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CONTENT

HCM 235 FOOD BEVERAGE AND COST

1.0 INTRODUCTION

HCM 235 Food Beverage and Cost is a two creditz0@level core course. It will be available
for all students offering undergraduate programm®.iSc. Hotel and Catering Management at
the School of Management Sciences.

Food and Beverage (F& B) department is responsibte the provision of food and
beverage service and food and the management dfdiod beverage service has been described
as the most technical and complex in the hospitatitustry. However, with effective and
efficient cost control systems, it can be madeafrtbe easiest and yield high dividends.

2.0 COURSE AIMS

This Course “Food, Beverage and Cost” aims to goue an understanding of how the food and
beverage department of the hospitality industigdsiinistered and how the pricing of menu is
achieved. It also gives an insight into cost cdntro

3.0 COURSE OBJECTIVES

To achieve the course aims stated above, overgtibes for the course have been stated. In
addition, each unit has specific objectives whighiacluded at the beginning of each unit. You
are encouraged to read them before you start wgpitkirough the unit, during your study of the
unit, refer to them to check on your progress. Adsthe completion of the unit, you should look
at them, so as to ensure that you have achievesptwfic objectives for that unit.

40 WORKING THROUGH THIS COURSE

This is a two (2) credit unit course, and so yoe expected to spend a minimum of two (2)
hours on it weekly. It is expected that you conpléie entire course between 18 — 25 weeks.
For a successful completion of this course, you ramired to go through the study units,
reference books, and other resources that areddlatach unit.

The Tutor-Marked Assignments (TMA) should be donamediately and submitted to the
Course Facilitator. The medium and time for thensiggion of the TMA will be specified later.
Below are are the components of the course, whathawe to do and how you should allocate
your time to each unit in order to complete thersetsuccessfully on time.

50 COURSE OUTLINED PROGRAMME PROPOSAL (OPP) FOR HCM 235

The course HCM 235 consists of ten units speclfidile course discusses the following;Food
and beverage department, the meal/drink experieneeu compilation, beverages costing, food
and beverage pricing, food cost control, beveragé control, food and beverage control
systems and budgeting

6.0 COURSE MATERIALS

Major components of the course are:

1. Course guide;

2. Study units;

3. Textbooks;

4. Assignment file;

5. Presentation schedule

7.0 STUDY UNITS

The study topics to be discussed have been graopedts and modules as shown below:



MODULE 1

Unit 1: Food and beverage department
Unit2: The meal/drink experience
Unit3: Menu compilation

Unit4: Beverages

MODULE 2

Unitl: Costing

Unit2: Food and beverage pricing
Unit3: Food cost control

Unit4: Beverage cost control

MODULE 3

Unitl: Food and beverage control systems
Unit2: budgeting.

The units shall be treated in a sequential order.

8.0 ASSESSMENT

There are two aspects to the assessment for thissesothe first is the Tutor-Marked
Assignment; and the second aspect is the E-exaomnat

Within each unit are Self - Assessment exerciseshwéire aimed at helping you to check your
understanding as you proceed. Try to attempt edctheo exercises before finding out the
expected answers from literature.

9.0 TUTOR — MARKED ASSESSMENT (TMA)

This is your continuous assessment exercise atdunts for 30% of your total score. You are
expected to answer at least four sets of TMA leefau sit for the end of course examination.
Your best three TMAs will account for the 30 % loéttotal score.

10.0 FINAL EXAMINATION AND GRADING

The end of course examination would earn you 70Riehwwould be added to your TMA score
(30 %).The time of the examination would be comroat&d to you.

When you are successful in your examination, than lyave completed the course in Food and
beverage production 1V.It is believed that you wloapply this knowledge in the hotel and
tourism industry.

11.0 GETTING THE BEST FROM THIS COURSE

In Open and Distance Learning, the study units especially designed to replace the
conventional lecturer. This is one of the greataaalages of distance learning. You can read and
work through the specially designed study matemdlgour own pace, and at a time and place
that suits you best. Think of it as you read theuee and that a lecturer might set you some
readings to do. The study will tell you when todgaur other materials. Just as a lecturer might
give you an in-class exercise, your study unite gl®vide exercise for you to do at appropriate
times.

Each of the study units follows a common formate Tihst item is an introduction to the subject
matter of the unit, and how a particular unit ilted with the other units and the course as a
whole.



Next is a set of learning objectives. These obyestiet you know what you should be able to do
by the time you have completed the unit. You shaudd these objectives to guide your study.
When you have finished the unit, you must go bawk eheck whether you have achieved the
objectives. If you make a habit of doing this, ywill significantly improve your chances of
passing the course.

The main body of the unit guides you through treguned reading from other sources. This will
usually be either from Reading Sectionor some other sources.

Self-tests are interspersed throughout the endhitd.UNorking through these tests will help you
to achieve the objectives of the unit and prepane fpr the assignments and the examinations.
You should do each self-test as you come to ihendtudy unit. There will also be numerous
examples given in the study units, work througls¢éhehen you come to them too.

The following is a practical strategy for workinfgréugh the course. If you run into any trouble,
telephone your tutor. When you need help, do nsitdie to call and ask your tutor to provide it.

In summary

1. Read this course guide

2. Organize a study schedule. Refer to the coursevmyerfor more details. Note the time
you are expected to spend on each unit and howasegnments relate to the unit.
Important information e.g. details of your tutosiabnd the date of the first day of the
semester is available. You need to gather togethénformation in one place, such as
your diary or a wall calendar. Whatever method gbhaose to use, you should decide on
and write in your own date for working on each unit

3. Once you have created your own study schedulesvdoything you can to stick to it.
The major reason that students fail is that theybghind in their course work. If you get
into difficulties with your schedule, please letuydacilitator know before it is too late
for help.

4. Turn to unit one and read the introductions andbthjectives for the unit.

5.  Assemble the study materials. Information abouttwioa need for a unit is given in the
“Overview” at the beginning of each unit. You wallways need both the study unit you
are working on and at least one of your refereegeé hooks on your desks at the same
time.

6.  Work through the unit. The content of the unit litdeas been arranged to provide a
sequence for you to follow. As you work througtsthnit, you will be instructed to read
sections from your reference books or other adidlése the unit to guide your readings.

7.  Well before the relevant due dates (about 4 weeksr® the dates) access the assignment
file to download your next required assignment. iKeemind that you will learn a lot by
doing the assignments carefully. They have beenguded to help you meet the
objectives of the course and, therefore, will hgdu pass the examination. Submit all
assignments not later than the due dates.

8. Review the objectives for each study unit confirtimst you have achieved them. If you
feel unsure about any of the objectives, reviewstindy material or consult your tutor.



9.  When you are confident that you have achieved &sunbjectives, you can then start on
the next unit. Proceed unit by unit through therseuand try to pace your study so that
you keep yourself on schedule.

10. When you have submitted an assignment to your fotomarking, do not wait for its
return before starting on the next unit. Keep taryschedule. When the assignment is
returned, pay particular attention to your facibtdss comments. Consult your tutor as
soon as possible if you have any questions or pro$l

11. After completing the last unit, review the coursed gorepare yourself for the final
examination. Check that you have achieved the suoljectives (Listed at the beginning
of each unit) and the course objectives (Listeth@écourse guide).

12.0 TUTORS AND TUTORIALS

There are eight (8) hours of tutorials providedgsupport of this course. You will be notified of
the dates, times and location of these tutorialgether with the names and phone number of
your tutor, as soon as you are allocated a tutgraup.

Your tutor will mark and comment on your assignméeep a close watch on your progress and
on any difficulties you might encounter as they lWoprovide assistance to you during the
course. You must mail your tutor-marked assignmémtgour tutor well before the due date (at
least two working days are required). They willrharked by your tutor and returned to you as
soon as possible. Do not hesitate to contact yador by telephone, e-mail, or discussion board
if you need help. The following might be circumstas in which you would find help necessary.

Contact your tutor if:
e You do not understand any part of the study unith® assigned readings.
e You have difficulty with the self-tests or exer@se
e You have a question or problem with an assignmeitt your tutor's comment on an
assignment or with the grading of an assignment.

You should try your possible best to attend thertals. This is the only chance to have a face-
to-face contact with your tutor and to ask questiahich are answered instantly. You can raise
any problem encountered in the course of your study

To gain the maximum benefit from course tutorigdegpare a question list before attending
them. You will learn a lot from participating insgiussions actively.

13.0 SUMMARY
It is advisable that you manage your time properlgrder to excel in this course. You become

what you give your time to, and if you have speoney to enroll for this Course, the onus lies
on you to get value for money.
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1.0 INTRODUCTION

Food and Beverage (F&B) Department is responsittenfaintaining high quality of food
and service, food costing, managing restaurants, btc.

Food and Beverage Service is the service of Foatkenrathe Kitchen and Drinks prepared
in the Bar to the Customers (Guest) at the Foode&eBage premises. In this unit, we shall
look at the different types of food and beveragetlet&s which include:
Restaurants, Bars, Hotels, Airlines, Cruise Shipsins, Companies, Schools, Colleges,
Hospitals, Prisons, Takeaway, etc.

2.0 OBJECTIVES

At the end of this unit, you should be able to:

. Identify at least 7 categories of food and bevexagtets

. Define the “term” restaurant

. Classify restaurants

. Describe 4 main duties of a food and beverage n&anag

3.0 MAIN CONTENT

3.1 Food and beverage
Food & Beverage Outlets are divided into the follogvcategories:

3.2. Restaurants
Restaurants are places where Food & Drink is served
There are various types of Restaurants:

3.2.1 All Day Dining Restaurants

They are usually called Coffee Shop or Cafe in KBot€hey are usually big in size with
many Covers (seats), compared to other Restauratiie same Hotel. The main reason why
they are called All Day Dining Restaurant is beeaaktheir hours of operation, as they are
open for Breakfast in the morning, Lunch in theeafoon and Dinner in the evening.

3.2.2 Fine Dining Restaurants

Fine Dining Restaurants are characterized by #lalvorate and exclusive menu with special
emphasis on the very high quality food they seife emphasis being on fresh ingredients
and natural flavours or on the type of Cuisine ednwor both. Usually the operation of this
restaurant revolves around the Head Chef or CheZidsine of this Outlet.

3.2.3 Speciality Restaurants

These are Restaurants which usually have a typMatibnal or Regional Character or

Cuisine attached to them, for example: Italian $jgc Restaurant, Chinese Specialty
Restaurant etc. In some Hotels they do also somastimave Multi Cuisine Specialty

Restaurant, which literally means that Restaurantes cuisine from more than one country
or the dishes on the Menu at that Restaurant haeel Specialties from many different

countries.

3.3 Lounge
Lounges can be found in different hotels. Theirmyaurpose is to offer Food and Drinks in
comfortable and cosy seating in relaxed surrourdifignere are many kinds of Lounges



ranging from a Lounge in a Lobby, Cocktail Lounged &igar Lounge to Executive and
Club Lounge on special Floors.

3.4 Bar

Bar is a place where drinks are served. Thereuallysa small Snacks Menu too. The service
is fast and quick. There are various kinds of Bargying from Formal bars to Club Bars,
Pubs, Pool, Bars, Wine Bars, Cocktail Bars, Beaght8 Juice Bars and many more.

3.5 Discotheque/Nightclub

They are outlets where Music and Entertainmergdadiority with the Food and Drink. The
operation is very fast and the guest numbers age.|&ecurity is an important aspect in these
operations. Music and entertainment can range drto live bands playing.

3.6 Room Service/ln- Room Dining
Room Service, also known as In Room Dining .lthis service of Food and Drink in Guest
Rooms in a Hotel or a Resort.

3.7 Meeting and Conference Rooms

Meeting and Conference rooms together with BalbiR® come under the Banquets and
Conference section. They are a great source of rRevian Food and Beverage Department
usually in Corporate and City Hotels. MICE (Meesndncentives, and Conferences and
Exhibitions) can alone bring much revenue in somiels in comparison to other outlets in
Hotel.

3.8 Ball Rooms

These are large Function Rooms which are primaskd for Functions and Weddings. The
Staffing ratio of Full Time Staff in this sectios very less as the Function and Wedding
Business can sometimes be seasonal and extrasstedtially filled in by the use of Casual

Staff. This Section is the most Dynamic sectiorFood & Beverage with the Conference

Section, which is more physically demanding anatively oriented.

3.9 Delicatessen

Delicatessen or Deli is a place where guests canfiesh produce ranging from Freshly
Baked Bread, Cold Meat, Fresh Salads, Cakes, HoadeNte creams and light and healthy
drinks.

3.10 Others
There are many other Food & Beverage outlets rgnfiom Fast Food Outlets to Food
Courts to Snack Bars which wusually stand alone ar a shopping centre.

3.11 Responsibilities and objectives of the foodhd beverage department
(@  The provision of food and beverage facilities datgfor a clearly defined market.
(b) The purchasing, receiving, storing, issuing angaration of food and beverages
within the establishment for final provision andies@ the customer.
(© The formulation of an efficient control system wiitithe food and beverage
department
()  Monitoring food and beverage prices and achievomgetitive rates whilst
ensuring quality standards.
(i)  Pricing restaurant and special function menus g0 ashieve desired profit
margins.
5



(i) Compiling on a daily, weekly and monthly basis,ralevant food and
beverage information on costs and sales that magée by management for
forecasts planning, budgeting, etc.

(iv)  Reconciling actual and forecast costs and sahekiratiating control
procedures or discrepancies occur, and discovénmgauses, e.g. bad portion
control, incorrect pricing, etc.

(d) The training, motivating, and controlling of alldd and beverage department staff.

(e) Finally, the food and beverage department shouldrdmate with other departments
in the establishment in which it is situated, iisito be a significant contributor to the
organization’s short-term and long-term profitaili

3.11.1 Functions of the Food and Beverage Manager

The functions of the food and beverage managervegc- planning, organizing, motivating

and controlling. In a food and beverage departméptplanning process involves the setting
of several basic policies — a marketing policy wciefy the market to be catered for; a
financial policy dealing with envisaged profitabjlior costs constraint of the establishment;
and a catering policy defining the main objectivdsoperating the food and beverage
facilities and the methods by which such objectiaesto be achieved. Such policies would
be decided at a senior level of management.

The tasks needed to achieve these objectives wbell be assigned to individuals who
should receive job descriptions detailing the pagsoof their tasks, the responsibilities of the
individuals, who he is responsible to, etc. Here thod and beverage manager works in
conjunction with the personnel department in praagyigob descriptions and appointing on-

the-job trainers in the various food and beveragmadments to train new staff.

The motivation of the staff of the food and beveragpartment is an important function of
the food and beverage manager. This may be uneartakseveral ways — for example, by
helping individuals who are undertaking common $agk form into groups so that “team
spirit” may develop, by encouraging staff-managetm@mmmittee meetings, or at a more
basic level to see that full training is given battjob anxieties are reduced for employees
from the beginning.

Finally, there is the element of control in foodddmeverage department; this involves the
checking of actual performance against the budgkterecasts, and should there be any
wide deviations, to locate the problem area antifyat; and to take whatever steps possible
to prevent the problem occurring again.

The functions of the food and beverage managertordinating the food and beverage
department are therefore numerous, and it is impothat he should fully utilize all the tools
of management available to him. An organizationriciBaould be produced showing the
position of the food and beverage department withexcontext of the total establishment.
An organization chart presents graphically the dgsbupings and relationships of positions,
and a general picture of the formal organizationcsure.

In larger units departmentalization is done. Thatid department in this case would
probably consist of four to five full-time employgef a manual system is in operation or two
full-time employees for a computerized system. lsnaall privately-owned hotel, it is often
the owner who is the ‘manager’ of all departmentgluding the food and beverage
department. In this instance the hotel proprietould also operate as the control department,

6



monitoring all incoming and outgoing revenues aost€. It is also important to supplement
the organization chart with another tool of manageimjob descriptions. A job description is
an organized list of duties and responsibilitiesigieed to a specific position. It may be
thought of as an extension of the formal organgratihart in that it shows activities and job
relationships for the positions identified on tbemhal organization chart.

Some organizations also produce work schedulesetaee outlines of work to be performed
by employees with stated procedures and time renpgints for their duties. Tasks are broken
down into a careful sequence of operations anddinibey are particularly useful in training
new employees and for lower grade jobs, but hawédd application at the supervisory and
management level.

Below is an example of a work schedule:

JOB TITLE: Food and Beverage Manager

DATE: 3/3/12

NAME OF ESTABLISHMENT: Levelley’s Hotels, Lagos g&ria.

RESPONSIBLE TO: The General Manager

RESPONSIBLE FOR: All  personnel within the Food anBeverage
Department

DUTIES:

1. To maintain efficient catering services withinethotel for the markets previously
identified in the marketing and catering policy.

2. To maintain effective control of raw materiabbur, and equipment costs used in food
and beverage departments.

3. To liaise with Heads of Departments in produaitegpartmental budgets for approval
by the Chief Accountant.

4.  To be responsible for obtaining required prdbitsall selling outlets whilst maintaining
the agreed standards in the food and beverage grodwand service laid down in the
catering policy.

5. To be responsible for hygiene and safety staisdarthe food and beverage department
and ensure all legal requirements are met.

6. To liaise regularly at staff meetings with thesdds of Departments, together
comprising the food and beverage department.

7. To be prepared to attend any other staff megtsgarranged by the General Manager.

8.  To liaise with the Personnel Department in g uiting and training of new personnel
for the food and beverage departments.

3.11.2 Constraints to Food and Beverage Management

The management of food and beverage departmentseleasdescribed as the most technical
and complex in the hospitality industry. The spedifctors which make food and beverage
management relatively more complex are due toqudati external and internal pressures.

3.11.2.1 External Factors
The external factors are often seen as the ‘mpjoblems of the food and beverage function.
They originate outside the organisation and fag thason internal action can rarely solve the
problem adequately. Some of their major externasgures affecting the food and beverage
function are listed below.



Political

(@  Government legislation, e.g. fire regulations, treahd safety acts, EEC regulations,
HCITB training levy.

(b) Changes in the taxation structure of the countgy, regulations affecting business
expenses allowances.

(c) Specific government taxes, e.g. VAT.

Economic

(@) Rising costs — foods and beverages, labour, fatdsrand insurance.

(b)  Sales instability; peaks and troughs of activitgurcon a daily/weekly and seasonal
basis.

(c) Changes in expenditure patterns and people’s cagmsncomes.

(d) Expansion and retraction of credit facilities.

(e) Higher interest rates on borrowed capital.

Social.

(a) Changes in population distribution, e.g. popatadrifting away from certain areas.
(b) Changes in the socio-economic groupings oftea.

(© Growth of ethnic minorities leading to a demd&odmore varied foods.

(d) Changes in food fashion, e.g. current popylarttake-away food.

Technical

(@) Mechanization, e.g. of food production and fesedvice equipment.

(b) Computer technology, e.g. data processing taltamd catering establishments.
(© Product development e.g. textured vegetableeprdTVP)

3.11.2.2 Internal Factors

In addition to external factors, the food and bagerfunction also has numerous other day-
day internal pressures, which may be describedh@sntinor’ problems. Internal problems
are those originating from within the organizatiand for this reason such problems can
usually be solved adequately within the establisitm@he internal problems may be
classified as follows:

Food and Beverage

(@) Perishability of food and the need therefore fazqadhte stock turnover.
(b) Wastage and bad portioning control.

(c) Pilferage from kitchens, restaurants, bars anekstor

Staff

(a) Staff shortages often coinciding with peaks of saletivity.

(b) Conversely, staff surpluses coinciding with troughsales activity.
(c) Absenteeism, illness, etc.

(d) Use of part-time/casual staff in some food and ksye departments.
(e) Poor supervision.

Control
(@) Cash collection and control; most transactionscarelucted on a cash basis in the food
and beverages sales outlets.



(b) Correct pricing of menus and beverages lists wbed prices fluctuate.

(c) Stores control — food and liquor.
There is a dividing line between those food andebsye departments that ‘manage’
these external and internal problems and henceai@ummore efficiently, and those that
just ‘react’ to the problems only treating the syam and not the cause. It is important
therefore that potential problem areas be ideutifteadvance by management so that
they can be planned for and successfully managesh &hd if they occur.

3.12 The Restaurant

A restaurant is a retail establishment that sepwepared food to customers. Service is
generally for eating on premises, though the tems been used to include take-out
establishments and food delivery services. The teorers many types of venues and a
diversity of styles of cuisine and service.

Restaurants are sometimes a feature of a largepleantypically a hotel, where the dining
amenities are provided for the convenience of désedents and, of course, for the hotel with a
singular objective to maximise their potential newe. Such restaurants are often also open to
non-residents.

Restaurants range from unpretentious lunching wingdiplaces catering to people working
nearby, with simple food and fixed menu servednmpde settings at low prices, to expensive
establishments serving expensive speciality foatvaimes in a formal setting. In the former
case, customers usually wear casual clothing. énldatter case, depending on culture and
local traditions,customers might wear semi-cassgtni-formal, or even in rare cases formal
wear. Typically, customers sit at tables, theireosdare taken by a waiter, who brings the
food when it is ready, and the customers pay tliebbfore leaving. In class or porche
restaurants there will be a host or hostess or aveaitre d'hoteto welcome customers and
to seat them. Other staff waiting on customersuthelbusboys and sommeliers.

3.12.1 History of Restaurant

The term restaurant (from the French word restadecerestore) first appeared in the 16th
century, meaning "a food which restores”, and retéspecifically to a rich, highly flavoured
soup. The modern sense of the word was born araued® when a Parisian soup-seller
named Boulanger opened his establishment. Whilss Bnd Taverns were known from
antiquity, these were establishments aimed at teageand in general locals would rarely eat
there. The modern formal style of dining, whereteoers are given a plate with the food
already arranged on it, is known as service adaauas it is said to have been introduced to
France by the Russian Prince Kurakin in the 18ft0s where it spread rapidly to England
and beyond.

3.12.2 Classification of restaurants

Restaurants can be classified by whether they geoplaces to sit, whether they are served
by wait-staff and the quality of the service, ttenfal atmosphere, and the price range.
Restaurants are generally classified into threaggp

1. Quick Service- Also known as fast-food restaurants. They ofifeited menus that are
prepared quickly. They usually have drive-thru vawd and take-out. They may also be
selfservice outfits.



2. Mid scale - They offer full meals at a medium price thattounsers perceive as "good
value." They can be of full service, buffets oritiead service with customers ordering at the
counter and having their food brought to them trsvice.

3. Upscale- Offer high quality cuisine at a high end pricéeV offer full service and have a
high quality of ambience.

3.12.3 Types of Restaurants

Restaurants often specialize in certain types ofl for present a certain unifying, and often
entertaining, theme. For example, there are seafesidurants, vegetarian restaurants or
Ethnic Restaurants. Generally speaking, restaurseitsng "local" food are simply called
restaurants, while restaurants selling food of ifpreorigin are called accordingly, for
example, a Chinese restaurant and a French restabepending on local customs and the
policy of the establishment, restaurants may or nmay serve alcoholic beverages.
Restaurants are often prohibited from selling abtavithout a meal according to alcohol sale
laws; such sale is considered to be activity faispahich are meant to have more severe
restrictions.

Some restaurants are licensed to serve alcohdly(lfcensed’), and / or permit customers to
‘bring your own’ alcohol.

3.12.3.1 Cafeterias
A cafeteria is a restaurant serving mostly cookeddy to-eat) food arranged behind a food-
serving counter. There is little or no table sezvi€ypically, a patron takes a tray and pushes
it along a track in front of the counter. Dependmg the establishment, servings may be
ordered from attendants, selected as ready-mad®moialready on plates, or self-serve of
food of their own choice.

In some establishments, a few items such as steaksbe ordered specially prepared rare,
medium and well done from the attendants. The patraits for those items to be prepared or
is given a number and they are brought to the t&dgerages may be filled from self-service
dispensers or ordered from the attendants. At titk af the line a cashier rings up the
purchases. At some self-service cafeterias, pueshase priced by weight, rather than by
individual item. The trays filled with selected nte of food are taken to a table to eat.
Institutional cafeterias may have common tables, Upscale cafeterias provide individual
tables as in sit-down restaurants. Upscale caéstérave traditional cutlery and crockery,and
some have servers to carry the trays from thettinbe patrons' tables, and/ or bus the empty
trays and used dishes. Cafeterias have a widestyanf prepared foods. For example, it may
have a variety of roasts (beef, ham, turkey) refadycarving by a server, as well as other
cooked entrées, rather than simply an offeringamhburgers or fried chicken.

3.12.3.2 Fast-food restaurants
Fast-food restaurants emphasize speed of servitéomancost over all other considerations.
A common feature of newer fast food restaurants dmstinguishes them from traditional
cafeteria is a lack of cutlery or crockery; thetouser is expected to eat the food directly
from the disposable container it was served ugieg fingers.
There are various types of fast-food restaurant:
. one collects food from a counter and pays, thendatvn and starts eating (as in a self-
service restaurant or cafeteria);
Sub-varieties:
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one collects ready portions

one serves oneself from containers

one is served at the counter

a special procedure is that you first pay at trehaiesk, collect a coupon and then go to

the food counter, where you get the food in exckdngthe coupon.

. One orders at the counter; after preparation tbe f6 brought to one's table; paying
may be on ordering or after eating.

. a drive-through is a type of fast-food restauraitheut seating; diners receive their

food in their cars and drive away to eat.

Most fast-food restaurants offer take-out: readgdb hot food in disposable packaging

for the customer to eat off-site.

3.12.3.3 Casual Restaurants

A casual dining restaurant is a restaurant thateser moderately-priced food in a casual
atmosphere. Except for buffet style restaurantsuaadining restaurants typically provide
table service. Casual dining comprises of a mask&gment between fast food establishments
and fine dining restaurants.

3.12.34 Fast Casual-Dining Restaurants

A fast casual restaurant is similar to a fast-foestaurant in that it does not offer full table
service, but promises a somewhat higher qualityjoofl and atmosphere. Average prices
charged are higher than fast-food prices and ngpedable plates and cutlery are usually
offered. This category is a growing concept thidd the space between fast food and casual
dining. Counter service accompanied by handmade often visible via an open kitchen) is
typical. Alcohol may be served. Dishes like steaRkich require experience on the part of the
cook to get it right, may be offered. The menugsally limited to an extended over-counter
display, and options in the way the food is pregane emphasized.

Many fast casual-dining restaurants are marketdwbakh conscious:

Healthful items may have a larger number of itentnormal portion of the menu and
high-quality ingredients such as free-range chicked freshly made vegetables may be
advertised. Overall, the quality of the food is gemeted as a much higher class than
conventional factory-made fast food. An obvioushetltheme may or may not be present in
the menu.

3.12.3.5 Other Restaurants
Most of these establishments can be consideregmesbf fast casual-dining restaurants or
casual-dining restaurants.

i) Café

Cafés and coffee shops are informal restauran&ingf a range of hot meals and made-to-
order sandwiches. Cafés offer table service. Maigscare open for breakfast and serve full
hot breakfasts. In some areas, cafés offer outskating.

i) Coffeehouse
Coffeehouses are casual restaurants without tasiece that emphasize coffee and other
beverages; typically a limited selection of coldds such as pastries and perhaps sandwiches
are offered as well. Their distinguishing featusethat they allow patrons to relax and
socialize on their premises for long periods ofaimithout pressure to leave promptly after
eating.
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iii) Pub

A pub (short for public house) is a bar that sersiegple food fare. Traditionally, pubs are
primarily drinking establishments with food in actéedly secondary position, whereas the
modern pub business relies on food as well, tgptiet where gastropubs are known for their
high-quality pub food. A typical pub has a largéesgon of beers and ales on tap.

iv) Bistros and Brassiere

A brassiere is a café doubling as a restaurantsandng single dishes and other meals in a
relaxed setting. A bistro is a familiar name faradé serving moderately priced simple meals
in an unpretentious setting. Especially in Parisirbs have become increasingly popular
with tourists. When used in English, the term loistisually indicates either a fast casual-
dining restaurant with an European-influenced mama café with a larger menu of food.

V) Family Style

"Family style restaurants” are restaurants thaeleafixed menu and fixed price, usually with

diners seated at a communal table such as on lsmath. More common in the 19th and
early 20th century, they can still be found in hm@mmunities, or as theme restaurants, or in
vacation lodges. There is nho menu to choose fratier food is brought out in courses,

usually with communal serving dishes, like at aifgmmeal. Typical examples can include

crab houses, German-style beer halls, BBQ resttyrhonting lodges, etc. Some normal
restaurants will mix elements of family style, suaf a table salad or bread bowl that is
included as part of the meal.

Vi) BYO Restaurant

BYO is from the phrase Bring Your Own, while BYOB an abbreviation of Bring Your
Own Booze/Beer/Bottle. They are restaurants anosisvhich do not have a liquor license
but expect the patrons to bring theirs.

vii)  Delicatessens Restaurant

Restaurants offering foods intended for immediaiesamption. The main product line is
normally luncheon meats and cheeses. They may sdfedwiches, soups, and salads as well.
Most foods are precooked prior to delivery. Prefianaof food products is generally simple
and only involves one or two steps.

viii)  Ethnic Restaurants

They range from quick-service to upscale. Their msamsually include ethnic dishes and / or
authentic ethnic foods. Specialize in a particutaunlticultural cuisine not specifically
accommodated by any other listed category. Examiydien Cuisine, Chinese cuisine, Indian
Cuisine, American Cuisine etc.

iX) Destination Restaurants

A destination restaurant is one that has a stromaugh appeal to draw customers from
beyond its community. Example: Michelin Guide 3rstastaurant in Europe, which
according to the restaurant guides is "worthy mianey”.

3.13 The Restaurant Manager

The restaurant Manager is responsible for direcimd) supervising all activities pertaining to
employee relation, food production, sanitation, sjuservice and operating profits. The
restaurant manager is either the coffee shop managemanager or the specialist restaurant
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manager. The restaurant manager reports directlyetdood and beverage manager and has
overall responsibility for the organisation and @aistration of a particular outlet or a section
of the food and beverage service department. T$taugnt manager's job includes:

i) Setting and monitoring the standards of seruicthe outlets.

i) Administrative duties such as setting duty d¢bargranting leave, monitoring staff
positions, recommending staff promotions and hagdksues relating to discipline.

iii) Training the staff by conducting a daily brileg in the outlet.

iv) Playing a vital role in public relations, me®iguests in the outlets and attending to guest
complaints, if any.

v) Formulating the sales and expenditure budgeth®outlet.

vi) Planning food festivals to increase the reveaneé organizing advertisement campaign of
the outlet along with the chef and the food andebage manager.

SELF ASSESSMENT EXERCISES
Visit at least 20 food and beverage outlets anssdyathem accordingly

40 CONCLUSION

With the ever-growing food and beverage industrypbe who receive formal training stand
a good chance of moving up to better paid jobsigdr and more formal food establishments
There are also opportunities for others who cowdchea living by taking up part- time
positions.

5.0 SUMMARY

Food and Beverage Service is the service of Foatkenrathe Kitchen and Drinks prepared
in the Bar to the Customers (Guest) at the Food &eBage premises, which can be:
Restaurants, Bars, Hotels, Airlines, Cruise Shipgins, Companies, Schools, Colleges,
Hospitals, Prisons, Take-away, etc

The main responsibilities and objectives of thedfaod beverage department include:

The provision of food and beverage facilities qatgfor a clearly defined market,

The purchasing, receiving, storing, issuing angaration of food and beverages within the
establishment for final provision and sale to thstomer.

The formulation of an efficient control system viitlthe food and beverage department. The
training, motivating, and controlling of all footh@ beverage department staff.

Finally, the food and beverage department shouldrdmate with other departments in the
establishment in which it is situated, if it iskie a significant contributor t the organization’s
short-term and long-term profitability.

The functions of the food and beverage managervegc- planning, organizing, motivating
and controlling

A restaurant is a retail establishment that sepwepared food to customers. Service is
generally for eating on premises, though the terms been used to describe take-out
establishments and food delivery services. The teoners many types of venues and a
diversity of styles of cuisine and service.

Restaurants often specialize in certain types ofl for present a certain unifying, and often
entertaining, theme. For example, there are seafesthurants, vegetarian restaurants or
ethnic restaurants. Generally speaking, restaurseitsng "local” food are simply called
restaurants, while restaurants selling food of ifpreorigin are called accordingly, for
example, a Chinese restaurant and a French restaura

13



Restaurants can be classified by whether they geoplaces to sit, whether they are served
by wait-staff and the quality of the service, tlwenfiality of the atmosphere, and the price
range.

6.0 TUTOR-MARKED ASSIGNMENTS

1. Outline 5 objectives of food and beverage mamasg

2. Identify and describe 3 internal and 3 extefaetors affecting food and beverage function
3. Differentiate the following types of restaurant:

Cafeteria,fast food and casual restaurant

7.0 REFERENCES/FURTHER READING
1. Davies, B, & Stone, S (1985).Food and Beverageddement.
Heinemann,U.K.
2. Collins English Dictionary-Complete and unabe&dg(2003).
Harper Collins Pub.

14



UNIT 2 THE MEAL/DRINK EXPERIENCE

CONTENT

1.0 Introduction

2.0  Objectives

3.0 Main content

3.1  What is the meal/drink experience
3.1.1 Food and drink
3.1.2 Variety in menu choice
3.1.3 Level of service
3.1.4 Value for money
3.1.5 Interior design
3.1.6 Atmosphere and mood
3.1.7 Expectation of customers
3.1.8 Location/accessibility
3.1.9 Staff

4.0 Conclusion

5.0 Summary

6.0  Tutor- marked assignment

7.0 References/further reading

1.0 INTRODUCTION

In unit one, we discussed the responsibilitieshef fiood and beverage department and the
different types of food and beverage serviceshis tnit, you shall learn the things entailed
in meal/drink experience.

The meal/drink experience means different things different people and different
establishments offer different services in pridegel of service and even in the extent of the
menu. A customer’s satisfaction is dependent orréhsons behind his/her choice. The food
and beverage operator is expected to meet andexwered customers’ expectation.

2.0 OBJECTIVES

At the end of this unit, you should be able to:

> Describe what the meal/ drink experience entails

> Outline 8 factors that determine the kind of food @rinks people choose to consume
away from home.

3.0MAIN CONTENT

3.1 What is the Meal/Drink Experience?

The ‘meal/drink experience’ may be defined as aeseof events — both tangible and
intangible — that a customer experiences when gatiurt. It is difficult to define exactly
where a meal/drink experience usually starts, added ends, although it is usually assumed
that the main part of the experience begins wheastomer enters a restaurant and ends
when he leaves, However, any feelings the custom&y have when he arrives at the
restaurant, and when he leaves, should also be tateaccount and included as a part of the
total meal/drink experience. The series of eveni$ experiences the customer undergoes
when eating out may be divided into those tangaisigects of the product, that is the food and
drink, and those intangible aspects such as seratogosphere, mood, etc. In order for the
product offered by the restaurant to be accepttabline customer, it is necessary for the
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tangible and intangible components of the restdumbe combined together and to be seen
by the customer as one total product, and not abeumf disjointed parts. It is therefore the
duty of the restaurant owner or manager to consthise complete product and to present it to
the customer. The different components of the rdeakll experience that may be identified
and which should be considered by the caterinditimoiclude the following;

3.1.1 Food and Drink

The kind of food and drink that people choose tescmne away from home depends mainly

on the amount of money that they are prepared to fpa it within a given set of

circumstances at a specific point in time. Apaotirthe cost aspect, the factors which are of
particular concern to the customer include:

(@) The type and choice of food and drink available.

(b) The quality of the product offered (e.g. fresh onwenience foods; chateau bottled or
non-chateau bottled wine).

(c) The quantity of product offered, i.e. the portidres.

(d) The consistent standard of the product (a customteirning to the restaurant and
repeating his order of an item would expect thedpod to be very similar to what he
had eaten/drank before).

(e) The range of textures, flavours, aromas and colotfesed by a food dish, or taste,
aroma and colour offered by a drink.

()  That the food and drink is served at the approptitnperature.

(g) That the presentation of the food and drink enhaitiee product offered.

(h) The perceived value for money.

3.1.2 Variety in Menu Choice

The type of menu offered by an establishment aedvdriety of menu choice should also
conform to the requirements of the total meal elgpee. At the lower level of the market the
choice of menu items in a restaurant is usuallyyféimited for a number of reasons. Firstly,
Price; if a customer is payifg2500 for a three-course meal the range of menusitéat can
be made available within the cost limits of suchogeration is obviously more limited than
in operations where the customer’s average spermbngr is higher. Secondly, the amount
of time taken to consume meals at this level oftiagket may vary between less than half an
hour and one hour, but will rarely exceed thistro§ amount of time the customer in these
establishments takes proportionately little in gtnd the menu choice. Thirdly, it may be
suggested that customers frequenting this lowesl leivthe market may feel uncomfortable if
presented with a very large menu selection and tmexgfore prefer a more limited, but still
varied menu choice.

In high-class restaurants where the average spgmdiwer is abovés10,000 per head, the

menu selection is normally much greater. In thesabéishments which encourage luxury
meal experience, the minimum amount of time custerasually spend on a meal is one and
a half hours, and may be three to four hours dapgnan the size of the group and the
occasion. The proportion of this time that may beaded to reading the menu and selecting
from the menu items is correspondingly greater; dhstomers frequenting these types of
establishments would also expect to be offeredgelmenu selection, including a number of
chef's specialities and other dishes. The menucehoifered by a restaurant is therefore
dependent on a number of interrelated factors -ptloe the customer is willing to pay; the

amount of time available for the meal experiente kevel of the market in which the

restaurant is situated; and consequently the tgpesstomers likely to frequent that type of
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operation. Further considerations affecting theich@f menu from the caterer’s point of
view would be the production and service faciliteegilable, the skills of the staff, the
availability of commodities and the potential ptahkility of the menu.

3.1.3 Level of Service

Broadly speaking, the higher the cost of the meathe customer, the more service the
customer expects to receive. In a self-service teafe where a customer is spending
approximately®™3,000 for a three-course luncheon, the degreergices he will receive is
comparatively little; the customer collects his ofeond from the service counters, carries it
to a table, and probably clears his dishes frontdb&e at the end of his meal. As the cost of
the meal to the customer increases so will the amafuservice he receives. At the top end of
the catering market, where the customer may bengaywer10,000 per head for a meal,
full waiter silver service would be provided. Thetwal service of the food and beverages to
the customer may be described as ‘direct’ servpat of a restaurant’s total service,
however, is also comprised of ‘indirect’ servic&bese include the provision of cloakroom
facilities — somewhere for the customer to leavatsand bags safely; and the availability of
a telephone for customer use. It is important tioeeefor a restaurant operation to consider
not only in service of the food and beverages fbictv the staff are usually adequately
trained, but also to remember the indirect senaspects of the operation, which the
customer particularly notices.

3.1.4 Value for Money

The concept of value for money will vary from orector of the market to another, and
indeed from one customer to another. In the mgjmit cases, however, a customer will
frequent a restaurant not only because of its faod service, but also because he feels it
gives him value for money. At the lower end of tharket inclusive price meals are often
offered, e.g. by many of the Steak house operatiemshat a prospective client is aware in
advance what the total cost of the meal will bej #ms will help alleviate any concern the
customer may have about being able to pay. At therend of the market, menu items are
often charged for separately, because at this leiville market the total cost of the meal is
not such an important factor to the customer algpey are the other aspects of the operation,
such as standard of the food or the level of sereftered.

3.1.5 Interior Design

The interior design of a restaurant is one of th& physical aspects of catering operation
that a customer will come into contact with. Thistfimpression of the restaurant is very
important. A potential customer passing by maye tite look of the establishment and decide
to come and eat there; the customer who has acplalined to eat in the restaurant and likes
what he sees when he enters, will feel pleasedmitichoice of restaurant.

The interior design of a restaurant contributesatlyeto the creation of its image. The

importance of an interior design to a cateringlityccannot be over-emphasized and it is
necessary that professional advice is obtained &xperienced designers.

3.1.6 Atmosphere and Mood

The atmosphere or mood of a restaurant is a diffegpect of an operation to define, but is
often described as an intangible ‘feel’ inside staarant. Not all restaurants have an obvious
type of atmosphere others try to deliberately ter@me. The atmosphere of a restaurant is
affected by many different aspects of the operaticime decor and interior design of the
restaurant, the table seating arrangements, thiesexccompaniments, the dress and attitude
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of the staff, the tempo of the service, the agessitand sex of the other customers, etc. All
these various aspects combine together to produeerdstaurant’s atmosphere and it is
important therefore that all these elements sheoaldbine and complement one another to
present a picture of totality to the customer. 3thamne of these aspects be out of keeping
with the others, disharmony may result in the cm&ids image of the restaurant, and the
customer will invariably leave remembering a smaajpect.

3.1.7 Expectation of Customers

A single customer or group of customers arriving a¢staurant for a meal, bring with them a
series of expectations regarding that restaurathte-type of service they will receive, the
price they will pay, the expected atmosphere anddvad the restaurant, etc. The customer’s
expectations may therefore be varied and numerangjing from the restaurant which the
customer frequents because he wants to be seenaheérparticipate in its social atmosphere
to the small quiet restaurant where the customser goabecause of its intimate and personal
nature. Upon arrival at the restaurant, if the patgresented to the customer is in harmony
with his expectations, it is very likely that thestomer will be pleased with his choice and
have a relaxed and enjoyable meal. Should the méstsense disharmony, however,
between his expectations of the restaurant anddheal product he finds, for example it is
too intimate for the occasion, he may not enter rdstaurant but choose another. If the
disharmony is not realized until the customer mte@ at the table, it is unlikely that he will
leave but will have a hurried and uncomfortable Inea

There is therefore a need for the customer to ifiyeand associate himself with a restaurant
for a particular meal occasion. He may not alwaentify with the same restaurant, as his
needs and expectations may vary from one meal iexqoer to the next. For example, at a
business lunch a customer may require an experisavge cuisine restaurant with an
atmosphere conducive to discussing business; stestaurant, however, may not be suitable
for the same customer to take his wife and famdy & special occasion. A customer
therefore has different needs and expectationdifterent meal occasions, and similarly at
different times of the day, for example, lunch adidner. These alternating needs of
customers should be identified by a restaurantcatered for, so that the restaurant offering
formal business lunches may offer special functatering in the evening when the demand
for business meals is minimal. There is a dang#énese situations, however, that restaurants
may be led into catering for mixed markets, ants iimportant therefore for a restaurant
offering different levels of service at differenines of the day, to keep them completely
separate, and not attempt to be ‘all things tpadiple’. Those operations that have taken this
approach invariably adjust downwards to a lowericseconomic market segment than the
one to which they were originally catering.

3.1.8 Location/Accessibility

The location of the restaurant is one of the fdwoit the only unchangeable aspect of the
operation, and is therefore one which requiresidengble thought and attention at the initial
planning stage. The restaurant’s location in refatb its present markets should not only be
considered, but also its location to possible torarkets. For example, a city restaurant
may rely heavily on several large firms in the sunding area for the majority of its
lunchtime trade, should several of these firmsdethe area this would seriously affect the
restaurant’s trade.

Accessibility to the restaurant is another imparfactor, particularly if it is situated out of a
town and not within easy reach by public transptnt.these cases the majority of the

18



restaurant’s clientele would travel by private sport and thought must be given to car
parking spaces for the customers.

3.1.9 Staff

Staff employed by a restaurant operation shouldptement the meal experience of the
customers, and they are able to do this in a waoktvays — their attitude to customers, their
age and sex, their uniform, the tempo of their iseretc. The number of staff serving in a
restaurant is closely related to the prices chalyetthe establishment and the level of service
that it offers. In self-service operations very fesgrvice staff are required; in some

establishments the ratio of staff to customers deai low as one member of staff to 20-40
customers. However, in the luxury haute cuisinéargsnts offering silver service, the ratio

may be as high as one member of staff to eightbousts. These latter types of operations
are, however, charging the customer for this eattantive service and must therefore be
seen to have an adequate number of staff. Notadodyg the number of staff in a restaurant
contribute to the meal experience, but also thigitude to customers and the tempo of their
service. In a large industrial cafeteria wherertte of service staff to customers is low, and
the speed of throughput is important, the staff reguired to work at a fast and efficient

speed, and where possible leave the customersve tteemselves. In a luxury restaurant the
tempo of the staff to customers is considerablwsloand more relaxed because of high ratio
of service staff to customers. It should be noted the attitude of the staff is almost totally

influenced by the management attitude and the emwiental climate in which the staff are

working.

Additionally, such things as the levels of skillstiee staff, their visual cleanliness, as well as
their sex, age and nationality are of importandealfy, the uniforms of the service staff
should be appropriate for the level of the catedpgration, and again this physical aspect of
the restaurant must be seen to be part of thelisstaient’s totality. In some lower market
level operations the staff may only be providechvateralls; this is in complete contrast to
high class restaurants, particularly in hotels, niehnere is a very strict demarcation of
uniform styles according to the status of the serpersonnel.

SELF ASSESSMENT EXERCISES
In light of what you just learnt, outline the fargdhat determine what you eat outside

40 CONCLUSION
Whatever efforts you put in to make the food/ draxperience wonderful is compensated by
the volume of turnover that you make.

5.0 SUMMARY

The meal/ drink experience are both tangible (fanod drink) and intangible aspects of the
product (service, atmosphere, mood etc). Therseawreral factors that determine the kind of
food/ drink people eat away from home and theyuidel the type and choice of food and
drink available, the quality of the product offeremnsistent standard of the product, the
range of textures, flavours, aromas and colouesred by a food/drink etc.

6.0 TUTOR - MARKED ASSIGMENTS
State 3 tangible and 3 intangible aspects of a/rdeak experience.
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1.0 INTRODUCTION

In unit two, we shall learn about what customerpeex in food and beverage service and
how we can meet and even exceed these expectatotiss unit, we shall learn how to
compile different kinds of menu.

A menu or a bill of fare is a list of prepared dislof food which are available to a customer.
The compiling of a menu is one of the most impdrjaibs of a caterer and there are a
number of factors that must be taken into constaerdefore any menu is written. The aim
of a menu is to give the customer what he wantsnatdavhat the caterer thinks the customer
wants. In general it is better to offer fewer dslué a good standard rather than having a
wide choice of dishes of mediocre quality. To béedb compile a luncheon or dinner menu
is an art in itself, and the composing of an elat®oidinner menu needs great care in the
selection of the various courses, so that eachwii§harmonize with all of the others on the
same menu.

2.0 OBJECTIVES
At the end of this unit, you should be able to:
> List at least 10 rules for writing menu
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> Differentiate the 4 main types of menu.
> Analyse the order of courses for :

e A luncheon
e A 4 course dinner
e An 8 course dinner

3.0 MAIN CONTENT

3.1 History of the menu

The menu as we know it today first came into beimthe early 19th century. It was born in
the celebrated restaurants of the Palais-Royalé&ghwilat that time, were the gastronomic
centre of Paris.

A menu is a list of food dishes that are availdbléhe customer. There are four main types of
menu, which are as follows:

» Special Party: This is a menu compiled for private parties, batgwr special functions.

» Table d’héte: This is a menu compiled for private parties, batau special functions.

« A la Carte: This is a menu containing a large selection dfielisfor each course. Each dish
is individually priced and, therefore, the cliestgermitted to compile his or her own menu.
Clients are also allowed to choose as many onaslishes as they wish. “A la carte” dishes
should be individually prepared and cooked, andctistomer should be informed that he or
she will have to wait for this service.

 Carte de Jour: This is a menu containing “special” dishes that selected by the chef or
management, and may be available for a limitedogenf time. A modern example of “carte
de jour” is “The Chef's Special,” which appearsalarge number of restaurant menus today.
In composing the menu, the aim should also be poe=s, as far as possible, the spirit of the
occasion for which it is intended.

3.2  Rules for menu writing

* The requirements of the menu must depend on teaswn, the season, the number of
people, the price being paid and the class of icater

» Each dish should be different in composition arate of cooking.

» The harmonizing effect is obtained by arrangimg dishes that each one is distinct from the
other, bearing no relation in appearance to theealieag or the following dishes.

* No two similar vegetables garnishes should eweplaced on the same menu, with the
exception of mushrooms and truffles.

» The various meats and other important ingrediém®ing one complete course must not
be repeated on the same menu from one course tiseano

» The various kinds of sauces and accompanimenpoged must be entirely different in
colour, taste and appearance.

* The menu must be compiled with a view to achig\arsuccessful service in the restaurant.
It is better to have fewer dishes or courses welbked and correctly served than a
pretentious, many-course menu, which would putnioch stress on the kitchen, its staff and
equipment, and upon the service and waiting staff.

A careful selection of raw materials, paying atien to the time and season of the year,
must be made in all cases.

* Ensure the use of correct cookery terms andisgeHespecially when using French. Avoid
repeating “a la” on a menu; this term means “in shge of,” and in many cases, can be
omitted.
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* Never write the word “gravy” on a menu.

» Sauces and/or garnishes are written directly dffte dish to which they belong. Add the

vegetables after the main course and its saucermgdrnish. Follow the vegetables with the
potato dish.

» Give a sufficient choice on the menu to sati¢fg varying tastes and digestions of your
clientele.

» Bear in mind quality, quantity and, from a cusesis point of view, “value for money.”

» Place on the menu dishes that are attractiveagpetizing, and will combine to form a

well-balanced and pleasing meal.

It is necessary to make certain that menu termexgreessed accurately so that the customer
receives exactly what is stated on the menu. Famgke, paté Maison must really be home-
made paté not factory-made. If Fried Fillets ofeSate offered on the menu, then more than
one must be offered and the fish must be solejfaand8-0z rump steak is stated on the menu
as the portion size, then it must be 8 oz raw weidlthe sole is advertised as 'fried’ and the
steak as 'grilled’ then these processes of codtiogld be applied; if the soles are stated to
be Dover soles and the steak as rump steak themathed food must be served. Likewise if
the sole is stated to be served with a sauce ¢aatad the steak with a particular sauce then
the sauce should be correct and accurate. Theiggseron the menu should give an
indication as appropriate of the quality, size,paration and composition of the dish.

3.3  Types of menus and their characteristics

3.3.1 Special Party Menu

These types of menus are compiled for a previoaisgnged number of dishes (covers) and,
more often than not, do not offer the guest attéide any selection in dishes. Because of
these factors, large numbers can successfully tezechfor at the same time. Less staff is
required to cater for larger numbers than with atiner type of menu.

3.3.2 Table D’hote Menu

This type of menu is available in most hotels aastaurants, and provides for a quick
service. All dishes are prepared, if not cookediptedand. Adequate supplies of produce are
ordered to cater for a large clientele, and s&ffjuite easily organized. In addition, not so
many staff is required like in a la carte service.

3.3.3 Ala Carte Menu

Many people prefer to choose from an a la carteunand in doing so, compile their own
menu from dishes that they particularly like. Ttyige of catering is obviously more difficult
and costly to provide, and is reflected on the mieythe rather high prices of the individual
dishes. As every dish is prepared and cooked terpeekrvice becomes more personal and
highly specialized waiting and restaurant-managérseif is also required. Quite a number
of the dishes are finished on “the lamp” in theimgnroom, for example, Crépes Suzette;
Steak Tartare.

3.3.4 Carte du Jour Menu

This type of menu allows a wider choice than thH#etal’hbéte menu, and usually serves to
bring to the notice of the customer a particulaarebteristic either of the restaurant or of the
town or region in which it is situated. It can als® an opportunity to display the particular
skills of a specialized chef. These joints wouldcbeked by the sauce cook in a first-class
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hotel or restaurant, and could be cooked by anyhadeexcept roasting. They are usually
cooked on casserole, braise or poéle, and genedked in a sauce and served with it.

3.3.5 Luncheon—Degjeuner

First Course: Hors d’'oeuvre or a soup, offering a choice of khar thin (consommé).
Second CourseEgg, farinaceous, or a fish dish—usually offeranghoice of all three.

Third Course: A roast joint, grill, a lightly prepared dish su@s a ragolt, navarin or
blanquette, etc., or a choice from the cold buffétgetables and potatoes, or a salad, is
served with this course.

Fourth Course: Sweets—hot or cold, or selection of cheese semtdgreens (watercress,
spring onions, celery, radishes, etc.).

N.B. Coffee (caf€) is never included as an actoarse.

3.4 Order of Courses for a Dinner Menu

A full-course dinner is seldom served today, bt $equence of courses should be respected
even if some are omitted. The general standardeaept is for a four- or five-course meal to
be served for dinner. Theoretically, however, B# tourses of a full-dinner menu must be
studied and learnt by heart so that perfect coripiiaof menus can be achieved.

Dinner—Diner

Three-Course Dinner Menu:

1. Hors d’oeuvre or soup

2. Main course-with vegetables and potatoes odsala
3. Sweet or savory

Four-Course Dinner Menu:

1. Hors d’oeuvre or soup

2. Fish course

3. Main course—with vegetables and potatoes odsala
4. Sweet and savory

Five-Course Dinner Menu:

1. Hors d’oeuvre or soup

2. Fish course

3. Main course-with vegetables and potatoes odsala
4. Sweet

5. Savory

Six-Course Dinner Menu:

1. Hors d’oeuvre or soup@tage

2. Fish poisson)

3. Entrée

4. Main feleve or removewith (pommes et legumes ou salpde
5. Sweeténtremetp

6. Savory $avoureux ou bonne boughe
Seven-Course Dinner Menu:

Hors d’oeuvres or soup

Potage

Poisson

Entrée

Releve/Remove—Pommes et Legumes
RoastI(oti)—Salade

Entremets or Bonne/Bonne Bouche

NoakwNpE
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Eight-Course Dinner Menu:

. Hors d’'oeuvres

. Potage

. Poisson

. Entrée

. Releve/Remove—Pommes et Legumes
. Roti—-Salade

. Entremets

. Savories/Bonne Bouche

O~NO O WNE

3.5 Detailed Account of the Courses on a Full-Dirar Menu

3.5.1 Hors d’oeuvres Being of a highly seasoned and piquant natuis,dburse is used
to manipulate the appetite for the dishes thattar®llow. In recent years, hors d’oeuvres
have gained in popularity, and now appear evenirmple menus in modest eating places.
Although the actual term “hors d’oeuvres” appliesthe service of various cold salads and
morsels of anchovy, sardines, olives, prawns, ételso covers whatever items are served
before the soup.

Examples of such hors d’oeuvres are as follows

Melon Melon Frappe

Oysters Huitres Nature

Smoked Salmon Saumon Fumee

Caviar Caviar

Grapefruit Pamplemousse

Salami Salami

Potted Shrimps Petites Pots de Crevettes

Shrimp, Prawn or Lobster Cocktail

Fruit Cocktail Coupe Florida

Souses Herrings Hareng Dieppoise

Pate of Goose Liver Pate de Foie Gras

There are also quite a number of items that magelbeed hot, such as Bouchees, Croquettes,
Fritters, etc., and these are known as Hors d’@suehaud.

3.5.2 PotageBeing an extract of meat (in some instances fisb water, aromatic herbs,
and vegetables, soup is a digestive stimulant.

Two soups are generally served on menu: one a stagy (consomme) and a thick soup
(cream). The guest chooses one or the other. @& sbup is always placed first on the
menu. On good-class a la carte menus, a fish soajso usually offered for selection, the
two most common being “Bisque d’Homard” or “Bouliisse.”

3.5.3 PoissonFish, being soft-fibred, prepares the palate ferltbavier meats that follow.
Deep-fried or grilled fish dishes do not generallycupy a place on the “classical dinner
menu,” but are freely offered on the shorter-codirsmcheon menu. This also applies to the
coarser members of the fish family, and the dirmenu is usually comprised of the finer fish
prepared and cooked in the more classical manidaal fish for dinner menu compilation
are: Sole, Salmon, Halibut, Escallops, etc. Raselgn on a menu for the evening meal are:
Cod, Bass, Haddock, Brill, Hake, and Plaice. Onepdeed fish dish, which normally finds
itself on the dinner menu, however, is “Blanchdjliend this only because Whitebait are so
light and in no way too filling for the comfort tfie guest.
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3.5.4 Entrée:This is the first of the meat courses on a menig.dtways a complete dish in
itself. It is dispatched from the kitchen garnishedl sauced in the manner in which it is
intended to be served. The “entrée” is always cdakal garnished in an artistic manner and
usually served with a rich sauce. The “entrée” bardevised of almost anything light. This
course consists of all the small cuts of butchemsats—usually sautéed, but never grilled.
Grilled steaks, cutlets and chops invariably repltne joints as the roast (roti) course.

The following items, with their appropriate garreshand sauces, can be successfully
employed as entrées.

Brains (Cervelles)

Liver (Foie)

Oxtail (Queue de Boeuf)

Kidneys (Rognons)

Calves Head (Tete de Veau)

Trips (Tripes)

Rump, Entrecote and Tournedo Beefsteaks

Lamb Chops and cutlets—Noisettes and Filet Mignons

Pork Chops and cutlets

Escallops, Granadins, Medallions, and Cotes of Veal

Sweetbreads—(Ris de Veau/Agneau)

Hot Souffles or Mousses

Bouchees

Pilaws and Rizottos

Small cuts or portions of poultry, individually dced, are also served as entrées.

In first-class hotels and restaurants, all entrées cooked, garnished and presented for
service by the sauce cook (saucier).

3.5.5 Releve/Removerhis is the main meat course on the menu, andnsramnly known

as the “piece de resistance.” It may consist aftjof any of the following:

Lamb (Agneau) Chicken (Poulet)

Beef (Boeuf) Duckling (Caneton)

Veal (Veau) Tongue (Langue)

Ham (Jambon) Fowl (Poulard)

Pork (Pore)

These joints would be cooked by the sauce cookifirstaclass hotel or restaurant, and could
be cooked by any method except roasting. They swally cooked on casserole, braise or
poéle. Generally cooked in a sauce and serveditwith

3.5.6 Entremets: This may consist of a sweet, such as various smyfoufflé surprise,
omelet au rheum, omelet a confiture, etc., or @ csvleet with an ice-cream base, which
consists of anything with ice cream, such as cobsguit, bombe, meringue glacis, poire
helene, peche melba, etc.

3.5.7. Bonne/Bonne DoucheVarious tidbits served on toast or canapés to &vaot the
sweetness of the previous course. Simple savar@sde mushrooms, anchovies, sardines,
beef marrow, etc. However, there are many more auatibns of foodstuffs that make
excellent savories.

26



Savory soufflés may be served, and an ideal sutestibr the savory is, of course, the
“cheese board” served with an appropriate “mingtwsalad consisting of watercress, radish,
spring onions, etc.

3.6  Additional Courses of a Menu

3.6.1 Sorbet:This course is a rest between courses. It coungetiae previous dishes, and
rejuvenates the appetite for those that are tovioll

Normally served between the releve/remove anddhegit is a water ice flavoured as a rule
with champagne and served in a glass.

3.6.2 Entremets de LagumeThis course follows the roti, and is not a pdnt.dnvariably,
asparagus is served, accompanied by hollandaise saunelted butter (beurre fondue).
3.6.3 DessertComes from the French terndésservir, and means, “to remove all” items
from the table; in other words, the end of the meal

Fresh fruit is always served for this course.

SELF ASSESSMENT EXERCISE
Highlight the advantages of 4 main types of menus

40 CONCLUSION

Whatever menu compiled should give an indication agpropriate of quality, size,
preparation and composition of the dish. The nafreaoh course on the menu and the place
they occupy on a menu must be carefully studiedsamctly adhered to.

5.0 SUMMARY

A menu is a list of prepared dishes of food whioh @vailable to a customer. It is important
to make certain that menu items are expressed aetyrso that the customer receives
exactly what is stated on the menu. The kind of umrequired should be clearly understood.
For all round success to be achieved, the rulesesfu writing should be followed in menu
compilation. A full course dinner is seldom serveday, but the sequence of courses should
be respected even if some are omitted.

6.0 TUTOR-MARKED ASSIGMENTS

> Visit 3 Nigerian food and beverage outlets and tabie of all the indigenous dishes
served.

> Analyse these dishes into 3 course, 4 course aodise menus.

> How can you ensure that there is balance in theusten

7.0 REFERENCES/FURTHER READING

1. Lillicrap,D,& Cousins,J. (2006).Food and Beveragrvice.B edition.
Bookpower,UK
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1.0 INTRODUCTION

We discussed how to compile different types of menthe previous unit. In this unit, we
shall study the different types of beverages and they are processed and prepared.
Beverages are potable drinks which have thirst-cjuieqg, refreshing, stimulating and
nourishing qualities. By refreshing, one meansrémenishment of fluid loss from the body
due to perspiration. Nourishment is provided by migrients in the beverages, especially
fruit juices. Most of the beverages supply energyhie form of sugar or alcohol. They also
provide other nutrients like mineral salts and mitas. For example, milk gives calcium and
citrus fruits give vitamin C. This unit teaches yihe different classes of beverages, how you
can select beverages and the different methodspegyhration of beverages. Generally,
people drink for one or more of six reasons; tonghethirst, to get drunk, to enjoy a social
setting (social drinking), to enjoy the taste ofe tlbeverage, to feed an addiction
(alcoholism),or as part of a religious or tradisboeremony or custom (proposing toast).

2.0. OBJECTIVES
At the end of this unit, you should be able to:

. Classify beverages
. Analyse the processing of different types of bayes
. Prepare different types of beverages

3.1 Classification of Beverages

A beverage is a liquid formulation specifically paged for human consumption. The word
“Beverage” has been derived from the Latin wordvéa® meaning rest from work. After
work, one tends to feel thirsty due to fluid loksough perspiration and one is inclined to
drink water or other potable beverages to comperfhat loss.

Beverages can be broadly classified into two. Tdrey

Alcoholic Beverages and Non-alcoholic Beverages.

3.1.1Alcoholic beverages

An alcoholic beverage is a drink containing ethanommonly known as alcohol. Ethanol is

a psychoactive drug, with a depressant effect.iffggnt alcohol content in the blood may be
considered legal drunkenness as it reduces attesutio slows reaction speed.

Alcohol has been widely consumed since prehistimes by people around the world, as a
component of the standard diet, for hygienic or iceddeasons, for its relaxant and euphoric
effects, for recreational purposes, for artistispination, as aphrodisiacs, and for other
reasons. Some drinks have been invested with syenbioleligious significance suggesting

the mystical use of alcohol.

However Alcoholic beverages can be addictive aedstate of addiction to ethanol is known
as alcoholism.
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3.1.2 Fermented Alcoholic Beverages

In fermentation process, certain yeasts decompgg®'s, in the feed stock in the absence of
oxygen, to form alcohol and carbon dioxide. Lowodlal- content drinks are produced by
fermentation of sugar or starch-containing produatsl high-alcohol ones are produced by
distillation of these low alcohol products.

3.1.2.1 Beer

Beer is an alcoholic beverage made by brewingeoménting cereals mash, especially
malted barley, usually with the addition of hopsaa$avouring agent (bitter taste) and as a
stabilizer. A great many beers are brewed acrasglibbe. Local traditions will give beers
different names, giving the impression of a muttéwof different styles. However, the basics
of brewing beer are shared across national andrallboundaries. Ale and Lager are two
main types of Beer. These are clear and sparkéingther beer is stout which is stronger and
coloured.

3.1.2.2 Wine

Wine is an alcoholic beverage produced throughptimtial or total fermentation of grapes.
Other fruits and plants, such as berries, applesrries, dandelions, elder-berries, palm,
honey and rice can also be fermented. Some popuylas of wine are Table wine, Sangria,
Sparkling wine, Champagne, Fortified wine, Portei®, Vermouth etc.

3.1.3 Distilled Alcoholic Beverages

A distilled beverage is a consumable liquid contejnethyl alcohol (ethanol) purified /
enriched by distillation from a fermented feed kt@uich as fruits, vegetables, or cereal
grains. The word spirits generally refers to destilbeverages low in sugars and containing at
least 35% alcohol by volume. Popular spirits ineldbsinthe, Baijiu, Brandy, Grappa, Rum,
Tequila, Vodka, Whisky, Sake and traditional GerrBahnapps.

A brief description of these is presented below:

3.1.3.1 Whiskey

This refers to a broad category of alcoholic begesathat are distilled from fermented grain
mash and aged in wooden casks (generally oak)ef@iit grains are used for different
varieties, including: barley, malted barley, ryalted rye, wheat, and maize (corn).

3.1.3.2 Brandy

This is a general term for distilled wine, usualbntaining 40—-60% ethyl alcohol by volume.

In addition to wine, this spirit can also be manf grape, pomace, or fermented fruit juice.
It is normally consumed as an after-dinner drinkarigly made from wine is generally

coloured with caramel to imitate the effect of lcaging in wooden casks; pomace and fruit
brandies are generally drunk unaged, and are matlysoloured.

3.1.3.3 Rum

Rum is a distilled beverage made from sugarcang@rbgucts such as molasses and
sugarcane juice by a process of fermentation astillalion. The distillate, a clear liquid, is
then usually aged in oak and other barrels. Rupnaduced in a variety of styles. Light rums
are commonly used in cocktails, while golden andkdams are appropriate for use in
cooking as well as cocktails. Premium brands of armalso available that are made to be
consumed neat or on the rocks.
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3.1.3.4 Vodka

Vodka is one of the world's most popular distilleglverages. It is a clear liquid containing
water and ethanol purified by distillation fromexrrented substance such as potatoes, grain
or sugar beet molasses, and an insignificant amotirdther substances: impurities and
possibly flavourings.

Except for various types of flavourings, vodka isodourless liquid. It usually has an alcohol
content of 35% to 50% by volume. It is a Russiaigte

3.1.3.5 Sake
It is a Japanese wine made from rice and is veongt

3.1.3.6 Compound Beverages

Distilled beverages with added flavourings andtieddy high sugar content are generally
referred to as compound beverages.

A liqueur is a sweet alcoholic beverage, oftendlaedwith fruits, herbs, spices, flowers,
seeds, roots, plants, barks, and sometimes creaenwbrd liqueur comes from the Latin
word liquifacere which means "to dissolve." Thiers to the dissolving of the flavourings
used to make the liqueur. Liqueurs are not usuadjgd for long periods, but may have
resting periods during their production to alloavburs to blend.

There are many categories of liqueurs: fruit liggueream liqueur, coffee liqueur,

Chocolate liqueur, schnapps liqueur, brandy ligieeuse liqueur, nut-flavoured liqueur, and
herbal liqueur, depending upon the flavouring ageised.

3.1.3.7 Gin

Gin is a spirit flavoured with juniper berries.dbiled gin is made by redistilling white grain

spirit which has been flavoured with juniper besri€ompound gin is made by flavouring
neutral grain spirit with juniper berries withowddistilling and can be considered flavoured
vodka.The most common style of gin, typically usadmixed drinks, is London dry gin.

3.2 Non-alcoholic beverages

A non-alcoholic beverage is a beverage that costamalcohol. Such drinks are generally
drunk for refreshment, or to quench people's thismn-alcoholic beverages can be mainly
classified as hot and cold beverages.

3.2.1Cold Drinks

3.2.1.1 Aerated

These beverages are charged or aerated with cargasi The charging with carbonic gas
imparts the pleasant effervescent characteristibege beverages. Carbonation occurs when
carbon dioxide is dissolved in water or an aquesmistion. This process yields the "fizz" to
carbonated water and sparkling mineral water. Exampoda water, dry ginger, fizzy
lemonade, ginger beer, coca-cola, Pepsi, fantatmas.

Spring water: Spring water is the water derivedrfranderground mineral water formation
from which water flows naturally (artesian) to therface of the earth. Minerals become
dissolved in the water as it moves through the rtgrdend rocks. This may give the water
flavour and even carbon dioxide bubbles, dependpan the nature of the geology through
which it passes. This is why spring water is oftettled and sold as mineral water.

Mineral water is the water containing minerals theo dissolved substances that alter its
taste or gives it therapeutic value. Salts, sulptmmpounds, and gases are among the
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substances that can be dissolved in the water. rilingater can often be effervescent.
Mineral water can be prepared or can occur naturall

3.2.1.2 Squash

Squash is a highly-sweetened (and often fruit-dhasencentrate, which is diluted with a

liquid, most commonly water, before drinking. Tyglly, squash is created by mixing one

part concentrate with four or five parts of watdegending on concentration and personal
taste) directly into a glass or mug or into a j§guashes are also mixed with spirits or
cocktails. The most common flavours are orangeleagpd blackcurrant, lemon, peppermint,
mixed fruit, summer fruits, and lemon-lime. Othdavburs include peach, strawberry,

passion fruit, custard apple and kiwi fruit.

3.2.1.3 Juice

Juice is prepared by mechanically squeezing oeratiag fresh fruits or vegetables without
the application of heat or solvents. Popular juicedude, but are not limited to, apple,

orange, prune, lemon, grapefruit, cherry, pinegppdgnato, carrot, grape, strawberry,

cranberry, pomegranate guava, etc. It has becoaoneasingly popular to combine a variety
of fruits into single juice drinks.e.g. “5 Alive”

Popular blends include cran-apple (cranberry armded@and apple and blackcurrant. Juices
are also used for cocktails and mixing with spirits

3.2.1.4 Syrup

Syrup is a thick, viscous liquid, containing ageramount of dissolved sugars (60 to 65%
brix), but showing little tendency for crystaligati of dissolved sugar. The main use of these
concentrated sweet fruit flavourings is as a basedcktails, fruit cups or mixed with soda
water as a long drink. Some examples of syrup eageab (almond), cassis (blackcurrant),
Citronelle (lemon), framboise (raspberry) and ae(cherry)

3.3 Hot Drinks

3.3.1Tea

Tea is one of the most widely-consumed stimula@avebages in the world. It has a cooling,
slightly bitter, astringent flavour. It has almast carbohydrates, fat, or protein. Tea is a
natural source of the amino acid thiamine, methyilxemes such as caffeine and theobromine,
and polyphenolic antioxidant catechins.

The most popular non-alcoholic beverage, tea igsnaukating and refreshing drink. All tea
comes from theCamellia sinensls an evergreen shrub that may grow up to 60 feehe
wild. When cultivated for harvest, the tea bushes kept to a height of about three feet.
There are over 3000 varieties of tea each withr thein specific characteristics. Tea leaves
have a characteristic oval shape and serrated ddgeyounger the leaves,the better the
quality of the tea.

The kind of tea obtained is determined by the mactufing process and treatment. The
principle flavour components of tea are caffeiremnin yielding compounds and small

amounts of essential oils.Caffeine provides thawlating effect, tannin the colour, body and
taste to the extract and the essential oils camtibthe characteristic aroma. It is

predominantly grown in India, Ceylon, China andalap

Chinese tea contains less tannin than the othestie. Tea is mostly named after the region
in which they are cultivated. Example: Assam teaamed after the Assam region in India,
and Keemun is named after the Keemun region of&hin
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3.3.1.1 Types of Tea

The climate, soil conditions where the tea is groamd how the tea is processed, determines
the flavour characteristics of the tea. Tea is ésted after each flush - the sprouting of the
top two leaves and bud. Tea pickers’ motto is ‘teaf and a bud.” The top two leaves and
bud are hand plucked and then processed into athyedbur types of tea, which are Black,
Green, Oolong, and White.

3.3.1.2 Black Tea

The leaves are withered, then rolled till they beeaoft and massy. This is done to break up
the fibre and cells of the leaf to liberate the stdnents so that their extraction is easy. The
leaves are then fermented. During the processrofeietation some of the acid in the leaves
oxidizes and is converted into less soluble fornslavmore essential oils develop. After
fermentation is complete, the leaves are fired dnyagng machine. Some of the popular black
teas include English Breakfast, and Darjeeling.

3.3.2 Processing of Tea

Green Tea skips the oxidizing step. It is simplyhered and then dried. It has a more
delicate taste and is pale green/ golden in colblue. chief difference between black tea and
green tea is the former is fermented while theetatt not. Since the purpose of fermentation
is to make tannin less soluble, an infusion of gresa has more tannin in it, astringent and
slightly bitter to taste.

Oolong tea is popular in China; it is withered,tjally oxidized, and dried. Oolong is a cross

between black and green tea in colour and taste.

White tea is the least processed. A very rare @ fChina, White tea is not oxidized or

rolled, but simply withered and dried by steamifipe best tea generally produces a pale-
coloured infusion and the depth of colour is notessarily a 'sign of strength.” Freshly

infused tea is harmless to normal digestion; comhinfusion extracts the tannin, a bitter
substance which is harmful.

3.3.3 Storage of Dried Tea

1. Tea easily absorbs moisture and odours and isceisential that it is kept in a cool dry
place away from any strong smelling items.

2. Tea must be stored in an airtight container exjpjosed to light and used within a
reasonable time. Because light breaks down theitgu@gdhoto-oxidation) of tea, glass
containers are not suitable for the storage ofitdass stored away from light.

3. If the tea is in chest, they should be kepttlf ground and at 16 cm. or 6 inches away
from the wafts. This allows a current of air tocalate round the tea chest and averts
dampness.

4. Once a chest is opened it is advisable to pldse-fitting lid over it.

3.3.4 Preparation of Tea

Tea brewing or preparation is an art that is sintplperform but which also requires some
care to do well. While essentially tea is brewedalging boiling water to the dry leaf, the
guantity of leaves, the temperature of the watertaning is of vital concern. The following
is a guide for the preparation of tea:
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The basic rule of thumb to start is 'one teaspddoase-leaf tea per cup'.

1. Warm your empty tea pot by filling it with hotater. This will prevent the hot water from
cooling too quickly when leaves are added.

2. Boil freshly drawn tap water. If the quality wdur tap water is poor, try using filtered or
bottled spring water. For black tea, use the wateen it comes to a boil. Water left boiling
too long will de-aerate. This will result in a flasting tea.

For green tea, the water should be heated to arltemperature (usually approximately 80
degrees Celsius), which may vary from tea to tea.

3. Empty the hot water from your tea pot and a@$@ or one rounded teaspoon of tea leaves
for each cup of water (or one heaping teaspoormpaey), placing the tea directly into the
bottom of the pot or using a basket infuser. Tdadtainers, while convenient, often yield
poorer tasting tea as they are often too smallltavaall of the leaves to fully unravel its
contents. If you do use a tea ball, be sure toomgethat is sufficiently large to pack the tea
loosely.

4. Add the freshly boiled water over the leavethmtea pot.

5. Brew tea for the appropriate length of time. &ineeded to brew tea varies depending on
the leaves being used and the drinker's individaate. Careful timing is essential for
brewing tea. A very general rule to follow is theadler the leaf, the less time required for
brewing. Broken grades of tea leaves and mosebBlang teas usually only need 3-4 minutes
to brew. Whole-leaf teas often need 4-5 minutebteds, however, will become bitter due to
higher tannin extraction if brewed for longer thamr 6 minutes. When brewing tea, time
with a timer, and not with your eyes. It is a conmmoistake to brew the tea until it looks a
particular colour or shade. The colour of teap®ar indicator of the tea's taste.

6. If you use a basket infuser or a tea ball, resntbrese promptly when the brewing time has
expired. If you placed the tea directly into thet,pgmour the tea into the cups through a
strainer to catch the leaves. In this instancgoif do not wish to serve your tea immediately,
pour your tea through a strainer into another watdd tea pot.

7. Tea sometimes is brewed with spices like fresbey, dried ginger powder or cardoms to
enrich the flavour.Milk and sugar should be addexbeding to individual taste.

Adding of milk first or last does not make any sigrant difference in the taste of tea - but
many people have their choice some like to add firdk and some afterwards. Sugar must
be added last.

Tea is also taken hot with sugar and slices of lenTthis is known as Russian Tea. For
preparing iced tea: prepare strong tea.

Pour over crushed ice on which placed a sprig ot end topped with lemon slices.

Instant tea: Of late completely water soluble temwger is getting popular. Another
convenient method of preparing tea is to use tga.ba

3.4 Coffee

Coffee is a widely consumed stimulant beverage grexp from roasted seeds, commonly
called coffee beans, of the coffee plant. Once bkwoffee may be presented in a variety of
ways. Drip brewed, percolated, or French-presseafdtiere coffee may be served with no
additives (colloquially known as black) or with sugmilk or cream, or both. When served
cold, it is called iced coffee.

Coffee berries, which contain the coffee bean, mnauced by several species of small
evergreen bush of the genus Coffea. The two mosinmenly grown species ar€offea
canephoraalso known afoffea robustpandCoffea arabicaThese are cultivated in India,
Latin America, Southeast Asia, and Africa. Once ripoffee berries are picked, processed to
remove the mesocarp, and dried.
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The seeds are then roasted, undergoing severaicahghd chemical changes. They are
roasted to various degrees, depending on the deBaeour. They are then ground and
brewed to produce liquid coffee which is also knoas coffee decoction. Coffee can be
prepared and presented by a variety of methods.

Coffee is always brewed by the user immediatelpt@edirinking. In most areas, coffee may
be purchased unprocessed, or already roastedeadglroasted and ground. It is often
Vacuum packed to prevent oxidation and lengtheshgdf life.

3.5Processing of Coffee Beans

Coffee preparation is the process of turning coffeans into a beverage. While the specific
steps needed vary with the type of coffee desirebivath the raw material being utilized, the
process is composed of four basic steps; raw ctiaas must be roasted, the roasted coffee
beans must then be ground, the ground coffee rmastlie mixed with hot water for a certain
time (brewed), and finally the liquid coffee mustfiitered off from the spent powder.

3.6 Roasting

Roasting coffee transforms the chemical and phygioperties of green coffee beans into
roasted coffee products. The roasting procesgsagrial to producing a savoury cup of coffee.
When roasted, the green coffee bean expands tty rarble its original size, changing in
colour and density. As the bean absorbs heat,dlmicshifts to yellow and then to a light
"cinnamon” brown then to a dark and oily colour.ridg roasting, oils appear on the surface
of the bean. The roast will continue to darkenlunis removed from the heat source. Coffee
can be roasted with ordinary kitchen equipmentrgtrypan, grill, and oven) or by specialised
appliances. Sometimes, butter fat (melted buttgrek) is added during roasting to enhance
the flavour of the resultant powder.

3.7 Grinding

The whole roasted coffee beans are ground, whkiesb known as milling, to facilitate the
brewing process. The fineness of grind stronglg&# brewing, and must be matched to the
brewing method for best results. Brewing methodsckviexpose coffee grounds to heated
water for longer require a coarser grind than fabrewing methods. Uniformly ground
coffee is better than the mixture of sizes produlegda mill with chopping blades. Many
coffee drinkers grind the beans themselves immelgidiefore brewing. There are four
methods of grinding coffee for brewing: burr-gringj chopping, pounding, and roller
grinding.

3.8 Methods of Preparation of Coffee
General methods of preparation of coffee are gbadaw:

3.8.1 Brewing

Coffee can be brewed in several different ways,these methods fall into two main groups
depending upon how the water is introduced to tifee grounds.

If the method allows the water to pass only oihcettgh the grounds, the resulting brew will
contain mainly the more soluble components (incigdiaffeine).

If the water is repeatedly cycled through the b&asswith the common percolator), the brew
will also contain more of the relatively less sdijband bitter-tasting, compounds found in
the bean, but for this coarse ground coffee wiltdzgiired.
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3.8.2 Boiling

Despite the name, care should be taken not to lactual coffee for more than an instant
because it becomes bitter. The simplest methoal g1t the ground coffee in a cup, pour in
hot water and let it cool while the grounds sinkhe bottom. This is a traditional method for
making a cup of coffee (known as "mud coffee") -

"Cowboy coffee" is made by simply heating coarseugds with water in a pot, letting the
grounds settle and pouring off the liquid to drirdgmetimes filtering it to remove fine
grounds.

The above methods are sometimes used with hotinsitead of water.

Water temperature is crucial to the proper extoactif flavour from the ground coffee. The
recommended brewing temperature of coffee is 93f@9.4°F). If cooler, some of the
soluble that make up the flavour will not be exteaic If the water is too hot, some
undesirable, bitter, components will be extractediyersely affecting the taste. If coffee is
heated to boiling point only very briefly, the &still be little affected; the longer it is kept at
a high temperature, the worse the taste becomes.

3.8.3 Steeping

A cafetiere (or French press) is a tall, narrolincker with a plunger that includes a metal or
nylon mesh filter. Coffee is placed in the cylin@ed boiling water is poured on. The coffee
and hot water are left in the cylinder for a fewnates (typically 4'-7") and the plunger is
pushed down leaving the filter immediately above frounds, allowing the coffee to be
poured out while the filter retains the groundsp@&wding on the type of filter, it is important
to pay attention to the grind of the coffee bedimsugh a rather coarse grind is almost always
called for. A plain glass cylinder may be usedaoracuum flask arrangement to keep the
coffee hot.

3.8.4 Drip Brew

Drip brew (also known as filter or American coffég)made by letting hot water drip onto

coffee grounds held in a coffee filter (paper off@ated metal). Strength varies according to
the ratio of water to coffee and the fineness @& ¢nind, but is typically weaker than

espresso, though the final product contains mofteina. By convention, regular coffee

brewed by this method is served in a brown or blpgk (or a pot with a brown or black

handle), while decaffeinated coffee is served inosange pot (or a pot with an orange
handle).

3.9 General Rules for Storing and for Making Coffee
e Coffee loses aroma and flavour with storage, asvthiatile
components evaporate. It should be roasted andndrou
immediately before brewing for the best possiblalkdr

e i) Roasted coffee bean can be stored for some, tand can be re-roasted
briefly immediately before use. Ground coffee skooé used within two or
three days of grinding.

e i) Vacuum-packing extends storage life much. Redscoffee, whether
ground or not, can be kept in an airtight containex freezer to lengthen shelf
life.

¢ iv) Fresh coffee is the best; so buy quantitiea$d not more than a week.

e V) Use the exact quantity of powder required.

e Vi) Use freshly drawn and freshly boiled water.
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e vii) The coffee-maker must be rinsed with hot wabefore each use and
thoroughly washed and dried before being put aWwsuer brew less than
three fourths of the coffee maker's capacity; usmaller one instead.

3.10 Cocoa

It is a powder made from cacao seeds (bean) &kgrhave been fermented, roasted, shelled,
ground, and freed of most of their fat. A beveragmade by mixing this powder with sugar
in hot water or milk. It is a rich source of theobnine which acts as a stimulant.

Cocoa, besides being a stimulant, is also a faad.prepared from the seeds (beans) of a tree
calledtheobromo cacaogrown in South and Central America.the West aast Endies and
along the Gold Coast and adjacent areas in Afft@manmon commercial varities are criolo
(fine quality) and trinitario (medium quality). ThEods are gathered in heaps and cut open
with sharp rounded knives. The cocoa beans whielt@vered with a moist, glistening sweet
white pulp (mucilage) are scooped out. Oxidatiogife almost at once causing the beans to
become brown. Therefore, as soon as possible,nthusy be placed on fermenting heaps and
are spread in the sun to remove the moisture sosfgilage does not set in. However,
fermentation is necessary to get the finest pasgialour. This is accompanied by a rise in
temperature and the transformation of natural sugaacetic and other acids. After several
days, this operation is complete and the beanalkneed to dry. They are then ready to be
packed and shipped.

Cocoa contains theobromine and caffeine as wedtagh fat, nitrogenous compounds and
salts. So, apart from being a stimulating drinkisialso a food. Cocoa can be prepared in
milk only, or in milk and water, mixed to suit tkeste of the individual.

The powder is mixed with sugar to avoid lumpinglitde cold milk is added and a thick
even paste made. Either hot rnilk or hot milk arates are poured over. The preparation is
then allowed to boil for a few minutes and this rmowyes the flavour. A pinch of salt added at
the beginning enhances the flavour.

3.11Advantages of beverages

1. RefreshmentNon-alcoholic beverages such as plain or carbdnatater, lime juice,
ginger ale and other bottled beverages, fruit pieed iced tea or coffee are refreshing drinks
and are used to relieve thirst.

2. NourishmentPasteurized milk, butter milk, chocolate and @ddnks, eggnog made with
rum, fruit juices, glucose water, lemonade providé&ients and help in nourishing the body.
3. Stimulant Tea, coffee, cocoa and chocolate beverages haljimulating the system.

4. Soothing AgentWarm milk and hot tea have a soothing effect anel used for this
purpose.

5. Appetizers Soups, fruit juice and alcoholic drinks in lindtequantities increase an
individual's appetite and thereby food consumption.

SELF ASSESSMENT EXERCISES

1. Visit 4 different types of supermarkets/ departrakrstores and take note of the
different types of beverages available.

2. Classify them into:

a Alcoholic and non-beverages

b. Fermented and distilled alcoholic beverages.

o Hot drinks and cold drinks
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4.0 CONCLUSION
People drink beverages to fulfill certain needs dedires. The most important thing is to
wisely select one’s beverages so that one carhgdidst out of them.

5.0 SUMMARY

Beverages are potable drinks which have thirst-cjuiey, refreshing, stimulating and
nourishing qualities. Most of the beverages sumrigrgy in the form of sugar or alcohol.
Beverages can be broadly classified into two, wizoholic beverages and non-alcoholic
beverages.

An alcoholic beverage is a drink containing ethamoimmonly known as alcohol. Low-
alcohol-content drinks (beer and wine) are produlsgdiermentation of sugar or starch-
containing products, and high-alcohol ones (bramdyy, vodka, whisky, etc.) are produced
by distillation of these low alcohol products. Ollsd beverages with added flavourings and
relatively high sugar content are generally refén@ as compound beverages. Eg. Liqueur,
gin, etc. A non-alcoholic beverage is a beverage tlontains no alcohol. Such drinks are
generally drunk for refreshment, or to quench pe'sphirst. Non-alcoholic beverages can be
mainly classified as hot and cold beverages. Noakallic beverages (cold) include
beverages aerated with carbonic gas, spring watieeral water, squash, juice, syrup, etc.
e.g. for non-alcoholic beverages (hot) include tedfee, cocoa, etc. The most popular non-
alcoholic beverage, tea, is a stimulating and skireg drink. The principle flavour
components of tea are caffeine, tannin yielding poumds and small amounts of essential
oils. Caffeine provides the stimulating effect, nanthe colour, body and taste. The four
types of tea are: black, green, oolong and white.

Next to tea, coffee is most popular non-alcohoéedrage in many parts of the world. Coffee
is always brewed by the user immediately beforekiing. Cocoa, besides being a stimulant,
is also a food. Cocoa contains theobromine anceiceffas well as starch fat, nitrogenous
compounds and salts. The beverages provide refesghiend nourishment and act as
stimulants, soothing agents and appetizers.

6.0 TUTOR — MARKED ASSESSMENT
> Identify factors that determine your beverage s&la®@
> What are the advantages of beverages?

7.0 REFERENCES /FURTHER READING
1. Durkan, A.&Cousins,J. (1995). The Beverage Book
Hodder Arnold H&S.
2. Katsigris, C.& Thomas,C. (2006). The Bar andddage Book.
John Wiley & Sons Inc.
3. Rande, W. & Luciani,V.(2000).The Beverage Servicer/
Prentice Hall.
4. Lou Heiss, M & Heiss, R. (2007). Hot Drinks: Cid@offee, Tea, Hot Chocolate, Spiced
Punch, and Spirits. Ten Speed Press
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1.0INTRODUCTION
In the previous unit, you learnt about the différéypes of beverages and how they are
processed and prepared. This unit will teach yeuntieaning of “Cost”, the elements and
components of cost.
Successful costing of food and beverages can hewsthwhen one understands the concept
of cost and what costing entalils.
2.0 OBJECTIVES
At the end of this unit you should be able to:

1. Define cost
2. Identify 3 main elements of cost
3. Analyse the components of cost.
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3. O. MAIN CONTENT

3.1 Concept of Cost

Cost accounting is concerned with cost and theeefonecessary to understand the meaning
of the term cost in a proper perspective. In gdnemst means the amount of expenditure
(actual or notional) incurred on, or attributal@eatgiven thing.

However, the term “cost” cannot be exactly definttd. interpretation depends upon the
following factors:

e The nature of business or industry

e The context in which it is used

In a business where selling and distribution expsr@e quite nominal the cost of an article
may be calculated without considering the selling distribution overheads. At the same
time, in a business where the nature of a prodegtires heavy selling and distribution
expenses, the calculation of cost without taking iaccount the selling and distribution
expenses may prove very costly to a business. d$encay be factory cost, office cost, and
cost of sales and even an item of expense. For @eaprime cost includes expenditure on
direct materials, direct labour and direct expensemey spent on materials is termed as cost
of materials just like money spent on labour idezhtost of labour etc. Thus, the use of the
term cost without understanding the circumstaneasbe misleading.

Different costs are found for different purposeble work-in-progress is valued at factory
cost while stock of finished goods is valued atceffcost. Numerous other examples can be
given to show that the term “cost” does not meanstime thing under all circumstances and
for all purposes. Many items of cost of productase handled in an optional manner which
may give different costs for the same product dr yathout going against the accepted
principles of cost accounting. Depreciation is asfesuch items. Its amount varies in
accordance with the method of depreciation beiragl uslowever, efforts should be made, as
far as possible, to obtain an accurate cost obdumt or service.

3.2 Elements of Cost
The following are the three broad elements of cost:

3.2.1. Material
The substance from which a product is made is knasvmaterial. It may be in a raw or a
manufactured state. It can be direct as well aisaod
Direct Material
The material which becomes an integral part of rasHfied product and which can be
conveniently assigned to specific physical uniteisned as direct material. The underlisted
are some of the examples of direct material:

¢ All materials or components specifically purchaggdduced or requisitioned from

stores

¢ Primary packing material (e.g., carton, wrappiragdboard, boxes etc.)

e Purchased or partly produced components
Direct material is also described as process nat@rime cost material, production material,
stores material, constructional material etc.

Indirect Material

The material which is used for purposes ancillaytite business and which cannot be
conveniently assigned to specific physical unit¢eisned as indirect material. Consumable
stores, oil and waste, printing and stationery nmlteetc. are some of the examples of
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indirect material. Indirect material may be usedthe factory, office or the selling and
distribution divisions.

3.2.2 Labour
For conversion of materials into finished goodsmha effort is needed and such human
effort is called labour. Labour can be direct ad a®indirect.

Direct Labour

The labour which actively and directly takes parthe production of a particular commodity
is called direct labour. Direct labour costs afegréfore, specifically and conveniently
traceable to specific products.

Direct labour can also be described as processutapooductive labour, operating labour,
etc.

Indirect Labour

The labour employed for the purpose of carrying tagks incidental to goods produced or
services provided, is indirect labour. Such labdogs not alter the construction, composition
or condition of the product. It cannot be practicédaced to specific units of output. Wages
of storekeepers, foremen, timekeepers, directees,fsalaries of salesmen etc, are examples
of indirect labour costs. Indirect labour may rel&d the factory, the office or the selling and
distribution divisions.

3.2.3 Expenses
Expenses may be direct or indirect.

Direct Expenses
These are the expenses that can be directly, caantBnand wholly allocated to specific cost
centres or cost units. Examples of such expensessaiollows:
e Hire of some special machinery required for a palér contract
e Cost of defective work incurred in connection watiparticular job or contract
etc.
Direct expenses are sometimes also described agecide expenses.

Indirect Expenses
These are the expenses that cannot be directlyeon@ntly and wholly allocated to cost
centres or cost units. Examples of such expense®at, lighting, insurance charges etc.

3.3 Overhead
The term overhead includes indirect material, ictilabour and indirect expenses. Thus, all
indirect costs are overheads.
A manufacturing organization can broadly be divided the following three divisions:

e Factory or works, where production is done

e Office and administration, where routine as welpabkcy matters are decided

e Selling and distribution, where products are sold finally dispatched to customers
Overheads may be incurred in a factory or officesealling and distribution divisions. Thus,
overheads may be of three types:
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Factory Overheads

They include the following things:
¢ Indirect material used in a factory such as lulirisaoil, consumable stores etc.
¢ Indirect labour such as gatekeeper, timekeepeksuoanager’s salary etc.
¢ Indirect expenses such as factory rent, factonyrarsce, factory lighting etc.

Office and Administration Overheads
They include the following things:
e Indirect materials used in an office such as prgtand stationery material, brooms
and dusters etc.
e Indirect labour such as salaries payable to offiamager, office accountant, clerks,
etc.
¢ Indirect expenses such as rent, insurance, liglttirige office

Selling and Distribution Overheads

They include the following things:
e Indirect materials used such as packing mateniadtipg and stationery material etc.
e Indirect labour such as salaries of salesmen ded sganager etc.
e Indirect expenses such as rent, insurance, adngrégpenses etc.

3.4 Elements of Cost in a food and beverage operati

The cost of operating a catering unit or departmentisually analysed under the three
headings of:

(a) Material costs — cost of food and beverage consumed and theofaadditional items
such as tobacco. The cost of any food and bevgrnageded to staff in the form of meals is
deducted form of material costs and added to labosits. The food cost is then calculated by
formula:

Operational stock + cost of purchases — closing &0 — cost of staff meals = material
cost.

(b) Labour costs— wages and salaries paid to all employees, plyemployer contribution
to government taxes, bonuses, staff meals, pefsnah etc.

(c) Overhead costs- all costs other than material and labour castg,rent, rates, insurance,
depreciation, repairs, printing and stationerynahand glassware, capital equipment.

MATERIALS 30%

LABOUR 30%

OVERHEADS 20%

NET PROFIT 20%

Figure 1A typical example of the elements of cost.
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As most catering operations are subject to changeke volume of business done, it is
normal practice to express the elements of costratdprofit as a percentage of sales. A
change in the volume of sales has an effect ondbkestructure and on the net profit.

3.5 Components of Total Cost

Prime Cost

Prime cost consists of costs of direct materialgctl labours and direct expenses. It is also
known as basic, first or flat cost.

Factory Cost

Factory cost comprises prime cost and, in additeorks or factory overheads that include
costs of indirect materials, indirect labours andirect expenses incurred in a factory. It is
also known as works cost, production or manufacguciost.

Office Cost
Office cost is the sum of office and administratmverheads and factory cost. This is also
termed as administration cost or the total cogtrofluction.

Total Cost

Selling and distribution overheads are added tddted cost of production to get total cost or
the cost of sales.

Various components of total cost can be depicted thie help of the table below:

Table 1: Components of total cost

Components of total cost

Direct materia
Direct labour Prime cost or direct cost or first cost
Direct expenses

Works or factory cost or production cost |or

Prime cost plus works overheads .
manufacturing cost

Works cost plus office and administrati

Office cost or total cost of production
overheads

Office cost plus selling and distributi

Cost of sales or total cost
overheads

3.6 Cost Groups

It is necessary to examine costs not only by thaiure (material, labour, overheads) but also
by their behaviour in relation to changes in thuree of sales. Using this criteria, costs may
be identified as being four kinds:

(a) Fixed costs.These are costs which remain fixed irrespectivihefvolume of sales, e.g.
rent, rates, insurance, the management elemeabofit costs.

(b) Semi-fixed costs These are costs which move in sympathy with, it in direct
proportion to the volume of sales, e.g. fuel casigphone, laundry.
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(c) Variable cost These are costs which vary in proportion to tbkeime of sales, e.g. food,
beverage, and tobacco costs.

(d) Total costs. This is the sum of the fixed costs, semi fixedtgosnd variable costs
involved.

3.7 Profit

Three main kinds of profit are referred to in cetgroperations:

(&) Gross Profit = Total sales — Cost of Materials

N.B. The term gross profit is often referred to ‘lischen profit’ (food) or ‘bar profits’
(beverages). Room hire is normally treated as Hd@@nt gross profit.

(b) After-Wage Profit (or net margin) = Total Sale— (Material + Labour Costs).

(c) Net Profit = Total Sales — Total Costs (Materib+ Labour + Overhead Costs).

All of the above are normally used as measureseofopnance against past results and
budgeted targets.

SELF ASSESSMENT EXERCISES

1. Pay a visit to 3 different food and beverageratens in your locality and take note of the
different types of costs incurred.

2. Use the above information to categorise thescost

40 CONCLUSION
A good understanding of the elements and comporegntest will help you cost your food
and beverage in a proper way.

5.0 SUMMARY

Cost means the amount of expenditure incurred attobutable to a given thing. Different
costs are used for different purposes. The three ateaments of cost are material, labour and
expense. Components of total cost are prime cadipry cost, office cost and total cost.

The cost of operating a catering unit is usuallglgsed under material costs (cost of food
and beverage consumed etc) labour costs (wagesaades, taxes, staff meals etc) and
overhead costs (rent, rates insurance, capitapewnt etc). Costs in relation to changes in
the volume of sales are fixed, semi-fixed, variabid total costs.

Three main kinds of profits referred to in cateriogerations are gross profit, after wage
profit and net profit.

6.0.TUTOR MARKED ASSIGNMENT
Using practical examples, differentiate the follogi
a. Fixed Costs b Semi-Fixed Costs c. Variable Codf§otal Costs

7.0 REFERNCES/ FURTHER READING

1. Davies, B. F. & Stone, S. (1985). Food and Bagemanagement.
William Heinemann Ltd., London.
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1.0 INTRODUCTION

We examined the elements and components of cdsiooh and beverage operation in unit
one. In this unit, we shall look at the relatioqpshetween revenue, costs and profits.

Pricing is a complex area which unfortunately ig given the degree of priority that it
requires. The pricing of a product has to meetdibjectives of an organization and aspects
related to pricing will normally be found in theaéincial, marketing and catering policies. For
example, within the financial policy, the basic aohprofit to be made in relation to the
capital invested will be stated.

The approach to pricing will differ, not only beden the major sectors of the industry
but also between organizations within these sectéos example, a fairly new growth-
orientated organization could be concerned witiigasing sales volume (and to do so may
decide to keep its prices very competitive indeglilst an established organization may be
concerned with maintaining its net profit from atablished sales volume.
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2.0 OBJECTIVES
At the end of this unit, you should be able to

> Describe the relationship between revenue, costpeofits.
> Analyse the main pricing methods for food serviperations.
> Identify and discuss special pricing consideration®od service operations.

3.0 MAIN CONTENT

3.1 The relationship between Revenue, Costs and Rite

For a foodservice operation there is a relationblefgveen the costs of running the operation,
the revenue that is received and the profit thahagle. In foodservice operations there are
three elements of cost.

1. Food or beverage costeften called cost of sales

2. Labour.wages, salaries, staff feeding, uniforms

3. Overheadsrent, rates, advertising, fuel

There are also two types of profit:

1. Gross profit Total revenue less cost of sales

2. Net profit Gross profit less both labour costs and overloests

In foodservice operation sales or revenue is alweysal to 100 percent. Therefore, the
relationship between the elements of cost andtgrofifoodservice operation may be seen as
shown in Figure 2

Food and beverage costs Cost of sales

Labour costs
Overhead costs

Gross profit

Net profit
Total sales Revenue 100%

Figure 2 Food and beverage pricing

Thus, all elements of cost and profits in a foodiser operation are always calculated as a
percentage of the total sales figures. In manyilretgeration, the cost of sales figure are
taken as 100 percent so the gross profit percensagerked out as a percentage of the cost
price.

3.2 Price, cost value and worth

Price is that element of thmeal experiencéhat also relates to value. Price is also directly

related to profitability. However, price is als@Xible and can be changed relatively easily,

thereby changing value perceptions and possiblggihg profitability.

Although values are attached to various food andelage products because of the

perception of the customer needs they can satibfy, ability to realise those goals is

dependent on the customer’s ability to pay. Bus ki not just about having the required

amount of money. Customers also make choices bgidemng their view of the relationship

between price, cost, worth and value:

> Price is the amount of money required to purchase todumt

> Costincludes in addition to price the cost of not gosgnewhere else, the cost of
transport and time, the cost of potential embamass, the cost of having to look and
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behave in a required manner and the cost in tefre8at at work to earn the money
to pay the required price.

> Worth is a perception of the desirability of a particyb@oduct over another in order
to satisfy a set of established goals

> Value is not only the personal estimate of a product’'sacdy to satisfy a set of
goals; it is also a perception of the balance betweorth and cost

Good value for a food and beverage operation igevtiee worth is perceived as greater than
the costs, and poor value is where the costs aceiped as greater than the worth.

Prices should always be set in relation to theityuahd value perception that operators want
the customers to have. A high-priced product mighperceived as either good quality or a
rip-off, and a low-priced product as poor qualitygpod value, indicating that is is more than
just the cash price that determines value, buerdtie price and the other cost relative to the
perceived worth.

It is good practice to establish a price range withihich the customer will be prepared to
pay. The foodservice operator can also establisiptite range within the operator is prepare
to offer the food and beverages and others servides overlap is the range available to the
foodservice operator to work within. Setting priseshin ranges, which the consumers will
be able to pay, should also be undertaken withrerte to the particular market segment and
type of operation. Market research can determirange within which families travelling on
motorways, for example, are prepared to stop andiggafood and drinks, and will also be
able to determine a price range for a particulanumigems.

The information to be gained from researching qustts attitudes and behaviour towards
price will always show that the lowest price is fasm being the only consideration for
customers. The importance that a customer attathebhe five elements of the meal
experience will change depending on the type okggpce they are undertaking at the time.
Thus the importance of price to the customer fent experience also changes.

3.3 Pricing policies

Various pricing methods are available to foodseroeperators, but whichever methods are
used, the foodservice operator should always haleaa pricing policy or objective in mind.
These pricing objectives might include the follogin

Sales volume maximisation, where the pricing obyecis to achieve the highest sales
possible.

Market share gain, where the objective is to ineeethe number of customers relative to the
total possible market and the competition.

Profit maximisation, where the pricing objectivaasachieve the highest profit possible.
Market penetration, where the pricing objectivéasnove from a position of a zero or low
market share to a significant market share.

Once a clear pricing policy has been establishesl pricing methods most suitable can be
drawn from the various methods available; this isombination of a range of the various
pricing methods.

3.4 Pricing methods for foodservice operations

Pricing methods used by operators vary in their@mpateness and sophistication. The main
various pricing methods for foodservice operatiaresdescribed below.

3.4.1 Cost plus

This is the most common method. The ingredient t®@ststablished — not always very
accurately — and the required profit (referredsqeoss profit) is added. The result is selling
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price that gives the operator the required praiitthat dish (although it should be noted that
this required profit would only be realised wheattkish is actually sold). This method is
attractive because of its simplicity but it ignongsce sensitivity and demand (price is a
determinant of demand) and that value for moneytrnedactored into the pricing decision.
It also makes the assumption that the requireditprah be established by making it a set
percentage of selling price (often between 65 amgbércent); fails to account for different
restaurant types and different menu categoriesgaed not take into account that each dish /
beverage is only part of a collection of items pased to produce the meal experience.
Where this method is applied, differentiated petages are used so that low cost starter
items earn proportionately more gross profit theyhmér cost main course item.

3.4.2 Prime costing methods

These methods attempt to factor in the labour @batdish, and actual cost pricing attempts
to include fixed and variable costs as well as lesbd’hese additional costs are also
established as a percentage of the final sellingee.g. labour at 25 percent and variable
costs at 10 percent). These methods are flawdtkisame way as cost plus: labour is a factor
related to the time needed to prepare a dishonibiet value of the ingredients used to prepare
it; no account is taken of volume of business emitpopularity in assessing the labour
content of a dish, therefore not taking into ac¢@aonomies and diseconomies of scale; and
allocating fixed and variable costs to each meamnishould at least be related to the volume
of each dish sold rather than a fixed percentagedito be used for each menu item.

3.4.3 Backward pricing

This attempts to match costs to a price previoastgablished for a desired potential market.
This market-driven approach — which is not realfichwards — is a good starting point in
new product development but it is still difficuld testablish the necessary gross profit,
ingredient and labour costs. Care must also bentakeavoid the problems of using
percentages. However, identifying what the customeprepared to pay for a particular
product and investigating whether the operation manvide the product, profitably, at that
price may avoid an operation being created thagver going to be profitable.

3.4.4 Rate of return pricing

This method tries to establish price based on echst of sales and costs and may be used to
produce a break-even matrix for the operation. Hpgroach may help give a guide to the
price range but will not in itself establish indivial selling prices.

3.4.5 Profit-per-customer pricing

This establishes the total profit required and cates a forecast demand resulting in an
average profit per customer. This ‘profit’ is thedded to the material and / or other costs to
produce a selling price for each dish. Again, timay be used to produce a break-even
matrix, but caution should be exercised becausk @ factor of demand, which is a factor
of price, which is a factor of demand, and so oowklver, as with backwards pricing
described above, relating the required profitapiit an operation to a given level of demand
and within a price range that the customer is yikelpay can be used to determine whether
the operation can in fact ever be successful.

3.4.6 Elasticity pricing

This asks how sensitive a market is to price chanljeorder to determine menu prices the
operator will try to determine the effect a prideange may have on demand. It should be
remembered that it is possible to increase demadgmofitability through price decreases.
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It is very difficult to predict market responsespiice changes, but considering elasticity may
inform the pricing decision.

3.4.7 Competition pricing

This is copying the competitors’ price. Howevegrthis no guarantee that the cost structure
of any competitor offering a similar product wik lsimilar, so a particular market price may
produce higher or lower profits. Copying the contmet may also take the form of
discounting, premium promotions, happy hours, sdeuneals, free wine and children’s toys.
All of these are short-term tactics, which can léadhcreasing costs and fierce price-based
competition.

3.5 Menu Pricing

3.5.1 Departmental Profit Margins

The approach to menu pricing must follow from thilioe of the basic policies and from the
departmental profit targets. Each department walveh a significant role in the total
organization and its individual profit targets wilbrmally be unrelated. For example, in an
hotel the profit required from the a la carte resaat may well be far lower than that of the
coffee shop. The existence of the a la carte uemth may be mainly of an image status for
the hotel as against being a major profit contobuéVhat is necessary is for the total sum of
the individual departments’ contributions to eq(el least) the desired contribution to the
revenue for the whole establishment.

3.5.2Differential Profit Margins

It is unusual to apply a uniform rate of gross prtaf all of the items found on a food menu

or beverage list, although this simplistic methdédasting can at times be found in the non-
commercial sector of the industry. In the non-comuia¢ sector of the industry one of the

advantages is that where a uniform rate of grossts applied — e.g. 60 per cent — reference
to the takings can quickly show the costs at 40cget gross profit irrespective of the sales
mix and an immediate comparison can be made tadtual usage of materials.

3.6 Special Pricing Considerations

3.6.1 Sales Tax

Depending on the government in power, it is likéhat some sort of sales tax may be
enforced during its period of office. It is impantato the customer to know whether prices
displayed or quoted are inclusive of this sale dexnot. Additionally, the caterer needs to

realize that any money collected on behalf of tbeegnment has at some time to be paid to
that government and that it should not be inclugdbdn calculating revenue or average spend
figures, etc.

3.6.2 Service Charges

This is an additional charge, made to customers fixed percentage of the total cost of food
and beverage served. The fixed percentage is deidnby management, printed on the
menu/beverage list, with the objective of removiingm the customer the problem of
determining what size of tip to give when in a atar establishment. As this charge is to be
distributed to the staff at a later date, usuatlyagoints system, it should be treated similarly
to a sales tax and not included in the calculatibrevenue for food and beverages or in the
calculations of average spend figures.
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3.6.3 Cover Charge

This is an additional charge to a meal in restasrém cover such costs as bread roll and
butter and other items included but not priced lm menu. Care should be exercised as to
whether to implement this or not as it is most lijkeo cause aggravation to some clients
when it is applied. This is often enforced by rastats to discourage some potential clients
from using the premises and to discourage cligota taking up a seat and only purchasing a
very low-priced item.

3.7 Menu Pricing Applications

The exact method of pricing used by an establishiwédhdepend on such matters as which
sector of the industry the establishment is in; lthesl of profit/subsidy required; its basic
policies; etc. It is important though to remembeattthe price in itself can be a valuable
selling tool and a great aid in achieving the aEbsirolume of sales.

Desired return on capital
Or

Level of subsidy given
Basic policies — financial, marketing, catering

Overall budget

Basic overall gross profit percentage
Individual departmental budget
Individual departmental gross profit percentage
Individual departmental differential profit margins
Special pricing considerations, e.g. sales tax,ecpv
charge, service charge, minimum charge, ‘*happy 'hour
special promotions, ‘bargain breaks’, etc.

Figure 3eltlevelopment of pricing.

3.8 Table d’h6te Menus

This type of menu is characterized by being aictstt menu, offering a small range courses
with a limited choice within each course and aixad selling price. The price may be just
one price for any three courses chosen, or may ivapyice depending on the main course
chosen.

The method of pricing chosen should take into asttle departmental profit required and
the differential profit margins of the menu. Basmdforecasted sales take-up by guest, the
average should be taken to fix the price. The @eeraay well be the true figure, rounded
off, when the objective is to attract as many corsis as possible to choose from the menu;
or alternatively, it may be an average plus figwreen it is being offered with an a la carte
menu by making the price differentiation too attirze

3.9 Banqueting Menus

This is a specific type of table d’h6te menu ofigrnormally no choice to the customers. The
specific difference in pricing this menu is thatgdrom the food and often the liquor, all the
additional items are normally priced and chargephssely. Examples of such items are
meals and refreshments for the band, servicedadsaimaster, hire of a microphone, printing
of a special menu for the functions.

The pricing of a banquet menu for a client is comipdound to have a flexible element to it,
in that it is usual for a banqueting manager ter#dditions to a menu at no additional cost
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to the client in order to obtain the business dum@nslack trading period or for a particular
gap in a week.

3.10 A la Carte Menus

This type of menu is characterized by being a langenu than a table d’héte menu offering a
greater choice of courses and dishes within eacinsep and each item being individually
priced.

The method of pricing needs to take into accouatdbpartmental profit required and the
differential profit margins for each course andntipgice each item separately using standard
recipes. In addition, note should be taken of thiemqtial sale mix within each course so as to
achieve the desired profit margin.

3.11 Pricing of Beverages

The method used to price beverages is similar &b fibr pricing foods. As in the case of
foods, firstly the departmental profit target anobsg profit percentage should be set,
followed by differential profit margins based oretkBales mix achievable. The sales mix
breakdown depends on the type of operation and detailed the breakdown of sales is
required. The gross profit percentage of housedlmverages (i.e. the particular brand of
beverage that is offered to the customer, whenegifsp brand is not requested) is usually
higher than on other brand beverages as it is rftymmade available by the supplier at a
special discounted rate.

Pricing may be more accurately calculated for beyes as little, if any, processing of the
drinks takes place; drinks being purchased by thtéleb(e.g. beer, wine) or by a specific
stated measure (e.g. 6-out) from a bottle of knetemdard size (e.g. whisky, 26fl 0zs).
The mixing of drinks is, like food, usually prepdrasing a standard recipe particular to an
establishment.

SELF ASSESSMENT EXERCISES
Assuming you are just starting a restaurant. Whatlevbe your pricing policy?
4.0 CONCLUSION

The pricing will differ for different food and bersge operation,it is better to acquire the
ability to relate the costs of running the opematwith the revenue that is received and the
profit that is made.

5.0 SUMMARY

The pricing of a product has to meet the objectigbsan organisation. In food service
operations there are three elements of costs wad fand beverage cost, labour and
overheads. Price is the amount of money requirgitohase a product and they are usually
set in relation to the quality and value perceptlmat operators want the customers to have.

The different pricing methods for food service @tiems include cost plus, prime costing
methods, backward pricing, rate of return policyofip-per-customer pricing, elasticity
pricing, and competitive pricing. Sales tax, seewibarges and cover charges are examples of
special pricing considerations.

51



6.0 TUTOR — MARKED ASSIGNMENTS

a. Visit 3 large and 3 small food and beverage etsitltake note of their pricing
methods.
b. Identify and critique the methods as observex/ab

7.0 REFERENCES/ FURTHER READING

Lillicrap, D and Cousins, P. (2010). Food and BegerService."8Edition.
Book power, U.K.
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UNIT 3 FOOD COST CONTROL
CONTENT
1.0Introduction
2.00bjectives
3.0Main content
3.1The essentials of a control system
3.2 Calculation of food cost
3.3Methods of food control
3.3.1 Weekly/monthly food cost report
3.3.2 Daily food cost report
3.3.3 A detailed daily food cost report.
3.4 Calculation of the potential food cost
3.5Food control check list
3.2.1 Menu
3.5.2 Purchasing, receiving, storing and isspiragedures
3.5.3 Food production
3.5.4 Food service

4.0 Conclusion
5.0 Summary
6.0 Tutor-Marked Assignments

7.0 References/Further reading.

1.0 INTRODUCTION

In unit two, we studied the relationship betweerereie, costs and pricing and also the main
pricing methods used in food and beverage serviimgations. In this unit, you shall be
exposed to the essentials of a food control system.

Food cost control is involved in the analysis afame and expenditure, the establishment
and maintenance of standards and the pricing amdagions of menus. It also aims at
prevention of waste and fraud and also supplyifgrimation for management reports.

2.0 OBJECTIVES

At the end of this unit, you should be able to:
» ldentify the essentials of a control system
»  Describe the methods of food control.
»  Calculate food cost.
»  Prepare a daily cost report
3.0 MAIN CONTENT
3.1 The Essentials of a Control System
It is important when examining an existing contsgbtem or preparing to install a system
into a new operation that the following points skidoe borne in mind.
(@) Any control system should be comprehensive and rcale the outlets of an
establishment and all stages of the food controlecy
(b) The cost of maintaining the system should be iati@h to the saving to be made, the
level of sophistication of the control system ulumdcreasing with the increase in the
volume of sales and the complexity of the menu.
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(f)

(© The control system should be easy to operate ari tonderstood by all levels of
staff.

Food and Beverage Management

(d)  The control system should be seen by staff to bkkimg. That is, that management

acts in a positive way to adverse trading resamis follow up on future results to check if

the corrective action taken is effective.

(e) To be effective the information produced must beueate and up-to-date.

General Manager

Food and beverage Purchasing------ ,

chief :

Manager Accountant

[ L i
Food Preparation Food and Bevgrage
“~~._| Controller
|
Food Service Redeiving torlg
Restaurant
Cashiers
Beverag Stewarding

Fig 4 An extract from the organization chart of a hrge hotel showing the relationship of
food and beverage control department to other depaments.

Note: The broken line indicates close co-operation tont@entained between the various
departments to obtain maximum control and operasglts.

3.2 Calculation of Food Cost

There are several basic terms which need to be &sigad with regard to the calculation of
food costs, such as:

Food cost:this refers to the cost of food incurred in prépgithe meals served.

Food cost percentage:refers to the percentage of the revenue from saesrred in
preparing the meals, that is, the cost of food pereentage of sales of food.

Gross profit or kitchen gross profit: the excess of sales over the cost of food expressed
percentage, or in financial terms.

Potential food cost (or sales)the food cost (or sales) under perfect conditidis may be
expressed as a percentage or in financial terms.

3.3 Methods of Food Control

3.3.1 Weekly / Monthly Food Cost Report

The following is an example of how to calculate antily food cost for an operation where
detailed information is not thought to be necessaryfor a small or owner-managed unit
where the control is an everyday part of the mans@etivity, in order for the operation to
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be successful. The weekly/monthly food cost reporlmost a reconciliation report on an
activity that is tightly controlled daily by managent. (See Table 2)
The advantages of this method are:

(a) It is simple and quick to produce

(b) It can give an indication of the general perforneaatthe unit.
The disadvantages are:

(a) This information is only produced after 7 or 28 slay operation.

(b) It provides no intermediate information so that amgesirable trends (e.g. food costs too
high) may be corrected earlier.

(c) It does not provide the daily or to-date informatmn purchases, requisitions and sales that a
unit with an average of N1, 000 a day turnover &hou

Table 2: A wdgk Monthly food cost report

N
Opening food stock level a.m. Dayl 2,220.00
Plus Total purchases for period (Day 1-28) 10,934.0
SUB TOTAL 13,154.00
Less Closing food stock level, p.m. Day 28 2,116.00
Total cost of food consumed 11,038.00
TOTAL FOOD SALES 29,251.00
FOOD COST PERCENTAGE 37.74%

3.3.2 A Daily Food Cost Report

This food cost method is suitable for a small talme sized operation, or one where a not
too sophisticated method is required, or wherectis involved in relation to the savings to
be made do not justify a more involved method.
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Table 3: A Daily Food Cost Report

1 2 3 4 5 6 7 8 9 10 11 12
Today Today Today Today Today Today  To-date Todate To-date To-date
Date Day Opening food Purchase Total food Food requisitioned Food Food Food purchases Food Food sales Food cost
storeroom inventory s available sales cost requisition
MAY N N N N N % N N N %
1 M 2,220.00 320.50  2,540.50 290.00 820.00 35.37 320,50 290.00 820.00 35.37
2 T 2,250.50 385.00 2,635.50 370.00 980.00 37.78 705.50 66b.00 1,800.00 36.66
3 w 2,265.50 404.00 2,669:50 440.00 1,100.00 40.00 1,109.50 1,100.00 2,900.00 37.93
4 T 2,229.50 480.00  2,709.50 480.00 1,050.00 45.71 1,589.50 1,580.00 3,950.00 40.00
5 F 2,229.50 890.00  3,119.50 404.50 1,005.00 40.25 2,479.50 1,984.50 4,955.00 40.05
6 S 2,715.00 202.50  2,917.50 535.00 1,490.00 3591  2,682.00 2,519.50 6,445.00 39.09
7 S 2,382.50 2,382.50 240.00 720.00 3333  2,682.00 2,759.50 7,165.00 38.51
8 M 2,142.50 380.00  2,522.50 310.00 92000 3370  3,062.00 3,069.50 8,085.00 37.96
9 T 2,212.50 402.00  2,614.50 395.00 1,01500 3892  3,464.00 3,464.50 9,100.00 38.07
10 w 2.219.50 42500 2,644.50 345.00 92500 3730  3,889.00 3,809.50 1002500  37.99
1 T 2,299.50 464.00  2,763.50 427.00 1,160.00 36.81 4,353.00 4,236.50 11,185.00 37.87
1; g igisgg ?g:gg ;;gggg :i;gg 1,220.00 37.95 5,197.00 4,699.50 12,405.00 37.88
14 S 2:390.50 2:390.50 265.00 1,405.00 36.44 5,382.00 5,211.50 13,810.00 37.73
15 M 2125.50 365.00  2,490.50 315.00 690.00 38.41 5,382.00 5,476.50 14,500.00 37.77
16 T 2,175.50 49500  2,670.50 405.00 840.00 37.50 5,747.00 5,791.50 15,340.00 37.75
17 w 2,265.50 44500  2,710.50 465.00 1,085.00 37.33 6,242.00 6,196.50 16,425.00 37.77
18 T 2,245.50 492.00  2,737.50 380.00 1,290.00 36.05 6,687.00 6,661.50 17,715.00 37.60
19 F 2,357.50 904.00  3,261.50 440.00 990.00 38.38 7,179.00 7,041.50 18,705.00 37.64
20 S 2,821.50 143.00 2,964.50 547.00 1,015.00 43.35 8,083.00 7,481.50 19,720.00 37.94
21 S 2,417.50 2,417.50 237.00 1,407.00 38.88 8,226.00 8,028.50 21,127.00 37.99
22 M 2,180.50 345.00 2,525.50 327.00 604.00 39.24 8,226.00 8,265.50 21,731.00 38.03
23 T 2,198.50 305.00  2,503,50 435.00 850.00 38.47 8,571.00 8,592.50 22,581.00 38.05
24 w 2,068.50 485.00  2,553.50 403.00 1,105.00 39.37 8,876.00 9,027.50 23,686.00 38.11
25 T 2,150.50 463.00 2,613.50 393.00 1,090.00 36.97 9,361.00 9,430.50 24,776.00 38.06
26 F 2,220.50 865.00  3,085.50 485.00 1,050.00 37.43 9,824.00 9,823.50 25,826.00 38.04
27 S 2,600.50 245.00  2,845.50 525.00 1,350.00 35.93 10,689.00 10,308.50 27,176.00 37.93
28 S 2,320.50 2,320.50 204.50 1,490.00 35.23 10,934.00 10,833.50 28,666.00 37.79
Totals 10,934.50 11,038.00 585.00 35.04 10,934.00 11,038.00 29,251.00 37.77
Closing stock 2,116.00
Proof of inventory 29,251.00 10,934.00 11,038.00 29,251.00 37.77
Opening stock 2,220.00 - — -
Plus Purchases 10,934.00 Explanation of columns. 1. Date. 2. Day of week. 3. Stock level at beginning of each day. The opening
stock for the first day of a new period is the dosing stock figure from the previous period. Subse-
Sub total 13,154.00 quent days afe calculated from column 5 minus column 6 of previous day. 4, Total of aB food
Minus Requisitions 11,038.00 produced and delivered on that day. 5. Towl of column 3 plus column 4.6. Toml ofall food reguisi.
tions for that day. 7. Total daily food sales obtained from till readings. 8. Column 6 divided b
Closing stock 2,116.00 column 7, expressed as a percentage. 9. Running totals of column 4. 10. Running totals of column 6.

] 1. Running totals of column 7. 12. Column 10 divided by column 11, expressed as a percentage.



Table 3: shows an example of this basic food cgsbnt for twenty-eight days. The following
is a step-by-step procedure on compiling the report

Step 1 Prepare a chart on column paper as s@t dable 2 and complete entries on a day —
to — day basis as follows.

Step 2 Column 3. Begin by entering the openingksi@lue (i.e the closing stock value at
the end of the last period). On subsequent daysr émtthis column the different between
column 5 and column 6 of the previous day e.g. éh&ry in column 3 on May %is
N2,635.50 — N370.00 = N2,265.00)

Step 3 Column 4. Enter the total of all goods pased and received on that day. N.B. on
Sundays there is no purchasing done and therefoeatny made.

Step 4 Column 5. This is the total of column 3 drfdr that day.

Step 5 Column6. This is the total of all goods rIsijoned by the chef on that day. (N.B.
Some of the items requisitioned may be for preparadbn the same day but for selling on
subsequent days).

Step 6 Column 7. This is the total food sales asroked by the cashier / manager and will
consist often of cash plus credit accounts. N.By §overnment taxes that are required to be
charged against food sales have been excludedtfisrfigure.

Step 7 Column 8. This is obtained by dividing cotuénby column 7 and multiplying by 100
to convert to a percentage (e.g. M&§9370 + N980 = 0.3775, 0.3775 x 100 = 37.75)

Step 8 Column 9. This is the to-date total of albd purchases, i.e. the sum total of all
purchasing for the period to date.

Step 9 Column 10. This is the to-date total of@dld requisitions for the period.

Step 10 Column 11. This is the to-date total ofadld sales for the period.

Step 11 Column .12. this is obtained by dividing tigures from column 10 by figures
from column 11 of the same day and multiplying 09 1o convert to a percentage.

The advantages of producing this basic food regrext

(a) Itis simple and easy to follow.

(b) It gives a reasonably detailed account of the gérparformance of the business on a day —
to —day basis.

(c) It records the daily stock level, daily purchasis|y food requisitioned and daily food sales
and enables the daily food cost percentage to lmilate. This information is used for
preparing to — date totals (i.e. running totaldate).

(d) The to — date food cost percentage smooth out nliegem daily food cost percentages and
highlights the corrective action to be taken, ifessary; early in the month. The uneven daily
food cost percentage is often caused when foodgsisitioned on one day to be processed
and sold on subsequent days.

The disadvantages of this basic food reports are:

(a) Although simple and easy to prepare, the reporegdieavily on the accuracy of the basic
information to be collected, e.g. the total of dgurchases, daily requisitions. Etc.

(b) It is not totally accurate as it ignores such tkirgg the cost of the staff meals; food
transferred to bars, e.g. potato crisps, nutseddiiscuits, trays of canapés, etc. Which are
given away free in the bars to customers and itenth as lemons, limes, etc. Which are
included in certain drinks; and beverages transteto kitchens, e.g. wine, spirits, beer, etc.
For use in the cooking of specific dishes.

3.3.3 A Detailed Daily Food Cost Report

This food cost report is a development of the pesireport and refines the accuracy of the
report by taking into account the cost of beveragassferred into the kitchens, the cost of
food transferred out of the kitchens to the banmsgl, the cost of employees’ meals.
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(a) It is more accurate than the two previous food respio that it includes additions to the cost
of food for beverages transferred to the kitcheg.(eooking wine, etc.) and deductions for
the cost of food transferred from the kitchen te bars (e.g. lemons, oranges, olives, nuts,
etc.) and for the cost of all employee’s meal.l$baseparates purchases into those that go
straight to the storerooms and those that go dicettte kitchen and are charged immediately
to the kitchen. The result of these additions anatractions is that the true cost of the food
sold to customers is more accurate than previously.

(b) The accuracy of the to-date food cost percentagefised to take into account all daily
transactions and these figures should be fullyedelupon to be the basis against which
corrective action may be taken.

The disadvantages of this type of report are thigt mnore detailed than the previous reports
and it relies very much on the accuracy of theeoddd information, e.g. the collection of all
the requisition notes and the accurate extensibtiseqoricing of items; the collection of the
goods received sheet and the checking of it agdelistery notes, credit notes, invoices, etc.

3.4 Calculation of the Potential Food Cost

The potential food cost of the food under perfext mleal conditions. The potential food cost
of an operation is the principal and most effectivethod of evaluating the actual food cost.
Any variance higher than one percent between thengal and actual food costs should be
investigated. The potential food costs may be ¢aled in a variety of ways, but because of
time it is usually costed per menu for each selbnget twice a year or more frequently if the
menu changes. This means that the potential figurkslifferent between breakfast, lunch

and dinner menus and between selling outlets, wherprices of items may vary.

The calculations are in three main steps:

1. For each individual menu item multiply the numbdrpmrtions actually sold during a
‘sample’ week as determined by the restaurant salafysis, by the potential food cost per
portion to obtain the total potential cost of faamld for the week.

2. Multiply the same portions actually sold, as abbyethe menu selling prices, and arrive at
the potential total sales.

3. Divide the potential total food cost by the potahtotal food sales and arrive at a figure
which, when expressed as a percentage, is to teatp food cost percentage.

To be able to do the above calculations it would neeessary to have the following
information to hand:

(a) A detailed sales analysis of all items sold in ¥aeious outlets, together with their selling
prices;

(b) Standard recipe cards of all the menu items casiéd

(c) Summary of potential food cost obtained from tlandard recipe cards;

(d) Average market price for the main ingredients takem invoices, food marketing report or
food cost indices reports.

It is not unusual for there to be a difference lestwthe actual and the potential food cost
figures. Usually the actual cost of the food saldhigher than the potential for such reasons
as food being a perishable commodity, the difficuf being exact when forecasting food
production requirements and that small amount dctevas almost unavoidable. Any large
differences in the figures will reflect a lack afteerence to established standards, or pilfering
or sheer carelessness resulting in an excessiveirdnud waste. As stated earlier, any
variance in excess of one percent should be imyadstl.
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3.5 Food Control Checklist

It would not be possible to state what correctiggom should be taken when standards are
not being met as the operating and trading conditiwould vary from one establishment to
another. It is possible, however, to produce arcbrmhecklist, similar to the one below, to
act as an aide-memoire when trying to identifyrégesons) for any variance in standards, the
checklist being a summary of the control procedwdsch should be used. Any control
procedures not being used would be a weak linkerchain of control.

3.5.1 Menu
(a) Suitable for present market segment.
(b) Takes into account current trends in customer gdtabits
(c) Menu is interesting, imaginative, changes during jlear, takes into account the
major food seasons, assists greatly in selling.
(d) Accurately priced, competitive, takes into accouhe Ilabour content in the
production and service of dishes.

3.5.2 Purchasing, Receiving, Storing and Issuing Bcedures

(a) Purchase specifications used for all main items.

(b) Purchase orders made for every purchase; the éscqpissibly being to the daily order of
fresh fruit and vegetables.

(c) All purchases made from nominated or approved senspl

(d) Deliveries timetable whenever possible so that tityaand quality checks may be efficiently
carried out.

(e) All deliveries to be recorded in the ‘Good Receimambk’ and credit notes obtained for any
variance between what is stated on the deliverg and what is actually delivered.

(H) All deliveries of food to be entered into bin cdlddgers on the day of delivery.

(9) Collection of any food item from the stores to lgaiast authorized, signed requisitions only.

(h) Entry to food stores to be restricted to authorigesonnel.

3.5.3 Food Production

(a) Yield and product testing practised to establisth measure standard of products.

(b) Production to be related to volume forecasts.

(c) Maximum use to be made of standard recipes.

(d) Efficient scheduling of production to be made sot@®nsure maintenance of quality of
dishes produced.

(e) All equipment to be regularly maintained so asrieuge that the standard yields and quality
of dishes are maintained.

3.5.4 Food Service

(a) Food service standard established and practised.

(b) Standard portion sizes adhered to.

(c) Standard portion sizes equipment always available

(d) Careful control made to all food sent to restaukeagt sweet and carving trolleys, etc. All
unsold food to be accounted for and returned tditicben.

3.5.5 Food Control Procedures
(a) Check and marry up all delivery notes, credit nat@sices and goods received report.
(b) Check arithmetic to all paper work
(c) Check correct discounts are being allowed.
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(d) Check delivery notes to bin cards / ledgers

(e) Maintain certain charges and credits for periockirtary.

() At set periods complete a full inventory of all ofp@able containers.

(g) At set period complete a full stocktake of all fosmres and food held in the kitchens and
compare to ledgers

(h) Maintain up-to-date food reports.
The major reasons for food cost (and gross praditlances from the established standard for
a unit include the following

(a) Inaccurate arithmetic in paperwork. This also idelsithe paperwork of suppliers.

(b) Inefficient stocktaking

(c) Poor revenue control-lack of systematic procedarespractices.

(d) Poor menu — unrelated to market conditions andireapents, lack of sales analysis and up-
dating of menu

(e) Poor purchasing, resulting in higher food cost,retaeking and wastage.

() Poor receiving, inferior goods being accepted, tslverght of goods being signed for.

(g) Poor storing, poor rotation of stock resulting iastage, poor security.

(h) Failure to establish and / or maintain standardsvfdume forecasting, standard recipes,
standard yields and standards portion sizes.

(i) Failure to account accurately for all staff and agement meals.

() Food control not being seen by staff to work, rsglin staff failing to maintain desired
standards.

(k) Food control not being up to date and not providesgential management data quickly after
each trading day.
SELF ASSESSMENT EXERCISES
Differentiate between a daily and a weekly/ monfblyd cost report.

4.0 CONCLUSION
An effective food cost control system would gaad way to ensure that profit is made and
not just remaining in business for the sake of it.

5.0 SUMMARY
An effective food cost control system would be coamensive and cover all the outlets of an
establishment and all the stages of the food cbayae, it should be easy to operate and be
workable. Methods of food control are weekly/ mdytiood cost report and daily food cost
report. Even though the weekly/ monthly food cegtart is simple and quick to produce, it
provides no immediate information. Making any uniggse trends not to be corrected early.
A daily food report on the other hand is equalingie and easy to follow but relies heavily
on the accuracy of basic information to be colld@ed is not totally accurate.
6.0 TUTOR MARKED ASSIGNMENTS
1. Prepare a detailed daily food cost report forealium sized food service operation.
2. Visit a typical Nigerian restaurant and caloeiat

a. The cost of the menus for one week

b. Food cost percentage.

c. Gross profit

d. Potential food cost

7.0 REFERENCES/ FURTHER READING
1. Davies, B. and Stone, S. (1985). Food and Bgeemanagement.
Heinemann, London.
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1.0INTRODUCTION

We examined how food cost is controlled in unitethrin this unit, we shall learn how to
achieve beverage cost control.

Beverage costs reflect on operation’s control sgstemanagement skill level and value
provided to customers. Beverage sales are an eagyonincrease profitability because the
costs are lower and the gross margin is far grefatebeverage than for food. However,
beverage costs must be controlled if an operasoto ireach maximum potential of gross
profit from beverage sales.

2.00BJECTIVES
At the end of this unit, you should be able to :
> Identify the different methods of beverage control.
> Describe the beverage control procedures.
» Calculate beverage cost

3.0 MAIN CONTENT
3.1 Beverage controlling
The objectives of beverage control are similahtwse of food control. In simple terms it is to
determine and report on the actual and the potesdias an costs for each beverage outlet
and to take corrective action where necessary.
Beverage control is simpler than food control fany reasons including:

(a) There are a fewer number of beverage items to kaheh food.

(b) Beverages are purchased in standard unit sizeafrkistandard qualities.
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(c) Beverages are not as highly perishable as foods.
It is important however, that strict control of leexge is maintained at all times for such
reasons as

(a) The danger of bar staff appointing themselves asfficial partners’, e.g. a barman paying
no overheads and no wages yet, if bringing in esttf spirits and selling them and
pocketing the money, is devoiding the unit of #aount of sales and profit.

(b) It is easier for bar staff to steal money thas ifior food staff.

(c) Beverages are more tempting than food to many. staff

(d) Beverages are in the main more expensive, andilbotégmore to profit than food items.

3.2 Calculation of Beverage Cost

There are several basic terms which need to beieega with reference to the calculation of
beverage costs:

Beverage cost percentage this refers to the cost of beverages sold asreeptage of sales
of the beverage

Gross profit or — the excess of sales over the cost of the bgeegxpressed as a percentage
or in financial terms.

Potential beverage cos{or sales)-the beverage cost (or sales) undeegerbnditions; this
may be expressed as a percentage or in finanomaste

3.3 Methods of Beverage Control

There are many different methods in use today totrob costs, the various methods
depending on the size of the operation, the volofraisiness, owner or managed operation,
etc., and the level of sophistication of contrajuieed. Each of the different methods in use
could be classified under one of the following biasic types of beverage control systems.
Whatever method is adopted, it would be of littldue unless the previous steps of control
had been efficiently implemented and enforced, the. control of purchasing, receiving,
storing and issuing; producing planning; the esthbtent of standard yields, standard
recipes, standard portion sizes and inventory.

3.3.1 Bar Cost System
This system is similar to that for the basic foodtaeport and the detailed food cost report. It
may be produced for each bar separately or fmfdle beverage operations.

3.3.2 Par Stock or Bottle Control System

This is a simple yet effective method of beveragetiol and it is particularly useful for the
smaller type operation where there are few fulleticontrol staff. The following points
should be noticed.

(a) The level of par stock is established for each bar,to establish for each beverage the
number of bottles required for a busy day plus alksmafety factor. This number is
determined to be the stock level to be held inbdreat the beginning of the service each day.
To simplify the system only full bottles are couhtpartial bottles are not counted.

(b) The number and type of empty bottles are noted daghthis being the amount and type to
be requisitioned for the day.

(c) The potential sales are based on the quantitiedsat selling price and are compared to
actual revenue received.

(d) Adjustments to be made to the initial selling pricenany mixed drinks are sold. This may
only be necessary if the difference between thergatl and actual ales figure give cause
for investigation
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The particular advantages of this system are implstity and ease of operation. The system
assumes that over a short period, the level ofgbddttles remains relatively constant so that
it becomes unnecessary to count each bottle’s ettt determine the total sales.
Theoretically the sales value of today’s issuesikhequal yesterday’s revenue. This would
be unlikely however, but over a short period tHesgalue of issues to date should equal the
revenue to date figures.

3.3.3 Potential (or standard) sales value system

This system is designed to control beverage saldstteerefore beverage costs by setting a
sales value on each bottle item carried in stotle fevenue value of each bottle is based on
the standard size of the drink, the contents ofoibile and the selling price for each drink.
The sales value of each drink is called the patkritr standard) sales value. The system
requires as a basis for its operation, establistaddards for a bottle code number system,
drink recipes, drink sizes, glassware and per stodkhenever the bottle size, drink size or
recipe change a new calculation must be made added, as this can affect the price of a
drink and should required the rice to be reviewed.

The various calculations which have to be madestabdish the potential sales values are
concerned with:

(a) Full bottle of spirits. The potential sales valdeadfull bottle of spirits, etc. Which at times
may be sold over a bar is equal to the sellingepgstablished by management. As little
handling is involved in selling a full bottle, iggice will usually be lower than when sold by
the individual glass.

(b) Spirits etc. Sold by the glass. The sales valuafbottle of spirit, wine, etc. Which is to be
sold by the glass is calculated as in the follgxexample.

Potential sales value for a bottle of whisky

Size of bottle 262/3 oz

Size of a straight drink 5/6 oz

Selling price per drink N1.25

Number of drinks per bottle 30 (as determinednaynagement)

30 X N1.25 = N37.50

(Number of drinks) (Selling price drink) (Potentsales value of one bottle)

(c) Soft drink and mineral water sales. The potentd¢s value of soft drinks, etc. depends on
the establishment; it could, for example, be:

0] A fixed price when sold on its own or when with #ver drink, e.g. gin and tonic
water.

(i) At a lower price when served as part of a mixedldre.g. a straight 5/6 oz drink of
whisky may cost N1.25; a split bottle of dry gingeay cost N0.45; as a mixed drink whisky
and dry ginger may be priced at N1.05 and not Nas7@ould be the case in (i) above.

(i)  The cost of soft drinks is included in the priceantselling spirits.

It should be noted that if a lower or inclusivecomg system is adopted, adjustments must be
made when preparing the control sheets so that canrate potential sales figure is
calculated.

(d) Cocktails, etc. If all drinks served to customeksavsold as straight drinks or full bottles, it
would be simple to calculate the potential salesiecaWhen drinks are sold as cocktails
containing two or more high selling price item®ften requires an adjustment to be made
when preparing the control sheets similar to thievong example:

Calculation of the sales potential value of a dartmi.
Ingredients: 2 %2 0z gin, ¥4 0z vermouth, ice, lerpeal.
Selling at N2.25.

63



Selling price:
Dry gin 1Yi0z N1.25
Vermouth 1 % 0z N1.00
Therefore as a dry martini:

Dry gin 2 ¥ 0oz potential sales value 2.50
Vermouth ¥4 0z potential sales value 20
Total N2.70

Differential of gin and vermouth sold as a martinN0.45. therefore for each martini sold,
NO.45 must be subtracted from the potential sadéisev

When the sales of mixed drinks on analysis is foinde low, there would be little need to
go into great detail to calculate the allowancestlie various mixed drinks. It is only when
the difference between the actual money taken enbidwrs differs from the potential sales
value by say more than 2 percent that detailedyaisabf sales and allowances needs to be
done.

3.3.4 The Inventory or ‘Ounce’ System

This method is recognized as the most accurate-dntmmatic) method of determining the
amount of beverage sold. It is used at time wherstigating the cause of an unacceptable
difference recorded between the actual and poterdggults in a beverage report: it is,
however, a complicated and difficult system to aeperfor large units with a full range of
beverage service unless aided by a mini-computes.sjstem requires:

(a) An accurate and detailed analysis of all sales/pg tand brand of drink sold, for each selling
outlet.

(b) The calculation of the actual consumption of egge tand brand of drink based on the daily
physical stocktaking, giving opening and closingcktlevels of bars, plus any issues, and
minus any transfers out to other bars. All drink&dsare converted back to the number of
ounces of each type and brand of drink sold udnegstandard beverage recipes. The total
consumption of each kind of drink per sales bil lthen to be compared with the actual
consumption determined from the physical inventorg any adjustments.

The main disadvantages of this control system are:

(a) The time required to analyses sales and to staehdelaily.

(b) The time required to calculate the daily consumptar each selling outlet.

(c) Additional difficulties if a large number of mixedtinks are sold and if drinks of different
sizes are sold in each selling outlet.

3.3.5 Banqueting and Function Bar System

Should the banquet department have its own stoaagebar areas it can operate and he
controlled in the same way as any other bar. Ifydwer, a bar has to be set up for each
separate banquet or function, it will be neces$aryan authorized person to requisition for
each event from the main cellar and then immediatkhe close of the event to return all
unsold beverages. Bottles issued would be the tyassued from the cellar for that
function. Bottles returned are the bottles and pattles (calculate in tenths of a bottle)
unused and returned to the cellar. The number gfelsoissued minus bottles returned is
equal to the number of bottles used. Actual cositeéspurchase price paid per bottle, or half
or split. The potential sales per bottle is théirsglprice per drink multiplied by the standard
number of drinks per bottle.

It would be normal practice for the bar staff dtuaction not to be paid until the actual and
potential sales calculations had been made andlftube satisfactory.
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3.3.6 Automated Beverage Dispensing System

There are many type of mechanical and automatedrage dispensing machines available,
all designed to assist management in controllingetage costs. As a method of controlling
beverage it is very efficient, but the questiorthad cost of the installation and its suitability
for some types of operation may preclude it fronmppeonsidered.

3.3.7 Control Checklist

As with food control, a beverage control checklsstyilar to the one below, can be produced
to act as an aide-memoire to help identify thearés for variances in standards.

3.3.7.1 Purchasing, Receiving, Storing and Issuirfjrocedures

(@) Purchase specifications prepared for all main items

(b) Purchase orders completed in detail for every msemade.

(© Purchase made from nominated or approved suppirdys

(d) Deliveries timetable for a slack period so thatmiitg and quality inspection may be
efficiently carried out.

(e) Copy of purchase order sent to delivery point fogaking against deliveries

() All deliveries entered on to the goods receivecdrepnd credit notes obtained for
any variance between goods and delivery note.

(9) Credit notes obtained for all returned empties @fayes.

(h)  All deliveries to be entered on to bin cards, €n.day of delivery.

0] Issues of beverages to be against authorized sigagidsition only.

()] Cellar ledger and any other records kept to beougate and accurate.

(k) Access to cellar restricted.

)] Check that all bottles are stamped with the esthbilent stamp and are correct bottles
for the particular bar. Check bottle disposal ar@atains no ‘foreign’ bottles.

3.3.7.2 Bar Procedures

(a) Bar stock to be replenished by written and autlearirequisition, or by using a ‘full for
empty’ bottle system.

(b) Bars to use standard recipes, standard drink aizeglassware.

(c) Bars to sell ‘house brands’ for all drinks unlepgdfically requested by the customer, as
they will normally give a higher gross profit. ‘Hea brands’ may, for example, be
determined by a brewery owning a chain of pubsaweants and hotels, when it would quite
naturally wish to sell its own products in prefazeno those of its competitors; or by a
company that has no liquor ties but negotiatesce @dvantageous contract with a supplier.
In both cases the prices paid for the particulaude brand’ would normally be lower than if
purchased otherwise.

(d) Check that all bar sales are properly recorded.

(e) Periodically check proof of liquor in open bottiesampering is suspected.

() Check that beverage price lists are displayed sredyf available to customers

(g9) Check frequency of ‘breakages’ recorded.

(h) Check ‘shortage’ or ‘overs’ recorded by accountsagtment for each bar.

(i) Check that bar staff have no access to till reis,

3.3.8 Beverage Control Procedures
(a) Check and marry up delivery notes, credit notegises and goods received report.
(b) Check arithmetic to all paper work.
(c) Check correct discounts are being allowed.
(d) Check delivery notes, etc. To cellar inwards book.
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(e) Maintain beverages perpetual inventory book.

() Maintain container charges and credits for penoeintory.

(9) At set periods complete a full inventory of all oi@able containers, e.g. crates, kegs, soda
syphons, etc.

(h) At set periods complete a full inventory of celland compare to beverage perpetual
inventory book.

(i) Prepare a stocktaking report of value and typeooflg, rate of stock turnover, etc.

() At set period complete a full inventory of the $t@t each bar for beverage control reports.

(k) Maintain daily and to-date beverage control repdtie amount of detail depending on the
size of the unit and the volume of business.

(I) Prepare end of period beverage reports for manageanel highlight any problem areas for
corrective action.

Beverage control is not as difficult or involving Bbod control. What at times is a problem is
the dishonest employee and this is usually diffitaldetect. The typical problems are bar
staff who:

(a) Bring in their own bottles of spirits, etc., sdiletcontents to customers and then pocket the
money. This results in a busy bar with disappomtash takings

(b) Drink at work: Bar staff who help themselves to tidl drink soon get into the habit of it
unless it is quickly detected. This results in lowean should be cash takings or customers
having short measure drinks which ‘compensatetterfree drink taken by staff.

(c) Fall to ‘ring-up’ each drink sold and pocket themag taken from the client. This also results
in lower cash takings.

(d) Provide free drinks for friends which also resiuitéower cash takings.

(e) Under-charge the customer. The customer being aongaice of the bar staff, orders a
drink, pays for it and is given change in excesabht it should be. This results in bar
takings being lower than it should be.

() Short-change customers. This is a very common ernoldf bar staff giving customers giving
less change than they should do and pocketingitfeeashce for themselves.

SELF ASSESSMENT EXERCISES
Outline the different methods of beverage control

4.0 CONCLUSION
An effective beverage control determines and rapont actual and potential sales and cost
and also makes correction where appropriate.

5.0 SUMMARY

Beverage control is simpler than food control beeabeverages are fewer in number to
handle, they are purchased in standard unit sizksawvn standard qualities and they are not
as highly perishable as foods.

There are several methods of beverage control:cBsir system, par stock or bottle system,
potential ( or standard) sales value system, thenitory or “ounce” system, banqueting and
function bar system. Beverage dispensing machilsesagsist in controlling beverage costs

6.0 TUTOR — MARKED ASSIGNMENTS
» Find out the different types of beverage dispensiaghines available worldwide.
» Classify the dispensing machines into mechanicdlsarttomated
> Identify the types of dispensing machines availaligeria and where they can be found.
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1.0 INTRODUCTION

In the previous unit, we studied the methods okba&ge control. In this unit, we shall discuss
the different phases of food and beverage contrdlspecial problems of food and beverage
control.

Food and beverage control may be defined as tliaigee and regulations of the costs and
revenue of operating the catering activity in hgteéstaurants, hospitals, schools, employee
restaurants and other establishments. In hotedsl &md beverage sales often account for up
to half of the total revenue, whilst in restauraf®d and beverage sales are the main or the
only source of revenue. The cost of food and bgean the commercial sector is usually in
the region of 25-45 per cent of the total operatasts.

The amount of control is related to the size of dperation. A large group operation
obviously requires much precise, detailed, up-t@diaformation, and its provision is often
aided by the use of computers. A small operatiooh s an owner-operated restaurant, often
cannot afford, nor does it need, the same levebphistication of control. In both instances
the type and the volume of data required needg teelectively determined if control is to be
meaningful and effective.

2.00BJECTIVES
At the end of the unit you should be able to:
» Describe 6 objectives of the food and beveragerabnt
> Differentiate the 3 phases of control systems andgulures
» Analyse problems of food and beverage control.
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3.0 MAIN CONTENT
3.1The Objectives of Food and Beverage Control
The objectives of a food and beverage control systay be summarized as follows:

(a) Analysis of income and expenditure
The analysis is solely concerned with the incomd awrpenditure related to food and
beverage operations. The revenue analysis is yduakach selling outlet, of such aspects as
the volume of food and beverage sales, the sales time average spending power of
customers at various times of the day, and the marmbcustomers served. The analysis of
costs includes departmental food and beverage,costion costs and labour costs. The
performance of each outlet can then be expresseerims of the gross profit and the net
margin (i.e. gross profit minus wages) and thepmetit (i.e. gross profit minus wages and all
overhead expenses such as rent, rates, insurange et

b. Establishment and maintenance of standards
The basis for the operation of any food and beveraglet is the establishment of a set of
standards which would be particular to an operatog. a chain of steak house restaurants.
Unless standards are set no employee would knaletail the standards to be achieved nor
could the employee’s performance be effectively snead by management. An efficient unit
would have the set standards laid down in manuétisn cknown as SOP’s (standard
operational procedures) which should be readilylabie for all staff for reference. Having
set the standards, a difficult problem always foe tanagement of an operation is to
maintain these standards. This can be aided byamgehecking on the standards achieved
by observation and analysis and by comments madeubiomers, and when necessary,
conducting training courses to re-establish thedsteds.

c. Pricing.
An important objective of food and beverage conisoto provide a sound basis for menu
pricing including quotations for special functiofiisis, therefore, important to determine food
menu and beverage list prices in the light of aatmfood and beverage costs and other main
establishment costs; as well as general marketdemasions, such as the average customer
spending power, the prices charged by competitwigdize prices that the market will accept.

d. Prevention of waste
In order to achieve performance standards for gabkshment, targets are set for turnover,
cost levels and profit margins. To achieve thesel$eof performance it is necessary to
prevent wastage of materials caused by such thasgpoor preparation, over-production,
failure to use standard recipes, etc. This can delydone with the efficient method of
control, which covers the complete cycle of food @reverage control, from the basic
policies of the organization to the managementrobafter the event.

e. Prevention of fraud
It is necessary for a control system to preverdtdeast restrict the possible areas of fraud by
customers and staff. Typical areas of fraud by arusts are such things as deliberately
walking out without paying; unjustifiable claimirtgat the food or drink they had partly or
totally consumed was unpalatable and indicating tthey will not pay for it; disputing the
number of drinks served; making payments by stolegues or credit cards. Typical areas
of fraud by staff are overcharging or underchargmgitems served and stealing of food,
drink or cash.
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Management Information

A system of control has an important task to Fulfi providing accurate up-to-date
information for the preparation of periodical refgsofor management. This information
should be sufficient so as to provide a completdyais of performance for each outlet of an
establishment for comparison with set standardgqusly laid down (e.g. budget standards).
The amount of control necessary is related to e @nd complexity of an establishment. A
small owner-managed restaurant would not requieesime level of control and written
management information as would a large multi-auttgtel. Whatever the size and type of
operation, the management control information neglihas to be limited to what is really
necessary and meaningful.

3.2 Effective Control Systems for Food and Beverage
Effective control systems and procedures consittiree broad phases: planning, operational,
and management control after the event.

3.2.1The Planning Phase
It is difficult to run an effective catering opeadt without having firstly defined the basic
policies. Policies are predetermined guidelinesi tlown by the senior management of an
organization, which outline such matters as theketasr segment of the market that is being
aimed at, how it is to be catered for and the le¥@rofitability/subsidy to be achieved.
A catering operation should have its policies diedefined before it commences business,
and redefined whenever a major change takes ptageywhen a new theme is chosen for a
restaurant to aim for a different market segmeaddally, in a large organization the policies
should be written down periodically reviewed inatedn to the current business and future
trends; however, in smaller organizations, to fdlyndraw up and commit policies to paper
is not so vital.
There are three basic policies which need to bsidered:
(a) Thefinancial policy will determine the level of profitability, subsidy cost limits to be
expected from the business as a whole and theilootidn to the total profit, subsidy or cost
limit that is to be expected from each unit, arehtfrom the department within them.
(b) The marketing policy will identify the broad rkat the operation is intended to serve and
the particular segment(s) of the market upon witichtends to concentrate. It should also
identify the immediate and future consumer requésts on a conscious basis in order to
maintain and improve its business performance.
(c) The catering policy, which is normally evolvigedm the financial and marketing policies,
will define the main objectives of operating th@doand beverage facilities and describe the
methods by which such objectives are to be achidvedll usually include the following:

(i) The type of customer — e.g. high-spending mess executive, low-spending

female shopper, short-stay hospital patient, etc.

(i) The type of menu(s) - e.g. table d’hote, @date, fast food.

(iif) The beverage provision necessary for therafen.

(iv) The food quality standards — e.g. fresh, émmzcanned, etc., and the grade of

produce to be used.

(v) The method of buying — e.g. by contract, gtiota cash-and-carry, etc.

(vi) Type and quality of service — e.g. cafetecaiinter, waiter, etc.

(vii) Degree of comfort and décor — e.g. squamdge per customer, type and style

of décor, of chairs, tables, etc.
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(viii) Hours of operation — e.g. twenty-four houseven days a week; 1200-1500 and
1800-2200 hours, Mondays-Saturdays; etc.

3.2.2 The Operational Phase

It is necessary to outline how policies are torterpreted into day-to-day control activities
of the catering operation. The operational congah five main stages of the control cycle.
These are:

(a) Purchasing There are five main points to be considered.

() Product testing — to identify as a result o$exies of taste panel evaluations the
particular to be used.

(i) Yield testing — to identify as a result otdhe yield obtainable form all the major

commodities used.

(i) Purchases specifications — a specificatisraiconcise description in writing the

quality, size, weight, etc., for a particular fomdbeverage item.

(iv) Method of buying — by contract, quotationshand carry, etc.

(v) Clerical procedures — it is necessary to deilee who originates sanctions and

places orders and what documentation is requaeddntrol.

(b) Receiving There are three main points to be considered:

(i) Quantity inspection — a person must be noneiddbd be responsible for physically
counting and weighing goods and checking that thentity and size of items in the
delivery matches the purchase order. If there ishartage in the delivery the
purchasing manager or a member of the managemesttbauinformed.

(i) Quality inspection — this is particularly iragant with perishable foods where
inspection may be made by a senior chef. A heddrogn may inspect beverages.
Whenever possible the items should be checked stgtie appropriate purchase
specifications.

(i) Clerical procedures — this is a very importaaspect as all necessary
documentation must follow a set procedure. It idekithe acknowledgement of the
receipt of acceptable goods and the delivery pé&ssignature on a ‘Request for
Credit’ note for returned goods and short deliverie

Storing and Issuing There are four main points to be considered:

(i) Stock records — it is necessary to decide wéebrds are kept.

(ii) Pricing of issues — the method of pricingtbe various types of issues must be
decided upon so that there is consistency withen dperation. Although there are
many ways to price issues, it is common to use @nenore of these methods;
actual purchase price; standard price.

(iif) Stocktaking — the points to be consideredehare the level of stock to be held;
rate of stock turnover; dealing with discrepanciekentification of slow-moving
items; etc.

(iv) Clerical procedures — there is a need to rdetee what documentation is
necessary, e.g. requisitions, record cards, biss¢catocktaking reports, etc.

(d) Preparing. This is a critical stage in the control cycle,particular for food. There are
three main points to be considered:

(i) Volume forecasting — a method of predicting thumber of customers using the

catering facilities on a specific day, and alsopoédicting as accurately as possible what
items they will eat and drink.

(i) Pre-costing — a method of controlling fooddalpeverage costs in advance of the
preparation and service stages. It is done by prepand using standard recipes for
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all food and beverage items and also by using @gortontrol equipment, e.g. ladles,
scales, optics, standard glassware, etc.
(i) Clerical procedures — what documentationregiuired and the distribution and
destination of this information.
(e) Selling. This important stage of operational control netdsake into consideration the
following points:
(i) A checking system — this is necessary to keaprol of the number of covers sold
and of the items sold. This may be done a stantyaee of waiter's check system or
through a till roll or in the case of hospital ipats, by the summary and analysis of
completed individual patient menu cards.
(i) The control of cash — this is vitally impona It is necessary to ensure that all
items sold have been paid for and that the monegdsived or credit has been
authorized.
(iif) Clerical procedures — these would be necgssa control items sold and the
money received or credit entitled, and would oftealude a restaurant checking
system, meal and sales analysis, cashier’s pagibgek, etc.

3.2.3The ‘Management Control after the Event Phase

This final phase of food and beverage control ihree main stages:
(&) Food and beverage cost reportingThe cycle of production is very short and the
product is perishable. These factors together with variations in demand for the
product necessitate up-to-date reporting at leaskly if not daily.
(b) Assessment There is a need for someone from the food anderage
management team in the case of large unit, or toprigtor or manager of a small
unit, to analyse the food and beverage reportscantpare them with the budget for
the period and against previous actual performance.
(c) Correction. A control system does not cure or prevent problecturring. When
the analysis of the performance of a unit or depant identifies that there is a
problem, it is up to management to take the necgsseps to correct the problem as
quickly as possible.

3.3 SpecialProblems of Food and Beverage Control
Food and beverage control tends to be more diffitian the control of materials in many
other industries. The main reasons for this are:

(a)The perishability of the produce

Food, whether raw or cooked, is a perishable codity@and has limited life. The caterer,
therefore, has to ensure that he buys produceeicdirect quality and quantity in relation to
estimated demand, and that it is correctly storeti@mocessed. (Beverages are normally not
as perishable as food and this contributes to #serer control).

(&) The unpredictability of the volume business
Sales instability is typical of most catering é$tghments. There is often a change in the
volume of business from day to day, and in manghdishments from hour to hour. This
causes basic problems with regards to the quantitiecommodities to be purchased and
prepared as well as to the staffing required.
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(b) The unpredictability of menu mix

To add to the caterer's problems is the fact thabrder to be competitive and satisfy a
particular market, it is often necessary to offevide choice of menu items to the customer.
It is therefore necessary to be able to predictomy the number of customers who will be
using the facility at a particular period in tiniejt also what the customer’s selection will be
from the alternatives offered on a menu. It is sglgpossible to be 100 per cent accurate, but
in order to control costs effectively, it is neaaysto have some method of volume
forecasting as part of the total food and bevecaggrol system.

(c) The short cycle of catering operations
The speed at which catering operations take platatjve to many other industries, allows
little time for control tasks. It is not uncommoat items ordered one day are received,
processed and sold the same or next day. It isthsr reason that in larger catering
establishments cost reporting is done daily oeastl weekly. Further problems, particularly
with perishable foods, are that with a short lite produce, items cannot be bought very
much in advance of their need; and the problenvailability at times of produce relative to
the price that can be afforded in relation to thiérgy prices.

(d) Departmentalization
Many catering establishments have several produciiod service departments, offering
different products and operating under differentqgmes. It is, therefore, necessary to be able
to produce separate trading results for each optbeéuction and selling activities.

SELF ASSESSMENT EXERCISES

1. Identify and describe the 3 basic policies thatdneebe considered in the planning phase as
an effective control system.

2. ldentify 5 main things that make the food and bagercontrol more difficult than the control
of materials in many other industries.

4.0 CONCLUSION
For control to be meaningful and effective, thenpiag, operational and management control
after the event need to be selectively determined.

5.0 SUMMARY

Food and beverage sales often account for up fmhtie total revenue of hotels, while they
form the main or only source of revenue in restaigtalhe main objectives of the food and
beverage control are analysis of income and expaediestablishment of maintenance of
standards, pricing, prevention of waste, and prémenof fraud and management of
information. Effective control systems consist bé tplanning phase, the operational phase
and the management control after the event. Theuatrad control necessary is related to the
size and complexity of an establishment. Food awtkage control tends to be more difficult
than the control of materials in many other indestdue to perishability of the produce, the
unpredictability of menu mix, the short cycle oterang operations and departmentalization.

6.0 TUTOR — MARKED ASSIGNMENT

Visit a food and beverage outlet and get the folhgwnformation:
a. The financial policy
b. The catering policy
c. The marketing policy
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The type of customers that visit there.
The types of menus served.

The beverage provision available
The food quality standards

The method of buying

The type and quality of service

Hours of operations

7.0 REFERENCES/ FURTHER READING
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1.0. INTRODUCTION

In unit one, we learnt about the different phasefood and beverage control and how to
achieve effective control. In this unit, we shaéain the different rationales for having and
using a budget and how to develop budgets.

The budget or annual plan will detail the operatiairection of an operational unit and the
expected financial results. The techniques usedanagerial accounting will show you how
close your actual performance was when compargduo budget, while providing you with
the information you need to make changes to yoeraipnal procedures or budget. This
will ensure that your operation achieves the goélgour financial plan. It is important to
note that the budget should not be a static doctinteshould be modified and fine-tuned as
managerial accounting presents data about salexa@stid that affect the direction of the
overall operation.

2.0 OBJECTIVES

At the end of this unit, you should be able to:

Identify 10 rationales for having and using a budge

Describe the 3 main types of budgets that are Uk®ffood service operations.
Discuss the 3 main areas where budget should béorexh

Develop budgets.

3.0 MAIN CONTENT

3.1 The budget

The budget is developed to help you achieve youuré goals. In effect, the budget tells you
what must be done if predetermined profit and obgectives are to be met. In this respect,
you are attempting to modify the profit formula. tWia well-thought-out and attainable
budget, your profit formula would read as follows:
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Budgeted Revenue — Budgeted Expense = Budgeté&tl Pro
To prepare the budget and stay within it assures predetermined profit levels. Without
such a plan, you must guess about how much to speddnow much sales you should
anticipate. The effective foodservice operator dmiihis or her budget, monitors if closely,
modifies it when necessary, and achieves the desesllts.

3.2 Rationale for budget

Despite the fact that some operators avoid buddbey are extremely important. The
rationale for having and using a budget can be saniaied as follows:

It is the best means of analyzing alternative cemirsf action and allows management to
examine these alternatives prior to adopting aqadstr one.

It forces management to examine the facts regardimgt is necessary to achieve desired
profit levels.

It provides a standard for comparison essentiafjémd controls.

It allows management to anticipate and preparéutore business conditions.

It helps management to periodically carry out d-eehluation of the organization and its
progress toward its financial objectives.

It provides a communication channel whereby thewization’s objectives are passed along
to its various departments.

It encourages department managers who have patecipn the preparation of the budget to
establish their own operating objectives and evalndechniques and tools.

It provides management with reasonable estimatdéstofe expense levels and serves as an
instrument for setting proper prices.

It identifies time periods in which operational kd®ws may need to be augmented.

.It communicates to owners and investors the réalistancial performance expectations of

management.

3.3 Types of Budgets

Budgeting is best done by the entire management, tea it is only through participation in
the process that the whole organization will feeimpelled to support the budget's
implementation. Foodservice budgets can be coresides one of three main types:
Long-range budget

Annual budget

Achievement budget

3.3.1 Long-range budget

The long-range budget is typically prepared foeaqa of three to five years. While its detail

is not great, it does provide a long-term view dhmloere the operation should be going. It is
also particularly useful in those cases where adtit operational units may increase sales
volume and accompanying expense. Assume, for exarttpt you are preparing a budget
for a corporation you own. Your corporation haseesed into an agreement with an

international franchise company to open 20 BBQatstin malls across Nigeria and Ghana.
You will open a new store approximately every mofaththe next four years. To properly

plan for your revenue and expense in the comingyear period, a long-range budget for

your company will be needed.
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3.3.2 Annual budget

The annual or yearly budget is the type most ofmerahink of when the word budget is
used. As it states, the annual budget is for ayeae-period or in some cases, one season.
This would be true, for example, in the case dimmer camp that is open and serving meals
only while school is out of session and campersatisnding.

It is important to remember that an annual budgetdmot follow a calendar year. In fact, the
best time period for an annual budget is the oaértfakes sense for your own operation. A
college foodservice director, for example, woulchtva budget that covers the time period of
a school year, that is, from the beginning. Foestaurant whose owners have a fiscal year
different from a calendar year, the annual budgey woincide with either the fiscal year or
the calendar, as the owners prefer.

It is also important to remember that an annualgeticheed not consist of 12 one-month
periods. While many operations prefer one-montgets, some prefer budgets consisting of
thirteen (13) 28-days periods, while others usertqds (three-month) or even weekly
budgets to plan for revenues and cost througheubtidlget year.

3.3.3 Achievement budget

The achievement budget is always of a shorter rgyeyaps a month or a week. It provides
current operating information and, thus, assistsnaking current operational decisions. A
weekly achievement budget might, for example, ®us predict the number of gallons of
milk needed for this time period or the number aiters to be scheduled on Friday night. To
establish any type of budget, you need to havéalteving information available:

Prior-period operating results

Assumptions of next-period operations

Goals

Monitoring polices

3.3.3.1 Prior-period operating results

It is important to note that one must have the mmedP&L) statements at the end of the year
information if one is to do any meaningful profiapning. Foodservice unit managers who
do not have access to their operating results aeeteemendous managerial disadvantage,
you must have operational summaries and the datgtbduced them. Because you known
how you operated in the past you are now readydoged to the assumptions section of the
planning process.

3.3.3.2 Operations assumptions of next-period

If one is to prepare a budget with enough stretgtberve as a guide and enough flexibility
to adapt to a changing environment, you must fathé assumptions you and other feel will
affect the operation. While each management tedimawive at its own conclusions given
the circumstances of the operation, one can makdolfowing assumptions regarding next
year:

Food cost will increase by 3%

Labour costs will increase by 5%

Other expenses will rise by 10% due to a significacrease in utility costs.

Revenue received for all meals served will be iaseel by no more than 1%.

Occupancy of 80% of facility capacity will remainehanged.

You would be able to establish these assumptiomgin discussions with your suppliers
and union leaders your own records, and, most itaptly, your sense of the operation itself.
In the commercial sector, when arriving at assuomgti operators must consider new or
diminished competition, changes in traffic patterasd national food trends. At the highest
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level of foodservice management, assumptions re@gattie acquisition of new units or the
introduction of new products will certainly affettie budget process. As an operator, one
predicts items 1, 2, and 3 by one self, while ysupervisor would give input about items 4
and 5. Given these assumptions, you establish tipgigoals for next year.

3.3.3.3 Establishing operational goals
Given the assumptions you have made, you can ntavndiee actual operating goals for the
coming year. You will establish them for each @ fbllowing areas:
Meals served
Revenue
Food costs
Labour costs
Other expenses
Profit
All budgets must be modified or the expenses aatatiwith these increased sales will soon
exceed budgeted amounts. Effective managers contipaireactual revenue to that which
they have projected on a regular basis.
It is clear that increase in operational revenueukh dictate proportional increases in
variable expense budgets, although fixed expemdaxiurse, need not be adjusted for these
increases. For those food service operations wibhenthan one meal period, monitoring
budgeted sales volume may mean monitoring each peeald.
Some food services operators relate revenue to eupflseats they have available in their
operation. As a result, they sometimes budget basedales per seat, the total revenue
generated by a facility divided by the number @ftsen the dining area(s). Since the size of a
food service facility affects both total investnm®@ind operating costs, this can be a useful
number. The formula for the computation of salesgsat is as follows: (Total sale divided
by available seats is equal to sales per seat)

Total sales = Sales per seats

Available seats
When sales volume is lower than originally projdctenanagement must seek ways to
increase revenue or reduce costs. As started eashe of management’s main task is to
generate guests, while the employee’s main tagksgrvice these guests to the best of his or
her ability. There are a variety of methods usedrforeasing sales volume, including the use
of coupons, increased advertising, price discogntnd specials.

3.3.3.4 Expense analysis

Effective foodservice managers are careful to nooraperational expense because costs that
are too high or too low may be a cause for conchrst as it is not possible to estimate future
sales volume perfectly, it is not possible to eatanfuture expense perfectly, since some
expenses will vary as sales volume increases aedses. To know that an operation spent
N800 for fruit and vegetable in a given week becomeaningful only if we know what the
sales volume for that week was. Similarly, knowihgt N500 was spent for labour during a
given lunch period can be analyzed only in termthefamount of sales achieved inthat same
period. To help them make an expense assessmektyqsome operators elect to utilize the
yardstick method of calculating expense standacdsleterminations can be made as to
whether variations in expenses are due to chamgsalés volume or other reasons such as
waste or theft.
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3.4 Developing Yardstick Standards for Food

To illustrate the yardstick method, consider theecaf Joseph, who operates a college
cafeteria during nine months of the year in a swailith eastern city. Joseph has developed
both revenue and expense budgets. His problem,Jeswie that variations in revenue cause

variation in expense. This is true in terms of fagwdduct, labour, and other expenses. As a
truly effective manager, he wishes to know whetttenges in his actual expense are due to
inefficiencies in his operation or to normal salesiation. To begin his analysis, Joseph

establishes a purchase standard for food prodsaig a seven-step model.

Step 1. Divide total inventory into management-geated subgroups, for example, meats,

produce, dairy, and groceries.

Step 2. Establish money value of subgroup purchasgsior accounting period.

Step 3. Establish sales volume for the prior acttogrperiod

Step 4. Determine percentage for the purchasinmg spent for each food category.

Step 5. Determine percentage of revenue naira $peeach food category

Step 6. Develop weekly sales volume and assocetpdnse projection. Compute % cost to

sales for each food grouping and sales estimate.

Step 7. Compare weekly revenue and expense toctiozjeCorrect if necessary.

SELF ASSESSMENT EXERCISES
Plan one month’s food budget for a delicatessen

4.0 CONCLUSION
The effective food service operator builds his er budget, monitors it closely, modifies it
when necessary and achieves the desired results.

5.0 SUMMARY

The budget or financial plan will detail the opeyaal direction of your unit and your
expected financial results. A budget helps managéme=xamine the facts regarding what is
necessary to achieve desired profit levels andvallmanagement to periodically carry out a
self-evaluation, it also provides a communicatidmar;mel whereby the organization’s
objectives are passed along its various departments

Food service budgets could be long-ranged budgeta budget and achievement budget.
To establish any type of budget, you need to hane-period operating results, assumptions
of next- period operations, goals and monitorinficyo

6.0 TUTOR — MARKED ASSIGNMENTS

Develop the following budget for your Chinese rassat:
Long-range budget

Annual budget

Achievement budget

YV V
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