of good wine is dependent
on the quality of the grape variety, type of
soil, climate, preparation of vineyards, and
method of winemaking. Thousands of grape
varieties exist, thriving in a variety of soil
and climatic conditions. Different plants
thrive on clay, chalky, gravelly, or sandy
soil. The most important winemaking grape
variety is the Vitis vinifera, which yields ca-
bernet sauvignon, gamay, pinot noir, pinot

chardonnay, and riesling.

Port wines are generally r

Making Wine biscuits at the end offa

ified, and sweet. Vintage port is the

ically served with cheese and

Wine is made in six steps: crushing, fer-
menting, racking, maturing, filtering, and

cally tested for maturity, acidity, and sugar concentration. T} \

grapes are taken to pressing houses, where thesg s ard §essemymed and
crushed. The juice that is extracted from the grgp

The second step of the process is fermepfgtion o natural phe-
nomenon caused by yeasts on the skin of t} | yeasts are added
either environmentally or by formula. ' yMn the proper

environment, the yeast multiplies. Yea

mentation process by adding a
adding sulphur dioxide.
coloring pigments of the red grape shiffs, which are put back into the
must.

White grapes make white
wines; the main white grapes
are chardonnay, sauvignon
blang, riesling, pinot blanc, and
gewdlrztraminer.

After fermentation has ceased, the wine is transferred to racking con-
tainers, where it settles before being poured into oak barrels or large stain-
less steel containers for the maturing process. Some of the better wines
are aged in oak barrels, from which they acquire additional flavor and
character during the barrel aging. Throughout the aging process, red wine
extracts tannin from the wood, which gives longevity to the wine. Some
white wine and most red wine are barrel-aged for periods ranging from
months to more than two years. White wines that are kept in stainless steel
containers are crisp, with a youthful flavor; they are bottled after a few
months for immediate consumption.

After maturing, the wine is filtered to help stabilize it and remove any
solid particles still in the wine. This process is called fining. The wine is
then clarified by adding either egg white or bentonite, which sinks to the
bottom of the vat. The wine then is bottled.
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Fine vintage wines are best drunk at their peak, which may be a few
years—or decades—away. Red wines generally take a few more years
to reach their peak than do white wines. In Europe, where the climate
is more variable, the good years are rated as vintage. The judgment of
experts determines the relative merits of each wine-growing district and
awards merit points on a scale of 1 to 10.

Matching Wine with Food

The combination of food and wine is one of life’s great pleasures. We eat
every day, so a gourmet will seek out not only exotic foods and vintage
wines, but also simple food that is well prepared and accompanied by an
unpretentious, yet quality, wine.

Over the years, traditions have developed a how-to approach to the
marrying of wines and food. Generally, the following traditions apply:

e White wine is best served wit
shellfish, and fish.

Red grapes make red wine; the
main red grapes are cabernet
sauvignon, merlot, merlot/
cabernet sauvignon, pinot noir,
and Shiraz.

Sniffing the bouquet of the
wine.

188

Figure 3™ wétches some of the better-known varietal wines with food.

Food and wine are described by texture and flavor. Textures are the qualities
in food and wine that we feel in the mouth, such as softness, smoothness,
roundness, richness, thickness, thinness, creaminess, chewiness, oiliness, harsh-
ness, silkiness, coarseness, and so on. Textures correspond to sensations of touch
and temperature, which can be easy to identify—for example, hot, cold, rough,
smooth, thick, or thin. Regarding the marrying of food and wine, light food with
light wine is always a reliable combination. Rich food with rich wine can be won-
derful as long as the match is not too rich. The two most important qualities to
consider when choosing the appropriate wine are richness and lightness.

Flavors are food and wine elements perceived by the olfactory nerve as
fruity, minty, herbal, nutty, cheesy, smoky, flowery, earthy, and so on. A person
often determines flavors by using the nose as well as the tongue. The combina-
tion of texture and flavor is what makes food and wine a pleasure to enjoy; a
good match between the food and wine can make occasions even more memo-
rable. Figure 4 suggests the steps to be taken in wine tasting.
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FOCUS ON WINES
Wine and Food Pairing

Jay R. Schrock, University of South Florida

The combination of food and wine is as old as the making of wine. It is truly one of the great
pleasures in life. Food and wine are natural accompaniments and enhance the flavor and en-
joyment of each other. The flavor of a wine consumed by itself will taste different than when
it is imbibed with food. Much of the wine taste experience is actually perceived from the nose;
hence, you will hear that “the wine has a good nose.” In fact, wine experts, called sommeliers,
say that 80 percent of the taste comes from the nose. The nose is where the flavors such as nuts,
oak, fruits, herbs, spices, and all the other words used to describe wine come from. To improve
the smell and taste of wine, we often decant it and serve it in stemware with large openings.
The wine taster often swirls the wine to increase the are gring the nose.

Over the years, traditions have developed as to 3
Remember, these are traditions and that food and
act process. The traditional rules basically state that rRd\yi gryed with red meat and white

; HyAalid, but they don't take into
seirwide range of flavors and the cor-
responding wide range of wines from around the world that aré\npowreadily available to everyone. Today, you are

The new tradition has begun:

1. When serving more than one wine 3 j o serve lighter wines before full-bodied ones. The

ed meat and white wine with fish and chicken suggestion.

fith duck, prosciutto, and mushrooms and a gewdirztraminer is

, sausage, curry, and Thai and Indian food. Beware of pairing a

e wine. Most people agree that chocolate is the one exception.

It seems to go with almost anytkifg.

4. Delicately flavored foods that are poached or steamed should be paired with delicate wines.

5. Match regional wines with regional foods; they have been developed together and have a natural
affinity for each other. The red sauces of Tuscany and the Chianti wines of the Tuscany region in Italy
are an unbeatable combination.

6. Soft cheese such as Camembert and Brie pair well with a variety of red wine, including cabernet sau-
vignon, zinfandel, and red burgundy. Cabernet sauvignon also goes well with sharp, aged cheddar
cheese. Pungent and intensely flavored cheeses, such as a blue cheese, are better with the sweeter
eiswein (or icewine) or late-harvest dessert wines. Sheep and goat cheeses pair well with dry white
wines, while red wine with fruit flavors goes best with milder cheeses.

Many of your restaurant guests may want to have wine with their dinner but are intimidated by the proc-
ess or are afraid of the price. Set your guests’ minds at ease when they are ordering wine. The know-it-all
attitude will not work here; you are not trying to sell a used car or life insurance. You are trying to improve
your guests’ experience, the check average, and your tip. Make an honest suggestion, and try to explain the
differences in wine choices. If guests are pondering two wines by the glass, do not just suggest the more
expensive one; bring two glasses and let them taste. They will decide for themselves.
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(Alsace in France)

peach, nutmeg, clove, cinnamon

SMELL AND TASTE
WINE ASSOCIATED WITH WINE FOOD PAIRING
Gewiirztraminer grapefruit, apple, nectarine, Thai, Indian, Tex-Mex, Szechwan,

ham, sausage, curry, garlic

Chardonnay Chablis
(Burgundy in France)

citrus fruit, apple, pear, pineapple,
other tropical fruit

pork, salmon, chicken, pheasant,
rabbit

Sauvignon Blanc Sancerre
(Loire in France)

citrus fruit, gooseberry, bell
pepper, black pepper, green olives,
herbs

goat cheese, oysters, fish, chicken,
pork, garlic

Pinot Blanc

citrus fruit, apple, pear, melon

shrimp, shellfish, fish, chicken

Pinot Noir Cote d’' Or
(Burgundy in France)

strawberry, cherry, raspberry,
clove, mint, vanilla, cinnamon

duck, chicken, turkey,
mushrooms, grilled meats, fish
and vegetables, pork

Merlot Gamay
(Beaujolais in France)

cherry, raspberry, plum, pepper,
herbs, mint

[

7
eef, duck, barbecued
meats, pyrlribs

Cabernet Sauvignon Medoc
(Bordeaux in France)

cherry, plum, pepper, bell pegper,
herbs, mint, tea, chocolate

Q\\\Uﬁ

beef, lamp, praised, barbecued
meats, aged cheddar,

Late harvest white wines

citrus fruit, apple, p

peach, man%

apricot) Q

>§ustard, vanilla, ginger, carrot
ake, cheesecake, cream puffs,
apricot cobbler

Figure 3 * Matching Wine with Food.
(Courtesy of Jay R. Schrock.)
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Many restaurants have introduc
particular type or label of wine.Win
sensory appeal: color,aroma, and taste.

s special marketing events to promote the restaurant itself, or a
re than just a process—it is an artful ritual. Wine offers a threefold
ing, thus, consists of three essential steps.

1. Hold the glass to the light. The color of the wine gives the first indication of the wines body. The deeper the
color, the fuller the wine will be. Generally, wines should be clear and brilliant.

2. Smell the wine.Hold the glass between the middle and the ring finger in a“cup-like” fashion and gently roll the
glass. This will bring the aroma and the bouquet of the wine to the edge of the glass. The bouquet should be
pleasant.This will tell much about what the taste will be.

3. Finally, taste the wine by rolling the wine around the mouth and by sucking in a little air—this helps release the
complexities of the flavors.

Figure 4 ¢ Wine Tasting.

» Check Your Knowledge

1. What are the names of the main white and red grape varieties used to make
wine?

2. Cabernet sauvignon is best served with
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3. Chardonnay is best served with
4. Why does a wine taster swirl the wine around the glass before tasting it?

5. What is the general guideline for serving wine with food?

Major Wine-Growing Regions

Europe

Germany, Italy, Spain, Portugal, and France are the main European wine-
producing countries. Germany is noted for the outstanding Riesling wines from
the Rhine and Moselle river valleys. Italy produces the world-famous Chianti.
Spain makes good wine, but is best known for making sherry. Portugal also
makes good wine, but is better known for its port.

France is the most notable of the European countries, producing not only the
finest wines but also champagne and cognac. The two most famous wipe
areas in France are the Bordeaux and Burgundy regions. The vineyardg
towns are steeped in the history of centuries devoted to the productidn
quality wines. They represent some of the most beautiful countxyside \
are well worth visiting.

In France, wine is named after the village in which the wi
cent years, the name of the grape variety has also beep

United States and Canada

In California, viticulture began in 17694vhen Junipero Serra, a Spanish friar,
began to produce wine for the missions he started. At one time, the French
considered California wines to be inferior. However, California is blessed with
a near-perfect climate and excellent vine-growing soil. In the United States, the
name of the grape variety is used to name the wine, not the village or chateau
as used by the French. The better-known varietal white wines in the United
States are chardonnay, sauvignon blanc, riesling, and chenin blanc; varietal red
wines are cabernet sauvignon, pinot noir, merlot, Syrah, and zinfandel.
California viticulture areas are generally divided into three regions:

1. North and central coastal region
2. Great central valley region

3. Southern California region

The north and central coastal region produces the best wines in California. A
high degree of use of mechanical methods allows for efficient, large-scale pro-
duction of quality wines. The two best-known areas within this region are the
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Napa and Sonoma Valleys. The wines of the Napa and Son-
oma Valleys resemble those of Bordeaux and Burgundy. In
recent years, the wines from the Napa and Sonoma Valleys
have rivaled and even exceeded the French and other Euro-
pean wines. The chardonnays and cabernets are particularly
outstanding.

The Napa and Sonoma Valleys are the symbols as well
as the centers of the top-quality wine industry in California.

Several other states and Canadian provinces provide qual-

ity wines. New York, Oregon, and Washington are the other
major U.S. wine-producing states. In Canada, the best winer-
ies are in British Columbia’s Okanagan Valley and southern
Ontario’s Niagara peninsula. Both of these regions produce
excellent wines.

A Napa Valley vineyard.
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Australia has been producing wines fof gzbout 13Q Years, but it is only in the
last half-century that these wines have &chieved the préminence and recognition
they rightly deserve. Australian wi o Europe and California
to perfect the winemaking craf many rigid laws control-
ling wine growth and productio iamwiremakers use high technology

INTRODUCING ROB T
Founder of Robert Mondayvi

@ Robert Mondavi Winery has established itself as one of the
RS, ndavi, who recently passed away, was active as wine's foremost
spokesperson, havinygreatly’contributed to the wine industry throughout his successful life.
Robert Mondavi was\ggtn in 1913 to an Italian couple who had emigrated from the Marche
region of Italy in 1910. His father, Cesare, became involved in shipping California wine grapes
to fellow ltalians. Extremely pleased with California, Cesare Mondavi decided to move to the
Napa Valley and set up a firm that shipped fruit east. Robert Mondavi grew up among wines
and vines and remained in his father’s business.
Robert began by improving the family enterprise, adding to it the management, produc-
tion, and marketing skills he learned at Stanford University, from which he graduated in 1936.
Robert acknowledged the great business potential of the Napa Valley in the broader context
of the California wine industry. What the firm needed was to be upgraded with innovations in
technology to keep up with the changes in the overall business environment.

Mondavi had an ambitious dream that was realized when the Charles Krug Winery was offered for sale in
1943. The facility was purchased, and Robert knew that the strategy for success included well-planned mar-
keting as well as the crucial winemaking expertise that the family already had.

Mondavi understood also the importance of the introduction of innovative processes that could place
the winery in a competitive position. From the 1950s to the 1960s, he performed many experiments and
introduced pivotal innovations. For example, Robert popularized new styles of wine, such as the chenin
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blanc, which was previously known as white pinot and was not doing well in the market. Mondavi changed
the fermentation, turning it into a sweeter, more delicious wine. The name was also changed, and sales
increased fourfold the following year.

Similarly, he noticed that the sauvignon blanc was a slow-selling wine. He began producing it in a drier
style, called it fumé blanc, and turned it into an immediate success. Although the winery’s operations were
successful, Mondavi was still looking for a missing link in the chain. A trip to Europe, designed to study
the finest wineries’ techniques, convinced him to adopt a new, smaller type of barrel to age the wine, which
he believed added a “wonderful dimension to the finished product.”

In 1966, Robert Mondavi opened the Robert Mondavi Winery, which represented the fulfillment of the
family’s vision to build a facility that would allow them to produce truly world-class wines. In fact, since its
establishment, the winery has led the industry, standing as an example of continuous research and innova-
tion in winemaking, as well as a “monument to persistence in the pursuit of excellence.”

Throughout the years of operation, the original vision remained constant: to produce the best wines that
were the perfect accompaniments to food and to provide the public with proper education about the prod-

uct. The Robert Mondavi Winery sponsors several educational program

teristics of each wine.
Australia has about sixty wine-growing
soil types, mostly in the southeastern part o 2w South Wales,
% yor cities of Sidney,
Melbourne, and Adelaide. There are abou

the larger and more popular winerigs

blends, merlot, and shiraz.
lon, sauvignon blanc, and semil-
e-growing areas is Hunter Valley
in New South Wales, which produce lon. When mature, this wine has a
honey, nut, and butter flavor. The chardonnay is complex with a peaches-and-
cream character. In recent years, Australian wines have shown exceptional qual-
ity and value, leading to increased sales in Europe, the United States, and Asia.

Wine also is produced in many other temperate parts of the world, most
notably New Zealand, Chile, Argentina, and South Africa.

How to Read a Wine Label

Labeling requirements vary significantly from country to country. The local laws
at the point of sale govern specific information that is required to be on the label
where the wine is marketed, rather than where it is produced. This requirement
often results in two different wine labels for the same wine. Then, if the wine is
marketed where it was produced, it will have one wine label; if the wine is to be
exported, it may have another version of the first wine label to meet the require-
ments of local laws. After the label is designed, it must be approved by the same
government agency that controls wine production in that country, as well as the
various government agencies that control the import and sale of the wine.'

sCh as seminars on viticulture, a
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In the United States, we label wines by their varietal grape and include the
name of their region on the label. In Europe, wines tend to be labeled regionally
rather than by varietal. The wine label on the front of the bottle generally has
five headings:

The name of the vineyard
The grape variety
The growing area

The vintage

M e

The producer

Wine labels are helpful in telling you a lot about what is in the bottle. Most
wine bottles have two labels applied to each bottle. The front label is meant to
attract your attention, while the back label may be used to provoke your senses.
As an example, the label may state: “A wonderful aperitif, this smooth, elegant,
wonderfully fruity wine . . . ” The label mdy-atsoynsude serving suggestions for
pairing with food. These statements arg/nbt governgd\by law.”

Wine and Health

~Fhis perspective was featured in
sages, which focused on a phenomenon
230 percent more fat than Americans
e they suffer fewer heart attacks—about
Iromically, the French drink more wine than
about 75 liters per person a year. Research

Y

fer the 60 Minutes program was broadcast, sales of wine,
e, in the United States increased dramatically.

Sustainable Wine Production’

Environmentally and socially responsible grape growing and winemaking is not
new, but what was once labeled a trend is now becoming an industry standard.
Organic is a term given to environmentally friendly methods that use no chemi-
cals or pesticides. Sustainability is defined as a holistic approach to growing and
food production that respects the environment, the ecosystem, and even society.

The California Association of Wine Grape Growers has prepared a “Code of
Sustainable Winegrowing Practices”; this is a 490-page voluntary self-assessment
workbook covering everything from pest management to wine quality to water con-
servation to environmental stewardship. This tool allows growers and vintners to
gauge how they are doing, and then to design and implement their own action plans.

A good example of sustainable winemaking is the Viansa Winery in Califor-
nia. It has long boasted a natural antipest team of bats, barn owls, and insectaries
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to keep its bug populations under control. The winery uses organic fungicide and
has eliminated all herbicides.

Beer

Beer is a brewed and fermented beverage made from malted barley and other
starchy cereals and flavored with hops. Beer is a generic term for a variety of
mash-based, yeast-fermented brewed malt beverages that have an alcohol con-
tent mostly between 3.8 and 8 percent.* The term beer includes the following:

e Lager, the beverage that is normally referred to as beer, is a clear light-
bodied, refreshing beer.

e Ale is fuller bodied and bitterer than lager.
® Stout is a dark ale with a sweet, strong, malt flavor.

e Dilsner is not really a beer. The term pilsner means that the beg
the style of the famous beer brewed in Pilsen, Czech Republic

The Brewing Process

eyl content
roduct. Water
accounts for 85 to 89 percent of the finishe

Next, grain is added in the form of isNQXcley that has been
ground to a coarse grit. The grain is germi i enzyme that con-
verts starch into fermentable sugar.

The liquid is now called wort and WAiltered through

a mash filter or lauter tub. This liquid then flows into a In the process of making beer, hops are added to
brewing kettle, where hops are added and the mixture the wort in the brew kettle.

is boiled for several hours. After the brewing operation,
the hop wort is filtered through the hop separator or hop

jack. The filtered liquid then is pumped through a wort
cooler and into a fermenting vat where pure-culture yeast
is added for fermentation.’ The brew is aged for a few
days prior to being barreled for draught beer or pasteur-
ized for bottled or canned beer.

Today, marketing and distribution partnerships pro-
mote an even greater choice of beers for consumers.
Among those available from Anheuser-Busch distributors
are Lowenbrdu and Beck’s from Germany; Stella Artois
and Hoegaarden from the Netherlands; Staropramen and
Czechvar from the Czech Republic; Harbin from China;
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and Landshark from Florida. Other interesting beverages include Michelob
Ultra Dragon Fruit Peach, Michelob Ultra Fruit Pomegranate Raspberry, and
Michelob Ultra Fruit Live Cactus.

Organic and Craft Beers, Microbreweries,
and Brewpubs

The U.S. Department of Agriculture (USDA) established the National Organic
Program in 1997, opening the door for organic beer. The guidelines for organic
beer are the same as for all organic foods: The ingredients must be grown with-
out toxic and persistent pesticides or synthetic fertilizers and in soil that has
been free from such chemicals for at least three years. No genetically modified
ingredients can be used in the brewing process. Studies show that organic farm-
ing reduces erosion and ground-water pollution and that it significantly reduces
negative impacts on wildlife.®

The organic requirements lend the
American craft brewery is a small, indep
beer showcases the different areas of {

¢ll to smaller breweries. An
dent, and\raditional brewery.” Craft
b country and their seemingly distinct
dia Pale Ale (IPA) from

esonly distribute in a small- to
svecome of age, little did the world know

om than any other market in the world.’
an all-malt flagship (the beer that represents

¢f on the premises and may also be known as a microbrewery

if the prodihct¥@irhas a significant distribution beyond the premises.'!

Sustainable Brewing

Breweries use a lot of resources yet have the potential to significantly reduce their
environmental footprint. Here is how some brewers are reducing their footprint:'>

e Efficient brewhouse: The brewery is as sustainable and efficient as possible,
starting with the parts of the building that were reclaimed and recycled
when the Full Sail brewery first opened in the old Diamond Fruit cannery
in Oregon. Full Sail utilizes measures such as energy-efficient lighting and
air compressors, and compresses the work week into four very productive
days, which helps reduce water and energy consumption by 20 percent.

e  Sustainable brew process: Pure water literally flows from the peaks that
surround the brewery, so Full Sail takes care to conserve this precious
resource. While average breweries consume six to eight gallons of water for
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every gallon of beer produced, Full Sail has reduced its consumption to a mere
3.45 gallons, and operates its own on-site wastewater treatment facility. Local
farms supply the other essential ingredients for award-winning brews: 85 percent
of hops and 95 percent of barley come straight from Northwest farms.

e Reduce-Reuse-Recycle: Full Sail uses 100 percent recycled paperboard on
all its packaging (and was one of the first in the industry to commit to long-
term purchasing of recycled paper products). Everything from office paper
to glass to stretch wrap to wooden pallets is recycled. Even dairy cows are
beneficiaries of brewery waste: 4,160 tons of spent grain and 1,248 tons of
spent yeast are sent back to farmers every year to use as feed for cows.

e Community-wide practices: Full Sail purchases 140 blocks of Pacific Power
Blue Sky renewable energy per month. This practice results in the reduction of
168 tons of carbon dioxide emissions, the equivalent of planting 33,000 trees.
Full Sail also supports over 300 events and charities each year, with a focus

on those in Oregon. Employees at the company have inspired environmental

tainable brewing documents, BlueMap I
brewery should consider.!?

heat and syngas while sequestering
brewery’s carbon footprint.

Implement Water Use Reduction Measures

Water is one of the largest inputs in brewing. A brewery can conserve water by
reducing lost steam, increasing the efficiency of wort production, increasing the
life of water in boiler systems, and altogether preventing waste.

Implement Variable-Speed Fans or Motors

Many brewery processes have variable loads that are more efficiently served
by variable-speed motors, fans, and drives. Where applicable, an upgrade in a
brewery’s fans and motors can offer substantial savings and have favorable pay
back periods. Savings are only observed if loads vary.

Ensure a Regular Maintenance Regime

A regular maintenance regimen is a great way to cut down on energy ineffi-
ciencies. Regularly scheduled maintenance allows breweries to catch problems
sooner and address them before excess energy is wasted. Also, keeping a system
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tuned up means that motors and pumps run at optimum speeds, controls are set
properly, and control systems are turned on.

Capture Methane at On-Site Water Treatment Facilities

For breweries that process wastewater on-site, methane capture is a great way
to regain value from a waste stream. Currently, closed systems and pond cover
methane capture exist. These systems purify and burn methane onsite, which
typically offsets the brewery’s fuel costs while cutting costs.

Recapture CO, during Fermentation

Fermentation releases CO,. Savvy breweries can capture this CO, and use it
(instead of purchased CO,) in the bottling process to carbonate their beer. This
reduces both CO, released to the air and CO, purchasing costs.

Much of the brewing process consists of
uids. Auditing the entire process can revga

flow filtration
these flaws.

SustaindMd\buildiyg is potentially one of the largest opportunities for a brew-
ery to reduse ¥igfgy consumption and curtail demand spikes (thereby minimizing
fines). Manag¥iment systems can be installed to green the lighting of spaces, maxi-
mize building functions, optimize chill systems, and stagger cooling loads.

Utilize Renewable Energy Technologies

Beer is made with hops, grain, water and yeast. What could be a more nat-
ural way to complement these natural ingredients than using sun or wind to
power the beer brewing process? Renewable energy sources include geothermal,
syngas, or biogas. When sized correctly, these technologies greatly reduce pur-
chased electricity and fuel and can have very attractive payback periods.

By considering these 10 recommendations, the third-largest beverage indus-
try in the world can reduce its overall ecological impact while in many cases
save money.

Further examples of breweries around the country that are finding creative
ways to reduce their carbon footprint are by installing wind and solar power.
Colorado’s New Belgium Brewery has an 870 panel solar array from which it
gets 13 percent of its energy needs; Odell Brewing Company gets 39 percent of
its energy needs.'*
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INTRODUCING ROB WESTFALL
Bar Manager, The Speakeasy, Siesta Key, Florida

The Speakeasy has been a staple in Siesta Key's Village for over ten years. Known for its exceptional
variety of live music, it is also a place where locals feel right at home. The Speakeasy features ice-cold
air conditioning in a polished, clean environment. Located at the back of the room is our pool table
with plenty of space to allow for professional play. Specialty drinks are another draw for patrons
at The Speakeasy. Our menu is loaded with innovative cocktails that are tough to find in another
establishment. Along with our extensive list of wines by the glass, we also offer many premium sin-
gle-malt scotches, cognacs, and bourbons and a host of fine liqueurs. The Speakeasy is owned and
operated by Café Gardens, which also owns the Daiquiri Deck located directly next door.
A typical day for a manager at The Speakeasy goes like this:

and myself are present at this meeting. The meeting con
order of business is reviewing the numbers from the prd
labor, cost of goods, and promotional costs are djscuss&d\Additiona
cern every week. Budgets are set based on sales projectiOrs¥gom Qrevie

X of issues. Typically, the first
nbers like net sales, cost of

to the success of the business. Next, we discuss any issuey ReMithe Previots week. In the bar business, an

warding. The experience you gain orking with so many different types of entertainment is difficult to
replace. The majority of bands show up on time and treat their job professionally, but there are a significant
amount of them that do not. | call my bands to confirm their schedule on a weekly basis for this very reason.

2:00 p.Mm. Typically, there is always some bar maintenance that needs to be addressed. | always take a
walk around and check everything out to make sure that everything is working property.

3:00 p.m. Work on any upcoming promotions and ensure their success. Spirit tastings, holidays, full-moon
parties, and private parties are examples of these types of events.

4:00 p.Mm. Send memo to corporate office regarding what checks need to be written for entertainment
that week. Ensure that each band has proper paperwork filled out for tax purposes.

5:00 p.Mm. Every day the staff needs to be reminded to step it up. Motivation comes from the top down.
The bar business is a stage, and the bartenders are on a stage. The staff will typically need to be reminded
of this on a consistent basis. Open lines of communication are very important and allow you to apply
constructive criticism or accolades, as they are appropriate.

6:00 p.m. It's time to have a drink.

That's the management side of the bar. The nighttime is another animal entirely!
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Spirits

A spirit or liquor is made from a liquid that has been fermented and distilled.
Consequently, a spirit has a high percentage of alcohol, gauged in the United
States by its proof content. Proof is equal to twice the percentage of alcohol in
the beverage; therefore, a spirit that is 80 proof is 40 percent alcohol. Spirits
traditionally are enjoyed before or after a meal, rather than with the meal.
Many spirits can be consumed straight, or neat (without ice or other ingre-
dients), or they may be enjoyed with water, soda water, juices, or cocktail
mixes.

Fermentation of spirits takes place by the action of yeast on sugar-containing
substances, such as grain or fruit. Distilled drinks are made from a fermented
liquid that has been put through a distillation process.

Whiskies

first distilled in Scotland and Ireland cenXuXies ago. T,
the Celtic word visgebaugh, meaQigh“wasersf life”” AWhisky is made from a fer-
mented mash of grain to which mrof barley, is added. The barley

contains an enzyme called verts starch to sugars. After fermen-

drprisingly, the blending process at each distillery is
here are four distinct whisky types that have gained

Scotch Whisky

Scotch whisky, or scotch, has been distilled in Scotland for centuries and has
been a distinctive part of the Scots’ way of life. From its origins in remote and
romantic Highland glens, Scotch whisky has become a popular and international
drink, its flavor appreciated throughout the world. Scotch became popular in
the United States during the days of Prohibition (1919 to 1933) when it was
smuggled into the country from Canada. It is produced like other whiskies, ex-
cept that the malt is dried in special kilns that give it a smoky flavor. To be
legally called Scotch whisky, the spirit must conform to the standards of the
Scotch Whisky Act; only whisky made with this process can be called Scotch
whisky. Some of the better-known quality-blended Scotch whiskies are Chivas
Regal and Johnnie Walker Black, Gold, and Blue Labels.

A single malt Scotch whisky is the product of one specific distillery and
has not been mixed with whisky from any other distilleries. Some whisky
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aficionados prefer a single malt Scotch,
from which there are several brands
to chose.

Irish Whiskey

Irish whiskey is spelled with an e
and is produced from malted or un-
malted barley, corn, rye, and other
grains. The malt is not dried like it is
in the production of Scotch whisky,
which gives Irish whiskey a milder
character, yet an excellent flavor.
Two well-known Irish whiskies are
Old Bushmill’s Black Bush and Jame-
son’s 12 Year Old Special Reserve.

Bourbon Whisky
Liquor was introduced in America by

the first settlers, who used it as a med-
icine. Bourbon has a peculiar history.

In colonial times in New England, Checklnwo nnjeNValker Scotch that is maturing in barrels.

rum was the most popular distilled
spirit. After the break with Britain,
settlers of Scottish and Irish background py

lightful. This experiment occu
new product.

Bourbon whisky is produced ma corn; other grains are also used,
but they are of secondary importanceN\[He distillation processes are similar to
those of other types of whisky. Charred barrels provide bourbon with its dis-
tinctive taste. It is curious to note that barrels can only be used once in the
United States to age liquor. Aging, therefore, occurs in new barrels after each
distillation process. Bourbon may be aged up to six years to improve its mel-
lowness. Among the better-known bourbon whiskies are Jack Daniels, Maker’s
Mark, and George Dickel.

Canadian Whisky

Like bourbon, Canadian whisky is produced mainly from corn. It is character-
ized by a delicate flavor that nonetheless pleases the palate. Canadian whisky
must be at least four years old before it can be bottled and marketed. It is dis-
tilled at 70 to 90 percent alcohol by volume. Among the better-known Cana-
dian whiskies are Seagram’s and Canadian Club.
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White Spirits

Gin, rum, vodka, and tequila are the most common of the spirits that are called
white spirits. Gin, first known as Geneva, is a neutral spirit made from juniper
berries. Although gin originated in Holland, it was in London that the word
Geneva was shortened to gin, and almost anything was used to make it. Often
gin was made in the bathtub in the morning and sold in hole-in-the-wall dram
shops all over London at night. Obviously, the quality left a lot to be desired,
but the poor drank it to the point of national disaster.'> Gin also was widely
produced in the United States during Prohibition. In fact, the habit of mixing
something else with it led to the creation of the cocktail. Over the years, gin be-
came the foundation of many popular cocktails (for example, martini, gin and
tonic, gin and juice, and Tom Collins).

Rum can be light or dark in color. Light rum is distilled from the fer-
mented juice of sugarcane, and dark rum is distilled from molasses. Rum
comes mainly from the Caribbean islands ofRarbados (Mount Gay), Puerto

e WHite is shipped unaged, silver is aged
> cﬁy oak from two to four years. Tequila is
qryarita cocktail or in the tequila sunrise (made
e Eagles rock group).

up to three years, 3
mainly used in

A glass of cognac.

made from many sources, including barley,
¢ or potatoes. Because it lacks color, odor, and

lavors predominate. To offer consumers more choices,
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roducers have popularized flavored vodkas with lemon,
r, vanilla, raspberry, peach, pears, and mango, among
ers. Brand names of vodka producers are Absolut from
Sweden, Stolichnaya (or Stoli for short) from Russia, Grey Goose
from France, Tru Organic from the United Sates, and Van Gogh
from the Netherlands.

Other Spirits

Brandy is distilled from wine in a fashion similar to that of other
spirits. American brandy comes primarily from California, where
it is made in column stills and aged in white-oak barrels for at
least two years. The best-known American brandies are made by
Christian Brothers and Ernest and Julio Gallo. Their brandies are
smooth and fruity with a touch of sweetness. The best brandies
are served as after-dinner drinks, and ordinary brandies are used in
the well for mixed drinks.
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Cognac is regarded by connoisseurs as the best brandy in the world.
It is made only in the Cognac region of France, where the chalky soil and
humid climate combine with special distillation techniques to produce the
finest brandy. Only brandy from this region may be called cognac. Most
cognac is aged in oak casks from two to four years or more. Because co-
gnacs are blends of brandies of various ages, no age is allowed on the label;
instead, letters signify the relative age and quality.

Brandies labeled as VSOP must be aged at least four years. All others
must be aged in wood at least five years. Five years, then, is the age of the
youngest cognac in a blend; usually, several others of older age are added
to lend taste, bouquet, and finesse. About 75 percent of the cognac shipped
to Canada and the United States is produced by four companies: Cour-
voisier, Hennessy, Martell, and Remy Martin.

Cocktails

The first cocktails originated in England during the Victorian efa
wasn’t until the 1920s and 1930s that cocktails became popular

Cocktails are usually drinks made by mixing two or
(wines, liquors, fruit juices), resulting in a blend that is plejsy
ate, With no single ingredient overpowering the others Coc

e The skill of the bartender. The ba

inspiration are key factors in making

dér’s experience, knowledge, and
a perfect cocktail.

A good bartender should understand the effect and the “timing” of a cock-
tail. It is not a coincidence that many cocktails are categorized by when
they are best served. There are aperitifs, digestifs, corpse-revivers, pick-me-
ups, and so on. Cocktails can stimulate an appetite or provide the perfect
conclusion to a fine meal.

» Check Your Knowledge

1. Describe the different types of beer.

2. Describe the various spirits.

A martini cocktail served
in a martini glass.
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Nonalcoholic Beverages

Nonalcoholic beverages are increasing in popularity. In the 1990s and 2000s,
a radical shift has occurred from the free-love 1960s and the singles bars of the
1970s and early 1980s. People are, in general, more cautious about the con-
sumption of alcohol. Lifestyles have become healthier, and organizations such
as Mothers Against Drunk Driving (MADD) have raised the social conscience
about responsible alcohol consumption. Overall consumption of alcohol has
decreased in recent years, with spirits declining the most.

In recent years, several new beverages have been added to the nonalcoholic
beverage list. From Goji juice to passion fruit green tea, the nonalcoholic bever-
age world has been innovative in creating flavored teas and coffees and an ever-
increasing variety of juices to satisfy all our tastes.

Nonalcoholic Beer

removed, either after processing
somewhat different from tegular

e from Ethiopia and Mocha, which is in the Yemen Re-
that Kaldi, a young Abyssinian goatherd, accustomed to
oticed that after chewing certain berries, the goats began to
prance about\ekcitedly. He tried the berries himself, forgot his troubles, lost his
heavy heart, and became the happiest person in “happy Arabia.” A monk from
a nearby monastery surprised Kaldi in this state, decided to try the berries too,
and invited the brothers to join him. They all felt more alert that night during
prayers!!’

In the Middle Ages, coffee found its way to Europe via Turkey but not
without some objections. In Italy, priests appealed to Pope Clement VIII to have
the use of coffee forbidden among Christians. Satan, they said, had forbidden
his followers, the infidel Moslems, the use of wine because it was used in the
Holy Communion and had given them instead his “hellish black brew.” Appar-
ently, the pope liked the drink, for he blessed it on the spot, after which coffee
quickly became the social beverage of Europe’s middle and upper classes.!®

In 1637, the first European coffeehouse opened in England; within thirty
years, coffeehouses had replaced taverns as the island’s social, commercial, and
political melting pots.!” The coffeehouses were nicknamed penny universities,
where any topic could be discussed and learned for the price of a pot of coffee.
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The men of the period not only discussed business but actually conducted
business. Banks, newspapers, and the Lloyd’s of London Insurance Company
began at Edward Lloyd’s coffeehouse.

Coffeehouses were also popular in Europe. In Paris, Café Procope, which
opened in 1689 and still operates today, has been the meeting place of many a
famous artist and philosopher, including Rousseau and Voltaire (who are re-
puted to have drunk forty cups of coffee a day).

The Dutch introduced coffee to the United States during the colonial period.
Coffeehouses soon became the haunts of the revolutionary activists plotting
against King George of England and his tea tax. John Adams and Paul Revere
planned the Boston Tea Party and the fight for freedom at a coffeehouse. This
helped establish coffee as the traditional democratic drink of Americans.

Brazil produces more than 30 percent of the world’s coffee, most of which goes
into canned and instant coffee. Coffee connoisseurs recommend beans by name,
such as arabica and robusta beans. In Indonesia, coffee is named for the 1sland on
which it grows; the best is from Java and is rlch and spicy Wlth a full-bodie

the all-purpose roast most people prefer. Mediw
in color, and their surface is dry. Although th'

preferred by specialty stores, where balare
sharpness. Dark roasts have a fancy, r1ch
roasts. Its almost-black beans have shin
and specific coffee flavor are gong
vorite of espresso lovers.

Decaffeinating coffee remodye e with either a solvent or water
process. In contrast, many specis ¢ have things added. Among the
better-known specialty coffees are caf¢ arlait or caffe latte. In these cases, milk
is steamed until it becomes frothy and Ypoured into the cup together with the
coffee. A cappuccino is made with espresso, hot milk, and milk foam, which
may then be sprinkled with powdered chocolate and cinnamon.*’

Tea

Tea is a beverage made by steeping in boiling water the leaves of the tea plant,
an evergreen shrub, or small tree, native to Asia. Tea is consumed as either a
hot or cold beverage by approximately half of the world’s population, yet it
is second to coffee in commercial importance because most of the world’s tea
crop is consumed in the tea-growing regions. Tea leaves contain 1 to 3 percent
caffeine. This means that weight for weight, tea leaves have more than twice
as much caffeine as coffee beans. However, a cup of coffee generally has more
caffeine than a cup of tea because one pound of tea leaves makes 250 to 300 cups
of tea, whereas one pound of coffee beans makes only 40 cups of coffee.
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CORPORATE PROFILE
Starbucks Coffee Company

Operations

Starbucks Coffee Company (named after the first mate in Herman
Melville's Moby-Dick) is the leading retailer, roaster, and brand of spe-
cialty coffee in North America. More than 7 million people visit Star-
bucks stores each week. In addition to its more than 17,000 retail
locations, the company supplies fine dining, foodservice, travel, and
hotel accounts with coffee and coffee-making equipment and oper-
ates a national mail-order division.

Locations and Alliances

Product Line

Starbucks roasts more than thirty varietie
tail locations also feature a variet

¢d beverages, a line of low-fat, creamy, iced coffee drinks. This
product launch was the most succagsfdl i Starbucks history. The company also has a bottled version of
Frappuccino, which is currently availab¥€ in grocery stores and in many Starbucks retail locations.

A long-term joint venture between Starbucks Coffee and Breyer’s Grand Ice Cream dishes up a premium
line of coffee ice creams, with national distribution of several different flavors to leading grocery stores.
Starbucks has become the number-one brand of coffee ice cream in the United States. Currently, ice cream
lovers can choose from eight delectable flavors or two ice cream bars.

Community Involvement

Starbucks contributes to a variety of organizations that benefit AIDS research, child welfare, environmental
awareness, literacy, and the arts. The company encourages its partners (employees) to take an active role in
their own neighborhoods.

Starbucks fulfills its corporate social responsibility mission by reducing its environmental footprint on the
planet. The company addresses three high-impact areas: sourcing of coffee, tea, and paper; transportation
of people and products; and design and operations (energy, water, waste reduction, and recycling). Star-
bucks has developed relations with organizations that support the people and places that grow its coffee
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and tea, such as Conservation International, CARE, Save the Children, and the African Wildlife Foundation.
Additionally, Starbucks has entered into a partnership with the U.S. Agency for International Development
(USAID) and Conservation International to improve the livelihoods of small-scale coffee farmers through
private sector approaches within the coffee industry that are environmentally sensitive, socially responsible,
and economically viable. In 2005, Starbucks received the World Environment Center’s Gold Medal for Inter-

national Corporate Achievement in Sustainable Development.

Starbucks has received numerous awards for quality innovation, service, and giving.

The following list shows where the different types of tea originate:

China—oolong, orange pekoe
India—Darjeeling, Assams (also known as English breakfast tea), Dooars
Indonesia—Java, Sumatra

Carbonated Soft Drinks and Energy Drinks

energy drink that originated in ThaNand #hd that has a Japanese heritage. It
was adapted to Australian tastes and Wwonly a few years has become popular
around the world. The claims are that Red Bull vitalizes the body and mind
by supplying tired minds and exhausted bodies with vital substances that have
been lost, while reducing harmful substances. It purports to provide immediate
energy and vitamins to the consumer. Red Bull has a large market share in more
than 100 countries.

Sales of energy drinks and shots are soaring, even as there are growing
health concerns given the popularity of the high-caffeine drinks among young
people. The dollar value of energy-drink sales rose 13.3 percent last year,
thanks in part to a “significant boost” from energy-shot sales at convenience
stores, according to a report from the market research firm SymphonyIRI
Group.*” American Beverage Association science chief Maureen Storey says
energy drinks are no worse than coffee. A 16-ounce cup of Starbucks’ Pike
Place coffee, for instance, has 330 mg of caffeine. That size of latte has 160 mg—
the same as a 16-ounce can of the energy drink Monster Energy, which bills

207



Beverages

itself as “a killer energy brew” that “you can
really pound down.” The federal Food and
Drug Administration limits caffeine in soft
drinks to 71 mg for 12 ounces but doesn’t
regulate the caffeine in energy drinks, coffee,
or tea.”?

Juices

Popular juice flavors include orange, cran-
berry, grapefruit, mango, papaya, and apple.
Nonalcoholic versions of popular cocktails
made with juices have been popular for years
and are known as virgin cocktails.

A juice bar.

s have established themselves
, healthy drinks. Lately,
are supposed to boost en-
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drink bandwagon, playing on the
efreshing, light, and healthful. Often,

help the body ¥gain the vital fluids and minerals that are lost during heavy physi-
cal exertion. The National Football League sponsors Gatorade and encourages
its use among its athletes. The appeal of being able to drink what the profession-
als drink is undoubtedly one of the major reasons for the success of Gatorade’s
sales and marketing. Other brands of isotonic beverages include Powerade and All
Sport, which is sponsored by the National Collegiate Athletics Association.

Bottled Water

Bottled water was popular in Europe years ago when it was not safe to drink tap
water. In North America, the increased popularity of bottled water has coincided
with the trend toward healthier lifestyles.

In the 1980s, it was chic to be seen drinking Perrier (a sparkling water) or
some other imported bottled water. Perrier, which comes from France, lost
market share a few years ago when an employee tampered with the product.
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Now the market leader is Evian (a spring water), which is also French. Domestic
bottled water is as good as imported and is now available in various flavors that
offer the consumer a greater selection.

Bottled waters are available as sparkling, mineral, and spring waters. Bot-
tled water is a refreshing, clean-tasting, low-calorie beverage that will likely in-
crease in popularity as a beverage on its own or to accompany another beverage
such as wine or whisky.

Bars and Beverage Operations

From an operating perspective, bar and beverage management follows much the
same sequence as does food management, as shown in the following list:

e Forecasting

e Determining what to order
® Selecting the supplier

e Placing the order

® Receiving the order

e Storing
® Issuing
® Serving

e Accounting

e Controlling

Bar Setup

Whether a bar is part of a larger opera ¢staurant) or a business in its own
right, the physical setup of the bar is al to its overall effectiveness. There
is a need to design the area in such a wady that it not only is pleasing to the eye
but it also is conducive to a smooth and efficient operation. This means that bar
stations—where drinks are filled—are located in strategic spots, and that each
station has everything it needs to respond to most, if not all, requests. All well
liquors should be easily accessible, with popular call brands not too far out of
reach. The brands that are less likely to be ordered (and more likely to be high
priced) can be farther away from the stations. The most obvious place for the
high-priced, premium brands is the back bar, a place of high visibility. Anyone
sitting at the bar will be looking directly at the back bar, giving the customers a
chance to view the bar’s choices.

As for beer coolers, their location depends on the relative importance of
beer to the establishment. In many places, beer is kept in coolers under the bar
or below the back bar, and sample bottles or signs are displayed for custom-
ers. However, in many places, beer is the biggest seller, and bars may offer
numerous brands from around the world. In such places, other setups may be
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used, such as standup coolers with glass doors so that customers can easily see
all the varieties available. This is also true for draft beers.

Inventory Control

The beverage profitability of an organization is not a matter of luck. Profits re-
sult largely from the implementation and use of effective inventory controls by
management and employees. Training is also important to ensure that employ-
ees treat inventory as cash and that they handle it as if it were their own money.
Management’s example will be followed by employees. If employees sense a lax
management style, they may be tempted to steal. No control system can guaran-
tee the prevention of theft completely. However, the better the control system,
the less likely it is that there will be a loss.**

To operate profitably, a beverage operation manager needs to establish what
the expected results will be. For example, if a-battle of gin contains twenty-five

be determined and compared to the actul revenue.

One of the critical areas of mang@ement is
implementation of a system to ¢ pOSS €irof the bar’s beverage inven-
tory. Theft may occur in a numb ys, including the following:

margins.

All inventory control systems require an actual physical count of the exist-
ing inventory, which may be done on a weekly or monthly basis, depending
on the needs of management. This physical count is based on units. For liquor
and wine, the unit is a bottle, either 0.750 or 1.0 liter; for bottled beer, the
unit is a case of twenty-four bottles; for draft beer, the unit is one keg. The
results of the most current physical count are then compared to the prior pe-
riod’s physical count to determine the actual amount of beverage inventory
consumed during the period. This physical amount is translated into a cost or
dollar figure by multiplying the amount consumed for each item by its respec-
tive cost per unit. The total cost for all beverages consumed is compared to
the sales generated to result in a profit margin, which is then compared to the
expected margin.

Management should design forms that can be used to account for all
types of liquor, beer, and wine available at the bar. The listing of the items
should follow their actual physical setup within the bar to facilitate easy



Beverages

accounting of the inventory. The forms should also have columns where
amounts of each inventory item can be noted. A traditional way to account
for the amount of liquor in a bottle is by using the “10” count, where the
level of each bottle is marked by tenths; thus, a half-full bottle of well vodka
would be marked as “.5” on the form. Similarly, for kegs of draft beer, a
breakdown of 25, 50, 75, and 100 percent may be used to determine their
physical count.

Beverage Management Technology

Technology for beverage management has improved with products from com-
panies such as Scannabar (www.scanbar.com), which offer beverage opera-
tors a system that accounts for every ounce, with daily, weekly, or monthly
results. The ongoing real-time inventory allows viewing results at any time
and place, with tamperproof reliability interfaced with major point-of-sale
(POS) systems.

The Scannabar liquor module has a bar-coded label on each bg

held reader to the computer in the office for real-ti

The wine module keeps control of all wines
After the wines have been configured withy he) procedure is
that, when a wine is received, the variety 4 aaning the bar code
already on the bottle or is selected direct y paMe handheld radio-
frequency bar code reader. A bar-cod
creates a unique identity for eac
either at the table or at the by
and scanned out of inventory. S
accomplishes inventory taking.*®

POS system that runs the operations beffind the bar. It rings up the charge as
the beverage is being poured while automatically removing the product from
inventory.

Instead of holding up bottles and guessing what is left in them or even
weighing each bottle at the end of shifts, the AZ2000 controller can at any time
give a report of what was sold, who completed the transaction, how the system
was used, and what the actual profits are by brand, transaction, or product
group. The system can be remotely monitored from home or other location by
dialing into the bar location; this is handy for making price changes and moni-
toring sales activity.

The AZ2000 is the heart of a dispensing system that interfaces with a va-
riety of products: “spouts,” a cocktail tower, beer, wine, juice, soft drink ma-
chines, and soda guns. The system even runs cocktail programming, so if the
bartender does not know what goes into a certain drink, he or she can hit the
cocktail button, and the system will tell the bartender what liquor bottle to pick
up and will control the recipe pour amounts.?’
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TECHNOLOGY SPOTLIGHT

Using Technology to Control Beverage Costs

Cihan Cobanoglu, Ph.D., Dean, School of Hotel and Restaurant
Management, University of South Florida, Sarasota-Manatee

Controlling costs in a food service operation is one of the key elements for being successful.
Traditionally, the profit margins in the food service establishments are very slim (about 5 to 8
percent). This requires the restaurant owners and managers to be in control of the food and
beverage costs at all times. There are several technology applications that will help food
service operations to keep track and control costs. An important part of food service opera-
tions is beverage service and sales. Controlling beverage costs differs from controlling food

ery reduction in food and
sales (alcoholic and non-
and the gross margin is far

erages. In this system, each bottle is attached to a dispensing system with different measures of pours. As the
bartender pours in to a glass, each pour is registered, therefore allowing full control of the beverage sales and
keeping inventory. The disadvantage of this system is the low speed of service in a busy bar environment.

A new generation of beverage-dispensing control systems is the radio-frequency identification (RFID)-
based systems. In this system, an RFID spout is assigned to each bottle in the bar, and every drink dispensed
is automatically tracked in real time. Beverage Tracker by Capton (www.beveragetracker.com) uses RFID-
enabled free-pour spouts, allowing bartenders to pour liquor without adjusting normal bar operations. Each
spout contains an RFID microchip that wirelessly transmits pour data via radio frequency to a receiver. Every
RFID microchip has a unique serial code, so each spout can be tracked individually. Beverage Tracker spouts
are completely self-contained and hold the battery, electronics, transmitter, and microchip. They are water
resistant and impact resistant so they can be cleaned like any other pour spout. They fit all major brands
of liquor and are completely reprogrammable through a simple software update. Every event, including
pours, placement on bottle, and placement off bottle, is date and time stamped and transmitted in real
time. Beverage Tracker spouts transmit on a low-range AM spectrum (433 megahertz). With this system, the
management can know the perpetual inventory (total inventory—all sales) at a given time.



Beverages

Personnel Procedures

Another key component of internal control is having procedures in place for
screening and hiring bar personnel. Employees must be experienced in bartend-
ing and cocktail serving and also must be honest because they have access to the
bar’s beverage inventory and its cash.

Bar managers may also implement several other procedures to control in-
ventory and reduce the likelihood of employee theft. One popular method is
the use of spoiters, who are hired to act like typical bar customers, but who are
actually observing the bartenders and/or cocktailers for inappropriate behavior,
such as not taking money from customers or overpouring. Another method for
checking bar personnel is to perform a bank switch in the middle of the shift.
In some cases, employees steal from the company by taking money from cus-
tomers without ringing it up on the register. They keep the extra money in the
cash drawer until the end of the shift when they are cashing out, at which point

surplus of funds, it is highly likely that the employee is st
than what is indicated on the tape, the employee may b
when giving change or hitting the buttons on the register. E
potential for loss.

Restaurant and Hotel Bars
In restaurants, the bar is often used as a

cocktail or aperitif before sitting down

increases beverage sales. The )
food profit margin.

encourages them to have a drink. Beverages gener-
ally account for about 25 to 30 percent of total

sales. Many restaurants used to have a higher per- The Banyan Court bar at the Moana Hotel is a perfect venue

centage of beverage sales, but the trend toward re- for a “sundowner.”
sponsible consumption of alcoholic beverages has
influenced people to decrease their consumption.

Bars carry a range of each spirit, beginning
with the well package. The well package is the
least expensive pouring brand that the bar uses
when guests simply ask for a “scotch and water.”
The call package is the group of spirits that the bar
offers to guests who are likely to ask for a particu-
lar name brand. For example, guests may call for
Johnnie Walker Red Label. An example of a pre-
mium scotch is Johnnie Walker Black Label, and a
super premium scotch is Chivas Regal.
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A popular method of costing each of the spirits poured is to calculate cost
according to the following example:

A premium brand of vodka such as Grey Goose costs $32.00 per liter and
yields twenty-five 1'/,-0z shots that each sell for $5.50. Therefore, the bottle
brings in $137.50. The profit margins produced by bars may be categorized as
follows:

Liquor Pouring Cost % (approx.) 12
Beer 25
Wine 38

When combined, the sales mix may have an average pouring cost of 16 to 20
percent.

Most bars operate on some form of par stock level, which means that for
every spirit bottle in use, there is a minimum par stock level of one, two, or
more bottles available as a backup. As sg0n-as the stock level falls to a level
below the par level, more is automaticalfy

Nightclubs

and Miami’s South Beach, all clubs have
hem to kick back, relax, and, more of-
dancing and partying with friends and stran-

The ability to read the market is key in developing a nightclub. When in-
vesting anywhere from $300,000 to $1 million in start-up costs, it is of utmost
importance to be sure that the right spot is chosen and that a relevant mar-
ket is within reach. Great nightclubs result from an accurate and calculated
read of a marketplace, not by virtue of good luck. In fact, the number-one
cause of early nightclub failure stems from an inaccurate read on the market-
place. For example, if an entrepreneur is interested in opening up a country
line-dancing nightclub in an urban neighborhood, he or she may want to do
extensive market research to be sure that members of the community even like
country music.

When considering the prospect of a new nightclub, it is important to in-
vest considerable time in the study of demographics, market attitude, and social
dynamics of the proposed target. Many people tend to come up with a con-
cept they are dead set on pursuing without really digging into the market. One
should take all markets into account, even if the other markets may not seem
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relevant at the time. In the future, it may be these same markets that are being
divided to come to the newer clubs that have just opened.

A new and exciting concept is a highly important factor in creating a night-
club. Some people feel that if one nightclub is doing well down the street, they
will open the same type and be equally successful. This is not true. Variety is
one of the keys to successful business. By offering patrons a fresh new oppor-
tunity, one can draw clientele away from the old clubs and into the new club.

Budgeting is another big factor in developing a nightclub. Although such
an undertaking can be very costly, cutting corners in building and design will
only hurt the business later. It is better to spend the money now and do it right
than to have to spend more money for repairs later. Creating a budget should
include all aspects of the operation, including, but not limited to, food and bev-
erage, staffing and labor, licenses, building ramifications, décor, lighting, and
entertainment.

Be sure to know all the legal issues that come with running a nightclub.
For example, many laws exist on the sale and distribution of alcohg
instances, if a problem occurs involving a patron who was last drg
club, the problem can be considered the fault of the operation’s
Lawsuits can arise fairly easily, and it is highly important to be §
possibilities.

Nightclubs can be great experiences for both the patro
cause revenues can be very high. However, it is important to e
involved and work to minimize them.

Although this is only a brief discussion of fe B¢ a\nightclub, the
points given are quite important to successfulOp i A Al business en-
deavors, the more one knows about the ipd i e or she is getting
involved, the better off the business will be / i i

nightclub industry, go to www.nightclub.coms o ghtclubbiz.com.

Brewpubs and Microbre

Brewpubs are a combination brewy d pub or restaurant that brews its
own fresh beer onsite to meet the tasteMf local customers. Microbreweries are
craft breweries that produce up to 15,000 barrels (or 30,000 kegs) of beer a
year. The North American microbrewery industry trend revived the concept
of small breweries serving fresh, all-malt beer. Although regional breweries,
microbreweries, and brewpubs account for only a small part of the North
American brewing industry in terms of total beer production (less than 5 per-
cent), they have a potentially large growth rate. One reason for the success
of microbreweries and brewpubs is the wide variety of styles and flavors of
beer they produce. On one hand, this educates the public about beer styles
that have been out of production for decades and, on the other hand, helps
brewpubs and restaurants meet the individual tastes and preferences of their
local clientele.

Starting a brewpub is a fairly expensive venture. Although brewing systems
come in a wide range of configurations, the cost of the equipment ranges from
$200,000 to $800,000. Costs are affected by factors such as annual produc-
tion capacity, beer types, and packaging. The investment in microbreweries and
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brewpubs is well justified by the enormous potential for returns. Microbreweries
can produce a wide variety of ales, lagers, and other beers, the quality of which
depends largely on the quality of the raw materials and the skill of the brewer.
There are several regional brewpub restaurants of note, including Rock Bot-
tom, which built its foundation on a tradition of fresh handcrafted beers and
a diverse menu. It promotes itself as a place to gather with friends, drink the
best beer around, enjoy a great meal, and share good times. John Harvard’s has
a famous selection of ales and lagers that are brewed on the premises accord-
ing to the old English recipes brought to America in 1637 by John Harvard,
after whom Harvard University is named. Gordon Biersch has several excellent
brewery restaurants also offering handcrafted ales and beers along with a varied
menu.

Sports Bars

Sports bars have always been populas/} ¢ Recome more so with the
decline of disco and singles bars. Th Yhere people relax in the
ophies in San Diego or
¢ “watering holes.” Satel-
ports bars to draw crowds.

lite TV coverage of the top spo S
M s into much more than corner bars

Sports bars have evolved over
featuring the game of
die-hard sports fang visited by other clientele. Today, the

concept and is geared toward a more

of TVs tuned in to just about every sport imaginable.

b watering holes,” says Zach Strauss, general manager of
Slugger ss Sports Bar in Chicago. “Things have changed. People are
more hea sCious; nobody really drinks, drinks, drinks anymore. . .. You

have to offer more than booze. People expect sports

New York Yankees fans celebrate in a sports bar. bars to have more personality, better food, and bet-

ter service.”?®

Today’s sports bars are attracting a much more
diverse clientele. Now, more women and families
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are frequenting these venues, which provide a new
prospect for revenue for bar owners. Scott Estes,
founding partner of Lee Roy Selmon’s restaurant
in Tampa, Florida, has recognized that women are
an increasing revenue force in the industry and has
made adjustments to his restaurant to be sure to
capitalize on this rapidly expanding market. Sports
bars are also making changes in their establishments
to become more family oriented. Lee Roy Selmon’s
main dining room, for example, is a TV-free en-
vironment. Many families go into sports bars and
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request a room with no TVs, so, recognizing that, an increasing number of
owners have chosen to set aside a special place where families can eat uninter-
rupted by the noise of TV.

Another method of attracting bar patrons on slower nights is to offer games
and family-friendly menus. Frankie’s Food, Sports, and Spirits in Atlanta at-
tracts families by hosting a sports-trivia game for teens. For the younger crowd,
the restaurant provides a kids’ menu every day and serves each pint-sized meal
on upside-down Frisbees, which children can take home as souvenirs. Sports
bars have also become the latest version of the traditional arcade. Many bars
offer interactive video games where friends and families can compete against
one another. Virtual reality games such as Indy 500 and other sports games are
available at many establishments. Some venues have even gone a step farther
and offer batting cages, bowling alleys, and basketball courts for their patrons
to enjoy.

Another aspect of the sports bar that has changed drastically is the

their entertainment offerings, so too have their menus. Peopl
changed, causing sports bars to offer a more diverse menu.

sandwiches and pizza. Now people frequent sports bars a
meal they will have as for the entertainment. In the past, §

ogy

games such as the Super Bowl. The sudden j and TV

programming available has made game viex .’The popular-
ity of satellites and digital receivers has/4 > ne in to virtually
dozens of events at any given time. Bars X Ay reds of TVs, and fans

can watch games featuring every spa
world at any time of the day or pf
Burbank, California—based

once rarely frequented the establishmenss{ such as women and families, are now
some of the biggest patrons, increasing both attendance and revenue at sports
bars.

Coffee Shops

Another fairly recent trend in the beverage industry in the United States and
Canada is the establishment of coffeehouses, or coffee shops. Coffeehouses
originally were created based on the model of Italian bars, which reflected the
deeply rooted espresso tradition in Italy. The winning concept of Italian bars
lies in the ambiance they create, which is suitable for conversation of a per-
sonal, social, and business nature. A talk over a cup of coffee with soft back-
ground music and maybe a pastry is a typical scenario for Italians. Much of the
same concept was re-created in the United States and Canada, where there was
a niche in the beverage industry that was yet to be acknowledged and filled.
The original concept was modified, however, to include a much wider variety of
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beverages and styles of coffee to meet the tastes of North American consumers.
Consequently, the typical espresso/cappuccino offered by Italian bars has been
expanded in North America to include items such as iced mocha, iced cappuc-
cino, and so forth.

Students as well as businesspeople find coffeehouses a place to relax, dis-
cuss, socialize, and study. The success of coffeehouses is reflected in the estab-
lishment of chains such as Starbucks, as well as family-owned, independent
shops.

Wireless cafés are a recent trend in the coffeehouse sector. Wireless cafés of-
fer the use of computers, with Internet capability, for about $6 per hour. Guests
can enjoy coffee, snacks, or even a meal while online. Reasonable rates allow
regular guests to have e-mail addresses.

» Check Your Knowledge

1. Describe the bar setup.

2. How is inventory control conductefd

tors of drinlN#g establishments are liable for injuries caused by intoxicated
customers.

Some states have reverted back to the eighteenth-century common law, re-
moving liability from vendors except in cases involving minors. Nonetheless,
most people recognize that as a society we are faced with major problems of
underage drinking and drunk driving.

To combat underage drinking in restaurants, bars, and lounges, a major
brewery distributed a booklet showing the authentic design and layout of each
state’s driver’s licenses. Trade associations such as the National Restaurant
Association and the American Hotel & Lodging Association, together with
major corporations, have produced a number of preventive measures and
programs aimed at responsible alcohol beverage service. The major thrust
of these initiatives is awareness programs and mandatory training programs,
such as Serve Safe for Alcohol, that promote responsible alcohol service. Serve
Safe for Alcohol is sponsored by the National Restaurant Association and is a
certification program that teaches participants about alcohol and its effects on
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people, the common signs of intoxication, and how to help customers avoid
drinking too much.

Other programs for responsible alcohol service and consumption include
designated drivers, who only drink nonalcoholic beverages to ensure that they
can drive friends home safely. Some operators give free nonalcoholic beverages
to the designated driver as a courtesy.

One positive outcome of the responsible alcohol service programs for op-
erators is a reduction in the insurance premiums and legal fees for beverage
establishments, which had skyrocketed in previous years.

Trends in the Beverage Industry

e The comeback of cocktails
e Designer bottled water

e Microbreweries

® More wine consumption
e Increase in coffeehouses and coffee intake

e Increased awareness and action to avoid irrespomns]
consumption

heverage

e An increase in beverages to attract more

e An increase in the number and variet,

CASE STUDY

Hiring Bar Personnel

As bar manager of a popular local night club, it is your responsibility to interview and hire all bar personnel.
One of your friends asks you for a job as a bartender. Because he has experience, you decide to help him out
and give him a regular shift. During the next few weeks, you notice that the overall sales for his shifts are
down slightly from previous weeks when other bartenders worked that shift. You suspect he may be stealing
from you.

Discussion Questions

1. What are your alternatives for determining whether your friend is, in fact, stealing?
2. If you determine that he has been stealing, how do you handle it?
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. Beverages are categorized into™s

Beverages

CASE STUDY

Java Coffee House

Michelle Wong is manager of the Java Coffee House at a busy location on Union Street in San Francisco.
Michelle says that there are several challenges in operating a busy coffeehouse, such as training staff to han-
dle unusual circumstances. For example, one guest consumed a cup of coffee and ate two-thirds of a piece
of cake and then said he didn’t like the cake, so didn’t want to pay for his order.

Another problem is suppliers who quote good prices to get her business and then, two weeks later, raise

the price of some of the items.

Michelle says that the young employees she has at the Java Coffee House are her greatest challenge of all.
According to Michelle, there are four kinds of employees—those who are lazy; those who are good but not
responsible; those who steal; and those who are great and are no trouble.

Discussion Questions

What do you do with lazy employees?

9o W N =

How do you deal with employees who steal?

nonalcoholic beverages. Alcoholi
further categorized into spirits, wine and beer.

. Wine is the fermented juice of ripe grapes. It

is classified as red, white, and rose, and we
distinguish between light beverage wines,
sparkling wines, and aromatic wines.

. The six steps in making wine are crushing,

fermenting, racking, maturing, filtering,
and boiling. France, Germany, Italy, Spain,
and Portugal are the main European wine-
producing areas, and California is the main
American wine-producing area.

. Beer is a brewed and fermented beverage made

from malt. Different types of beer include ale,
stout, lager, and pilsner.

What do you do with irresponsible employees?

. Spirits have a high percentage of alcohol and

are served before or after a meal. Fermentation
and distillation are parts of their processing.
The most popular white spirits are rum, gin,
vodka, and tequila.

. Today people have become more health

conscious about consumption of alcohol;
nonalcoholic beverages such as coffee, tea, soft
drinks, juices, and bottled water are increasing
in popularity.

. Beverages make up 20 to 30 percent of total

sales in a restaurant, but managers are liable if
they serve alcohol to minors. Programs such as
designated driver and Serve Save for Alcohol
and the serving of virgin cocktails have
increased.
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Key Words and Concepts

alcoholic beverage
beer

brandy
champagne
cognac

dram shop legislation
fermentation
fining

fortified wines
hops

inventory control
liquor

malt

mashing

Review Questions

1. What is the difference between fortified apd
aromatic wines? In what combination ig
suggested to serve food and wine and

2. Describe the brewing process of beer. &
the difference between a stout ga i

Name and describe the mai

4. Why have nonalcoholic did
in popularity, and what diffis
managers face when serving alogh

O8]

wl ?

Internet Exercises

1. Organization: Clos Du Bois
Web site: www.closdubois.com
Summary: Clos Du Bois is one of America’s
well-known and loved wineries and is a
premier producer of wines from Sonoma
County in California. The winery was started
in 1974 and since then has acquired many
more vineyards and a name for itself. It now
sells about a million cases of premium wine
annually.

must

nonalcoholic beverage
Prohibition

proof

sparkling wine

spirit

vintage

white spirits

wine

wine and food pairing
wine tasting

wort

yeast

e the origin of coffee.

be the proper procedure for handling
s serving champagne.

Describe the origin of cocktails. What
constitutes a cocktail?

. Describe a typical bar setup.

(a) look at the suggested food and wine
pairings. What can you serve with the
Clos Du Bois North Coast sauvignon
blanc? Compare it to what you already
know about what to eat with sauvignon
blanc.

(b) The Clos Du Bois has been named
Wine of the Year for nine years by Wine
& Spirits. What is it about this wine that
makes it so different from others?
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2. Organization: Siebel Institute of Technology
Web site: www.siebelinstitute.com
Summary: Siebel Institute of Technology is
recognized for its training and educational
programs in brewing technology.

Beverages

Apply Your Knowledge

1. In groups, do a blindfold taste test with cans
of Coke and Pepsi. See if your group can

identify which is which and who likes Coke or

Pepsi the most.
2. Complete a class survey of preference for

Coke or Pepsi and share the results with your

classmates.
3. Request a local wine representative to
demonstrate the correct way of opening and

Suggested Activities

1. Search the Internet for underage drinkin
statistics and related highway d€ashsy
state.
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OBJECTIVES

After reading and studying this chapia piild be able to:

Describe the different chara 44 and

independent restaurants.

Identify some of th independent restaurants.
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Differentiate istjg§0f chain and independent
restaurg
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The Restaurant Business

Restaurants are a vital part of our everyday lifestyles; because we are a soci-
ety on the go, we patronize them several times a week to socialize, as well as
to eat and drink. Restaurants offer a place to relax and enjoy the company of
family, friends, colleagues, and business associates and to restore our energy
level before heading off to the next class or engagement. Actually, the word
restaurant derives from the word restore. Today, there are more than 960,000
restaurants in the United States, with sales of $604 billion and 12.8 million
employees (marking the restaurant business as the largest employer apart from
the government!). The restaurant industry’s share of the food dollar has risen
to 47.5 percent. On a typical day, more than 130 million people in the United
States are guests in restaurants and foodservice operations.'

As a society we spend an increasing amount, approaching 50 percent, of
our food dollar away from home. Restaurants-ace a multibillion-dollar industry

I\whith gaused the best French chefs of the day to
3 r bosses lost their heads! Many chefs came to

North America\gs'y_rg ingin¢ with them their culinary talents. The second

extion of glassical cuisine can be made without talking about the two main
initiators: NI« Antoine Caréme (1784-1833), who is credited as the founder of
classical cuisthef and Auguste Escoffier, who is profiled later in this chapter. Caréme
was abandoned on the streets of Paris as a child, and then worked his way up from
cook’s helper to become the chef to the Prince de Talleyrand and the Prince Regent
of England. He also served as head chef to the future King George IV of England,
Tsar Alexander of Russia, and Baron de Rothschild. His goal was to achieve “light-
ness,” “grace,” “order,” and “perspicuity” of food. Caréme dedicated his career to
refining and organizing culinary techniques. His many books contain the first really
systematic account of cooking principles, recipes, and menu making.”

The other great contributor to classical cuisine, Auguste Escoffier (1846-1935),
unlike Caréme, never worked in an aristocratic household. Instead, he held
forth in the finest hotels of the time: the Place Vendome in Paris and the Savoy
and Carlton hotels in London. Escoffier is noted for his many contributions
to cuisine, including simplifying the Grand Cuisine of Caréme by reducing the
number of flavors and garnishes and even simplifying the number of sauces
to five “mother” or leading sauces. Escoffier brought simplicity and harmony
to the Grand Cuisine. His many cookbooks are still in use today: La Guide
Culinaire (1903) is a collection of more than 5,000 classic cuisine recipes;
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in Le Liver des Menus (1912), he compares a great meal with a symphony; and
Ma Cuisine (1934) contains more than 2,000 timeless recipes. All of his books
emphasize the importance of mastering the techniques of cooking.?

This is an exciting time to be involved in the culinary arts and restaurant indus-
try. Not only are new restaurant concepts and themes to fit a variety of tastes and
budgets appearing on the scene, the culinary arts are being developed by several
creative and talented chefs. It is important to realize that in this industry, we are
never far from food. So, let’s take a look at the recent development of culinary arts.

The main “ingredient” in a restaurant is cuisine, and one of the main foun-
dations of classical French cooking, on which much of American cuisine is
based, is the five mother sauces: bechamel, velouté, espagnole, tomato, and hol-
landaise. These elaborate sauces were essential accompaniments for the various
dishes on the menu. Until about 1900, all menus were written in French—some
still are—and regardless of whether a person was dining in a good hotel or res-
taurant in London or Lisbon, the intention was that the dish should be prepared
in the same manner and taste similar to the French version. The travglet
day either spoke French or had a knowledge of menu French.

Classical French cuisine was popular until the late 1960s and ¢

Instead of thickening a sauce with a flour-based roux, a puxée d{ vegetables
could be used instead. Fresh is in, and this includ¢sJe ouvelle
cuisine combines classical techniques and prip X Q{drn technology
¢ stylish, with
American cooking
had arrived. The bounties of Canada and
for regional cuisine to flourish natigna

Many great chefs have influenced 0wy receat/culinary development. Among them
are Julia Child, whose television shows\ithfitCh to take the mystique out of French
cooking and encourage a generation of hefmemakers to elevate their cooking tech-
niques and skills. More recently, Anthony Bourdain on the Travel Channel with his
excellent program titled No Reservations and Emeril “Bam” Lagasse and Bobby Flay
via the Food Network have popularized cooking and the gourmand lifestyle.

Culinary schools have done an excellent job of producing a new generation of
chefs who are making significant contributions to the evolving culinary arts. For
example, Alice Waters at Chez Panisse, her restaurant in Berkeley, California, is
credited with the birth of California cuisine. Waters uses only fresh produce bought
from local farmers. Paul Prudhomme is another contemporary chef who has ener-
gized many aspiring chefs with his passion for basic cooking, especially cajun style.

Charlie Trotter, chef~owner of Charlie Trotter’s in Chicago, who is consid-
ered by many to be America’s finest chef-~owner and king of fusion, said in one

of his books:

After love there is only cuisine! It’s all about excellence, or at least working
towards excellence. Early on in your approach to cooking—or in running
a restaurant—you have to determine whether or not you are willing to
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Charlie Trotter, one of
America’s finest restaurant
chef-owners and king of
fusion.
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commit fully and completely to the idea of the pursuit of excellence. I have
always looked at it this way: if you strive for perfection—an all out assault
on total perfection—at the very least you will hit a high level of excellence,
and then you might be able to sleep at night. To accomplish something
truly significant, excellence has to become a life plan.*

Chef Trotter brings his knowledge and exposure together into a coherent view
on what the modern fine-dining experience could be. He says, “I thought the
blend of European refinement regarding the pleasures of the table, American
ingenuity and energy in operating a small enterprise, Japanese minimalism and
poetic elegance in effecting a sensibility, and a modern approach to incorpo-
rating health and dietary concerns would encompass a spectrum of elements
through which I could express myself fully. Several years later, I find I am even
more devoted than ever to this approach.”’

Food Trends and Practices

As the level of professionalism rises fof the chef &f\the twenty-first century,
chefs will need a strong culinary foundgtdon with a gtjucture that includes mul-

N aits, such as passion, de-
pendability, cooperation, and in\ . Additioad] management skills include

knowledge, nutritional keting/merchandising skills.
Not only are trg pym many cities menus but, according to
the National Reste SCiRgi esearch, nearly three out of four Ameri-

] healthfully in restaurants than they did two
years ago. The N
looking tosms

e Thickening soups and sauces by processing and using the food item’s
natural starches instead of traditional thickening methods

e Redefining the basic mother sauces to omit the béchamel and egg-based
sauces and add or replace them with coulis, salsas, or chutneys

® Pursuing more cultural culinary infusion to develop bold and aggressive
flavors

¢ Experimenting with sweet and hot flavors

e Taking advantage of the shrinking globe and disappearance of national
borders to bring new ideas and flavors to restaurants

e Evaluating recipes and substituting ingredients for better flavor; that
is, flavored liquid instead of water, infused oils and vinegars instead of
nonflavored oils and vinegars
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INTRODUCING AUGUSTE ESCOFFIER (1846-1935)
“Emperor of the World’s Kitchens”

Auguste Escoffier is considered by many to be the patron saint of the professional cook. Called the
“emperor of the world’s kitchens,” he is considered a reference point and a role model for all chefs.
His exceptional culinary career began at the age of thirteen, when he apprenticed in his uncle’s
restaurant, and he worked until 1920, and retired to die quietly at home in Monaco in 1935. Un-
educated, but a patient educator and diligent writer, he was an innovator who remained deeply
loyal to the regional and bourgeois roots of French cookery. He exhibited his culinary skills in the
dining rooms of the finest hotels in Europe, including the Place Vendome in Paris and the Savoy
and Carlton hotels in London.

When the Prince of Wales requested something light but delicious for a late dinner after
a night in a Monte Carlo casino, Auguste Escoffier resp yith poularde Derby, a stuffed

sQUs instruction: faités simple—keep it simple.
g complexity of the work of Caréme, the “cook

dients was revolutionary at the time and in

In fact, in his search for simplicity, E
of kings and king of cooks,” and aimed's
Menus (1912), Escoffier makes the

that should be appropriate to th i y s, and the season. He was meticulous in his kitchen,
yet wildly imaginative in the i ’xyuiske’dishes. In 1903, Escoffier published Le Guide Culinaire,
an astounding collection of e than 5,0P(Q classic cuisine recipes and garnishes. Throughout the book,
Escoffier emphasizes techniqueNh tance of a complete understanding of basic cookery principles,

and ingredients he considers essenta e creation of great dishes.

Escoffier's refinement of Caréme™vgrand cuisine was so remarkable it developed into a new cuisine
referred to as cuisine classique. His principles have been used by successive generations, most emphatically
by the novelle cuisine brigade. Francois Fusero, chef de cuisine at the Hotel Hermitage, Monte Carlo, and
many others, regard Escoffier as their role model.

® Substituting herbs and spices for salt
e Returning to one-pot cooking to capture flavors

e Offering more healthy dining choices in restaurants

Today, being a chef is considered a profession that offers a variety of op-
portunities in every segment of the hospitality industry and anywhere in the
world.
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TECHNOLOGY SPOTLIGHT
Weighing Wi-Fi in Restaurants

Cihan Cobanoglu, Ph.D., Dean, School of Hotel and Restaurant
Management, University of South Florida, Sarasota-Manatee

Does Wi-Fi, or high-speed Internet access (HSIA), play a significant role in hotel guest satis-
faction, and does it have a hand in hotel booking preferences? As per the 2009 Hotel Guest
Technology Study, commissioned by the American Hotel & Lodging Association’s technology
and e-business committee and conducted by the University of Delaware, the answer to that
question is a resounding yes. Yet if this question were to be applied to restaurants, would the
results be the same? Is Wi-Fi service, whether it is free or comes with a fee, a determinant in
customer retention? The University of Delaware cong a fellow-up study to understand

Industry snapshot
Wi-Fi is increasingly becoming a must-have for public pl
past few years, IEEE 802.11 wireless networks have
vironments, with wireless local area networks

Arers are demanding it. Over the
iagly deployed over a wide range of en-

restaurants. Most restaurants offer Wi-Fi servigé Xi NS Xandard (at 54 megabits per second) or the
802.11b standard (at 11 megabits per secong restaurants offer the newest Wi-Fi stand-
ard, 802.11n (at 100 megabits per second
Restaurants that offer Wi-Fi service (Wone of these three business models:
» For-a-Fee Model: The hot spo ation owner in partnership with a wireless Internet
service provider to geneyé
» Free-of-Charge Model:Yhe i¥ offered free to the customer with the cost being borne by the

location provider.

» Hybrid Model: The hot spot is¥(eetg’'customers who purchase the service in the restaurant (for exam-
ple, 30 minutes of free Internet fo5 10 spent in the restaurant). Even though more and more restaurants
are offering Wi-Fi to their guests following one of the three business models, there is little research as
to its impact on customer retention.

Study results
A survey was sent to roughly 1,000 American consumers, of which 257 people responded. The results
showed that (1) Wi-Fi access has become an important amenity in restaurants and cafes in the United
States; (2) tech-savvy customers prefer restaurants or cafés with Wi-Fi access; (3) customers prefer the free-
of-charge Wi-Fi model over the paid models in restaurants; and (4) a stepwise regression model (a statistical
technique used to identify the impact of a variable on other variables) showed that the following are predic-
tors of the likelihood of a customer’s return to a restaurant—Wi-Fi service availability, Wi-Fi service quality, the
price of Wi-Fi service, the perceived risk of using Wi-Fi service, and the perceived value of Wi-Fi.

This study suggests that there is a positive correlation between Wi-Fi service and customer return visits.
This finding makes more sense considering that 70 percent of respondents indicate utilizing a Wi-Fi-enabled
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device such as a laptop or PDA. Additionally, increasing numbers of consumers own dual-mode cell phones
that allow phone conversations to be conducted over a Wi-Fi network for lower or no cost. Given these
trends, it is likely that the demand for Wi-Fi access in public places such as restaurants will only increase.

This study also suggests that there is a negative correlation between the cost of Wi-Fi access in restau-
rants and customers’ intentions to return. As the cost of restaurant Wi-Fi access increases, customers are less
likely to return to that establishment. To offset this, Wi-Fi service should be offered to customers either free
of charge or through a business model where customers are required to make a food or beverage purchase
to access the free Wi-Fi service. This way, the cost of the service will be satisfied. The data also shows a posi-
tive correlation between perceived value of Wi-Fi and intention to return to a restaurant.

There also is a negative correlation between the perceived risk of using Wi-Fi at a restaurant and a guest’s
intention to return. There is little that restaurants can offer to address the perceived risk of using Wi-Fi in
public networks. Users should be prepared to use their own tools to enable Wi-Fi security, such as secure
socket layers and virtual private networks. However, restaurants can offer secure Wi-Fi access to their loyal

customers through Wi-Fi protected access, which is an advanced encryption method for Wi-Fi access.
The study results indicate that restaurants could gain a positive re

Internet offering strategy.

Adapted from Cihan Cobanoglu, “Weighing Wi-Fi in restaurants,” Hospitality Technology,
Weighing-WiFi-in-Restaurants55351 (accessed November 4, 2011). Copyright 2009 Edg icabiQns, Tre~€dnpdt be reproduced or transmitted in any
form or by any means without express written permission from the publisher.

Culinary Practices

In this new millennium, we are seeing ¢
dining exploration.” As you prepare fo

Before you can become a succes , you have to be a good cook. To
be a good cook, you have to understand/fhe basic techniques and principles of
cooking. The art of cooking has not changed much in thousands of years. And,
although the concept of cooking has not changed, science and technology have
allowed us to improve the methods of food preparation. We still use fire for
cooking: Grilling, broiling, and simmering are still popular methods of cooking.

To become a successful chef, you will need to learn all of the basic cooking
methods in order to understand flavor profiles. As you look at recipes to cook,
try to enhance the basic ingredient list to improve the flavor. As an example,
always try to substitute a flavored liquid if water is called for in a recipe. It is
also important to understand basic ingredient flavors so that you can improve
flavor. The idea behind back-to-basic cooking means you evaluate your recipe
and look for flavor improvement with each item.

Employability traits are those skills that focus on attitude, passion, initia-
tive, dedication, sense of urgency, and dependability. These traits are not always
traits that can be taught, but a good chef can demonstrate them by example.
Most of the employers with job opportunities for students consider these skills

their Wi-Fi investment. Res-
evaluate their high-speed
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to be more important than technical skills. The belief is that if you have strong
employability traits, your technical skills will be strong.

One of the most important things to realize about the restaurant industry is
that you can’t do it alone. Each person in your operation has to work together
for you to be successful. The most important ingredient in managing people is
to respect them. Many words can be used to describe a manager (coach, su-
pervisor, boss, mentor), but whatever term is used, you have to be in the game
to be effective. Managing a kitchen is like coaching a football team—everyone

INTRODUCING RICHARD MELMAN

Chairman of the Board and Founder, Lettuce Entertain

orking in fast-food eateries and a soda
fountain and selling restaurant supphes. Aft Mg that he wasn't cut out to be a col-
lege student and failing to convi 2 N\ should be made a partner in the family
business, Melman met Jerry mediately and unconditionally believed

in Melman’s ability to crea auxants. In 1971, the two opened R.J. Grunts, a hip
burger joint that soon bef est restaurants in Chicago. Here, Melman and

a sense of humor, creating the youthful and fun
restaurant that wa end toward dining out as entertainment that swept

ners, of sharing responsibilities anthpXQfis ith them, and of developing and growing together."

To operate so many restaurants wa|,£ettuce has needed to hire, train, and develop people, and then to
keep them happy and focused on excellence. Melman’s guiding philosophy is that he is not interested in be-
ing the biggest or the best known—only in being the best he can be. He places enormous value on the peo-
ple who work for Lettuce Entertain You Enterprises and feels tremendous responsibility for their continued
success. Today, he has forty working partners, most of whom came up through the organization, and has
5,000 people working for him. Over the years, Melman has stayed close to the guests by using focus groups
and frequent-diner programs. The group’s training programs are rated among the best in the business, and
Melman’s management style is clearly influenced by team sports. He says, “There are many similarities between
running a restaurant and a team sport. However, it’s not a good idea to have ten all-stars; everybody can’t
bat first. You need people with similar goals—people who want to win and play hard.”

Melman’s personal life revolves around his family. He and his wife Martha have been married for thirty
years and have three children.?

"Marilyn Alva, “Does He Still Have It?” Restaurant Business 93, no. 4 (March 1, 1994), 104-111.
2Personal communication with Richard Melman, June 8, 2004.
3Lettuce Entertain You Restaurants, Home Page, www.leye.com, (accessed November 4, 2011).
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must work together to be effective. The difference between a football team and
a kitchen is that chefs/managers cannot supervise from the sidelines; they have
to be in the game. One of my favorite examples of excellent people management
skills is that of the general manager of a hotel who had the ware-washing team
report directly to him. When asked why, he indicated that they are the people
who know what is being thrown in the garbage, they are the people who know
what the customers are not eating, and they are the people most responsible for
the sanitation and safety of an operation. There are many components to man-
aging people—training, evaluating, nurturing, delegating, and so on—but the
most important is respect.

» Check Your Knowledge

1. From what country did North America gain most of its culinary legacy?

2. Define fusion cuisine and give an example.

Developing a Restaurant

Developing a restaurant may be the ultimate entrepgeneuri . In which
other industry can you get into a business like a

sand dollars? Of course, you need to have agqf ge and skills

along the way by getting experience in the rant¥you intend to
open. Yes, independent restaurants areq ¢ rs—they are one
of the few places where guests use all of thet joy the experience.
Through taste, sight, smell, hearingsat ofpployees and guests can

Operating Philosophy, Mission,
Goals, and Objectives is part of Darden Restaurants.

At the heart of an enterprise is the philoso-
phy of the owner. The philosophy represents
the way the company does business. It is an
expression of the ethics, morals, and values

The Olive Garden, a popular Italian-themed restaurant,

by which the company operates. Many com-
panies have formal mission statements that
explain their reason for being in business.
Danny Meyer of Union Square Hospitality
calls it “enlightened hospitality—meaning if
your staff is happy your guests will be, too.”®
Meyer gives each of his 450 employees a
voucher to dine in one of the restaurants
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every month. They have to write a report on the experience; Meyer enjoys read-
ing them. Ever the coach and teacher, he says that it’s better to have your staff
tell you what’s wrong than for you to have to tell them. No wonder his restau-
rants like Union Square Cafe, Gramercy Tavern, Eleven Madison Park, Tabla,
Blue Smoke, and others are the top rated in New York.

Restaurant Market

The market is composed of those guests who will patronize the restaurant. A
respective restaurant owner will analyze the market to determine whether suf-
ficient demand exists in a particular market niche, such as Italian or Southern
cuisine. A niche is a marketing term used to describe a specific share or slot of
a certain market. A good indication of the size of the market can be ascertained
by taking a radius of from one to five miles around the restaurant. The distance
will vary according to the type and location of the restaurant. In Manhattan, it
may only be a few blocks, whereas in rura irginia it may be a few miles.

ics of the population within the catchm
of people in Varlous age brackets, sex,

and, if properly positioned, may have a competi-
the catchment area wanted to eat Italian food, he
wgse among the various Italian restaurants. In marketing
potential guests for the Italian restaurant would be divided

the Iralian re aurants) Flgure 1 shows a thousand potentlal guests. If they all
decided to eat Italian in the fair market share scenario, each restaurant would re-
ceive 100 guests. In reality, we know this does not happen—for various reasons,
one restaurant becomes more popular. The number of guests that this and the
other restaurants receive then is called the actual market share. Figure 2 shows
an example of the actual market share that similar restaurants might receive.

Restaurant Concept

Successful restaurant concepts are created with guests in mind. All too fre-
quently someone thinks it would be a good idea to open up a particular kind of
restaurant, only to find there are insufficient guests to make it viable.

For the winners, creating and operating a restaurant business is fun—lots
of people coming and going, new faces, old friends. Restaurants provide a so-
cial gathering place where employees, guests, and management can get their
adrenaline flowing in positive ways. The restaurant business is exciting and
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Figure 1 ¢ Fair Market Share.
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Figure 2 ¢ Actual Market Share.

challenging; with the right location, food, atmosphere, and servicg/i¢is possih]e
to extract the market and make a good return on investment.
There are several examples of restaurant concepts that hgye endu

d over t

market—casual, formal, children, adults, e
fit the location and reach out to its_ta

may be only a 10-percent restaurant.
For the operation of a restaurant to
to be addressed:

Ke successful, the following factors need

e  Mission

* Goals

e  Objectives

e  Market

e Concept

e Location

® Menu planning
e Ambiance

o Lease

e  Other occupational costs
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The odds in favor of becoming a big restaurant winner are good. Thousands
of restaurants do business in the United States. Each year, thousands of new
ones open and thousands more close, and many more change ownership. The
restaurant business is deceptively easy to enter, but it is deceptively difficult to
succeed in it.!!

Restaurant concept is undoubtedly one of the major components of any
successful operation. Some restaurants are looking for a concept; some concepts
are searching for a restaurant.

Restaurant Location

The restaurant concept must fit the location, and the location must fit the con-
cept (see Figure 3). The location should appeal to the target market (expected
interests). Other things being equal, prime locations cost more, so operators
must either charge more for their menu ite drive sufficient volume to keep

Food Quality

MARKET
AND

CONCEPT Leadership

Ambiance

Figure 3 © Concept and Market.
(Reprinted with permission from John R. Walker and Donald E. Lundberg, The Restaurant from Concept to Operation, 3rd ed.
[New York: John Wiley and Sons, 2001], p. 62.)
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e Curbside appeal—how inviting is the restaurant?

® Location—how desirable is the neighborhood?
Several popular types of restaurant locations include the following:

e Stand-alone restaurants

e Cluster or restaurant row

e Shopping mall

e Shopping mall—freestanding
e Downtown

e Suburban

Restaurant Ambiance

The atmosphere that a restaurant creates has both immediate cq

act to the ambiance on entering the restaurant—or even more i
an element in the decision-making process used in selecti

immediate sensory impact on customers.
Perhaps the most noticeable atmospheric g€

to create special effects for patrons. Amohg ood atmospherics
are Macaroni Grill, Panera Bread, Outback, X1 e, and Chart House.

1. Imagine you are starting your
you need a mission statement.
restaurant.

2. Define the following terms and briefly describe the role they play:
a. Market
b. Concept
c. Ambiance

Sustainable Restaurants

The average American meal has a shockingly large carbon footprint, usu-
ally traveling 1,500 miles to the plate and emitting large amounts of CO,
in the process, according to the Leopold Center for Sustainable Agriculture.
Each meal created produces 275 pounds of waste a day, making restaurants
the worst aggressors of greenhouse gas emissions in retail industry, says the
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Boston-based Green Restaurant Association [GRA], a nonprofit organization
that works to create an ecologically sustainable restaurant industry.'?

A recent NRA [National Restaurant Association] study shows that util-
ity costs are a big line item for restaurateurs, accounting for a median of be-
tween 2.3 percent and 3.6 percent of sales, depending on the type of operation.
According to Zagat’s America’s Top Restaurants, 65 percent of surveyors said
they would pay more for food that has been sustainably raised or procured.
According to National Restaurant Association research, 62 percent of adults said
they would likely choose a restaurant based on its environmental friendliness.'

Does greenings restaurant sound challenging, time-consuming, and costly?
According to the Green Restaurant Association (GRA), it doesn’t have to be any
of those things. The GRA was founded almost 20 years ago with the mission of
creating an ecologically sustainable restaurant industry, and it has the world’s
largest database of environmental solutions for the restaurant industry.'* The
GRA strives to simplify things because it realizes that restaurateurs have enough
on their plates without worrying what ki paper towel to order, or where

rant’s menu must agree ¥
guest in the target mg

ot a fixed price. This type of menu is used more fre-
hnd in Europe. The advantage is the perception guests have

Tourist mehus. These menus are used to attract tourists’ attention. They fre-
quently stress value and food that is acceptable to tourists.

California menus. These menus are so named because, in some California
restaurants, guests may order any item on the menu at any time of the day.

Cyclical menus. Cyclical menus repeat themselves over a period of time.
A menu generally consists of perhaps six to eight appetizers, two to four soups,
a few salads—both as appetizers and entrées—eight to sixteen entrées, and
about four to six desserts.

The many considerations in menu planning attest to the complexity of the
restaurant business. Considerations include the following;:

e Needs and desires of guests
e (Capabilities of cooks

e Equipment capacity and layout
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e Consistency and availability of menu ingredients
® Price and pricing strategy (cost and profitability)
* Nutritional value

e Accuracy in menu

® Menu analysis (contribution margin)

® Menu design

®* Menu engineering

e Chain menus'®

Needs and Desires of Guests

In planning a menu, the needs and desires of the guests are what is important—
not what the owner, chef, or manager thinks. If it is determined thatthege i
a niche in the market for a particular kind of restaurant, then th
harmonize with the theme of the restaurant.

The Olive Garden restaurants are a good example of a natiopd
has developed rapidly during the past few years. The copee

Lobster, and Applebee’s.

Capabilities of Cooks

The capabilities of the cooks m
An appropriate level of expertide
and culinary expertise expected b
menu and the number of guests to b
extent of the cooks’ capabilities.

The equipment capacity and layout affect the menu and the efficiency with
which the cooks can produce the food. Some restaurants have several fried or
cold items on the appetizer menu simply to avoid use of the stoves and ovens,
which will be needed for the entrées. A similar situation occurs with desserts; by
avoiding the use of the equipment needed for the entrées, cooks find it easier to
produce the volume of meals required during peak periods.

One of the best examples of effective utilization of menu and equipment
is in Chinese restaurants. At the beginning of many Chinese restaurant
menus, there are combination dinners. The combination dinners include
several courses for a fixed price. Operators of Chinese restaurants explain
that about 60 to 70 percent of guests order those combinations. This helps
the cooks because they can prepare for the orders and produce the food
quickly, which pleases the guests. It would create havoc if everyone ordered
a la carte items because the kitchen and the cooks could not handle the vol-
ume in this way.

€ are both factors in determining the
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Equipment Capacity and Layout

All restaurant menus should be developed with regard to the capacity and lay-
out of the equipment. Anyone who has worked in a busy kitchen on Friday or
Saturday night and been “slammed” will realize that part of the problem may
have been too ambitious a menu (too many items requiring extensive prepara-
tion and the use of too much equipment).

If the restaurant is already in existence, it may be costly to alter the kitchen.
Operators generally find it easier to alter the menu to fit the equipment. The impor-
tant thing is to match the menu with the equipment and production scheduling. A
menu can be created to use some equipment for appetizers; for this one reason, the
appetizers selections on the menu often include one or two cold cuts, possibly a cou-
ple of salads, but mostly some deep-fried items or soups. This keeps the stove and
grill areas free for the entrées. The desserts, if they are not brought in, are mostly
made in advance and served cold or heated in the microwave. Other considerations
include the projected volume of sales and the speed of service for each menu item.

ill go further to partially
ourse, there is always the

enu Ingredients

available year-round. However, at cer-

FOCUS ON NUTRI

New Frontiers in Restaurant Dining

Jim Inglis, Professor, Valencia Community College, Orlando, Florida

Over the last several years we have seen a major shift in what dishes restaurants are serving up. The cause
for this change? Public interest, some of which is sparked by government legislation and some of which is
driven by market or consumer demands. With laws now requiring restaurant chains in some states (soon
every state) to disclose calorie counts and other nutritional information, restaurant companies have an op-
portunity to take advantage of and capitalize on this national movement—and many are.
Health-conscious consumers are demanding that companies change the way they do business; no
longer does quantity always trump quality. Chains such as Chipotle, with the slogan “Food with Integrity,”"”
have been successful in marketing the qualities of healthy eating and serving animal products that do not
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contain growth hormones or antibiotics. Words like sustainable, eco-friendly, green, and farm-raised are the
new catchphrases.

Some other chain concepts have also set their sights on nutrition by adding menu items with lower total
calorie counts, sourcing more locally grown foods, and utilizing healthier cooking methods such as grilling
or caramelizing vegetables in dishes rather than adding sugar. In fact, Seasons 52, of Darden Restaurants,
“makes a promise that nothing on our menu is over 475 calories.”'® The result, they say, is “great tasting,
highly satisfying food that just so happens to be good for you!""

There is also the new push that came from the Obama administration to change the food pyramid, im-
prove our public school meals, and educate children on the benefits of eating healthy and exercising. The
USDA's new My Plate icon simplifies/replace the old food pyramid and is meant to “help consumers make
healthier food choices.”® It emphasizes the fruit, vegetable, grain, protein, and dairy food groups and clearly
shows that half of what you eat every day should be fruits and vegetables. This is something that Americans
as a whole are not doing, but Americans are starting to up and demand change.

So what role will the restaurant industry play in this paradigm shift through which the industry is go-
ing? This is not a fad or just a trend; | do believe the industry is going-totaye to embrace the concept of
nutritional importance in selecting the items restaurants choose tg'pdt onthel menus. On my recent visit

consumer. The companies that position themselves corre&t\ p appeal to young and old alike,
will be in a position to make substantial revenues, which eq

(Reprinted by permission of Jim Inglis.)

Price and Pricing Strategy

ermine the menu price
rant where the appetiz-
ées dre in the $6.95 and $11.95
ust be acceptable to the market
At go into this decision include the

The target market and concept wil
ranges. An example might be 3
ers are priced from $3.25 and

and profitable to the restaurateur.
following:

e What is the competition charging for a similar item?
e  What is the item’s food cost?

e What is the cost of labor that goes into the item?

e What other costs must be covered?

e What profit is expected by the operator?

®  What is the contribution margin of the item?*!

Figure 4 illustrates the factors that influence a restaurant’s menu prices.
There are two main ways to price menus: A comparative approach analyzes
the price ranges of the competition and determines the price range for appetiz-
ers, entrées, and desserts. The second method is to cost the individual dish item
on the menu and multiply it by the ratio amount necessary to achieve the de-
sired food cost percentage. For example, to achieve a 30-percent food cost for
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Competition
Prices

Food Cost
Percentage

Contribution Labor Cost
Margin Percentage

Figure 4 ¢ Factors That Influence a Restaurant’s

percentage, ¢fibution margin, and sales volume are weighted.

Nutritional Value

A more health-conscious customer has promoted most restaurant operators
to make changes not only to the menu selections but also to the preparation
methods. Restaurant operators are using more chicken, fish, seafood, and pasta
items on the menus today compared with a few years ago. Beef is leaner than
ever before. All of these items are being prepared in more healthful ways such as
broiling, poaching, braising, casseroling, or rotisserieing instead of frying.
Increasingly, restaurants are publishing the nutritional value of their food.
McDonald’s has taken a leadership role in this. Other restaurants are utiliz-
ing a heart-healthy symbol to signify that the menu item is suitable for guests
with concerns about heart-healthy eating. Many restaurants are changing the
oil they use from oils high in saturated fat, which may be damaging to health, to
100-percent vegetable oil or canola oil, which are lower in saturated fat.
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Accuracy in Menu

Laws prohibit misrepresentation of items being sold. In the case of restaurants,
the so-called truth-in-menu laws refer to the fact that descriptions on the menu
must be accurate. Prime beef must be prime cut, not some other grade; fresh
vegetables must be fresh, not frozen; and Maine lobster had better come from
Maine. Some restaurants have received sizable fines for violations of accuracy
in menu.

Menu Analysis

One of the earliest approaches to menu analysis was developed by Jack Miller.
He called the best-selling items winners; they not only sold more but were also
at a lower food cost percentage. In 1982, Micheal Kasavana and Donald Smith
developed menu engineering, in which the best items are called stars—those
items that have the highest contribution margin and the highest sal

cost percentage of each
tion margin of the menu

Yitems that should be repositioned,
be identified.

dropped, repriced, or simply left alone

Menu Design and Layout

Basic menus can be recited by the server. Casual menus are sometimes written
on a chalk or similar type board. Quick-service menus are often illuminated
above the order counter. More-formal menus are generally single page, or
folded with three or more pages. Some describe the restaurant and type of food
offered; most have beverage suggestions and a wine selection. The more upscale
American-Continental restaurants have a separate wine list.

Some menus are more distinctive than others, with pictures of the items or
at least enticing descriptions of the food. Research indicates that there is a focal
point at the center of the right-hand page; this is the spot in which to place the
star or signature item.??

Like a brochure for the hotel, a menu is a sales tool and motivational de-
vice. A menu’s design can affect what guests order and how much they spend.
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The paper, colors, and artwork all play an important role in influencing guest
decisions and help to establish a restaurant’s image and ambiance.

As you can see, a number of factors make for a successful restaurant. Help
is available from the U.S. Small Business Association (www.sba.gov/category/
navigation-structure/counseling-training), which has several courses and other
information for those interested in developing a business plan for a restaurant.
Now, let’s look at the classifications of restaurants.

Classifications of Restaurants

There is no single definition of the various classifications of restaurants, per-
haps because it is an evolving business. Most experts would agree, however,
that there are two main categories: independent restaurants (indies) and chain
restaurants. Other categories include demgnanons such as fine dining, casual
dining and dinner house restaurants, fa and quick-service restaurants.
8 category—for instance, a
vs Taco Bell.

icate that Americans are
arious foodservice opera-
eek—and on special occa-

eg indies) are typically owned by one or
Nvolved in the day-to-day operation of the

®more than one store (restaurant-speak for a
, tions independently. These restaurants are not
But are generally accompanied by more risk. For exam-
ay not be as popular as the owners hoped it would be, the
owledge and expertise necessary for success in the restaurant

profit could be“made. You only have to look around your neighborhood to find
examples of restaurants that failed for one reason or another.

Chain restaurants are a group of restaurants, each identical in market, con-
cept, design, service, food, and name. Part of the marketing strategy of a chain
restaurant is to remove uncertainty from the dining experience. The same menu,
food quality, level of service, and atmosphere can be found in any one of the
restaurants, regardless of location. Large companies or entrepreneurs are likely
chain restaurant owners. For example, Applebee’s is a restaurant chain; some
stores are company-owned, but the majority are franchised by territory.

Fine Dining

A fine-dining restaurant is one where a good selection of menu items is offered; gen-
erally at least fifteen or more different entrées can be cooked to order, with nearly
all the food being made on the premises from scratch using raw or fresh ingredients.
Full-service restaurants may be formal or casual and may be further categorized by
price, decor/atmosphere, level of formality, and menu. Most fine-dining restaurants
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may be cross-referenced into other categories, as mentioned previ-
ously. Many of these restaurants serve haute cuisine (pronounced
hote), which is a French term meaning “elegant dining,” or literally
“high food.” Many of the fine restaurants in the United States are
based on French or northern Italian cuisine, which, together with
fine Chinese cuisine, are considered by many Western connoisseurs
to be the finest in the world.

Most fine-dining restaurants are independently owned and
operated by an entrepreneur or a partnership. These restaurants
are in almost every city. In recent years, fine dining has become
more fun because creative chefs offer guests fine cuisine as an art.
At places like Union Square Café and Gramercy Tavern in New

York, Danny Meyer is looking for guests who want spectacular
meals without the fuss. Many cities have independent fine-dining Anthony Bourdain, owner and chef of Les
restaurants that offer fine dining for an occasion—a birthday, an Halles Restaurant, sits at one of its tables.

“expense account” (business entertaining), or other celebration. /BUUYds'%nbis{he top-selling author of
jtc

Marco Maccioni, son of Sirio Maccioni of the famed Le Cirque, fidential and A Cook’s Tour.

says that the sons did not want simply to clone Le Cirque. For the
menu, they sought inspiration from Mama’s home cooking—pizza,
pasta, and comfortable, braised dishes.

Many cities have independent fine-dining restaurants t

approachable, yet provocative food; each course i
be served with wine.

Several types of restaurants are included 4 i N ent: various
steakhouses; ethnic, celebrity, and theme
such as Morton’s of Chicago, Ruth’s Chr
the expense account and “occasion” diners. NQti Hey are located near their
guests and in cities with conventige i

A DAY IN THE L

Server, Carrabba’s Italian Gril

MELISSA DOAN-FIEBER

| started working in the restaurant business as a way to make money while going to school.
I thought to myself, “This is a piece of cake.” | soon realized that this fast-paced job is hectic and
trying. Being a server is like being on center stage waiting for the next performance request.
Every guest has their needs and it's up to you to figure out how they want them met. Sound
scary? To some it may be; to me, | love it. Every day is something new, someone new, and never
a reflection of the day before it. Over the years, | have learned that servers must obtain a few
qualities: attentiveness, knowledge, hospitality, and genuine concern. Maintaining these quali-
ties is hard during a busy shift; but in my experience, you can mess up a guest’s order, and as
long as you acknowledge the problem, seem concerned, and admit you're wrong, the guest
will return. Restaurant goers dine out based on a number of reasons, but service is a deciding
factor when choosing where to dine.

(continued)
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A DAY IN THE LIFE OF MELISSA DOAN-FIEBER (continued)

As a server in a family-friendly fine-dining restaurant, | am never allowed to have a bad day. A typical
workday starts before | even leave my house. | have to prepare a presentable uniform and gather all my
tools of the trade (tie, wine key, lighter, pens, and server book). My uniform is my first impression and my
instant greeting to any guest in the restaurant. Typically, | am scheduled the opening shift, and when | ar-
rive at 3:15 p.m., it is my responsibility to start the shift with the proper amounts of lemons, butters, teas, and
garnishes and to bake the bread. Every restaurant is different, but the one | work at schedules two openers
and 45 minutes to set up.

Once setup is complete, | focus on making sure | have a clean section. Company policy allows a three-
table maximum; this is designed to maintain consistently great service. The doors open at 4:00 p.m., and as
the opener, | receive the first two tables. Each table has specific requirements, and it is part of my job to read
their needs. Some guests want a quiet meal, while others are looking for entertainment and conversation.
Some guests provide more specific instructions, such as allergies, food spesifications, or child provisions. The

item on the menu, and second, they make every item from scra \e guests to tailor items to
their needs. Shortly into the shift, we are all called to the back for d ;Ihere, we learn the soup, fish,
and vegetable of the day, as well as the current sales conte hift progyesses, the chaos snowballs.
Through the course of the night, | can only expect the uneXpR be cooked improperly, guests
will dislike their food, | will need manager compensations a manager in sight, and | will always get
to the ice bin right as it's emptied. The customer’ i grvice is how | get paid, and as long as

I maintain my qualities, the guests will notice. Ky LO\NRy fodd, meet my table’s needs, and do my

gks that need to be completed. Closing side work can
following day. Once | am finished, | must get checked
, expecting a new day tomorrow.

A few etMic restaurants are considered fine dining—most cities have a
sampling of Italian, French, and other European, Latin, and Asian restau