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Preface

Food is a basic need. Though tastes and trends change, technology advances and demographics shift, people always need to eat.

Now that doesn’t mean that starting and running a profitable food-service business will be a proverbial piece of cake. Quite the contrary: This will probably be the hardest work you’ve ever done. But it has the potential to be tremendously rewarding, both financially and emotionally—and it can be lots of fun.

There are many ways you can enter the food-service industry, from buying a small coffee cart to building a high-end restaurant from the ground up. In this book, we examine six basic food-service businesses: a restaurant, a pizzeria, a sandwich shop/delicatessen, a coffeehouse, a bakery, and a catering business. It’s important to remember that these aren’t mutually exclusive businesses; they can be customized and combined to create the specific business you have in mind.

Perhaps you know exactly what type of food-service business you want to start, or perhaps you haven’t made a final decision yet. Either way, it’s a good idea to read all the chapters in this book—even those that pertain to businesses you think you aren’t interested in. If you read with an open mind, you may get ideas from one type of operation that you can apply to another.

This book will give you the basic information you need to start a food-service business. You’ll learn how to develop a business plan; what the day-to-day operation is like; how to set up your kitchen and dining area; how to buy and maintain equipment and inventory; how to deal with administrative, financial, personnel, and regulatory issues; and how to market your venture.

Because the best information about business comes from the people who are already in the trenches, we interviewed successful food-service business owners who were happy to share their stories. Their experiences span all types of food-service operations, and several of them are illustrating in practice that you can successfully blend more than one type of operation. Throughout the book, you’ll read about what works—and doesn’t—for these folks and how you can use their techniques in your own business.

You’ll also learn what the food-service business is really like. The hours can be flexible, but they’re usually long. The profit margins are good, but only if you’re paying attention to detail. The market is tremendous, but you’ll have a substantial amount of competition, which means you’ll need a plan to set yourself apart. The opportunity to express yourself creatively is virtually limitless, but sometimes you’ll have to do what the market demands—even if it’s not your preference.

Like anything else, there’s no magic formula, no quick path to success. Thriving in the food-service business takes hard work, dedication, and commitment. But it can be well worth the investment of your time, energy, and resources. After all, everybody’s got to eat—including you.
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Introduction to the Food Service Business

As increasing numbers of consumers want to dine out or take prepared food home, the number of food-service operations has skyrocketed from 155,000 about 35 years ago to nearly 950,000 today. But there’s still room in the market for your food-service business.

Shifting demographics and changing lifestyles are driving the surge in food-service businesses. Busy consumers don’t  have the time or inclination to cook. They want the flavor of fresh bread without the hassle of baking. They want tasty, nutritious meals without dishes to wash. In fact, the rise in popularity of to-go operations underscores clear trends in the food-service industry. More singles, working parents, and elderly people are demanding greater convenience when it comes to buying their meals.

Although the future looks bright for the food-service industry overall, there are no guarantees in this business. Even the most successful operators will tell you this isn’t a “get rich quick” industry. It’s more like a “work hard and make a living” industry. Paul Mangiamele, president and CEO of Salsarita’s Fresh Cantina, says, “Although we all love it, this business is very difficult. It’s a wonderful business, a great business, a satisfying business. It’s a lucrative business. But there are a thousand moving parts, and you need to be knowledgeable of all of them.”

A hard reality is that many restaurants fail during their first year, frequently due to a lack of planning. But that doesn’t mean your food-service business has to be an extremely complex operation. In fact, the more streamlined you can make it, the better your chances for success. One restaurateur observed, “The restaurant business is a simple business that people make complicated.” A basic formula for success is quality food, good service, and great people—an approach that’s worked for all the restaurant owners you’ll hear from in this book.
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Beware!

The three primary reasons why food-service businesses fail:• undercapitalization
• poor inventory control
• poor payroll management








Who Are the Diners? 

No single food-service operation has universal appeal. This is a fact that many newer entrepreneurs have trouble accepting, but the reality is that you will never capture 100 percent of the market. When you try to please everyone, you end up pleasing no one. So focus on the 5 or 10 percent of the market that you can get, and forget about the rest.

That said, who’s eating at restaurants? Let’s take a look at the main market categories of food-service business customers.


Generation Y 

This generation, also tagged the “millennial generation,” the “echo,” or the “boomlet” generation, and sometimes called “Generation We,” includes those born between 1980 and 2000. At least 75 million strong, Generation Y is the most ethnically diverse generation yet and is more than three times the size of Generation X. Gen Y  teenagers have an average of $100 per week of disposable income, and 40 percent of them hold at least a part-time job. In terms of living arrangements, one in four lives in a single-parent household, and three out of four have working mothers. They’re forming dining habits that will last a lifetime, and they’re a prime market for foodservice businesses. In fact, more than any other generation, they view prepared food as a staple, not a luxury. Even so, compared with older generations, they don’t have as much money to spend on eating out.

Members of Generation Y go for fast-food and quick-service items. About 25 percent of their restaurant visits are to burger franchises, followed by pizza restaurants at 12 percent. In many ways, this group’s food consumption behavior isn’t significantly different than previous generations at the same age, but they do tend to be more experimental and open to extreme flavors. Another clear difference about them is that they love places where they can be wired in so they can go online, check e-mail, and play games while they eat. They have a low threshold for boredom. They also like gadgets that will save them time and they’re comfortable with technology, such as self-serve terminals for placing food orders. So if you’re looking to attract Gen Y patrons, make your operation low cost and high interest.


Generation X 

Generation X is a label applied to those who were born between 1965 and 1977. This group is known for strong family values. While earlier generations strove to do better financially than their parents, Gen Xers are more likely to focus on their relationship with their children. They are concerned with value, and they favor quick-service restaurants and midscale operations that offer all-you-can-eat salad bars and buffets. To appeal to this group, offer a comfortable atmosphere that focuses on value and ambience.


Baby Boomers 
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Stat Fact

According to the National Restaurant Association, the restaurant industry’s share of the food dollar is 48 percent.



Born between 1946 and 1964, baby boomers make up the largest segment of the U.S. population. Prominent in this generation are affluent professionals who can afford to visit upscale restaurants and spend money freely. During the 1980s, they were the main consumer group for upscale, trendy restaurants. In the 1990s, many baby boomer families were two-income households with children. Today, those on the leading edge of the boomer generation are becoming grandparents, making them a target of both restaurants that offer a family-friendly atmosphere and those that provide an upscale, formal dining experience.  Many have become empty nesters—but others who thought they would be empty nesters at this point in their lives have seen their adult children return home to live. This is a tremendous demographic group that can’t be reached with a one-size-fits-all product or marketing approach.


Empty Nesters 

This group consists of people in the age range between the high end of the baby boomers and seniors (people in their early 50s to about age 64). Empty nesters typically have grown children who no longer live at home, and their ranks will continue to increase as the baby boomers grow older and their children leave home. With the most discretionary income and the highest per-capita income of all the generations, this group typically visits upscale restaurants. They’re less concerned with price and are focused on excellent service and outstanding food. Appeal to this group with elegant surroundings and a sophisticated ambience.
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Stat Fact

Restaurants provide more than 70 billion meal and snack occasions each year.




Seniors 

The senior market covers the large age group of those who are 65 and older. Generally, the majority of seniors are on fixed incomes and may not be able to afford upscale restaurants often, so they tend to visit family-style restaurants that offer good service and reasonable prices. “Younger” seniors are likely to be more active and have more disposable income than “older” seniors, whose health may be declining. Seniors typically appreciate restaurants that offer early-bird specials and senior menus with lower prices and smaller portions, since their appetites tend to be less hearty than those of younger people.




Industry Trends 

In the 1980s—by many accounts the decade of greed—new restaurants were typically upscale establishments that centered on unique and creative dishes by famous chefs. Young, professional baby boomers, often with liberal expense accounts, supported these concepts. The 1990s brought a trend to the restaurant industry that’s continuing into the 21st century: an appreciation of value. There’s no question that familyminded Generation Xers and baby boomers are concentrating on stretching their dollars.

 Behind the Angel-Hair Curtain

The typical American food-service business owner began his or her career in an entry-level position such as a busperson, dishwasher, or cook; works long hours; is energetic and entrepreneurial; and is usually more involved in charitable, civic, and political activities than the average American.

Although these traits are characteristic of restaurateurs, they’re not required attributes. For example, some food-service business owners have entered their fields without any previous experience. They hire employees who have the experience they lack and who can help guide their operation to success. There is, however, no substitute for energy and a desire to succeed. Successful restaurateurs know they’ve chosen an industry where hard work is the norm, and they’re willing to do what it takes to turn their dreams into reality.



Some other industry trends include:• Carts and kiosks: Eating establishments no longer require customers to come to them. In many cases, the restaurant goes to the customer in the form of a cart or kiosk. Many limited-service mobile facilities are operating at locations that attract large numbers of people, such as malls, universities, airports, sports stadiums, and arenas. These restaurants typically offer limited menus but attract customers with their recognizable names.
• Co-branded operations: Especially popular in the fast-food market, “co-branding,” or “dual-branding,” is when two or more well-known restaurants combine their menus in one location to offer customers a wider selection of items. The concept of co-branding began in the 1990s and continues to be a strong trend.
• Nutrition-conscious customers: Restaurant-goers are showing a heightened interest in health and nutrition. Many are looking for low-fat dishes and fresh foods.
• Popular menu items: Barbecued foods and appetizers remain two of the most popular menu groups. Barbecue appears to satisfy customers seeking spicy foods and regional cuisines. Appetizer orders are increasing, thanks to customers who omit entrées and choose starters instead. Snack foods are growing in popularity. Customers are also increasingly looking for menu items that are compatible with weight-loss trends such as the low-carb, high-protein diets and Weight Watchers. Another ingredient concern stems from food safety and ecological issues, and restaurants have responded with more natural and organic menu items, more local ingredients, and more sourcing information on the menu.
• A focus on children: Because many baby boomers still have children living at   home and an increasing number of them are dining out with grandchildren, the majority of their restaurant experiences are family-oriented. Food-service operations wanting to reach this market are offering children’s menus and children’s value meals with smaller portions. Some offer child-friendly environments with booster seats, toys, balloons, crayons, menus featuring games on them, and even free table-side entertainment in the form of magicians and clowns.
• Expanding the bar: Restaurants want their guests to hang around, so they’re offering more flavorful cocktails and savory appetizers, often available in bar areas designed for comfort and lingering. Classic, glamorous, old-fashioned cocktails have returned to popularity. And “mocktails”—nonalcoholic drinks with the same sophisticated flavors as the cocktail menu—are an attractive alternative for nondrinkers and designated drivers.
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Stat Fact

More than 65 percent of restaurant customers agree that food served at their favorite restaurant provides flavor and taste sensations they cannot easily duplicate at home.

An estimated 75 percent of restaurant-goers ask for alternative preparation methods, off-themenu orders, and substitutions.






Menu Trends 

As you put together a plan for your food-service business, be aware of some of the trends in terms of menu content and design. These factors could—and, in fact, should—influence the type of food-service business you open.

Restaurant operators report that vegetarian items, tortillas, locally grown produce, organic items, fusion dishes (combining two or more ethnic cuisines in one dish or on one plate), and microbrewed or local beers are gaining in popularity. Pita dishes and wraps continue to be in high demand, too, as an easy-to-consume alternative to sandwiches. You’ll also see a strong demand for bagels, espresso, and specialty coffees, as well as “real meals,” which are typically an entrée with a side order. Consumers are also eating more chicken, seafood, and beef dishes than they have in recent years. At the same time, people expect to see meatless alternatives on the menu.

Customers also are demanding “comfort food”: the dishes that take them back to their childhoods, when mothers baked from scratch, and meat and potatoes were at the center of each plate. Creative chefs are looking for ways to redefine and reinvigorate comfort food favorites. Instead of the traditional version of shepherd’s pie, for example, you might see one made with mushrooms, spinach, carrots, and lobster sauce.

Menus are also showing a number of ethnic dishes and spice-infused offerings. It’s  not surprising to find Thai, Vietnamese, Creole, Tuscan, and even classic French cuisines on the same menu and even on the same plate.

At the same time, be sure to keep the kids in mind as you plan your selections. If families are a key part of your target market, you’ll want to offer a range of four or five items in smaller portions that youngsters will enjoy, such as a half-portion of pasta or small hamburger. If you serve snack items as well as entrées, note that kids are choosing healthier snacks more often than they did a few years ago, thanks to concerned parents. For example, while both sweet and salty snacks remain popular, the top snack food consumed by boys and girls between the ages of 2 and 12 is fresh fruit. Yogurt is the second choice for kids aged 2 through 7. While most restaurants still offer fixed kids’ meals, you might consider allowing your young diners to choose among a selection of nutritious options.

Though menu variety has increased over the years, menus themselves are growing shorter. Busy consumers don’t want to read a lengthy menu before dinner; dining out is a recreational activity, so they’re in the restaurant to relax. Keep the number of items you offer in check, and keep menu descriptions simple and straightforward, providing customers with a variety of choices in a concise format. However, even as you keep your food offerings concise, consider the growing trend of storytelling on menus—information about the history of the restaurant as well as details on food preparation, origin, and health benefits.

Your menu should indicate whether dishes can be prepared to meet special dietary requirements. Items low in fat, sodium, and cholesterol should also be marked as such.
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Bright Idea

Combine two or more types of food-service businesses for maximum profitability. For example, Cuisine Unlimited, caterer Maxine Turner’s Salt Lake City operation, is a combination upscale catering business and delicatessen. The businesses complement each other; deli customers often use the catering service, and catering customers visit the deli.



Most large chains do a significant amount of market research before adding new items to their menus. Occasional visits to popular chain outlets (or just paying attention to their ads or visiting their websites) can help you benefit from their investment. For example, Applebee’s has teamed up with Weight Watchers International to develop menu items for diners who are counting “points.” T.G.I. Friday’s has partnered with Atkins Nutritionals Inc. to offer Atkinsapproved, low-carb menu items. Seasons 52, which changes its menu every week, offers nutritionally balanced, lower-calorie items and desserts in bite-size portions. This follows the growing trend of seasonal menus and smaller portions, including “mini food,” such as small sandwiches and desserts that are just a few bites. These items are often served on  smaller plates to enhance the presentation. When P. F. Chang’s China Bistro sponsored a marathon, it also created special high-carb, high-protein entrées for participating athletes. Even the fast-food outlets, which aren’t known for nutritious fare, are offering healthier options.

Another trend growing in popularity is the offering of sharable items, such as appetizers that can be shared by the entire party and half portions of entrée items. We’re also seeing increased flexibility in restaurant dayparts, the traditional set times for breakfast, lunch, and dinner are a thing of the past in our 24/7 world. In particular, offering breakfast any time of the day is rapidly becoming the new standard. Pay attention to these trends, and adjust your own menu when the market demands it.

Even as you consider trends, create your own signature dishes to distinguish your operation. Stefano LaCommare, owner of Stefano’s Trattoria in Winter Springs, Florida uses family recipes, dishes he remembers from when he was growing up in Italy. He’ll sometimes change them slightly, resulting in a meal that no one else can offer, and that keeps his customers coming back.
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Stat Fact

Seven out of 10 adults say there are more nutritious foods available to them in restaurants now than five years ago.






Understanding Takeout Customers 

Research conducted by the National Restaurant Association indicates off-premises consumption of restaurant food is on the rise. Of respondents to a survey conducted by the organization, 21 percent who use off-premises restaurant services purchase one or more such meals a day; 26 percent purchase off-premises meals every other day; 22 percent purchase them about twice a week; and 31 percent buy them less than once a week.

Fast-food restaurants (operations that prepare food quickly) represent the largest share of off-premises dining, followed by carryout restaurants (operations that target the off-premises diner either in part or exclusively). However, full-service establishments are increasing their takeout services. A growing number are allowing diners to call in their order and a description of their car and then delivering the food to them in a designated parking area. What motivates consumers to buy prepared food to consume elsewhere? Mainly, they’re in a hurry and want easy access, fast service, and reasonable prices. Another reason is that they’re just too tired to shop for and prepare food themselves. Often, consumers looking for a special treat are inclined to buy takeout food, particularly ice cream, snacks, and gourmet coffees. Another strong motivator of takeout customers is the desire to eat something that’s good for them. These people tend to order takeout from full-service restaurants. They also get takeout  items from grocery stores and cafeterias or buffets with tasty, fresh foods. Interestingly, studies show that takeout consumption increases during times of national crisis, when people are hungry for information and want to get home to their TVs as quickly as possible.




Where’s the Competition? 

Competition in the food-service industry is widespread, varied, and significant. When you open a restaurant, you’ll be competing not only with other similarly themed restaurants but also with every restaurant in the area you serve. In addition, your customers themselves are a form of competition, because they can make their own meals at home if they choose. Let’s take a closer look at the primary competition categories.
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Stat Fact

The most popular items on children’s menus are:

1. Chicken nuggets or strips
2. French fries
3. Hamburgers
4. Pasta
5. Grilled cheese sandwiches
6. Hot dogs
7. Pizza
8. Fish sticks
9. Cookies
10. Shrimp
11. Pancakes
12. Milkshakes



Chains 

Chain restaurants may be the biggest threat to independent operators. Chains are growing as private companies and franchises take over a greater portion of the market. With well-known names and large advertising budgets, chains enjoy significant consumer recognition.
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Dollar Stretcher

You don’t have to prepare every item you serve from scratch. To increase productivity, more food-service businesses are offering menu items that are either fully or partially prepared off premises. Bread is the most commonly purchased prepared item, but a significant number of operators also purchase pre-portioned meats, prepared desserts, soups, and sauce bases. You can also purchase pre-chopped salads.



What these restaurants don’t offer is the personalized attention that many small, independent operations provide—so this is where independent restaurants have an advantage. Many restaurateurs become acquainted with their regular customers and build relationships with them. This isn’t to say that chains don’t offer personalized service—indeed, many of them excel in this area. But there’s a difference when customers know they’re dealing directly with the owner.

Independent restaurants have several  other competitive advantages over chains. For one thing, independently owned fine-dining establishments are often willing to take reservations, while chains usually aren’t. Independents may also offer live music, experienced chefs (rather than just basic cooks), and creative foods and beverages. While chains have the advantage of a well-known name, many independents offer the atmosphere customers prefer.
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Stat Fact

The restaurant industry’s sales equal 4 percent of the U.S. gross domestic product.




 Supermarkets and Convenience Stores 

Supermarkets and convenience stores are fairly recent competitors for restaurants. These businesses offer customers food that’s freshly prepared and ready to go—although not always healthy. Their menus typically include fried chicken, sandwiches, side dishes, salads, and desserts. The primary concern of customers who visit these establishments is convenience, so supermarkets and convenience stores offer serious competition to quick-service restaurants that also compete on the basis of convenience and value.


Eating at Home 

Dining out isn’t a necessity for most people. Restaurants, like other service businesses, sell convenience: They perform a task that consumers could otherwise handle themselves. Some consumers perceive dining out as something to do only on special occasions, which may be the attitude of a large portion of upscale restaurant customers. Quick-service and midscale restaurants must appeal to value- and time-conscious consumers. They must stress how eating out can save customers the time and trouble of cooking and how customers can relax while they eat and not worry about cleaning up afterward.

For more information about researching the competition, see the “If You Build It, Will They Come” chapter in Startup Basics.
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Restaurant  Operations

Owning a food-service business may seem like an entrepreneurial dream come true. Even the smallest operations have an element of glamour: On the surface, it looks like the owners make their living greeting guests and serving meals while becoming recognizable figures in the community. And as more celebrities enter the food-service industry, they add to the restaurant business’s image as an exciting, lucrative opportunity.

But dealing graciously with customers and playing the role of elegant host is only a part of a restaurateur’s many duties. Food-service business operators spend most of their time developing menus; ordering inventory and supplies; managing personnel; creating and implementing marketing campaigns; making sure their operation complies with a myriad of local, state, and federal regulations; completing lots of paperwork; and doing other administrative chores. Certainly the financial opportunities are there—as are the fun aspects of the business. But starting, running, and growing a food-service business is also hard work.

Regardless of the type of food-service business you intend to start, the best way to learn is to work for a similar operation for a while before striking out on your own. Doing so will give you significant insight into the realities and logistics of the business.
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Stat Fact

Lunch is the most popular meal for people to eat away from home. Popular lunch items include hamburgers, wraps, salads, soups, and ethnic foods.



Jim Amaral, founder of Borealis Breads in Portland, Maine, started working in bakeries when he was 15. “I worked my way up from washing pots and pans to frying doughnuts to doing the basic retail bakery stuff,” he recalls. Today, he owns a bakery that specializes in sourdough breads and brings in more than $2 million a year in both wholesale and retail business out of three locations in Maine.

Another restaurateur who started in the business at the age of 15 is Scott Redler. “As soon as I started working in a restaurant, I realized this was my passion,” he says. “The energy level of a restaurant—there’s nothing like it in the world. When you have a busy restaurant, and you’re watching everything happen as it should, it’s just a wonderful feeling of satisfaction. You’re making people smile.” After working in various restaurants for 11 years, he opened a Chinese fast-food place at the age of 26. That venture failed within eight months, then Redler went to work for a large restaurant company, where he eventually advanced to the position of senior vice president, overseeing 15 operations. But he still yearned for his own place, so he developed the concept that became Timberline Steakhouse & Grill, which now has three locations in Kansas. He later created Freddy’s Frozen Custard, which offers hot dogs, hamburgers, and (as you might expect) frozen custard. Today, Redler is franchising the operation.

Ann Crane took a more direct path to restaurant entrepreneurship. For 15 years, she worked for Meyerhof’s & Cuisine M, a catering business in Irvine, California. When the owner passed away, Crane bought the company from the heirs.

Originally from Marsala, Italy, Stefano LaCommare began his career cooking for the crew on his father’s commercial fishing boat. He came to the United States in 1974 and opened his first restaurant in New York in 1982. He sold that restaurant and  moved to Florida in 1989, where he went to work as the chef for a family-owned Italian restaurant. Wanting to be in business for himself, he offered to buy that restaurant. The family refused, so LaCommare resigned and opened the first Stefano’s Trattoria in Winter Park, Florida, in 1994. He sold that restaurant, opened another under a different name (the original Stefano’s was still operating under its new owner; it later went out of business, so he was able to use the name again), sold that one, and then opened his current Stefano’s Trattoria in Winter Springs in 2006.

 Closed for Business

If you have a retail food-service business, you may find you don’t have time to spruce up your facility during the year. For this reason, many independent restaurants close for one to two weeks every year so the owners can look over their facilities and make necessary changes. They may add a fresh coat of paint, repair ripped upholstery, and inspect all the equipment. Since there are no customers or employees in the facility, repair people can work quickly and without interruption. This annual closing period also allows employees to take vacations.

To maintain good relations with your customers, give them advance notice of your upcoming closure. Post a sign on your door stating the dates during which you’ll be closed and the date you’ll reopen. Record an outgoing message on your answering machine or voice mail with the same information. While you’re closed, check your answering machine or voice mail regularly in case a supplier or anyone else needs to get in touch with you or someone on your staff.

Generally, restaurants close during the slowest time of the year, when the closing will have the least impact on revenue and customers. Of course, if you’re a seasonal operation, you can take care of major maintenance and updates when you’re closed during the off-season.



Paul Mangiamele grew up in the restaurant business, working for quarters in his uncle’s New York trattoria when he was a youngster. Through high school and college, he bussed tables, washed dishes, served, bartended, and learned the entire operation. After college, he worked for a number of large restaurant companies and owned his own franchised outlets. Today, he is the president and CEO of Salsarita’s Fresh Cantina, a fast-casual Mexican chain with more than 100 locations in the United States.

When Brian Neel was looking for work during his freshman year in college, he landed a job as a dishwasher at a Melting Pot Restaurant. He worked there all through college, moving from dishwasher to other kitchen work, serving, and eventually  managing. After graduating college, he appraised real estate during the day and managed the restaurant at night. Two years later, he bought his first Melting Pot franchise and today he owns nine of them in five states.
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Smart Tip

Be sure each square foot in your restaurant generates income. You’ll pay the same rent for the kitchen and the closets as you do for the dining area, so you should have no wasted space.



As you can see, there are several ways to get started in the food-service business. You can purchase a franchise, build an independent operation from the ground up, buy an existing operation, or lease space in an existing structure. Each approach has its advantages and disadvantages, which you need to consider carefully before making a final decision (Chapter 12 discusses these options in detail). But regardless of how you get started, there are some things you need to know about operations that are common to virtually all types of foodservice businesses.




Setting Hours of Operation 

Your hours of operation will vary depending on the particular type of food-service business you have. Ultimately, it’s up to you to determine the hours for your business.

Most quick-service restaurants are open for lunch, dinner, and the post-dinner crowd. Typically, they open at 10:30 or 11 a.m. and close anywhere between 9 and 11 p.m. Some national fast-food franchises and chains also serve breakfast and open as early as 6 a.m. Others stay open until well past midnight on weekends, and some are open 24 hours a day.

The hours of midscale and upscale restaurants vary depending on the concept. A restaurant that offers only a buffet will most likely not serve breakfast and may only be open from 11 a.m. to 9 p.m. Many family-style restaurants, on the other hand, specialize in serving breakfast and typically open at 6 a.m. They continue serving meals until after dinnertime, closing around 9 p.m.

Casual-dining restaurants tend to cater to the lunch and dinner crowds. These establishments open around 11 a.m. and stay open late, especially on weekends, to appeal to the post-dinner crowd. During the week, they tend to close at 10 or 11 p.m. On Fridays and Saturdays, they may stay open until midnight or 1 a.m.

Often, upscale restaurants that only serve dinner are only open from 4:30 or 5 p.m. to 9 or 10 p.m. These businesses are able to survive on dinner sales alone because they have found a concept that works, and they’re sticking with it. Most full-service restaurants, however, are open for both lunch and dinner, six or seven days a week. Those that are only open six days a week usually close on either Sunday or Monday.

Hours vary somewhat among full-service restaurants. If you open such a restaurant and don’t plan to offer cocktail service, start off with a split-shift operation: Open  for lunch from 11 a.m. to 2 p.m. and then open for dinner from 4:30 to 9 p.m. each day. If you decide to serve cocktails, you could keep the same dinner hours but serve appetizers and drinks at all hours, say from 11 a.m. to 11 p.m. If you have just a beer-and-wine bar, as opposed to a full bar, the split-shift system can work well.

Sandwich shops, delicatessens, and pizzerias are typically open for lunch and dinner six or seven days a week. Hours vary depending on location and market, but most open from 10 or 11 a.m. to 6 or 8 p.m. (for sandwich shops) or as late as 11 p.m. or midnight (for pizzerias and full-service delis).

Commercial bakeries begin baking the day’s products as early as 2 or 3 a.m.; some even operate 24 hours a day. Retail bakeries and coffeehouses tend to open early enough to capture the breakfast crowd.

Caterers typically have an office staffed during normal business hours, perhaps 8 or 9 a.m. to 5 p.m. The actual hours people work depend, of course, on their particular jobs and span all hours of the day and all days of the week.




 Scheduling Employees 

When you’ll need employees to report to work depends a great deal on the type of food-service business you have. As a general guide for restaurants, the first person to arrive in the morning should be your head cook or chef—the person responsible for the kitchen. He or she should arrive a few hours before the restaurant opens to begin preparing the side dishes that you will serve throughout the day. These items can include soups, vegetables, sauces, homemade breads or biscuits, rice, and generally anything else you might serve in large quantities over a span of several hours. The preparation of side dishes should be completed 30 minutes before the doors open for business.

The head chef or cook might also be responsible for accepting and inspecting deliveries, or, if you prefer, your manager or assistant manager can arrive at the same time to take care of paperwork and deliveries. If your chief cook comes in before opening, he or she should be able to leave after the lunch or dinner crowd has been served, with the second cook carrying on until closing. The second cook will be responsible for cleaning the kitchen so it’s ready for the next morning.
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Smart Tip

Be around and visible. Of course, large chain restaurants are run by managers, and you may want to hire managers to help you run your operation. But most successful independent food-service operations have an owner who works in the business every day. They’re in touch with their customers and their employees, they know what’s going on in the day-to-day operation, and they’re available to make decisions as needed.



Your dining room manager, maitre d’, or chief host or hostess should arrive 30  minutes to an hour before opening to make sure that everything in the front of the house is in order. This will allow time for him or her to check the dining room table settings, napkins, salt and pepper shakers, and any other elements that will make the front room more presentable to the public.

The person in charge of these front-of-the-house pre-opening chores can work through the lunch hour and dinner hour, if you serve both meals, or from the dinner hour through closing if you only serve dinner. This employee can also close out the cash register.

The bar manager should come in 30 minutes before the restaurant opens for business, too. He or she will be responsible for the appearance of the lounge area, stocking the bar and keeping track of liquor inventory, making sure free bar snacks are out, and preparing to open the bar.

The bar manager will also likely be your chief bartender. This person will continue working through the early-evening shift, and your second bartender will usually handle the late-evening crowds. Because weekend evenings are the busiest for both bars and restaurants, schedule your bar manager to work Tuesday through Saturday to cover the most hectic times. In addition to the bar manager, one or two part-time bartenders can assist with the weekend crowd.




Service Procedures 

Regardless of how formal or casual your operation is, your goal should be to treat customers like royalty, and you can meet this goal by providing strong, professional service from the moment your customers walk in the door. Because your team of employees will be responsible for how well your customers are treated, they should reflect the policies you’ve established as the owner.

Uniforms will help develop a sense of identity and pride among your staff, as well as project a professional image. All employees who work at the same level should wear an identical uniform. For example, all buspersons should wear the same uniform, and everyone on your waitstaff should wear the same uniform.
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Smart Tip

To build a profitable foodservice business, you need systems. Approach your operation with the understanding that regardless of how creative or fun it might be, it’s a business, and successful businesses are built on systems that produce consistent, reliable results.



Set standards for your business’s appearance. Everything from the restrooms to your plates and utensils should receive the same careful consideration. If you find spots on your glassware or plates, then you’ve failed to meet high standards. If toilet tissue and towels are strewn about the restrooms, then you’ve failed to meet high standards. If you want to create a  dining experience that people will remember, make it a good one.

The actual service should range from polite to ingratiating. The host or hostess should greet customers with a cheerful hello and ask how many people are in the party and whether they prefer smoking or nonsmoking (unless you’re located in an area that prohibits smoking in restaurants). If a line forms, or if all the tables are full, the host or hostess should take customers’ names and let them know how long they should expect to wait. Unless you take reservations, customers should be seated on a first-come, first-served basis. If you have a bar, give customers the option of waiting there. Make menus available to people who are waiting so they can be thinking ahead of time about what they’d like to order.

Once customers are seated, promptly present them with a menu and inform them that their server will be with them in a moment. The busperson should fill their water glasses immediately (unless you’re in an area with water restrictions). When the server arrives, the first thing he or she should do is inquire if the customers would like anything before ordering their meals, such as a beverage or an appetizer.

After giving customers time to review the menu, the server should come back to answer questions and take meal orders. The server should be thoroughly familiar with the menu and any specials. All orders should be recorded on a check and should be repeated back to customers to make sure they’re correct.

Servers should remove food from the left and beverages from the right and should never reach in front of a customer to serve or remove anything.

The waitstaff and buspersons should always be in their stations checking to make sure customers have everything they need for a satisfying meal. They should refill water glasses regularly, supply the necessary condiments, and ask if the food is satisfactory after customers have had time to start eating. After the guests have finished their entrées, servers should ask if they would like dessert or coffee. Only when the server is sure the customer is finished with the meal should the check be presented.

If there has been a service failure of any sort, even an unavoidable one, do your best to make amends, perhaps with a free dessert or after-dinner drink. If a customer complains about a particular dish, offer to replace the item at no charge. Above all, never argue with a customer. When you do, even if you win, you lose, because chances are that customer will never return, and you will have created negative word-of-mouth advertising that might prevent other customers from visiting your establishment.

[image: 015]

Stat Fact

Eating and drinking establishments consist mostly of small businesses. Ninety-one percent have fewer than 50 employees.






When They Don’t Come In 

Many restaurants offer drive-thru service. Lunch is the most frequently purchased meal in the drive-thru lane, and 53 percent of meals purchased at drive-thru windows are typically eaten at home, not in the car. Households with children typically use drive-thrus more than those without.

There’s more to creating an efficient drive-thru than just setting up a window in your building and a lane in your parking lot. Consider this: For every 10 seconds saved serving drive-thru customers, you can add $1,000 in incremental sales.

To keep the line moving quickly, have a clear, easy-to-read menu board positioned before the ordering station. Assure accuracy by having employees confirm each order before the customer proceeds to the payment/pickup window. To speed up payment, have the customer’s change ready before he or she gets to the payment window.




Cleaning Your Facility 

At the end of every business day, you must clean your facility. You can either have your staff or an outside commercial cleaning service handle this task. Your cooks can clean the grill and mop the floor after closing. The waitstaff and buspersons can refill condiments and clean the tables, booths, and floors in the dining area. The dishwasher should finish the day’s dishes and restock dishes for the cooks and waitstaff.

If you can’t afford to pay your employees to complete all these duties or would simply prefer not to, a commercial cleaning service can take care of them. For a set fee, a cleaning service will visit your restaurant every night after the employees have left. They can clean the entire restaurant, including the kitchen, wait stations, dining area, and restrooms. If you decide to use a cleaning service, ask for references and check the company out before making a final decision. It’s also a good idea to find out what cleaning products they use. You wouldn’t want someone to clean the grills with the same product they use to clean the restrooms. A growing number of janitorial and commercial cleaning services are expanding to target the restaurant market. Ask other restaurant owners for recommendations, or check your telephone directory for companies.

Details on operational issues relating to specific types of food-service businesses will be explained in later chapters.






3

Developing  Your Business Plan

Whether you’ve got years of foodservice experience behind you or you’re a novice in the industry, you need a plan for your business—and you need to have it in place before you buy the first spoon or crack the first egg. This chapter will focus on a few issues pertaining to food-service businesses, but they are by no means all you need to consider when writing your business plan.

Many entrepreneurs view writing a business plan with even less enthusiasm than they had for homework when they were in school. But if you’re excited about your business, creating a business plan should be an exciting process. It will help you define and evaluate the overall feasibility of your concept, clarify your goals, and determine what you’ll need for startup and long-term operations.

This is a living, breathing document that will provide you with a road map for your company. You’ll use it as a guide, referring to it regularly as you work through the startup process and then during operation of your business. And if you’re going to be seeking outside financing, either in the form of loans or investors, your business plan will be the tool that convinces funding sources of the worthiness of your venture.

Putting together a business plan is not a linear process, although looking at the final product may make it seem that way. As you work through it, you’ll likely find yourself jumping from menu development to cash flow forecasts to staffing, then back to cash flow, on to marketing, and back to menu development. Take your time developing your plan. Whether you want to start a coffee-and-snack cart or a gourmet restaurant, you’re making a serious commitment, and you shouldn’t rush into it.




Carving Your Niche 

Before you can begin serious business planning, you must first decide what specific segment of the food-service industry you want to enter. While there are many commonalities among the variety of food-service businesses, there are also many differences. And while there is much overlap in the knowledge and skills necessary to be successful, your own personality and preferences will dictate whether you choose to open a commercial bakery, a coffee cart, a fine-dining restaurant, or another type of operation. Then, once you’ve decided what business best suits you, you must figure out what niche you’ll occupy in the marketplace.

Chances are you already have a pretty good idea of the type of food-service business that appeals to you. Before you take the actual plunge, read through the chapters that describe the various operations and see how they suit your particular working style.
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Beware!

When you make a change to one part of your business plan, be sure you think through how that change will affect the rest of your operation. For example, if you decide to add more items to your menu, do you need to change your kitchen setup to accommodate them? Or if your original plan was to offer limited service where customers ordered and picked up their food at a counter, but you have now decided to take the food to the tables, how will that affect your staffing plans?



For example, are you an early riser, or do you prefer to stay up late and sleep  late? If you like—or at least don’t mind—getting up before dawn, your niche may be a bakery or a casual breakfast-and-lunch operation. Night owls are going to be drawn to the hours required for bar-and-grill types of restaurants, fine-dining establishments, and even pizzerias.

Do you like dealing with the public, or are you happier in the kitchen? If you’re a people person, choose a food-service business that gives you plenty of opportunity to connect with your customers. If you’re not especially gregarious, you’ll probably lean more toward a commercial type of business, perhaps a bakery or even a catering service, where you can deal more with operational issues than with people.

Some other types of questions to ask yourself include, Do you have a passion for a particular type of cuisine? Do you enjoy a predictable routine, or do you prefer something different every day? Are you willing to deal with the responsibilities and liabilities that come with serving alcoholic beverages?

As you do this self-analysis, think about your ideal day. If you could be doing exactly what you wanted to do, what would it be? Now compare your preferences with the requirements of each type of food-service business (described in Chapters 5 through 10) and come up with the best match for yourself.

Once you’ve decided on the right niche for you as an individual, it’s time to determine if you can develop a niche in the market for your food-service business.




Researching Your Market 

You must do an in-depth examination of your market. Market research will provide you with data that allows you to identify and reach particular market segments and to solve or avoid marketing problems. A thorough market survey forms the foundation of any successful business. Without market research, it would be impossible to develop marketing strategies or an effective product line. The point of doing market research is to identify your market, find out where that market is, and develop a strategy to communicate with prospective customers in a way that will convince them to patronize your business. The “If You Build It, Will They Come?” chapter in Startup Basics explains where to find the information you need.

Market research will give you important information about your competitors. You’ll need to find out what they’re doing and how that approach meets—or doesn’t meet—the needs of the market.
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Bright Idea

Your business plan should include worst-case scenarios, both for your own benefit and for your funding sources. You’ll benefit from thinking ahead about what you’ll do if things don’t go as you want them to. You’ll also increase the comfort level of your lenders/investors by demonstrating your ability to deal with the unexpected and potentially negative situations.



One of the most basic elements of effective marketing is differentiating your business from the competition. One marketing consultant calls it “eliminating the competition,” because if you set yourself apart by doing something no one else does, then you essentially have no competition. However, before you can differentiate yourself, you need to understand who your competitors are and why your customers might patronize their businesses.




Are You on a Mission? 

Your mission statement is the foundation of your business plan. Most food-service business owners have a reasonably clear understanding of the mission of their company. They know what they’re doing, how and where it’s being done, and who their customers are. Problems can arise, however, when that mission is not clearly articulated in a statement, written down, and communicated to others.
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Bright Idea

Update your business plan every year. Choose an annual date when you sit down with your plan, compare how closely your actual operation and results followed your forecasts, and decide if your plans for the coming year need adjusting. You’ll also need to take your financial forecasts out for another year, based on current and expected market conditions.



A mission statement defines what an organization is and its reason for being. Writing down your mission and communicating it to others creates a sense of commonality and a more coherent approach to what you’re trying to do.

Even in a very small company, a written mission statement helps everyone involved see the big picture and keeps them focused on the goals of the business. At a minimum, your mission statement should define who your primary customers are, identify the products and services you offer, and describe the geographical location in which you operate. For example, a caterer’s mission statement might read, “Our mission is to provide businesses and individuals in the Raleigh area with delicious food delivered to their location and set up and served according to their instructions.” A coffeehouse’s mission statement might read, “Our mission is to serve the downtown business community by providing the highest-quality coffees, espresso, baked goods, and sandwiches in an atmosphere that meets the needs of customers in a hurry as well as those who want a place to relax and enjoy their beverages and food.”

A mission statement should be short—usually just one sentence and certainly no more than two. A good idea is to cap it at 100 words. Anything longer than that isn’t a mission statement and will probably confuse your employees.

Once you’ve articulated your message, communicate it as often as possible to everyone in the company, along with customers. Post it on the wall, hold meetings to  talk about it, and include a reminder of the statement in employee correspondence. You should also make it clear to your suppliers. If they understand what you’re all about, it will help them serve you better. It’s more important to adequately communicate the mission statement to employees than to customers. It’s not uncommon for an organization to use a mission statement for promotion by including it in brochures and on invoices, but the most effective mission statements are developed strictly for internal communication and discussion. Your mission statement doesn’t have to be clever or catchy—just motivating and accurate.
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Smart Tip

When you think your business plan is complete, look at it with fresh eyes. Is it a true and honest representation of the facts? Is it realistic? Does it consider all the possible variables that could affect your operation? After you’re satisfied, show the plan to two or three associates whose input you value and trust. Ask them to be brutally honest with their evaluation; you need to know now if there are any glaring problems with your plan so you can correct them before they cost you time and money.



Although your mission statement may never win an advertising or creativity award, it can still be an effective customer-relations tool. For instance, you could print your mission statement on a poster-size panel, have every employee sign it, and hang it in a prominent place so customers can see it.

A critical part of your plan to open a food-service establishment will involve setting up your facility. In the next chapter, we’ll take a look at the fundamentals of setting up a kitchen and dining area.






 4

Kitchen and  Dining Room Basics

The two key parts of your facility are the production area, where the food is prepared, and the public area, where your customers either dine or make their carryout purchases. How you design and equip these areas depends, of course, on the particular type of operation you want to have. This chapter will take a look at the basics that apply to most operations, and the following six chapters will go into more detail regarding specific types of food-service businesses.

As you begin planning your facility, you might want to consider hiring an experienced, reputable consultant to assist with the layout of your dining and production areas. Consultants can also help you link all the elements—menu content and design, pricing, décor, kitchen layout, staffing, training, and other support services. To find a good consultant, network with restaurateurs who have businesses similar to the one you want to open, read trade publications, talk with equipment dealers, and perhaps even ask restaurant brokers for referrals.




The Dining Room and Waiting Area 

Much of your dining room design will depend on your concept. It might help you to know that studies indicate that 40 to 50 percent of all sit-down customers arrive in pairs, 30 percent come alone or in parties of three, and 20 percent come in groups of four or more.

To accommodate various party sizes, use tables for two that can be pushed together in areas where there is ample floor space. This gives you flexibility in accommodating both small and large parties. Place booths for four to six people along the walls.

Develop a uniform decorating concept that will establish a single atmosphere throughout your restaurant. That means whatever décor or theme you choose for the dining area should be reflected in the waiting area. Also, be sure your waiting area is welcoming and comfortable. Whether your customers are seated immediately or have to wait awhile for their tables, they will gain their first impression of your operation from the waiting area, and you want that impression to be positive.
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Smart Tip

All restrooms should be supplied with hand soap, paper towels or a hand-drying device, toilet tissue, and easily cleanable waste receptacles.



Regardless of the type of operation you choose, the quality of your chairs is critical. Chairs are expensive, and how comfortable they are—or aren’t—is the second most common source of environmental complaints in restaurants (the first is noise). But while your seats should be comfortable, they shouldn’t be too soft, either—you don’t want customers falling asleep. They should also allow for ease of movement. Diners should be able to get up and down easily and slide across surfaces without tearng clothing or hosiery. And they need to be sturdy. When an overweight customer sits down or even tips a chair back on one or two legs, the chair shouldn’t break. Also, the appearance of your seating—including chairs, benches, stools, and sofas—should match your overall ambience. Choose materials that can tolerate abrasive cleaning products as well as the abuse of being stacked and unstacked.




Production Area 

Generally, you’ll need to allow approximately 35 percent of your total space for your production area. Include space for food preparation, cooking, dishwashing, trash disposal, receiving, inventory storage, employee facilities, and an area for a small office where daily management duties can be performed.

Allow about 12 percent of your total space for food preparation and cooking areas. If you want to entertain your customers with “exhibition cooking,” design a protective barrier that allows the cooking to be seen but limits physical access by customers.

Stefano LaCommare designed the kitchen at Stefano’s Trattoria himself—it’s compact, efficient, and creative. Prep tables are close to cooking surfaces. Refrigerator drawers are located under the stovetops for easy access to ingredients. Nonfood prep areas (such as dishwashing and supply storage) are distinctly separate to maintain health and sanitation standards.

To make your production area as efficient as possible, keep the following tips in mind:• Plan the shortest route from entrance to exit for ingredients and baked goods.
• Minimize handling by having as many duties as possible performed at each stop—that is, at each point the item or dish stops in the production process.
• Eliminate bottlenecks in the production process caused by delays at strategic locations. When things aren’t flowing smoothly, figure out why. Be sure your equipment is adequate, well-maintained, and located in the proper place for the task.
• Recognize that the misuse of space is as damaging to your operation as the misuse of machinery and labor.
• Eliminate backtracking, the overlapping of work, and unnecessary inspection by constantly considering possibilities for new sequences and combinations of steps in food preparation.



Set up the dishwashing area so the washer can develop a production line. The person responsible for washing dishes should rinse them in a double sink, then place them into racks on a small landing area next to the sink. From the landing area, the racks full of dishes are put through the commercial dishwasher, then placed on a table for drying. The size and capacity of your dishwasher will depend on the needs of your operation.
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Bright Idea

Produce a concise paper version of your menu that your customers can take with them to make placing carryout or delivery orders easier.



Receiving and inventory storage will take up to about 8 percent of your total  space. These areas should be located so they’re accessible to delivery vehicles. Use double doors at your receiving port, and always keep a dolly or hand truck available. Locate your dry-storage area and walk-in refrigerator and freezer adjacent to the receiving area.

Since most food-service businesses require employees, you should also have a private room for them that includes a table, a few chairs, a closet or garment rack (to hang coats and street clothes after staffers have changed into their work clothes), lockers for safe storage of personal belongings and valuables, and a restroom. The staff facility should not take up more than 5 percent of your total space.

You’ll also need a small area where you or your manager can perform administrative tasks, such as general paperwork, bank deposits, and counting out cash drawers. This space is essential even if you have another office at home where you do the majority of your administrative work.

 These Mats Were Made for Standin’

An important piece of equipment in every food-service operation is matting. Rubber mats reduce employee fatigue and prevent falls from spills. Place quality mats in all areas where employees such as cooks, dishwashers, preparation staff, and bartenders will be standing for long periods. Also place mats wherever spills may occur, such as at wait stations, near storage areas, and in walk-in refrigerators and freezers. A good 3-by-5-foot anti-fatigue mat will range in price from $30 to $65.






Ventilation 

Pollution control is tightening across the country, and new regulations are being introduced every year. This has had a significant impact on ventilation requirements for restaurants. New, more efficient systems that meet the stringent requirements have increased the cost of starting a food-service business. Expect to pay $175 to $450 per linear foot for the hood and grease filter and $20 to $50 per linear foot for the ductwork. While ventilation systems are expensive to install, they offer a tremendous opportunity for energy conservation. The more efficient systems are worth their extra cost because they result in substantially lower monthly utility expenses. Check with HVAC (heating, ventilation, and air conditioning) system manufacturers and installers to find the best options for your particular facility.

You have three basic ventilation system options. The first is reducing the quantity of exhaust air, which will decrease the exhaust fan size and ultimately lower your purchasing and operating costs. In conjunction with this option, you can also reduce  the amount of makeup (fresh) air you have to introduce to compensate for the amount of exhaust air you release. This, in turn, will reduce the size of the makeup air fan you need and result in lower purchasing and operating costs. Finally, you can change the method of introducing makeup air so it doesn’t have to be conditioned. This will significantly reduce the air-handling costs.

 Shedding Light on the Subject

Throughout your facility, be sure you have adequate and appropriate lighting. The kitchen and work areas should be brightly lit to assure productivity, accuracy, and safety. Your dining and waiting areas and other customer spots should be lit in a way that’s compatible with your theme and overall décor. Keep safety in mind at all times. A candlelit dinner is certainly romantic but not if your patrons trip and fall on their way in or out because they can’t see where they’re going.



One of the best ways to achieve a reduction in exhaust air and makeup air is to install a high-velocity, low-volume system, which reduces the exhaust air output by 40 percent. This directly affects the makeup air quantities, since makeup and exhaust must be in balance, and results in savings in processing the makeup air. A key benefit of such a system is that it introduces raw, unconditioned air directly into the exhaust ventilator, a process that eliminates the cost of heating or cooling a portion of the makeup air.
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Bright Idea

Food doesn’t have to be served on traditional plates or in an expected setting. One California barbecue chain, for example, serves a full meal family style in a wooden wagon. It’s different, memorable, fun, and keeps the customers coming back.






Merchandising 

How you present your food and beverages is as important to sales as how those offerings taste. You can have the most delicious sirloin steak in town, but if you don’t present it to the customer properly, it won’t be as enjoyable as it could be. Presenting food in an attractive manner is called “merchandising,” and it’s a powerful marketing tool that successful restaurateurs take advantage of to improve sales.

Merchandising is an art that requires a creative mind that can anticipate public likes and dislikes. Your concept, for instance, is a form of merchandising. So is how you present the dishes on your menu and the drinks in your bar. Arranging each of  your dishes so the food looks appealing will not only please the customer who ordered the dish, but it will also attract the attention of other customers.

Many restaurants use parsley as a basic garnish, but an increasing number of establishments are turning to more creative options ranging from fresh fruits and herbs to little ornaments and even edible flowers.

Just as important as the garnish you use is selecting the right plate or glass for your food and beverages. For instance, you can serve a regular cut of prime rib on one type of plate and a deluxe cut on a different plate. This also applies to drinks. You might have one type of glass for regular beer and a better glass for premium beer and imported classics. You could, for example, serve a German beer in a stein.

Good merchandising is a great way to increase your sales. It’s also a way to enhance your image and develop that all-important word-of-mouth advertising.

Furniture and Fixtures Checklist

The furniture and fixtures you’ll need depend, of course, on the specific type of food-service business you start. Your shopping list may include all or part of the following:• Bar(s)
• Benches
• Chairs
• Hat racks/coat racks
• Highchairs
• Host stand• Merchandise display cases
• Planters
• Room dividers
• Stools
• Tables










 Pricing Menu Items 

Before pricing each item on your menu, you must first account for how much it costs to purchase the ingredients. Then you should incorporate your overhead and the labor costs for preparing and serving the food into the price of each item. Finally, you can add your profit. The net profit restaurants expect on food ranges from 8 to 20 percent, depending on the item. In many cases, the menu price is about three times the food cost. However, this is just a general guideline. There will likely be situations where the market will allow you to charge more, especially if you have a high-quality, in-demand item.

Your net profit before taxes on drinks can be quite high: as much as 60 percent—or even more—of your total selling price. You should generally charge anywhere from 1,500 to 4,000 percent of your cost for drinks, depending on the particular drink and your location.

“Take a look at the balance between the commodity [food] pricing and what you spend on labor for preparation and presentation,” says Paul Mangiamele, president and CEO of Salsarita’s Fresh Cantina. “You need a margin that’s acceptable but also communicates value to your customer.”

You may want to do some price testing to be sure not only are you charging an amount that your customers are willing to pay but one that will also generate an acceptable profit for you. However, be careful: “I do not think the old adage that you keep raising prices until the customer can’t bear it anymore holds true,” says Mangiamele. “The greedy people in this business are usually the ones that go out of business first. There needs to be a balance between a number of issues, such as who else is in your niche, your competitors’ pricing, your unique selling proposition, and the experience you are delivering. It’s more than just the food aspect because you can get food anywhere. You have to deliver an experience and value as well.”

[image: 023]

Bright Idea

Check the dirty dishes when they’re returned to the kitchen to evaluate waste and determine whether you’re serving too much. You may be able to increase profits by reducing portion sizes.



Setting prices can be tedious and time-consuming, especially if you don’t have a knack for juggling numbers. Make it your business to learn how to estimate labor time accurately and how to calculate your overhead properly so that when you price your menu, you can be competitive and still make the profit you require.




 Keep It Clean 

In the food-service business, cleanliness is absolutely essential and a lot easier to achieve if you keep it in mind from the beginning. See Chapter 15 for more on restaurant sanitation issues.






End of sample




    To search for additional titles please go to 

    
    http://search.overdrive.com.   
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