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PROGRAMME CODE – UHMTC01

ASSOCIATE DEGREE IN HOTEL MANAGEMENT & TOURISM-SYLLABUS

FIRST YEAR

CODE                              SUBJECT                                          CREDITS

UHMTC01-1   INTRODUCTION TO HOSPITATLITY             8 CREDITS
& TOURISM INDUSTRY

UHMTC01-2   FOOD& BEVERAGE SERVICE                          8 CREDITS
AND HOTEL OPERATIONS

UHMTC01-3    PRACTICAL - I 8 CREDITS

UHMTC01-4   PRACTICAL – II 8 CREDITS
-------------------

TOTAL                                          32 CREDITS
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DETAILED SYLLABUS

UHMTC01-1   INTRODUCTION TO HOSPITATLITY & TOURISM INDUSTRY

Hospitality Industry

UNIT – 1: Hospitality and Tourism

UNIT – 2:Characteristics of the Hospitality Industry

UNIT – 3:Corporate Philosophy

UNIT – 4:Success in Service

UNIT – 5 :Service and Total Quality Management

Tourism Industry

UNIT – 6:The Largest Industry of the World

UNIT – 7:Air Travel

UNIT – 8:Cruise Ships

UNIT – 9:Tourism Organizations

UNIT – 10:International Organizations

UNIT – 11:Corporate Travel Management

UNIT – 12:Tourism Pollution

UNIT – 13:Trends in Tourism and Travel

The Hotel Business

UNIT – 14: Travelling and Modern Hotel Industry

UNIT – 15:Franchising

UNIT – 16: Boutique Hotels

UNIT – 17:Extended-Stay Hotels

UNIT – 18:All-Suite Extended-Stay Hotels

UNIT – 19: Bed and Breakfast Inns

UNIT – 20:Hotel Integration

UNIT – 21:Best, Biggest, and Most Unusual Hotels and Chains

UNIT –22: International Perspective

UNIT – 23:Trends
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Recreation, Theme Parks, And Clubs

UNIT –24: Reasons of Recreational Activities

UNIT – 25: Government-Sponsored Recreation

UNIT – 26: National Parks in the United States

UNIT – 27: Public Parks

UNIT – 28: Commercial Recreation

UNIT – 29: Theme Parks

UNIT – 30: Clubs

UNIT – 31: Non-commercial Recreation: Voluntary Organizations

UNIT –32: Campus, Armed Forces, and Employee Recreation

UNIT – 33: Recreation for Special Populations

UNIT – 34: Trends in Recreation and Leisure

UNIT – 35: Gaming entertainment

Page 3 of 192
www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

3
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in



www.bs
sc

om
mun

ity
co

lle
ge

.in

Topic : Welcome To The Hospitality Industry

Topic Objective:

At the end of this topic student would be able to:

 Understand Basic Concepts regarding Hospitality & Tourism

 Describe the characteristics of the hospitality industry.

 Explain corporate philosophy.

 Discuss why service has become such an important facet of the hospitality industry.

 Describe the concept of Service and Total Quality Management

 Have in depth knowledge about the Disney Approach to Guest Service

Definition/Overview:

Hospitality: Hospitality refers to the relationship process between a guest and a host, and it also refers

to the act or practice of being hospitable, that is, the reception and entertainment of guests, visitors, or

strangers, with liberality and goodwill. Hospitality frequently refers to the hospitality industry jobs for

hotels, restaurants, casinos, catering, resorts, clubs and any other service position that deals with

tourists.

Key Points:

1. Hospitality and Tourism

The hospitality and tourism industry is the largest and fastest growing industry in the world. From a

global perspective hospitality and tourism make up 11% of gross domestic product, 200 million jobs,

8% of total employment, and 5.5 million new jobs annually until 2010.

2. Characteristics of the Hospitality Industry

Hospitality businesses are open 365 days a year and 24 hours a day. Those on their way to senior

positions in the hospitality industry often work 10 hours per day. However, there is a growing trend of
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working managers 50 hours a week in order to attract and retain generation Xers. Due to the industry

running 24 hours per day, it relies heavily on shift work, which often involves 8-hour shifts including 11

p.m. to 7 a.m., also known as the graveyard shift. One essential difference between the hospitality

business and other business sectors is that we produce guest satisfactionan ephemeral product or, as they

say in the services literature, an intangible. The guest cannot test drive a nights stay, kick the tires prior

to boarding a shuttle, or taste the steak before dining. Our product is for the guests use not for

possession. Even more unique, for us to produce this product we must get the guests input.

3. Corporate Philosophy

We have seen a change in current philosophy from one of managers planning, organizing,

implementing, and measuring performance to that of managers counseling associates, giving them

resources, and helping them to develop and think for themselves. The outcome is a more participative

management style, which results in associate empowerment, increased productivity, and guest and

employee satisfaction. Corporate philosophy has strong links to quality leadership and the total quality

management (TQM) process. Corporate philosophy embraces the values of the organization, including

ethics, morals, fairness, and equality. The new paradigm in corporate American hospitality is the shift in

emphasis from the production aspect of our business to the focus on guest-related services. The

philosophy of Whatever it takes is winning over Its not my job. Successful organizations are those that

are able to impart corporate philosophies to employees and guests alike. Spirit to serve comes from

deep-rooted values. Service should be a commitment to continuous improvement and overcoming

adversity.

The corporate culture is the overall style or feel of a company. A companys culture governs how people

relate to one another and their jobs. It can be summed up with the phrase This is how we do things

around here. It is a good idea to align you with a corporation that blends with your personal culture,

values, and style. A goal is a broad statement of what a company or department wishes to accomplish. A

goal is a quantification of the mission in measurable terms. Goals can be written for each department on

a variety of topics from alcohol training to reduction of employee turnover. Today, most corporations

involve their employees in goal setting. This not only ties in total quality management, but also

encourages employees to buy into the process and increases the likelihood that goals may even be

exceeded.
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The Focus on Service Giving good service is a difficult task; our educational system does not seem to

teach service and few businesses give enough priority to education and training in service. Service

providers are often not motivated to give good service. The seven deadly sins of service are:

 Apathy

 Brush-off

 Coldness

 Condescension

 Robotics

 Rule book

 Runaround Review

Money magazines article entitled The Six Rudest Restaurants in America. The author of this article also

identifies the most common insults to guests. Examine some of the various service examples and

philosophies of successful companies such as Ritz-Carlton and Disney.

4. Success in Service

To achieve success exceptional service is required. The satisfaction of external customers ultimately

measures a companys success since they are the people who are willing to pay for its services. To ensure

success, one must also ensure guest loyalty.

Every hospitality organization encounters hundreds of moments of truth every day. This challenges

employees to maintain their quality service. Service commitment is a total organizational approach that

makes the quality of service as perceived by the customer, the number one driving force for the

operation of the business.

The Educational Foundation of the National Restaurant Association (NRA) developed programs to

enhance hospitality students professional development. One of their courses is foodservice leadership.

5. Service and Total Quality Management

In the area of service, TQM is a participatory process that empowers all levels of employees to work in

groups to establish guest service expectations and determine the best way to meet or exceed those

expectations. TQM is very effective if everyone gets involved. The Malcolm Baldrige National Quality
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Award is the highest level of national recognition for quality that a U.S. company can receive. The

award promotes an understanding of quality excellence, greater awareness of quality as a critical

competitive element, and the sharing of quality information and strategies. The Ritz-Carlton Hotel

Company, winner of the 1992 and 1999 Malcolm Baldrige National Quality Award, was founded on

principles of groundbreaking levels of customer service. The essence of this philosophy was refined into

a set of core values collectively called the Gold Standards.

6. The Disney Approach to Guest Service

When Walt Disney conceived the idea to build Disneyland, he established a simple philosophical

approach to this theme park business, based on the tenants of quality, service, and show. To reinforce

the service concept, Disney has guests not customers, and cast members not employees. Theses terms

set the expectations for how guests will be served and cared for while at the park or resort.

This commitment to service means:

 Disney clearly understands its product and the meaning of its brand

 It looks at the business from the guests perspective

 Cast members consider it their personal responsibility to create an exceptional experience for every

individual who enters their gates.

Disney cast members are also empowered to make changes to improve service. These measures are

supplemented by financial controls and mystery chops that allow Disney to focus resources on

increasing guest satisfaction. Disneys ability to create a special brand of magic requires the talents of

thousands of people fulfilling many different roles. Disney Service Model: It begins with Smile. Make

Eye contact. Respect and welcome all guests. Value the magic. Initiate guest contact. Create service

solutions. End with a thank you.
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Topic : Tourism

Topic Objective:

At the end of this topic student would be able to:

 Definition of Tourism

 Tourism: The Largest Industry of the World

 Air Travel

 Cruise Ships

 Tourism Organizations

 International Organizations

 Corporate Travel Management

 Tourism Pollution

 Trends in Tourism and Travel

Definition/Overview:

Tourism: The WTOs definition of tourism is Tourism comprises the activities of persons traveling to

and staying in places outside their usual environment for not more than one consecutive year for leisure,

business, and other purposes. Tourism means different things to different people. To simplify tourism, it

is sometimes categorized in terms of the following factors:

 Geography: International, regional, national, state, provincial, country, city.

 Ownership: Government, quasi-government, private.

 Function: Regulators, suppliers, marketers, developers, consultants, researchers, educators, publishers,

professional associations, trade organizations, consumer organizations.

 Industry: Transportation (air, bus, rail, auto, cruise), travel agents, tour wholesalers, lodging, attractions,

recreation.

Key Points:
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1. The Largest Industry of the World

Tourism is a dynamic, evolving, consumer-driven force and is the worlds largest industry when all its

interrelated components are placed under one umbrella: travel; lodging; conventions, expositions,

meetings, events; restaurants, managed services; and recreation. Tourism plays a foundational role in

framing the various services that hospitality companies perform. The leading international organization

in the field of travel and tourism, the World Tourism Organization (WTO), is vested by the United

Nations with a central and decisive role in promoting the development of responsible, sustainable, and

universally accessible tourism, with the aim of contributing to economic development, international

understanding, peace, prosperity, and universal respect for, and observance of, human rights and

fundamental freedom. At the start of the new millennium, tourism is firmly established as the number

one industry in many countries and the fastest growing economic sector in terms of foreign exchange

earnings and job creation.

Tourism has become one of the worlds most important sources of employment. It stimulates enormous

investment in infrastructure most of which helps to improve the living conditions of residents as well as

tourists. The WTO encourages governments, in partnership with the private sector, local authorities, and

nongovernmental organizations, to play a vital role in tourism. The WTO helps countries to maximize

the positive impacts of tourism, while minimizing its possible negative consequences on the

environment and societies. Tourism, the worlds largest industry, offers the greatest global employment

prospects. This trend is caused by the following factors:

The opening of borders: Despite security concerns, we can travel to more countries now than 10 years

ago. The United States has a visa waiver program with 28 European countries

 An increase in disposable income and vacations

 Reasonably priced airfares

 An increase in the number of people with more time and money

 More people with the urge to travel

Despite terrorism attacks and a weak economic recovery, the long-term prospects for tourism appear to

be good. Tourism 2020 Vision is the World Tourism Organizations (WTOs) long-term forecast and

assessment of the development of tourism for the first 20years of the new millennium. WTOs Tourism

2020 Vision forecasts that international arrivals are expected to reach over 1.56 billion by the year 2020.

Of these, 1.2 billion will be intraregional and 0.4 billion will be long-hauled travelers. The total tourist
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arrivals by region show that by 2020 the top three receiving regions will be Europe (717 million

tourists), East Asia and the Pacific (297 million), and the Americas (282 million), followed by Africa,

the Middle East, and South Asia.

2. Air Travel

Over the past few yearswith the exception of Southwest, Airtran, and Jet Bluemajor U.S. airlines have

lost billions of dollars. One reason is competition from low-cost domestic and international airlines.

Since September 11, 2001, business travelers continue to spend less, and airlines pension, fuel, and

security costs have risen. The major airlines are laying off employees, delaying delivery of new jets, and

closing some hubs, reservations, and maintenance centers in efforts to reduce costs. The major U.S.

airlines have formed strategic alliances with partner airlines to provide passengers with easier ticket

purchases and transportation to destinations in countries not served by U.S. airlines. Some examples are

Tampa Florida to Hong Kong; American Airlines to Los Angeles; and Cathay Pacific to Hong Kong.

Alliances of this nature will allow airlines access to each others feeder markets and to resources that will

enable them to flourish in what will ultimately be a worldwide deregulation. To remain efficient and

cost effective, major U.S. airlines have adopted a hub-and-spoke system, which enables passengers to

travel from one smaller city to another smaller city via a hub or even two hubs. The two main benefits of

the hub-and-spoke system are: 1)airlines can serve more cities at lower costs; and 2) airlines can

maximize passenger loads from small cities, thereby saving fuel.

3. Cruise Ships

More than 200 cruise lines offer a variety of wonderful vacations, from a Carnival cruise to freighters

that carry only a few passengers. Travelers associate a certain romance with cruising to exotic locations

and being pampered all day. Being on a cruise ship is like being on a floating resort. Various types of

entertainment from exercise classes to cabarets to charm classes to shuffle board tournaments and all

night dancing are available; thus, there is plenty for travelers to do. The nationality of the ships crew

contributes to its ambiance. The cruise market has increased dramatically in recent years. About 9

million Americans cruise each year. Rates vary from a starting point of $85 per person per day on

Carnival Cruise Lines to $700 on the Radisson Diamond. Rates are typically quoted27per Diem (per

day) and are cruise-only figures, based on double occupancy. No two ships are alike. Each has its own

personality and character. The nationality of the ships officers and staff contributes greatly to the ships

ambiance. In 2005 alone, about 8.4 million passengers vacationed on a ship. Many passengers are

remarkably loyal to their particular vessel; as many as half of the passengers on a cruise may be repeat

guests. Most cruise ships sail under foreign flag because they were built for the following reasons:
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 U.S. labor costs for ships, officer, and crew, in addition to maritime unions, are too high to compete in

world market.

 U.S. ships are not permitted to operate casino-type gambling.

 Many foreign shipyards are government-subsidized to keep workers employed, thereby lowering

construction costs.

 Segmenting the Cruise Market

Generally people with incomes in the $30,000 to $60,000 range, interested in an average cost per person

of $85 to $175 per day, depending on the location and size of the cabin. Middle market: Generally

people with incomes in the $60,000 to $80,000 range, interested in an average cost per person of $175 to

$350 per day. These ships are capable of accommodating 750 to 1,000 passengers. Among the cruise

lines in the middle market are Princess Cruises, Norwegian Cruise Lines, Royal Caribbean, Holland

America Lines,Windstar Cruises, Cunard Lines, and Celebrity Cruises. Luxury market: Generally

people with incomes higher than $80,000, interested in an average costs per person of more than $350

per day. In the market, the ships tend to be smaller, averaging about 700 passengers, with superior

appointments and service. Currently, the ships considered to be in the top 2% are the Seabourn Spirit,

SeabournLegend, Seabourn Pride, Crystal Cruises, Crystal Harmony, Radisson Diamond, and Silversea

Silver Wind. These six-star vessels have sophisticated cuisine, excellent service, far-reaching and

imaginative itineraries, and highly satisfying overall cruise experiences.

In addition, cruise ships sail under foreign flags (called flags of convenience) because registering these

ships in countries such as Panama, the Bahamas, and Liberia means fewer and more lax regulations and

little or no taxation. About 4 million people took cruises in 1993. Employment positions for Americans

are mainly confined to shore-based activities such as sales and marketing.

4. Tourism Organizations

Governments are involved in tourism decisions because tourism involves travel across international

boundaries. Governments regulate the entrance and exit of foreign nationals. They become involved in

the decision surrounding national parks, heritage, preservation, and environmental protection, as well as

the cultural and social aspects of tourism. Tourism is to some extent an international ambassador,

fostering goodwill and closer intercultural understanding among the peoples of the world.

5. International Organizations
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The World Tourism Organization (WTO) is the most widely recognized organization in Tourism today.

The WTO is the only organization that represents all national and official tourism interest among its

allied members. The International Air Transportation Association (IATA) is a global organization that

regulates almost all international airlines. The purpose of the IATA is to facilitate the movement of

people and goods, regulate waybills and baggage checks, permit rapid booking and connections, and

maintain fares and rates. The International Civil Aviation Organization (ICAO) is made up of more than

80 governments. It coordinates the development of all aspects of civil aviation, specifically with regard

to the formulation of international standards and practices. The World Bank (WB) lends substantial

sums of money for tourism development. The International Bank Reconstruction and Development

serves a purpose similar to the WB. The United Nations Development Program (UNDP) assists

countries with variety of development activities.

The Organization for Economic Cooperation and Development (OECD) was established in 1960. Its

purpose is to: 1) achieve economic growth and employment in member countries while maintaining

financial stability; 2) contribute to sound economic expansion in member and nonmember countries; and

3) contribute to the expansion of world trade on a multilateral, nondiscrimination basis. The OECD

studies various aspects of tourism and makes recommendations to governments through an annual report

entitled Tourism Policy and International Tourism in OECD Member Countries. Other Organizations

Other organizations with similar interests include the Asian Development Bank, the Overseas Private

Investment Corporation, the Inter-American Development Bank, and the Agency for International

Development. The Pacific Area Travel Association (PATA) unites its 34 member countries toward the

goal of excellence in travel and tourism growth. Concentrated successful efforts have focused on

research, development, education, and marketing. Many countries have a minister of tourism, which is a

cabinet-level position that can advocate tourism development, marketing, and management through the

National Tourism Organization (NTO).

Unfortunately, the United States does not even have senior-level government official for tourism.

Instead, an organization known as the Travel Industry of America (TIA) is the main body for the

promotion and development of tourism in the United States. TIA addresses common interests and

concerns of all components of the U.S. travel industry. It focuses on unifying the goals of the industry,

coordinating private sector efforts, monitoring government policies that affect travel and tourism, and

supporting research and analysis.
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The TIA was founded in 1941. A study commissioned by the World Travel and Tourism Council

determined that the total demand for travel and tourism will be $ 2,571 billion by 2010, or more than

10% of the worlds gross national product (GNP).International arrivals, according to the WTO, will

reach 1 billion in 2010 and 1.6 billion by 2020, more than triple the 475 million people who traveled

abroad in 1992. In 2004,an estimated 46.1 million overseas residents visited the United States and spent

nearly$74.5 billion. Nearly every state publishes its tourism economic impact study; for example, New

York is $38.5 billion, Florida $51.7 billion, Texas $33 billion, California just over $53 billion, and

Hawaii $23 billion (its largest industry).Tourism employs one out of every 10 workers; travel and

tourism is the worlds largest employer and industry. A travel agent serves as a middleperson who acts as

a travel counselor and sells on behalf of airlines, cruises lines, bus and rail transportation, hotels, and

auto rentals companies. Agents may sell individual parts of the overall system or several elements, such

as air and cruise tickets. The agent acts as a broker, bringing together the client (buyer) and the supplier

(seller). An agent has quick access to schedules, fares, and advice for clients information about various

destinations. The American Society of Travel Agents (ASTA) is the worlds largest travel trade

association, with over 20,000 members in more than 165 countries.

The Airlines Reporting Corporation (ARC) reports that a travel agencys weekly sales are about$38,989.

According to Travel Weekly Magazine, the top 50 travel agencies in terms of sales generated

(approximately $25 million in revenue) represent 30% of total agency sales. Agents use computer

reservations systems (CRS) to access availability and make bookings. In the United States the main

vendors are Sabre, Apollo, World-span, System One, and Galileo. Sabre owns a 70% share of

Travelocity, the online site. Cendant Corporation owns Galileo, which forms the hub of Cendants travel

related business of hotels, car rental, and vacation ownership. World span is jointly owned by Delta,

Northwest, and American Airlines; World-span manages50% of all online bookings worldwide.

According to ASTA, a travel agent is more than a ticket seller. Agents serve their clients in the

following ways: Arranging transportation by air, sea, bus, car rental, etc. Preparing individual

itineraries, personally escorted tours, group tours, and prepared package tours. Arranging for hotel,

motel, and resort accommodations; meals; sightseeing tours; transfers of passengers and luggage

between terminals and hotels; and special features such as tickets for music festivals, theater, etc.

Handling and advising on many details involved with travel, such as insurance, travelers checks, foreign

currency exchange, documentary requirements, and immunizations and other inoculations. Using

professional know-how and experience (e.g., schedules of air, train, and bus connections, rates of hotels,
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quality of accommodations, etc.).32 Arranging reservations for special-interest activities, such as group

tours, conventions, business travel, gourmet tours, sporting trips, etc.

Travel agents once gained most of their income from airline and cruise line commissions. However,

travel agencies have seen air travel commissions, their primary source of income, decline since

commission caps were first imposed. The airlines have now eliminated commissions, so agencies are

charging a fee for their services to offset the costs involved in providing those services. Out of necessity,

travel agents have become more specialized to make up for the loss of commission revenue from the

airlines. Some have specialized in the booking of cruises because they still are paying between 10 and

15% of the price of the cabin booked. Others have expanded their product offerings by including

meeting and event planning and management.

There are a number of large and successful travel corporations, the largest being American Express

(AMEX) is a corporation that has a travel services division with locations worldwide. Each location is

licensed and bonded with the International Air Transportation Association (IATA), which provides

travel services and tickets through the corporation. The travel service division provides other services,

including foreign currencies, AMEX travelers checks in different currencies, and gift checks. The

majority of American Express Travel Services revenues is generated in business travel through

corporate accounts. The airlines give the travel agency an override to portion with the corporate clients.

The business contract is individually set up, based on annual travel expenses. AMEX chooses their

airline vendors according to who gives the largest override percentage and whose negotiated rates are

most appealing. The same policy applies to other vendors in the industry, such as cruise lines.

6. Corporate Travel Management

A corporate travel manager is a type of entrepreneur working within the framework of a large

corporation. Interested agencies are invited to submit bids to the corporate travel manager for

consideration by the corporation. An interesting trend in corporate travel is agent less booking via

electronic mail (e-mail).Travel is initiated at the keyboard, not at the switchboard. Increasingly,

technologically savvy corporations are making travel bookings via e-mail. Travelers often have

culturally based expectations for the travel experience that may or may not be met by international

travel. Current research is focusing on the impact of the travelers culture on expectations for service, as

well as ways to assess customer expectations and evaluate customer satisfaction.
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Service providers in destination locations are making efforts to meet the needs of diverse populations of

travelers. Satisfaction, or dissatisfaction, with the travel experience, of course, depends on how it is

viewed by the traveler. Travel is an experience, not a tangible object the general economic climate,

terrorism, SARS, and businesses reducing their travel budgets have negatively affected business travel.

From a social and cultural perspective, tourism can have both positive and negative impacts on

communities. Travel has contributed to international understanding. Provided that the number of tourists

is manageable and that they respect the host communities, socio-cultural norms, and values, tourism

provides opportunity for a number of social interactions. However, socio-cultural problems can arise

from tourism. Tourism can dilute the culture of a country by the introduction of mass cultural norms. In

many cases, there is little meaningful social interaction between the tourist and the native culture. Often

nonnative hold the senior and management level positions in the hotel, while lower level positions are

open to the native population.

7. Tourism Pollution

The term tourism pollution refers to the negative impact of tourism. Tourism brings new revenue to the

area and creates/maintains higher levels of employment. It is not likely to have a significant impact in

developed countries where economy is well established. In developing countries, tourism is a major

contributor to the GNP. The increasing numbers of tourists visiting destinations has heightened concern

for the environment, physical resources, and socio-cultural degradation. The response of tourism

officials has been to propose that all tourism be sustainable.

The concept of sustainable tourism places a broad based obligation on societyespecially those involved

with tourism policy, planning, and development. Federal, state, and local governments need to

harmonize tourism and tourism development by improving the quality of its environment and

resourcesphysical and socio-cultural. Ecotourism is focused more on individual values; it is tourism

with a conscience, sharing many of the same aspirations of sustainable tourism. The International

Ecotourism Society (TIES) defines ecotourism as responsible travel to natural areas that conserves the

environment and improves the well-being of local people. Those who implement and participate in

ecotourism activities should follow the following principles:

 Empowerment for local people.

 Raise sensitivity to host countries Minimize impact

 Build environmental and cultural awareness and respect.

 Provide positive experiences for both visitors and hosts.

 Provide direct financial benefits for conservation.
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 Provide financial benefits and political, environmental, and social climate.

8. Trends in Tourism and Travel

Trends in tourism and travel include: the continued growth of ecotourism, sustainable and heritage

tourism, and number of tourists; importance of tourism as both an economic and social-cultural force;

promotion and development of tourism; franchising of travel agencies; technology; Internet bookings;

boutique airlines and low-cost, no-frills airlines; the cruise industry; and concern for the health and

safety of travelers. Answers will vary.

The CVBs are largely funded by the transient occupancy tax (TOT) that is charged to hotel guests. In

most cities, the TOT ranges from 8 to 18%. The balance of the funding comes from membership dues

and promotional activities. You need to collect information regarding the current TOT percentage being

charged to hotel guests and then determine whether increasing the current TOT would still be within the

range of8 to 18%. In addition, you will have to assess the resistance of the increased TOT if any, will be

from guests traveling to your city. Show portions of the movie A Room with a View or another movie

depicting the custom of the Grande Tour of Europe to finish the education of a young lady or gentleman.

Have students discuss how the style of travel and the conduct and motivation of tourists have changed or

have not changed over the years. An alternative method for this exercise would be to have students

watch various movies (by choice or assigned) revolving around travel and tourism. Ask them to report

what they have observed with regard to style of travel and how the conduct and motivation of tourists

have changed or have not changed over the years.

Topic : The Hotel Business

Topic Objective:

At the end of this topic student would be able to:

 Traveling and Modern Hotel Industry

 Franchising

 Boutique Hotels

 Extended-Stay Hotels

 All-Suite Extended-Stay Hotels

 Bed and Breakfast Inns

 Hotel Integration
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 Best, Biggest, and Most Unusual Hotels and Chains

 International Perspective

 Trends

Definition/Overview:

Hotel: A hotel is an establishment that provides paid lodging on a short-term basis. The provision of

basic accommodation, in times past, consisting only of a room with a bed, a cupboard, a small table and

a washstand has largely been replaced by rooms with modern facilities, including en-suite bathrooms

and air conditioning or climate control.

Franchising and management contract are the two main driving forces in the development and operation

of the hotel business. Hotels in North America began as inns or taverns. Taverns were common in all of

the colonies and were a focal point of the community. They were common in both towns and along

communication routes and were known as turnpikes. Many early hotels were lavishly furnished. The

first hotel to open in the United States was the City Hotel (70 rooms) in New York City. The Tremont

Hotel (170rooms) in Boston, Massachusetts, was the first hotel to have bell persons, front desk

employees, locks on rooms, and free soap for guests. Perhaps because there was no royalty in the New

World, hotels emerged as people palaces.

Key Points:

1. Traveling and Modern Hotel Industry

Transportation changed the nature of the hotel industry. With the advent of increasing mobility, most

hotels were partnerships and franchise businesses. The first motel was opened in California in

1925.During the Depression (1930s), many hotel owners defaulted on mortgages. This led banks to be

wary of lending money for hotel developers. As a result, few downtown hotels were built after World

War II. The increased use of automobiles stimulated a wave of hotel and motel construction during the

1940s, 1950s, and 1960s. Similarly, air travel served to create the need for development and

redevelopment of city hotels and destination resorts. The economic upturn of the 1950s meant that there
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was more disposable income for travel and tourism. This increase in consumption led to the industry

moving from small, independently owned properties to the concept of development by franchising,

partnerships, leasing, and management contracts.

2. Franchising

Franchising in the hospitality industry is a concept that allows a company to expand more quickly by

using other peoples money, than if it had to acquire its own financing. The company or franchisor grants

certain rights, for example, to use its trademark, signs, proven operating systems, operating procedures

and possibly reservations system, marketing know-how, purchasing discounts, etc., for a fee in return. In

return, the franchisee agrees by signing the franchise agreement to operate the restaurant and hotel in

accordance with the guidelines set by the franchisor. Franchising hotels in the United States began in

1907, when the Ritz Development Company franchised the Ritz-Carlton name in New York City.

Howard Johnson began franchising his hotels in 1927. This allowed for rapid expansion first on the East

Coastland later in the Midwest and finally in the mid-1960s into California. Holiday Inns (now a part of

Intercontinental Hotel Corporations), one of the largest lodging enterprises in the world, also grew by

the strategy of franchising.

Challenges to the franchise arrangement include the maintenance of quality standards and the financial

stability of the franchisee. Franchise fees can vary tremendously and are often negotiated between the

franchiser and the franchisee. The average agreement is 3%to 4% of room revenue. North America is

host to more than 180 hotel brand extensions and franchised brands. Franchising remains a mostly North

American activity, with limited opportunities in international markets. This is because the capital needed

to drive hotel franchising that was once plentiful is now less accessible. Referral associations offer

similar benefits to properties as franchises, but for a lowermost. Hotels and motels with a referral

association share a centralized reservation system and a common image, logo or advertising slogan. In

addition, referrals may offer group buying discounts to members, as well as management training and

continuing education programs. Each independent hotel refers guests to each of the other member

hotels. Hotels and motels pay an initial fee to join a referral association. Size and appearance standards

are less stringent than a franchise agreement; hence, guests may find more variation between the

facilities than with a franchise member. Management contracts have been responsible for the hotel

industrys rapid growth since the 1970s. They became popular among hotel corporations because little or

no up-front financing or equity is involved. Even if the hotel corporation is involved in the construction

of the hotel, ownership generally reverts to a large insurance company.
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The management contact usually allows for the hotel company to manage the property for a period of 5,

10, or 20 years. In return, the company receives a management fee determined as a percentage of gross

or net operating profits usually about 2 to 4.5% of gross revenues. Lower fees in the 2% range are more

prevalent today, with an increase in the incentive fee based on profitability. Resort hotels developed

initially with the growth of rail travel, which enabled the city dwellers to travel to vacation areas

conveniently and at a reasonable expense. Many resorts began as seasonal ventures, but, with the

increase of air and automobile travel, many resorts have become year-round destinations. Today, there

are numerous resort hotel properties that cater to the needs of many segments of the population.

Some resorts are family friendly whereas others seek to create a quiet get-away for the adult. Many

resorts actively work to attract conventions and conferences to increase occupancy, especially in the off-

season. Vacation ownership is the fastest growing segment of the U.S. travel and tourism industry,

increasing in popularity at the rate of about 15% each year. Vacation ownership is a politically correct

term for the time-share. Essentially vacation ownership means a person purchases the use of a unit

similar to a condominium for blocks of times, usually in weeks. Resort Condominium International

(RCI) defines a time-share as a two-bedroom suite that is owned, rather than a hotel room that is rented

for a transient night. A vacation club, on the other hand, is a travel and use product. Consumers earn

points toward vacation benefits. Flexibility is a key advantage of this type of program. Hotel companies

have found this segment of the industry to be extremely lucrative. As a result, many leading hoteliers are

entering into it. Fees such as yearly maintenance fees are required in addition to vacation ownership

charges. Time-share programs are usually divided into weekly intervals. Fixed unit, fixed-week deeded

and right to use plans are two ways scheduling can be arranged. Vacation clubs provide more flexibility

to consumers as they allow members to use multiple resorts.

The World Tourism Organizations (ETO) has called time-shares one of the fastest growing sectors of

the travel and tourism industry. Roughly 3% of all U.S. households own vacation ownership. RCI

estimates that the figure could rise to 10% within the next decade for households with incomes of more

than $50,000. Reno, Nevada, and Atlantic City, New Jersey, are now expanding. Legalized gambling

has now expanded into 16 states, in part because of legislative changes and in part because of operations

on Native American reservations. Recreation and entertainment have provided the biggest boost to

consumer spending and have in turn led to an upswing in the industry. Factors influencing this

development include the need for increased revenue, jobs economic development, and stimulation of

tourism. Casinos attract guests with low room rates, subsidized food and beverage, and major

entertainment stars. The main hotel-casino companies are: the Promus Group, Hilton Hotels, ITT
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Sheraton (Caesars Palace), the Mirage, MGM Grand, Luxor, etc. To combat loss of market share due to

competition, Las Vegas has positioned itself as a family entertainment destination, highlighted by theme

properties.

3. Boutique Hotels

Boutique hotels offer a different lodging experience compared to mid-size chain hotels. Boutique hotels

have a unique architecture, style, dcor, and size.

4. Extended-Stay Hotels

These hotels provide accommodations to guest staying longer than five days. Rates are usually

decreased based on the length of the stay. Guests are usually a mix of guests: Professionals, business

people, and families who are relocating. Extended-stay hotels offer full-kitchen facilities and shopping

services or a convenience store on the premises.

5. All-Suite Extended-Stay Hotels

All-suite extended-stay hotels usually offer more space per room for the same rate as a regular hotel in

the same price range. The additional space is usually dedicated as a lounge or kitchenette, or both,

within the room. These hotels are attractive to guests who may be relocating, attending training

seminars, or are on work-related projects.

6. Bed and Breakfast Inns

Bed and breakfast operations offer variety in accommodation and in cost. Although not all B&Bs are

owner occupied, they provide an alternative to the traditional lodging experience.

7. Hotel Integration

Vertical integration is a relatively new trend. Companies realized that guests have needs at various

levels. By offering more than one type of accommodation, hotel companies can serve guests within

various segments.

8. Best, Biggest, and Most Unusual Hotels and Chains

The Oriental Hotel in Bangkok, Thailand, has been rated number one in the world; so too has the Regent

of Hong Kong, the Mandarin Oriental of Hong Kong, and the Connaught of London. The largest hotel

in the world was the 5,505-room MGM Grand in Las Vegas. This, however, has been surpassed by the

new Venetian Hotel, also in Las Vegas, with its 6,172 rooms.
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Among the worlds most unusual hotels are ones like The Treetops Hotel in one of Kenyas wild animal

parks. The uniqueness of the hotel is that it is built on tops of tress overlooking a wild animal watering

hole in the park. Another magnificent spectacle is the Ice Hotel, situated on the shores of the Torne

River in the old village of Jukkasjsvi in Swedish Lapland.

9. International Perspective

The global economy is segmented into large trading blocks such as the European Economic Community

(EEC) and the North American Free Trade Agreement (NAFTA). Such agreements reduce limitations

on the transfer of goods and labor. This can lead to increased travel, tourism, commerce, and industry.

Growth is expected to continue under the EEC and NAFTA. The Pacific Rim is also growing

dramatically in the realm of tourism. For many nations, once political stability has been established and

maintained, hotel and tourism development follows closely.

10. Trends

Trends in hotel development include capacity control; safety and security; assets and

Capital; technology; new management; globalization; consolidation; diversification within segments of

the lodging industry; rapid growth in vacation ownership; increase in the number of spas and treatments

offered; gaming; and multiuse hotels such as with residences, spas, and recreational facilities.

Topic : Recreation, Theme Parks, And Clubs

Topic Objective:

At the end of this topic student would be able to:

 Reasons of Recreational Activities

 Government-Sponsored Recreation

 National Parks in the United States

 Public Recreation and Park Agencies

 Commercial Recreation

 Theme Parks

 Clubs

 Noncommercial Recreation: Voluntary Organizations

 Campus, Armed Forces, and Employee Recreation
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 Recreation for Special Populations

 Trends in Recreation and Leisure

Definition/Overview:

Recreation: Recreation activities include all kinds of sports, both team and individual. They are an

integral part of the nations total social, economic, natural resource, and urban environment.

Key Points:

1. Reasons of Recreational Activities

Life has become more complex, and as a result people have become more stressed. Recreation can

provide balance and a harmony in life that will lead to wellness and wholeness. Recreation includes any

activity that a person chooses to participate in during his or her free time for enjoyment or relaxation.

History shows a direct link between leisure and the advancement of civilization. Passive recreational

activities include reading, fishing, playing and listening to music, gardening, playing computer games,

and watching television and movies.

2. Government-Sponsored Recreation

Various levels of government maintain parks and recreation and leisure services. The general welfare

clause of the Constitution has become a legal basis for federal action affecting leisure pursuits. The

government raises revenues from income taxes, sales taxes, and special-use taxes to support the

operation of the parks. Transient occupancy taxes (TOT) also provide support.

Funding is distributed to various recreation and leisure organizations at the federal, state, city, and town

levels. These organizations may range from cultural pursuits to outdoor recreation. Perceptions and

attitudes influence whether or not individuals participate in recreation. Demographics also impact these

decisions.
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Recreation professionals face a number of political and legal challenges. Comprehensive planning, land

classification systems, land-use planning, funding, and differences in purpose are among the factors to

be considered.

3. National Parks in the United States

The National Parks Service was founded in 1916 by Congress to conserve park resources and to provide

for their use by the public. The Parks Service also manages many other heritage/historical attractions.

There are 367 national parks in the United States. These parks have more than 272 million visitors per

year. The Parks Service also works toward understanding and preserving the environment.

4. Public Recreation and Park Agencies

During the early part of the 19th century the parks movement expanded rapidly as a responsibility of

government and voluntary organizations. The New England Association of Park Superintendents was

established to bring together park superintendents and promote their professional concerns. More and

more, city governments are providing recreation facilities, programs, and services. Government

recreation facilities include golf courses, swimming pools, bathing beaches, picnic areas, winter sport

facilities, game fields, and playgrounds.

5. Commercial Recreation

Recreation management came of age in the 1920s and 1930s when recreation and social programs were

offered as a community service. College degrees began to be offered in recreation management. Both

public and private sector recreation management has grown rapidly since 1950. Commercial recreation

has been defined as recreation that the consumer pays for and the supplier expects a profit from.

6. Theme Parks

Theme parks create an atmosphere of different places and times and usually concentrate on a dominant

theme. Architecture, landscaping, shows, and merchandise are all focused on the theme. An example of
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theme parks is Sea World. Disney resorts include Walt Disney World (including the Magic Kingdom,

Epcot, and DisneyMGM Studios) and Disney Land.

7. Clubs

Private clubs are places where members gather for social, recreational, professional, or fraternal reasons.

Club management is similar in many ways to hotel management. Managers are responsible for

forecasting, planning, budgeting, human resource development, food and beverage facility management,

and maintenance. However, club members are emotionally attached to the organization and often are, or

behave like, the owners of the club. Club members pay a fee for membership and annual dues. The Club

Managers Association of America (CMAA) is the professional organization that many club managers

belong to. There are approximately 6,000 private country clubs in the United States. The CMAA

publishes professional guidelines that managers have set for themselves.

7.1. Club Management Structure

The internal management structure of a club is governed by a constitution and bylaws. The

members elect the officers and directors of the club. The officers establish policies by which the

club will operate. Committees also play an important part in the clubs activities. The role of the

club manager has changed due to increasing expectations and now involves a leadership role in

the vision and tradition of the club.

7.2. Country Clubs

Country clubs offers recreational facilities; the focus generally is on golf, but tennis and

swimming are frequently included. Country clubs usually have one or more lounges and

restaurants, and most have banquet facilities. Country clubs have two types of memberships: full

and social. Full members are able to use all of the facilities at all times. Social members are only

able to attend social facilities.
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7.3. City Clubs

City clubs are business oriented. They exist to cater to the wants and needs of members. City

clubs fall into the following categories: professional, social, athletic, dining, university, military,

yachting, fraternal, and proprietary. An example of a City Club is The National Press Club.

Professional clubs are for people in the same profession. Social clubs concentrate on serving the

social needs of members who are from similar socioeconomic backgrounds. Athletic clubs

provide an outlet for working out, dining, and meeting. Some have sleeping quarters.

Dining clubs are usually located in large office buildings. University clubs are reserved for

alumni. Military clubs cater to both noncommissioned officers (NCOs) and enlisted officers.

Fraternal clubs include many special organizations such as the Veterans of Foreign Wars, Elks,

and the Shriners. Yacht clubs are based on a sailing theme and have slips to house boats.

Proprietary clubs are operated on a for-profit basis. They may be operated by corporations or

individuals. People wanting to become members purchase a membership not a share in the club.

8. Noncommercial Recreation: Voluntary Organizations

Voluntary organizations are nongovernmental, nonprofit agencies, serving the public-atlarge or selected

elements with multiservice programs that often include a substantial element of recreational

opportunities. Examples include Boys Scouts, Girl Scouts, YMCA, and YWCA.

A multipurpose club has more exclusive recreation programs than a health club. Some clubs offer

automatic bank tellers, laundry and dry cleaning services, and other services. Revenues come from

membership fees, food and beverage sales, facility rentals, etc. Human resources account for 66% of

expenses at most clubs.
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9. Campus, Armed Forces, and Employee Recreation

Colleges and universities provide a major setting for organized leisure and recreational programs with

services involving millions of participants each year. Recreational activities help in maintaining student

morale and are often used as a means of gaining alumni support.

The Department of Defense has an official policy regarding the obligation of maintaining well-rounded

morale, welfare, and recreational programs for the physical, social, and mental well-being of its

personnel. These services are provided under the auspices of the Morale, Welfare, and Recreation

Program (MWR). Recreation is seen as an important part of the employee benefit package for military

personnel, along with the G.I. bill, medical service, commissaries, and exchanges. Businesses and

industry have realized the importance of promoting employees efficiency. Experts have found that

workers who spend time in constructive recreational activities have reduced absenteeism. Many leading

corporations have recreation and wellness programs.

10. Recreation for Special Populations

Recreation for special population involves professionals and organizations that have a responsibility for

serving groups such as the mentally ill, mentally retarded, or the physically disabled.

The Special Olympics is an international program of physical fitness, sports training, and athletic

competition for children and adults with mental disabilities. The program accommodates competitors at

all ability levels. The National Recreation and Parks Services, as well as state and local agencies, work

closely with Special Olympics.

11. Trends in Recreation and Leisure

Trends include the following: an increase in all fitness activities, increase in personal leisure time

devoted to computer activities, a surge in travel and tourism, special programs targeted to at-risk youths,

additional products in the commercial sector, and opportunities for the elderly

Page 26 of 192
www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

26
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in



www.bs
sc

om
mun

ity
co

lle
ge

.in

Topic : Gaming Entertainment
Topic Objective:

 Handle, Win, Gaming & Gambling

 Historical Review of Gaming Entertainment

 Native American Gaming

 Size and Scope of Gaming Entertainment

 Key Players in the Industry

 Exciting Gaming Entertainment Projects

 Positions in Gaming Entertainment

 Hotel Operations

 Food and Beverage Operations

 Casino Operations

 Retail Operations

 Entertainment Operations

 Trends in the Gaming Entertainment Industry

Definition/Overview:

Gaming: The gaming industry includes a range of activities including casinos, card rooms, charitable

games, lotteries, and wagering.

Key Points:

1. Handle, Win, Gaming & Gambling

The term handle refers to the amount wagered. Win or gross gambling revenue is the total revenue minus the

amount paid out as winnings. More than 70 billion dollars are wagered per year, whereas only about 48 billion

dollars per year is actually won by customers. There is a difference between gambling and gaming. Gambling

refers to the playing of games of risk for the action or thrill. Gaming, however, includes not only the thrill

aspects, but also includes other facets, such as hotel operations, entertainment offerings, retail shopping, and

recreation activities.
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Gaming entertainment operations have the casino gaming floor as the main focus. High quality food and

beverage is a critical element. Other key components include hotel operations, entertainment offerings, retail

shopping, recreational activities, convention services, and health spas. The gaming entertainment industry

differs from the casino industry in the diversity and broadening of the revenue sources. Nongaming revenues

can account for as much as 30% of the propertys total revenue. Gaming is popular as an entertainment option:

26% of U.S. households gamble in casinos; more than 90% of U.S. adults say casino entertainment is acceptable

for themselves or others. Casino players tend to have high levels of income and education. Operators appreciate

the need to know the customers preferences and to tailor their properties to meet those preferences.

2. Historical Review of Gaming Entertainment

Las Vegasthe name alone summons images of millions of neon lights, elaborate shows, outrageous performers,

and bustling casinos, where millions are won and lost every night. The gaming entertainment business has its

roots in Las Vegas. From the early 1940s until 1976, Las Vegas had a monopoly on the casino business, not the

gaming entertainment business. Casinos had no hotel rooms, entertainment, or other amenities. The hotels that

existed were just a place to sleep when a guest was not on the casino floor. Casino gambling, seen as a

desperate remedy for Atlantic Citys severe economic situation at the time, was approved by a voter referendum

in a statewide ballot in November 1976.

The development of centralized gaming control by powerful regulatory agencies, such as the Gaming Control

Board and the Nevada Gaming Commission, was an important development during those early days. In the mid-

1970s, a Federal Commission on the Review of the National Policy toward Gambling issued a report stating it

was each states government jurisdiction to determine the issue of gambling. Gambling is a general term used

for different types of games involving the risk of money or valuables on the outcomes of a game, contest, or

other event.

3. Native American Gaming

In California v. Cabazon Band of Mission Indians et al. (1987), the Supreme Court decided 63 that once a state

has legalized any form of gambling, the Native Americans in that state have the right to offer and self-regulate

the same games, without government restrictions.

Congress, which some observers say was alarmed by the prospect of tribal gaming going out of control,

responded to these court decisions by passing the Indian Gaming Regulatory Act of 1988 (IGRA). The IGRA

provides a framework by which games are conducted to protect both the tribes and the general public.
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The three objectives of the IGRA was to provide a statutory basis for operation, provide a statutory basis for

regulation, and establish an independent regulatory authority, the National Indian Gaming Commission. There

are now 281 Native American gaming facilities in 32 states.

4. Size and Scope of Gaming Entertainment

Recently, a merging frenzy has occurred in the gaming industry. There are four large casino operators:

Caesars Entertainment, MGM Grand Inc., Harrahs Entertainment, Inc., and Mandalay Resort Group.

These four hold all the cards in the gaming industry, so to speak!

The gaming entertainment industry pays billions of dollars per year in taxes. Gambling pays taxes to state

governments. Casino gaming companies pay an average of 12% of total revenues in taxes. Since the early 1970s,

the ownership of casinos has shifted predominately to publicly held companies whose shares are traded on the

major stock exchanges.

5. Key Players in the Industry

Today, there are four giants in the gaming entertainment business: Caesars Entertainment, MGM, Harrahs, and

Mandalay, all well-respected and well-run businesses. The text discusses the more notable achievements of the

corporations with regard to gaming entertainment.

6. Exciting Gaming Entertainment Projects

The Mirage distinguishes itself by its large erupting volcano and tropical rainforests. The pool is a paradise of

waterfalls and connecting lagoons. Station Casino Kansas City creates an elegant Victorian theme, including

cobblestone streets, antiques, and hand painted sky.

New York New York Casino, located in Las Vegas, is an incredible replica of the real city of New York,

including skyscrapers, Little Italy, the Statue of Liberty, the Brooklyn Bridge, and much more. The

Luxor Las Vegas was constructed as a 30-story pyramid and houses the worlds largest atrium. It also

features a beam of light so intense it can be seen from Los Angeles, California. The dockside Grand

Casino Tunica is located in Tunica County, Mississippi. The casino offers guests a variety of
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atmospheres, including the San Francisco Gold Rush, the New Orleans Mardi Gras, the great American

West, or a Mississippi riverboat town.

The Monte Carlo Pub & Brewery is one of the largest brew pubs in the United States. The pub offers an

extensive variety of beer, including six different styles of Monte Carlo labeled beer. Treasure Islands

theme is shown through its wooden bridge entrance, pirate battles, and gunfire. The resort also features a

very unusual circus act that does not actually involve animals. The Forum Shops at Caesars Palace draw

an estimated 50,000 people a day. One main feature is the fountain and light show incorporated with

animatronic statues of the Roman gods. Freemont Street Experience is brought to life with a four-block-

long pedestrian mall light and sound show. A giant video-quality animation screen provides a canopy

over the entire area. Foxwoods Resort Casino is located in Connecticut and is one of the largest gaming

operations in the world. It is owned and managed by the Mashantucket Pequot Tribal Nation.

7. Positions in Gaming Entertainment

The possibilities for careers in the gaming entertainment industry are endless. The five initial career tracks are

hotel operations, food and beverage operations, casino operations, retail, and entertainment operations

8. Hotel Operations

The rooms and guest services departments offer the most opportunity for students of hospitality management.

Reservations, housekeeping, valet parking, and guest services can all be very large departments with many

employees.

9. Food and Beverage Operations

The gaming industry holds some of the best foodservice operations. As with hotels, the gaming industry is very

large and contains many food and beverage outlets.

10. Casino Operations

Casino operations jobs fall into five functional areas, including gaming operations staff, casino service staff,

marketing staff, human resources, and finance and administration staff. Game dealers must be skilled in a

variety of games, including blackjack, craps, roulette, poker, and baccarat.
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11. Retail Operations

Retail operations often support the overall theme of the property and are usually a major source of revenue.

However, retail is often overlooked as a career path in the gaming industry.

12. Entertainment Operations

Due to constant competition, gaming entertainment companies are creating bigger and better production

shows to turn their properties into destination attractions. Because of this, careers in stage and theater

production, lighting and box office management, and talent management and booking are more available.

13. Trends in the Gaming Entertainment Industry

Some trends in the industry include less dependence on the casinos revenue alone and more on the other

departments, a convergence of entertainment industry and lodging, and an increase in competitiveness.
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UHMTC01-2 FOOD& BEVERAGE SERVICE AND HOTEL OPERATIONS

Food And Beverage Operations

UNIT-1 : Skills for Beverage Managers

UNIT-2: Routine Operations Performed by the Beverage Directors

UNIT-3: Restaurants

UNIT-4: Hotel Bars

UNIT-5: Banquets

UNIT-6: Role of Catering Service Manager

Topic : Rooms Division Operations

UNIT-7: Responsible People for Hotel Operations

UNIT-8: Management Structure of Hotels

UNIT-9: Technology

UNIT-10: Global Distribution Systems

UNIT-11: Computer Systems to Control Hotel Operations

UNIT-12 : In-Room Services Operations

UNIT- 13 : Yield Management

Topic : The Restaurant Business

UNIT-14 : Culinary Arts

UNIT-15 : Cooking

UNIT-16 : Classifications of Restaurants

UNIT-17 : Trends in Restaurant Development

UNIT-18 : Food Trends and Practices
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Topic : Restaurant Operations

UNIT-19 : Restaurant Forecasting

UNIT-20 : Service

UNIT-21: Suggestive Selling

Topic : Managed Services

UNIT-22 : Difference between Managed services and Commercial Operations

UNIT-23 : Managed Services in In-Flight and Airport Food Service

UNIT-24 : Managed Services in Military

UNIT-25 : Managed Services in Elementary and Secondary Schools

UNIT-26 : Managed Services in Nutrition Education Programs

UNIT-27 : Managed Services in Colleges and Universities

UNIT-28 : Managed Services in Student Unions

UNIT-29 : Responsibilities in Managed Services

UNIT-30 : Managed Services Career Paths

UNIT-31 : Health Care Facilities

UNIT-32 : Business and Industry

UNIT-33 : Managed Services Other Than Food

UNIT-34 : Leisure and Recreation

UNIT-35 : Stadium Points of Service

UNIT-36 : Other Facilities in Managed Services

UNIT-37 : Advantages and Disadvantages of Managed Services

UNIT-38 : Trends in Managed Services

UNIT 39 : Wines,The History of Wine, Major Wine-Growing Regions of Europe and North
America, Beer, Spirits, Whiskies, White Spirits,Other Spirits,Cocktails, Nonalcoholic Beverages,
Nonalcoholic Beer, Coffee, Tea, Carbonated Soft Drinks,Juices,Bottled Water,Bar and Beverage
Management,

Page 33 of 192
www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

33
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in



www.bs
sc

om
mun

ity
co

lle
ge

.in

Personnel Procedures,Restaurant and Hotel Bars,Nightclubs,Microbreweries
Sports Bars,Coffee Shops,Liquor Liability and the Law,Trends in the Beverage Industry

Unit 40 : Meetings, Incentive Travel, Conventions, Expositions (Mice), And Event
Management
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Topic : Food And Beverage Operations

Topic Objective:

At the end of this topic student would be able to:

 Skills for Beverage Managers

 Routine Operations Performed by the Beverage Directors

 Restaurants

 Hotel Bars

 Banquets

 Role of Catering Service Manager

Definition/Overview:

Food and Beverage Operations: In the hospitality industry, the food and beverage division is led by

the director of food and beverage. He or she is responsible for the efficient and effective operation of the

following departments:

 Kitchen

 Catering

 Banquet

 Restaurants

 Room service

 Mini-bars/bars

 Lounges

 Stewarding

Key Points:

1. Skills for Beverage Managers
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Among the skills needed by food and beverage managers are: leadership, identifying trends, finding and

keeping outstanding employees, training, motivation, budgeting, cost control, finding profit from all

outlets and having a detailed working knowledge of the front-of-the-house operations. These challenges

set against a background of stagnant or declining occupancy and the consequent drop in room sales.

Therefore, greater emphasis has been placed on making food and beverage sales profitable.

Traditionally, only about 20% of the hotels operating profit comes from the food and beverage

divisions. In contrast, an acceptable profit margin from a hotels food and beverage division is generally

considered to be 25 to30%.

2. Routine Operations Performed by the Beverage Directors

Food and beverage directors usually start their day at 8:00 a.m., and the workweek is usually Monday

through Saturday, unless special events/functions are scheduled. The F&B director stays in close contact

with the sales department. Also, it is important for the director to attend staff meetings, executive

committee meetings, and profit and loss statement meetings. The executive chef who reports to the F&B

manager manages the hotel kitchen. The executive chef is responsible for efficient kitchen operations,

exceeding guest expectations for quality and quantity of food, temperature, presentation, and portion

size. The chef must maintain company standards and achieve desired financial results. In many smaller

and even in some larger streamlined hotel properties, the executive chef may also serve as the food and

beverage director. Cooperation of kitchen staff is important to maintain operational controls. Software

that costs out standard recipes, establishes perpetual inventories, and calculates potential food cost per

outlet can assist in this process. Chefs not only examine the food cost of particular items, but also

examine the contribution margin of food items. The contribution margin is the difference between the

cost and the sale price of an item. Labor costs are also important and must be carefully monitored.

Financial performance of the F&B department is often measured by performance ratios. Food cost

percentagefood cost dollars divided by salesaverages about 30% for hotels. Labor cost percentagelabor

dollars divided by sales dollarsvaries significantly by operation. One significant influence is the amount

of food made from scratch. The executive chef has one or more sous (under) chefs reporting to him or

her. The sous chef is responsible for the day-to-day operations of the kitchen. Depending on the size

of69the operations, there may be several chefs tour ant who rotate through the various stations in the

kitchen to relieve the station chefs, who in turn report to the sous chef, all of whom have definite

position responsibilities. In a nutshell, this process or concept is known as the brigade system. The

brigade system was developed by the great Escoffier, and in a kitchen includes sous, banquet, fish, roast,

vegetable, soup, sauce, and pantry chefs.
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3. Restaurants

A hotel may have several restaurants or none at all. A major hotel chain generally has two restaurants: a

signature or upscale restaurant and a casual coffee shop restaurant. Guests expect more and more from

these operations. Restaurant managers are responsible for quality guest service, hiring, training, and

developing employees, setting and maintaining quality standards, marketing, banquets, coffee service,

in-room dining, mini-bars and the cocktail lounge, and presenting annual, monthly, and weekly forecasts

and budgets to the food and beverage directors. Forecasting the number of guests at hotel restaurants is

difficult because hotel guests are unpredictable. They may prefer to eat outside of the hotel, rather than

dining in one of the property's restaurants. Careful records should be kept to determine the projected

number of guests who might eat at the restaurants on a given day. Other factors to consider would be

functions scheduled for a convention group and any special needs/desires they might have. The number

of guests staying in the hotel who dine in the hotels restaurant is referred to as the capture rate. In order

to increase profitability, many hotel restaurants create incentives for guests to dine in their restaurants,

such as meal discounts for people staying in the hotel and promoting the restaurant and menu at check-

in, as well as having cooking demonstrations. Still other properties make restaurants responsible for

their own profit and loss statements. In any event, it is difficult for hotel restaurants to generate a profit.

4. Hotel Bars

Hotel bars allow guests to relax and socialize for business or pleasure. Bars can also generate important

profits for the hotel operation and for the hotel. Bars are run by bar managers. The cycle of beverages is

complex. It involves the following steps: ordering, receiving, storing, issuing, bar stocking, serving, and

guest billing. Beverages are not perishable; they may be held over if not sold. Bar efficiency is measured

by the pour/cost percentage. The pour cost is determined by dividing the cost of the depleted inventory

by the sales over a period of time. A pour cost of 16 to 24% is considered appropriate for most

operations. If sophisticated control systems are employed, pour costs are likely to be closer to

16%.Automated control systems are expensive. They can, however, provide greater accuracy and

protect companies from losses due to over pouring, pilferage, and other problems. Operators must

ensure responsible alcohol service. If the guest becomes intoxicated and is involved in an accident, the

server of the beverage, the bar person, and the manager may be held liable. Typical bar types in hotels

are lobby bars, restaurant bars (used as a holding area), the service bar (backstage bar), the catering and

banquet bar (for functions), pool bars, mini-bars (in the guests room), nightclubs, sports bars, and casino

bars.
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5. Banquets

Banquets and functions bring people together to celebrate and honor various events. Events may center

on anniversaries, weddings, political events, conventions, state72dinners, etc. Groups that commonly

arrange functions are social, military, education, religious, and fraternal organizations (SMERF

organizations).The term banquet refers to a group of people who eat together at one time and in one

place. Catering includes a variety of occasions when people may eat at various times. Catering may be

subdivided into on-premises and off-premises. The director of catering reports to the F&B director and

is responsible for selling and serving, catering, banquets, meetings, and exhibitions. These events must

exceed guest expectations for quality and produce are as on able profit. A close relationship must be

maintained with the executive chef to ensure that the menus are suitable for the client and practical for

service. The director of catering must be able to sell functions, lead a team of employees, set and

maintain department sales and cost budgets, set service standards, be creative, and be knowledgeable of

the likes and dislikes of various ethnic groups. Over the years, the director of catering builds a list of

clients and a wealth of experience with various events.

The main sales function of the department is conducted by the director of catering (DOC) and the

catering sales managers (CSMs). They obtain business leads from convention and visitors bureaus,

corporate office sales departments, hotels directors of sales, general managers, competitive hotels,

rollovers (groups rebooking at the same properties), and cold calls. Typical flow for function booking

includes inquiry, check for space available in bible, confirm availability, contract and proposal

completed, and modifications made; client confirms event arrangements by signing the contract. The

catering event order (CEO), or banquet event order (BEO), is prepared and completed for each function

to inform the client and the hotel personnel. It communicates essential information about the function:

what needs to happen and when. The CEO or BEO is based on correspondence with the client and notes

taken during meetings. It specifies the room layout and decor, time of arrival, VIPs, special attention

required, bar times, cash or credit bar, time of meal service, menu, and service details. A final number is

usually required anywhere from 7 days to 72 hours before the function. This ensures that the hotel will

have prepped sufficiently and that the client will not end up paying for a large number of no-shows.

Some hotels have a policy of preparing percentage (usually 3 to 5%) over the guaranteed number of

guests. The director of catering holds weekly meetings with key individuals who will be responsible for

upcoming events.
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6. Role of Catering Service Manager

The catering service manager (CSM) is responsible for delivering service that exceeds the expectations

of guests and the client. The CSM is responsible for directing the service of all functions, supervising

catering house persons who set up the room, cooperating with the banquet chef, checking that the client

is satisfied, making out client bills immediately after the function, calculating and distributing gratuities

and service charges, and coordinating special requirements. The catering coordinator is responsible for

managing the office and controlling the function diary. The function diary is often referred to as the

bible. Today, many hotels use a brand name computer program such as Delphi. A 1992 survey by the

AH & MA revealed that 56% of all properties offer room service and 75% of airport hotel properties

offer room service. Economy and many mid-priced hotel properties offer vending machines or food

deliveries from local pizza or Chinese restaurants. This allows them to provide a desired service to the

guest without additional expense to the operation.

Topic : Rooms Division Operations

Topic Objective:

At the end of this topic student would be able to:

 Responsible People for Hotel Operations

 Management Structure of Hotels

 Technology Usage for Hotel Operations

 Global Distribution Systems

 Computer Systems to Control Hotel Operations

 In-Room Services Operations

 Yield Management

Definition/Overview:

Hotel Operations: The primary function of a hotel is to provide lodging accommodations. A hotel is

comprised of several business or revenue centers. Each business center must be committed to quality

and cooperation throughout the hotel operation. Hotels exist to provide service and to generate a profit

for the owners. Hotels sell thousands of products, and services are sold every day.
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Key Points:

1. Responsible People for Hotel Operations

Hotels are people places. They are intended to provide althea comforts of a home away from home. The

hotel general manager has a multitude of responsibilities. He or she must ensure reasonable return on

investment, keep guests satisfied, and employees happy. General mangers with a democratic, situational,

and participative leadership style are most likely to be successful. Sometimes, however, it is necessary

to be autocratic. GMs should have strong abilities in the areas of leadership, attention to detail, follow-

through, people skills, patience, and delegation. Effective GMs surround themselves with excellent

employees who are dedicated to the industry, the guest, and the company. Management functions are

generally forecasting, planning, organizing, communicating, and evaluating. GMs must also be familiar

with the cultures of guests staying in the hotel and the employees working in the hotel. Cesar Ritz began

at the bottom and quickly brought himself to the top of the hotel industry by learning the tricks of the

trade at an early age. By age 38, Ritz was manager of one of the most famous and luxurious hotels in the

world. After starting his own hotel, the Ritz name became synonymous with refined, elegant hotels and

service.

2. Management Structure of Hotels

The management structure varies among all types and sizes of hotel properties. In larger operations, the

key functions of the hotel management, such as human resources, will be the responsibility of an entire

department, whereas a smaller property would allow each department head to manage day-to-day human

resource functions at the department level. The general manager using input from the executive

committee makes all the major decision affecting the hotel. The executive committee is comprised of

key managers of the hotel. Typical members of the executive committee would be directors of the

following departments: human resources, food and beverage, rooms division, marketing and sales,

engineering, and accounting. Executive committee meetings usually last one to two hours, once a week.

Typical topics of discussion will focus on occupancy percentages, total quality management, forecasts,

guest and employee satisfaction, training, etc. These senior executives determine the character of the

property and determine the goals and objectives for the hotel. If the hotel is a chain property, these goals

and objectives must support the corporate mission.
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The Rooms Division is comprised of the front office, reservations, housekeeping, concierge, guest

service, security, and communications. Main concerns of the department are financial performance,

employee satisfaction, guest satisfaction, guest services, guest relations, security, and gift shop. The

main duty of the front office manager is to enhance guest service by developing53services to meet

guests needs. He or she supervises guest service associates (GSAs), who interact directly with the guest

during check-in, check-out, etc. Often, the front office is described as the hub or nerve center of the

hotel. The guest relies on the desk for information and services throughout his or her stay. The main

functions of the front office are to: 1) to sell rooms; 2) to maintain balanced accounts; and 3) to offer

services such as handling mail, faxes, messages and local and hotel information. In selling rooms, the

front office attempts to achieve 100% occupancy and to achieve the maximum average daily rate

(ADR). Adding up the rate charged for each room and dividing the total by the number of rooms sold

calculate the ADR. Selling and yield management can help increase the ADM.

The interaction of supply and demand also impacts the ADR. Maintaining balanced guest accounts

begins with advanced deposits and opening the guest account, called a folio. As appropriate, charges

from the various departments of the hotel are posted to the guest folio. Payment is either received on

guest check-out or transferred to the city ledger (a special account for a company that has established

credit with the hotel).Credit cards speed up the payment to hotels, control cash flow, and allow accounts

to be kept receivable.

Property management systems (PMS) and point-of-sales systems (POS) make this process easier.

Because the front office is staffed 24 hours a day, it is the logical center to handle guest information

needs such as mail, faxes, messages, and local and hotel information. Main duties of the early shift

include checking the logbook, conducting a house count, completing room assignments, checking-out

guests, attending to guest inquiries, issuing/controlling keys, and communicating with housekeeping and

room service. The desk clerk must be able to work under pressure.

The evening shifts responsibilities include checking the logbook, checking of room status, handling

guest check-ins, and reservation functions once the reservation office closes for the day. Property

management systems (PMS) greatly enhance a hotels ability to accept, store, and retrieve guest

information, guest history, requests, and billing arrangements. A property management system (PMS) is

a computer-based lodging information system that relates to both the front and back office activities.

PMSs are used to help complete many tasks within a short period of time. The PMS can interface with

many other modules or applications. One application of the PMS in the front office is the room
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management module, which keeps the front office and housekeeping informed about the status of

rooms. The hotel room master in the PMS contains data on each room, such as room number, room

type, room features, room rates, locations, and the status of each room. Another front office module is a

guest accounting module. A guest accounting module increases the hotels control over guest accounts,

makes them easily available at any time, and significantly shortens the night audit procedure. Other

functions of the PMS are electronic locking systems, energy management systems, and call accounting

systems.

There are many potential users of a PMS. Any manager making strategic decisions could utilize the

information provide by a PMS. Some property management systems even offer microcomputer

interfaces so that the information from the PMS can be downloaded onto personal computer to be

utilized by a number of business applications. Some hotels use an express check-in process that allows

guests to conveniently check inland out via a touch screen that interfaces with the hotels property

management system without associate assistance. The PMS interfaces with the Internet to allow guests

the capability to book rooms online. Hotels are now attempting to drive bookings to their websites rather

than pay commissions to companies like hotels. COM, Travelocity, and Expedia. Perhaps the ultimate in

guest convenience is the wireless curbside guest check-in made possible by the Vanguard system. This

recent technological advance allows guests to go right to their rooms from curbside.

The system is capable of interfacing with existing property management systems (PMS) to fully

integrate property management, reservations, and guest service functions. With a portable keycard

encoder andirons OPERA Palm, a wireless handheld device with real-time database access, the system

works seamlessly to provide the ultimate guest convenience. Some property management systems use

Microsoft Windows to move data between applications and to share information, a process called

information sharing. Information sharing permits menu-driven interface with other systems, such as

advanced reservations, room inventory, self-check-in/out, night audit, guest accounting, city ledger,

group handling, travel agency accounting. All of these systems are designed to improve

guestservice.56Hotel guests expect their rooms to be a home away from home, office, retreat, and even

playroom. High-speed Internet is a given, but it is a challenge for hotel operators to selecta service

provider. Some of the older hotels have selected to go totally wireless usingwww.roomlinx.com,

www.lodgenet.com, or www.cox.com; any of these provide guests high-speed Internet access not just

from their rooms but also throughout the hotel, including meeting rooms. Web-enabled PDAs allow

companies like Hyatt Hotels to offer its Gold Passport guests aPDA-based program from portable

Internet (www.portableinternet.com) to deliver driving directions, shopping, restaurants, and
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entertainment information. High-speed Internet Access (HSIA) is becoming a necessity. Hotels and

restaurants that dont offer HSIA lose guests.

3. Technology

Technology is used to extend guest in-room comfort by means of an energy management system.

Passive infrared motion sensors and door switches can reduce energy consumption by 30% or more by

automatically switching off lights and air conditioning, thus saving energy when the guests are out of

the room. Additional features include:

 Room occupancy status reporting

 Automatic lighting control

 Mini-bar access reporting Smoke detector alarm reporting

 Central electronic lock control

 Guests control amenities

Due to increase energy costs, some operators are installing software programs that will turn off

nonessential equipment during the peak billing times of day. Call accounting systems (CAS) track guest

phone charges. Software packages can be used to monitor where calls are being made and from what

phones on the property. Totrack this information, the CAS must work in conjunction with the PBX

(telephone) and the PMS. Call accounting systems today can be used to offer different rates for local

guests calls and long-distance guest calls. The CAS can even be used to offer discounted calling during

off-peak hours at the hotel.

4. Global Distribution Systems

Global distribution systems (GDS) are electronic markets for travel, hotel, car rental, and attraction

bookings. A central reservation system (CRS) houses the electronic database in the central reservation

office (CRO). Hotels provide rates and availability information to the CRO usually by data

communication lines. This automatically updates the CRS so that guests get the best available rate when

they book through the central reservation office. Guests instantly receive confirmation of their

reservation or cancellation. The hotel benefits from using a central reservations system; with such a

system, hotels can avoid overselling rooms by too large a margin. The CRS database can also be used as

a chain or individual property-marketing tool because guest information can easily bestrode. A CRS can

also provide yield management information for a hotel. Hotels can use other forms of technology to

facilitate reservation systems. Several companies offer an application service provider (ASP)
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environment that can deliver complete booking system tied to the hotels inventory in real time via the

Web.

5. Computer Systems to Control Hotel Operations

Hospitality businesses today seek to obtain the most high-speed and reliable computer systems they can

afford that allow them to bill their guests without delay. Fast access to guests accounts is required by

large hotels due to their high priority for guest satisfaction. Billing guests has become much easier with

the aid of computers. Billing guests can be a long process if information technologies are not used to

complete transactions. Property management systems (PMS) aid large hotels to make faster transactions

and provide a more efficient service to their guests. Security is one of the highest concerns of guests

who visit hospitality businesses. Hospitality information technology systems include surveillance

systems in which cameras are installed in many different areas of the property to monitor the grounds

and help ensure guest safety. These cameras are linked directly to computers, televisions, and digital

recorders, enabling security teams keep an eye on the whole property. Recent technological advances

have produced electronic door locking systems, some of which even offer custom configurations of

security and safety. Guest room locks are now capable of managing information from both magistrate

and smart cards simultaneously. From the hotels point of view, a main advantage of this kind of key is

that the hotel knows who has entered the room and at what time because the system can trace anyone

entering the room. In-room safes can now be operated by key cards. Both systems are an improvement

on the old metal keys. Even smarter safes use biometric technology that includes the use of thumbprints

or retina scans to verify a users identity.

6. In-Room Services Operations

Hotels provide guest comfort and convenience in order to maintain a home-away-from home feeling for

their guests. Hotels will receive recognition because they provide many additional in-room services and

amenities for their guests. Hotels communicate with many entities to provide services for their guest.

Some companies offer creative solutions to hotels for enhanced in-room service for guests. Sprint In

Site with Kool Connect Interactive Media has created a product that provides many services to the guest

from just one supplier. Services include Internet access and e-mail, movies, music, and games on

demand; hotel and concierge services; special promotions; advertising; travel planning; feedback from

guests; and customer support. All of these services aid hotels in fulfilling guests demands and building

loyalty. Revenue management is used to maximize hotel room revenue. It is based on economics of

supply and demand, which means that prices rise when demand is strong and drop when demand is

weak. Thus, the purpose of yield management is to increase profitability.
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7. Yield Management

Although management would like to sell every room at the highest rack rate, this is not possible because

of conventions, and group rates and other promotional discounts that are necessary to stimulate demand.

What yield management does is to allocate the right type of room to the right guest at the right price so

as to maximize revenue per available room. Group reservations tend to be made months in advance,

whereas individual reservations are usually made a few days before arrival. Yield management will

monitor reservations and based on previous trends and current demand will determine the number and

type of rooms to sell at what price to obtain the maximum possible. In general, reservations made far in

advance will be charged a lower room rate than reservations made close to the date of arrival. Yield

management has been refined with Profit Analysis by Segment (PABS). This system uses a combination

of marketing information and cost analysis.

The yield percentage is calculated by multiplying the occupancy percentage by the rate achievement

factor. Some disadvantages to yield management are that it fails to consider multiple-day stays through

various demand periods and the impact of sticker shockwhen a guest may call for a reservation a few

days in advance of a stay and the rate quoted (to maximize revenues) is higher than the guest is willing

to pay.59Revenue per available room, or rev par, is calculated by dividing room revenue by the number

of rooms available. This shows owners how they are doing compared to competitors. This method is

helpful in gauging how owners want to run their hotels.

Topic : The Restaurant Business

Topic Objective:

At the end of this topic student would be able to:

 Culinary Arts

 Cooking

 Classifications of Restaurants

 Trends in Restaurant Development

 Food Trends and Practices
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Definition/Overview:

Restaurant: A restaurant prepares and serves food and drink to customers. Meals are generally served

and eaten on premises, but many restaurants also offer take-out and food delivery services. Restaurants

vary greatly in appearance and offerings, including a wide variety of cuisines and service models.

Restaurants may include wait staff, others provide counter service, and some are buffet style.

Key Points:

1. Culinary Arts

North America gained most of its culinary legacy from France. Mari-Antoine Careme and Auguste

Escoffier are credited as the founders of classical cuisine. One of the main foundations of classical

French cooking is the five mother sauces: bechamel, velout, espagnole, tomato, and hollandaise.

Nouvelle cuisine, which became popular in the late 1960s and early 1970s, is a lighter cuisine than

French and is based on simpler preparations. Instead of thickening a sauce with roux, a pure of

vegetables is used instead. Nouvelle cuisine combines classical techniques and principles with modem

technology and scientific research.

2. Cooking

Employability traits are those skills that focus on attitude, passion, initiative, dedication, sense of

urgency, and dependability. Each person in an operation has to work together in order to be successful.

You cant do it alone.

3. Classifications of Restaurants

There is not a single definition of restaurant classification. However, most experts agree there are two

main categories: independent and chain restaurants. Other categories include quick service, ethnic,

dinner house, occasion, casual, etc. Some restaurants may fall into more than one category. Americans

are spending an increasing amount of food dollars away from home. The most popular meal to eat away

from home is lunch. Individual restaurants are typically one or more owners who are usually involved in

the day-to-day operation of the business.
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3.1. Fine Dining Restaurant

A fine dining restaurant is one where a good selection of menu items is offered, that is, at least 15 or

more different entrees cooked to order and nearly all the food being made on the premises from

scratch or fresh ingredients. Most fine dining restaurants are independently owned and operated by

an entrepreneur or partnership. There are no national fine dining, luxury restaurant chains due to

high labor cost and the small percentage of the population that can actually afford the high prices. It

is increasingly difficult to make a profit in this segment of the business because of competition from

other restaurants. The level of service in fine dining restaurants is generally high. A host or hostess

will seat, a captain and food servers will describe specials, and a separate sommelier may take the

wine order. Tableside cooking may be performed. There is no national fine dining chain restaurant

chain because of the factors unique to this type of operation: Operations are labor-intensive, there

are a limited number of the population that can afford the high prices, it is difficult to maintain high

standards, and there is limited market appeal.

3.2. Theme Restaurants

These restaurants usually offer a limited menu, but create a complete experience for the guest. Some

offer all-American food, such as meatloaf served by wait staff in character. Others specialize in

creating a lively atmosphere and offering a diverse menu (e.g.,TGI Fridays, Bennigans, Outback

Steakhouses).

3.3. Celebrity Restaurants

Celebrities who may or may not have F&B backgrounds own these operations. The operations are

designed to be entertaining, drawing heavily on the notoriety of their owners (e.g., Wolfgang Puck,

and Naomi Campbell, Claudia Schiffer and Elle Macpherson of the Fashion Caf).

3.4. Casual Dining and Dinner House Restaurants

Causal dining is relaxed and may cross several classifications. There are a variety of restaurant

chains that call themselves dinner house restaurants; some could even fit into the theme category.

Many dinner houses have a casual, eclectic decor that may promote a theme. Many fine dining

chains are moving toward high-end casual, which is a segment that retains the informality of casual
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dining, but with prices and food quality resembling that of fine dining. However, whatever is called

high-end casual dining is usually uncreative.

3.5. Quick Service (QSR)/Fast Food Restaurants

Quick service offer limited menus. It is this sector that really drives the industry. Quick service

restaurants include hamburger, pizza, chicken etc.

4. Trends in Restaurant Development

Demographics, branding, alternative outlets, globalization, continued diversification within the various

dining segments, multiple locations, more points of service, more hyper theme restaurants, and chain

versus independent establishments are recent trends.

5. Food Trends and Practices

Back-to-basic cooking has been redefined to mean taking classical cooking methods and infusing

modern technology and science to create healthy and flavorful dishes. Some examples include:

thickening soups and sauces by processing and using the foods natural starches; redefining the basic

mother sauces to omit the bchamel and egg-based sauces and add or replace with coulis and salsas or

chutneys; pursing more cultural culinary infusion to develop bold and aggressive flavors; experimenting

with sweet and hot flavors; taking advantage of the shrinking globe and disappearing of national borders

to bring new ideas and flavors to restaurants; and re-evaluating recipes and substituting ingredients for

better flavor (flavored liquid instead of water, substituting herbs and spices for salt, and returning to

one-pot cooking to capture flavors).

Topic : Restaurant Operations

Topic Objective:

At the end of this topic student would be able to:

 Restaurant Forecasting

 Service

 Suggestive Selling
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Definition/Overview:

Restaurant Operations: Restaurant Operations are divided into two sections: the front of the house and

the back of the house. Depending on the size and volume of the restaurant, there may be a few managers

with broad responsibilities or many managers with focused responsibilities. In the front of the house,

restaurant operations begins with creating and maintaining what is called curbside appeal, or keeping the

restaurant looking attractive and welcome.

Key Points:

1. Restaurant Forecasting

Most businesses, including restaurants, operate by forecasting a budget of estimates sales and costs for a

year. These expenses are broken down in a weekly and monthly basis. Sales budgets are forecasts of

expected business.

The two components used in forecasting are guest counts (covers) and the average guest check. The

guest count reveals the number of guests patronizing the restaurant over a period of time. The number of

guests will vary during the week. Mondays are usually the slowest. Friday, Saturday, and Sunday

usually provide up to 50% of the operations revenue. Day of the week, meal period, previous forecast

materializations, and special holidays are all factors of forecasting. The average guest check is

calculated by dividing the total sales by dividing the number of guests. Most restaurants keep such

figures for each meal. The number of guests forecast for each day is multiplied by the amount of the

average food and beverage check for each meal to calculate the total forecast sales.

The year is divided into twelve 28-day and one 29-day accounting periods. Weekly forecasted sales are

combined to form on an accounting period. The 13 accounting periods, when totaled, become the annual

total. Beyond using forecasts for estimating sales, managers also use them to predict staffing levels and

labor cost percentages. Once sales figures are determined, all expenditures, fixed and variable, must be

deducted from sales. The money remaining becomes the operations profit.

2. Service

Today, the quality of service has become very important to American diners. The quality of the service

can often set a restaurant apart. The industrys response to this desire is evident by its increase in service

training. Servers are not merely order takers. They are salespeople of the restaurant. Servers who are not
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familiar with the menu will have very negative affects on the restaurant. They must know the ins and

outs of the menu and means of preparation.

3. Suggestive Selling

Suggestive selling can be an exceptional tool to increase food and beverage sales. Through training and

practice, servers can hone their skills so that they become sales people. Developing effective suggestive

selling skills calls for managers to take action. Some suggestions to achieve a high level of effectiveness

include providing incentive and feedback, providing training on food and wine, incorporating role-

playing, promoting up selling, and training servers as commissioned sales people. An example of

suggestive selling is, Would you prefer to try a glass of our Mondavi Pinot Noir? or May I suggest a

glass of our Kendall Jackson Chardonnay or the Kendau?

Topic : Managed Services

Topic Objective:

At the end of this topic student would be able to:

 Difference between Managed services and Commercial Operations

 Managed Services in In-Flight and Airport Food Service

 Managed Services in Military

 Managed Services in Elementary and Secondary Schools

 Managed Services in Nutrition Education Programs

 Managed Services in Colleges and Universities

 Managed Services in Student Unions

 Responsibilities in Managed Services

 Managed Services Career Paths

 Health Care Facilities

 Business and Industry

 Managed Services Other Than Food

 Advantages and Disadvantages of Managed Services

 Trends in Managed Services
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Definition/Overview:

Managed Services: Managed services include foodservice operations in the following segments:

airlines, military, elementary and secondary schools, colleges and universities, health care facilities,

business and industry, leisure and recreation conference centers, airports, and travel plazas.

Key Points:

1. Difference between Managed services and Commercial Operations

Managed services are different from commercial operations in several ways:

 Managed service operators must meet the needs of the guest and the client.

 Often, they have captive audiences.

 Many managed service operations are housed in host organizations that do not have foodservice as their

primary business.

 Managed service operations prepare food in large quantities to be served during specific hours. This is

called batch cooking.

 The volume of business is more consistent and easier to forecast.

Organizations may choose managed services because of these reasons: financial, quality of program,

recruitment of staff, expertise in management, resources available, labor relations, and outsourcing of

administrative functions.

2. Managed Services in In-Flight and Airport Food Service

Food has become a major competitive factor among airlines. Airlines may provide meals from their own

in-flight business or have the food provided by a contractor.

In-flight foodservice is a complex process. All airlines have a limited menu. The food must be able to

withstand transportation conditions and extended holding times (hot or cold). The meal must also be

appealing and able to fit in the limited passenger eating space. Gate Gourmet International is the largest

in-flight caterer in terms of sales.

Sky Chef and Cater Air are other companies in the field.

In-flight foodservice management operators plan the menus, develop the product specifications, and

arrange the purchasing contracts. Many airlines place a high priority on controlling meal costs. Some

limit the cost for an in-flight meal to $6; some limit the menu choices, while others offer snacks rather
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than meals on many flights. International flights tend to have better food and beverage service. As

airlines have decreased their in-flight foodservice, many chain restaurants have opened at airports.

3. Managed Services in Military

Military foodservice is a large and important component of managed foodservice. Even with military

downsizing, military foodservice sales are estimated at over $6 million. Services and concepts are being

redesigned to better serve the needs of personnel. Efforts are being made to address problems with

service delays, inferior products, and inventory controls. In many cases, officers clubs have been

contracted out to management companies. The clubs have moved emphasis from fine dining to a more

casual atmosphere. Menu management strategies have also been implemented.

Another trend is the testing of prepared foods that can be reheated and served without much labor.

MREs (meals ready to eat) are standard fair for troops in the field. Today, a mobile kitchen can be run

by only two people. One problem of privatization of military foodservice operations may arise in the

need to provide foodservice in combat situations. In such cases, the military must be able to provide its

own foodservice.

4. Managed Services in Elementary and Secondary Schools

In 1946, the United States Government enacted the National School Lunch Act in response to concerns

about malnourishment in military recruits. The program also allowed for the use of surplus food

products. Today, millions of children are fed breakfast, lunch, or both each day, in approximately

98,000 schools. A major challenge for the program is to balance nutrition with foods the students like.

Many are concerned about the food that young students are eating. Studies shows that the food served in

many cafeterias exceeds recommended dietary guidelines for fat content.

Some schools have onsite kitchens, where the food is prepared, and dining rooms, where the food is

served. Large food districts may prepare foods in a central commissary and then distribute them to

schools in the area. Alternatively, some schools purchase ready to- serve meals that are assembled at the

meal site. The government National School Lunch Program is a huge market for fast food chains.

Although entering this market does mean a decrease in contribution margin on items offered, future

benefits, such as building brand loyalty, can be extremely valuable. There has been much debate over

the suitability of allowing chain foodservice operations in the school lunch programs. Professional chefs

Page 52 of 192
www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

52
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in



www.bs
sc

om
mun

ity
co

lle
ge

.in

are working with the Department of Agriculture's Food and Consumer Service to develop healthful

recipes and menus with increased appeal and without increased costs.

5. Managed Services in Nutrition Education Programs

Nutrition education is now required in the nations school lunch program. The food pyramid was

developed as a part of this effort.

6. Managed Services in Colleges and Universities

College and university foodservice operations are complex and diverse. Residence halls, cafeterias,

student unions, faculty clubs, convenience stores, administrative catering, and outside catering are the

major components of this segment of noncommercial foodservice. On-campus dining can be a challenge

because the clientele lives on campus and eats all of its meals at the campus facilities. Students, faculty,

and staff often become bored with the surroundings and the menu offerings. Budgeting, in such

operations, is simplified because the on-campus students have already paid for their meals and,

therefore, numbers are easier to forecast.

Operations tend to offer students a variety of meal plans, rather than the old board plan, where students

paid one fee for all mealswhether they ate them or not. Many schools have adopted a prepaid credit plan,

where students pay a dollar amount up front, and as they eat meals over the course of the term or school

year, the dollar amount of each meal is subtracted from the students account. Driving forces of change

on campuses are the growth of branded concepts, privatization, campus cards, and computer use.

7. Managed Services in Student Unions

The student union offers a variety of food and services to cater to the needs of a diverse student body. It

is often the place to be, a place where students gather to socialize, as well as to eat and drink. Many

campuses have opted to allow restaurant chains to open on campus. The restaurant pays fees, either to

the contract food company directly or to the college. Offering take-out service is another trend

developing in college foodservice.

From a college perspective, the advantages of contract foodservices are:

 Experience in size and types of operations.
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 Use contracted department as a model for the rest of the institution.

 Variety of services.

 Resource and support available.

 Hold contractor to a higher level of performance.

The disadvantages are:

 Some segments perceived as institutionalized.

 Potential for lost customers.

8. Responsibilities in Managed Services

Foodservice managers responsibilities in a small or midsize operation are more extensive than those of

managers of larger operations. In addition to foodservice, key areas of responsibility include employee

relations, human resource management, financial/budgeting, safety administration, safety budgeting,

food production service, sanitation/food-borne illness prevention, purchasing, recruiting, and staff

training and development.

9. Managed Services Career Paths

A typical career path in managed services includes the following:

 Assistant foodservice director

 Foodservice director

 General manager

 District manager

10. Health Care Facilities

Health care foodservice operations are very complex because they must meet the needs of clientele with

special needs. Service is provided by tray, in the cafeteria, dining room, coffee shop, catering, and

vending. The needs and desires of both the patients and the health care workers must be provided for.

Meals must be consumed in a short period of time (30 minutes usually) and must have a varied menu.

The main focus of a hospital foodservice operation is the tray line. In the tray line, meals are assembled
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through a color-coding system to meet requirements specified by the dietitian. These trays must be

carefully checked to be sure each patient gets his or her correct meal.

Health care foodservice is very labor intensive. Labor accounts for 55 to 66% of operating dollars.

Hospital foodservice has evolved to the point where the need for new revenue sources has changed the

traditional patient and non patient meal-service ratios at many institutions. Often, the cafeteria is the

greatest revenue generated for the health care foodservice operation. Cash sales to patients, their

families, and staff have become important contributors to the bottom line in many operations. Some

operations have branched out into retail bakeries and catering.

Innovations in preparation, such as sous vide and cook-chill, have allowed for labor savings. Additional

savings can be realized through the quantity purchasing, menu management, and the use of operating

systems to reduce food and labor costs. Contract specialists such as Sodexho, Compass, and

ARAMARK will increase their margins. Restaurant chains have also entered this segment of the

industry. These chains benefit from long-term leases at very attractive rates compared with a restaurant

site. Some hospitals offer pizza service to rooms and comfort foods.

11. Business and Industry

Important terms to understand in regard to this segment are: contractors (companies that operate

foodservice for the client on a contractual basis), self-operators (companies that operate their own

foodservice operations), and liaison personnel (people responsible for translating corporate philosophy

to the contractor and overseeing the contractor). Contractors have about 80% of the B&I market. The

remainder is self-operated. A new trend is for one operator to serve several tenants in a building through

a central facility. B&I operators have begun to offer more diverse menu options. By offering more

healthful meal options, operators are meeting the evolving needs of their clients. The resources largely

determine the type of service offered by B&I operators: money, time, space, and expertise.

Typical manners of service include: 1) full-service cafeterias with straight, scatter, or mobile systems:

and 2) limited-service cafeterias offering fast food service, cart, and mobile service, fewer dining rooms

and executive dining rooms.
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12. Managed Services Other Than Food

Many companies have expanded their service beyond food to include other areas of facilities

management including:

 Housekeeping/custodial/environment services

 Maintenance and engineering

 Grounds and materials management

 Office and mail service

 Concierge services

 Patient transportation services for hospitals

13. Leisure and Recreation

Leisure and recreation is probably the most fun area of the foodservice industry to work in: stadiums,

arenas, theme parks, national parks, state parks, zoos, aquariums, and other venues where food and

beverage are provided for large numbers of people are leisure and recreation operations

14. Stadium Points of Service

Points of service include vendors, concession stands, and restaurants. A major point of service is the

food and beverage offered in the premium seating areas known as super boxes, suites, and skyboxes. It

is possible for all of these points of service to go on all at once and serving upwards 60,000 to 70,000

fans. To feed all these people many foodservice companies have contracts with the stadiums and arenas.

15. Other Facilities in Managed Services

The same food companies that serve the stadiums and arenas contract most U.S national parks. These

parks have hotels, restaurants, snack bars, gift shops, and myriad other service outlets. Another venue

that requires foodservice is tournaments.

16. Advantages and Disadvantages of Managed Services

Advantages of careers in this area include the unique opportunity to see professional and amateur

sporting events as much as you please, to be in rural, scenic areas and enjoy the great outdoors, to

provide a diverse set of services for the guests or fans, and to have a set work schedule. With recent

Page 56 of 192
www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

56
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in



www.bs
sc

om
mun

ity
co

lle
ge

.in

growth in this segment, many new career openings are now being offered. Disadvantages include large

amounts of people to serve in short periods of time; a work schedule of weekends, holidays, nights;

impersonal service, less creativity with food; seasonal employees; and an on/off season work schedule.

17. Trends in Managed Services

College and university foodservice managers face increasing challenges. There is an ever-present

problem of trying to balance rising costs with decreased revenues. Some of the challenges have come

directly from changes like ending blanket board charges in favor of pay as you go systems. Food and

utilities costs have continued to rise. Employing students has helped to reduce labor costs. The use of

food-to-go, campus cards, 24-hour service, business in health care and nursing homes, and carts at

vantage points has increased

Topic : Beverages

Topic Objective:

At the end of this topic student would be able to:

 Various Types of Wines

 The History of Wine

 Major Wine-Growing Regions of Europe and North America

 Beer

 Spirits

 Whiskies

 White Spirits

 Other Spirits

 Cocktails

 Nonalcoholic Beverages

 Nonalcoholic Beer

 Coffee

 Tea

 Carbonated Soft Drinks

 Juices

 Bottled Water
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 Bar and Beverage Management

 Personnel Procedures

 Restaurant and Hotel Bars

 Nightclubs

 Microbreweries

 Sports Bars

 Coffee Shops

 Liquor Liability and the Law

 Trends in the Beverage Industry

Definition/Overview:

Beverages: A drink, or beverage, is a liquid specifically prepared for human consumption. In addition to

basic needs, beverages form part of the culture of human society.

Beverages can be subcategorized into two major classes i.e. alcoholic and non alcoholic. An alcoholic

beverage is a drink containing ethanol, commonly known as alcohol, although in chemistry the

definition of an alcohol includes many other compounds. Alcoholic beverages, such as wine, beer, and

liquor have been part of human culture and development for 8,000 years. While non-alcoholic beverages

are drinks that would normally contain alcohol, such as beer and wine but are made with less than .5

percent alcohol by volume. The category includes drinks that have undergone an alcohol removal

process such as non-alcoholic beers and de-alcoholized wines.

Key Points:

1. Wines

Wine is the fermented juice of ripe grapes or fruit such as blackberries, cherries, etc. Wine may be

classified by color (red, white, or rose) or by type (light beverage wines, sparkling wines, fortified

wines, and aromatic wines).

1.1 Light Beverage Wines
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These wines are also referred to as still table wines. In the United States, premium wines are

named after the grape variety (chardonnay and cabernet sauvignon). In Europe, they are

primarily named after the region of origin (Pouilly Fuisse, Chablis).

1.2 Sparkling Wines

These are wines that contain carbon dioxide and include Champagne, sparkling rose, and

sparkling white. The carbon dioxide may be naturally produced or mechanically infused. Only

sparkling wine from the Champagne region of France can properly (by law) be referred to as

Champagne. The wine owes its unique sparkling quality to a second fermentation in the bottle

itself called methode champenoise.

1.3 Fortified Wines

Sherries, ports, Madeira, and marsalas are fortified wines. This means that they have had brandy

or wine alcohol added. This increases the alcohol content to about 20%. They are usually

sweeter than regular wines.

1.4 Aromatic Wines

Vermouths and aperitifs are aromatic wines. They have been flavored with herbs, roots, flowers,

and/or barks. The wines may be sweet or dry and are reputed to serve as digestive stimulants

when sipped before a meal.

2. The History of Wine

Wine has been produced for centuries. The first records of wine-making date back about 7,000 years.

Because the wines were often young and very acidic, they were often flavored with spices and honey.

The ancient Egyptians and the Babylonians were the first ones to record the fermentation process. The

quality of the wine depends upon the quality of the grape variety, the type of soil, the climate, the skill

of the wine-maker, the vineyard, and the method of wine-making.
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2.1 The Making of Wine

Wine is made in six steps: crushing, fermenting, racking, maturing, filtering, and bottling.

Grapes are harvested in autumn, after they have been scientifically tested for maturity, acidity,

and sugar concentration.

First the grapes are destemmed and crushed. This forms the must. Then the must is fermented.

The fermentation is caused by yeast that naturally occurs on the outside of the grape. The yeast

converts the grape sugar to ethyl alcohol. The sweetness or dryness of the wine is controlled at

the end of fermentation by adding alcohol, removing the yeast by filtration, or by adding sulfur

dioxide.

Red, blush, and rose wines obtain their color by the addition of grape skins. After fermentation,

the wine is put into racking containers to settle before being transferred into oak barrels or

stainless steel containers to mature. After maturing the wine is filtered to stabilize it and to

remove particles from the wine. This process is called fining. Next the wine is clarified by

adding egg whites or bentonite and bottled. Fine vintage wines are best drunk at their peak,

which may be a few years or decades.

2.2 Matching Wine with Food

Traditions have been developed to govern the combination of food and wine. In general, the

following traditions apply: White wine is served with white meat, whereas red wines are best

with red meats. The heavier the meal, the more robust the wine should be. Champagne can be

served throughout the meal. Regional wines are best with food of the region. Sweet wines should

be served with foods that are not too sweet. Port and red wines go well with cheese. Food and

wine are described by texture and flavor. However, the most important factors to consider are the

richness and lightness of the meal and the wine.

3. Major Wine-Growing Regions of Europe and North America

Germany, Italy, Spain, Portugal, and France are the main European wine-producing countries. France is

the most notable of the European countries. not only for wine, but also for cognac and Champagne.
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Wines are named for the village in which the wine is produced and are an important part of the French

culture and heritage. In the United States, California is the major wine-producing region.

There are three principal regions in which wine-makers produce wine in California: north and central

coastal region, great central valley region, and southern California region. The Napa and Sonoma

Valleys are the two major centers. New York, Oregon, and Washington are other major wine-producing

states, as well as are some Canadian provinces. Australia, New Zealand, Chile, Argentina, and South

Africa are other parts of the world that produce wines. Some studies indicate that there may be a

relationship between moderate wine consumption and good health.

4. Beer

Beer is a brewed and fermented beverage made from malted barley and other starchy cereals. Beer is

brewed from water, malt, yeast, and hops. The first ingredient is water. Water accounts for up to 85 to

89% of the finished beer. Next malt (coarsely ground barley) is added. The grain is germinated to

produce an enzyme that converts the grain to sugar. Yeast is used to ferment the grain. The grain is then

ground and screened to remove dirt in a process called mashing. Next the mixture is placed into a

hopper and heated while being mixed. This mixture, now called wort, is filtered and then placed in a

brewing kettle. In the brewing kettle, hops are added and the mixture is brewed for several hours. It is

then cooled and then fermented again using pure culture yeast. The brew is then aged for a few days and

then placed flavored with hops.

The term beer embraces all brewed malt beverages with an alcohol content of 3 to 16%. It includes

lagers (light-bodied), ales (more bitter and heavier body), stouts (dark ale with strong malt flavor), and

pilsners (made in the style of beer brewed in Pilsen, Czech Republic). Pilsner is not really a beer.

5. Spirits

A spirit or liquor is made from liquid that has been fermented and distilled and has a high level of

alcohol. The level of alcohol is gauged by the proof. The proof is equal to twice the amount of alcohol in

the beverage. Spirits are usually consumed before or after the meal rather than with the meal. They are
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served straight, neat, or mixed with water, soda water, juice, or cocktail mixes. Fermentation of spirits

takes place by the action of yeast on sugar-containing substances such as grain and fruit.

6. Whiskies

Whisky is a generic name for the spirit that was originally brewed in Scotland and Ireland. It is made

from a fermented mash of grain to which malt (barley) is added. Spirits are naturally white or pale in

color. Whiskys color comes from the charred oak barrel in which it is stored. It is stored for a maximum

of 12 to 15 years. Many whiskies are aged only 3 to 5 years. To achieve a quality and distinctive taste,

whiskies are blended according to the secret recipe of the distillery.

7. White Spirits

Gin, vodka, rum, and tequila are the most common types of white sprits. Gin is made from juniper

berries. It was widely produced in the United States during Prohibition and forms the base of many

cocktails. Rum can be light or dark in color. It is distilled from the fermented juice of sugarcane (light

rum) or molasses (dark rum). It comes primarily from the Caribbean Islands of Barbados, Puerto Rico,

and Jamaica. Tequila is distilled from the agave tequilana (a cactus). Mexican regulations require that

tequila be made in the area around the town of Tequila. Tequila may be white, silver, or gold in color.

Vodka can be made from many sources including barley, corn, wheat, rye, or potatoes. It lacks color,

odor, and flavor and is usually mixed with juices or other mixes.

8. Other Spirits

Brandy is distilled from wine, is sweet and fruity, and served mostly as an after-dinner drink. Cognac is

considered to be the best brandy in the world. It is made only in the Cognac region in France. Blending

brandies of various ages makes Cognac.

9. Cocktails

Cocktails were first developed in England in the Victorian Era. They became popular during the 1920s.

Cocktails are intended to stimulate the appetite or provide the perfect ending to a meal. Cocktails are

divided into two categories according to volume: short drinks (up to 3.5 ounces) and tall drinks (up to
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8.5 ounces). Several factors account for a good cocktail; these include the balance of ingredients, quality

of ingredients, and the skill of the bartender.

10. Nonalcoholic Beverages

Nonalcoholic beverages have increased in popularity. Lifestyles have become more healthful, and

organizations like MADD (Mothers Against Drunk Driving) have raised awareness.

11. Nonalcoholic Beer

Guinness, Anheuser-Busch, and Miller, along with many other brewers, have developed beer products

that have the same appearance as regular beer, but have lower calorie content and 95% to 99% alcohol

removed.

12. Coffee

Coffee is increasing in popularity. Sales of specialty coffees exceed $4 billion. Coffee originally came

from Ethiopia and what is now the Yemen Republic. Coffee made its way to Europe through Turkey.

Eventually coffee became the social beverage of Europes middle and upper classes. The Dutch

introduced coffee to the United States. Brazil produces more than 30% of the worlds coffee. Coffee may

be roasted from light to dark according to preference. Light roasts are usually used in canned or

institution roasts. Most people prefer medium roasts, generally considered to be all-purpose. Specialty

stores prefer full, high, or Vienna roast. Dark roasts have a rich flavor. Espresso is the darkest of all

roasts. Decaffeinated coffee has had the caffeine removed by either water or solvents.

13. Tea

Steeping the leaves of the tea plant in boiling water makes tea. It is consumed hot or cold and is second

to coffee in terms of commercial importance. Tea leaves have more than twice the caffeine of coffee

beans. Popular types of tea are Oolong, Darjeeling, Dooars, Orange Pekoe, Sumatra, and Java.

14. Carbonated Soft Drinks
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Coca-Cola and Pepsi are the dominant brands in the soft drink market. In the early 1970s, diet colas

were introduced and soon took command of 10% of the market. Companies are expanding

internationally to increase sales as the domestic market has virtually been saturated. As much as 66% of

Coca-Colas profits came from international sales.

15. Juices

Popular cocktails of nonalcoholic (virgin cocktails) have been popular for years. Juice bars are a

relatively new development. They specialize in quick, healthful drinks. Some offer smart drinks that are

supposed to boost energy and concentration.

16. Bottled Water

Bottled water was popular in Europe when water was not safe to drink. It has gained popularity in the

United States and other developing countries.

17. Bar and Beverage Management

Bar and beverage management requires the same sequence of steps as foodservice management.

17 1 Bar Setup

The physical setup of a bar is critical to its overall success. The area must be designed to be

pleasing to the customer as well as efficient and smooth in operation.

17.2 Control

A program of inventory control accomplishes the following: safeguarding the companys assets,

providing reliable accounting records, promoting operational efficiency, and adhering to

company policies. Training is an important element in implementing inventory control. Theft

may occur in many waysgiving away drinks, over pouring, discharging for drinks, selling a call

liquor at a well price, and stealing of bar beverages by employees. A good control process will

have systems to detect these problems.
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18. Personnel Procedures

A key component of internal control is having procedures in place for screening and hiring bar

personnel. Bar managers must implement several other procedures to control inventory and reduce the

likelihood of employee theft. Spotters are one method often used by managers. Spotters are hired to act

like normal bar customers but are actually observing the bartender. Another method is a bank switch in

the middle of a shift.

19. Restaurant and Hotel Bars

The bar in restaurants is often used as a holding area to manage the flow of guests into the dining room.

This prevents the kitchen from getting backed up with too many orders at one time and can generate

substantial profits. Beverages generally account for 25 to 30% of total sales of the restaurant. Bars carry

a range of each spirit. The well package is the least expensive pouring brand used at the bar. The call

package is the group of spirits that the bar offers to guests who ask for a particular brand name. These

spirits are more expensive.

20. Nightclubs

There are several types of nightclubs. Some offer one type of music while others offer several different

types of music. Clubs charge an entrance fee and a higher fee for drinks than do restaurants. The

nightclub business tends to fluctuate with trends. What is in this year may be out next year.

21. Microbreweries

Microbreweries brew their own beer onsite to meet the taste of local customers. These craft breweries

produce up to 15,000 barrels of beer a year. One reason for success is the wide variety of styles and

flavors of beer they produce. Microbreweries can produce a wide variety of ales, lagers, and other beers,

the quality of which depends largely on the quality of the raw materials and the skill of the brewer.

22. Sports Bars
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Sports bars have always been popular and have become more so in recent years. Satellite television

coverage of top sports events has helped to draw large numbers of guests.

23. Coffee Shops

Coffeehouses were originally based on the Italian bars, which were deeply rooted in the Italian espresso

tradition. This concept was recreated in the United States. The original concept, however, was modified

to include a wider variety of beverages and styles of coffee to meet customer taste. Cyber cafes, a new

coffeehouse trend, offer the use of computers, with Internet capabilities, for about $6 an hour.

24. Liquor Liability and the Law

Owners, managers, bartenders, and servers may be liable under the law if they serve alcohol to minors

and/or to people who are intoxicated. Dram shop laws govern the sale of alcoholic beverages. These

laws were enacted in the 1850s and specify that owners and operators of drinking establishments are

liable for injuries caused by intoxicated customers.

Underage drinking has become a major issue for operators of bars. To combat underage drinking, tools

like booklets showing the authentic design of each states driver's licenses and training programs have

been developed.

Other prevention programs include designated drivers. Some operations provide free nonalcoholic

beverages to guests who refrain from alcoholic beverages in order to be sure that their friends get home

safely. Many operations have benefited from lower insurance premiums and legal fees. The National

Highway Traffic Safety Administration has instituted many campaigns to reduce the number of alcohol-

related accidents and fatalities. Underage drinking poses a high risk and is more likely to kill

adolescents than all illegal drugs combined. Motor vehicle crashes are the leading cause of death for

teens. Alcohol also increases the likelihood for emotional illness and unsafe sex practices. Bars are

cracking down on underage drinking.

25. Trends in the Beverage Industry
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Some trends include the comeback of cocktails, designer bottled water, microbreweries, more wine

consumption, an increase in coffeehouses and coffee intake, and increased awareness and action to

avoid irresponsible alcoholic beverage consumption.

Topic : Meetings, Incentive Travel, Conventions,
Expositions (Mice), And Event Management
Topic Objective:

At the end of this topic student would be able to:

 Meetings

 Special Events and Off-Premise Catering

 Know Your Client

 The Special Event Job Market

 Key Players in the Industry

 Meeting Planners

 Convention and Visitors Bureaus

 Event Management

 Specialized Services

 Trends in Conventions, Meetings, and Expositions

Definition/Overview:
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Meetings: Meetings can be conferences, workshops, seminars, or other events designed to bring people

together in order to exchange information. There are various forms that meetings can take, including

clinic, forum, seminar, symposium, or workshop.

Key Points:

1. Meetings

Meetings are held for the purposes of education, decision making, research, change, sales, team building, new

product introduction, problem solving, strategy, or reorganization. Meetings are a revenue source for

associations. The average lead time for organizing a meeting is three to six months. Goals for meetings include:

 Increase awareness of the organization.

 Raise money.

 Provide information.

About half of all meeting planners are involved in incentive travel for corporate executives to reward them for

reaching specific targets. Conventions are annual gatherings of a group of individuals who meet for a common

interest.

Exhibitions frequently include live demonstrations and seminars in addition to exhibit booths. Convention

centers compete to host the largest exhibitions, which can add several million dollars in revenue to the local

economy. Exhibitions are either consumer shows or trade shows. The advent of technology has affected

tourism. The demand for information has driven the increase in meetings, conventions, and exhibitions. The

nature of delivering meetings has been impacted by technology. Meeting planners use technology to produce

meetings more efficiently.

Meetings are mostly organized by corporations, associations, social, military, educational, religious, and

fraternal groups (SMERFs). The purpose of meetings is to affect behavior. A successful meeting requires careful

planning and organization as well as attention to the wishes of the client. The three main types of meeting

setups are theater style, classroom style, and boardroom style. Expositions are events designed to bring
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together purveyors of products, equipment, and services in an environment in which they can demonstrate

their products and services to attendees at a convention or trade show. The intent of the exhibitors is to

generate sales. Conventions are meetings combined with expositions. They are generally larger meetings with

some form of trade show included. The majority of conventions are held in large hotels over a three- to five-day

period, rather than in a convention center.

Meetings, incentive travel, conventions, and exhibitions (MICE) represent a growing segment of the tourism

industry. The MICE tourist spends about twice the amount of money that other tourists spend. Meeting

planners are under pressure to show a strong return on investment (ROI).

The primary sources of revenue are attendee registration fees, exhibit space rentals, sponsorship fees, and

conference program advertising fees. Considerations when determining the site include facility location and

service level, accessibility, hotel room availability, conference room availability, price, city, restaurant service

and quality, personal safety, local attractions and geographic locations, and hospitality.

2. Special Events and Off-Premise Catering

Special events is the business of conceiving, designing, developing and producing ideas. Special events include

sporting events, festivals, corporate events, conventions, and social events. A special event incorporates the

services of many vendors and suppliers. The off-premise catering consultant conceives, develops, and expedites

a vision. Catering is central to the success of a special event.

3. Know Your Client

Information needed includes:

 Group demographics

 Conference/convention purpose

 Event date

 Dietary preferences

 Meal and menu program

 Past events held by the group

 Expected attendance
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 Event budget

4. The Special Event Job Market

Being a special event consultant requires many skills. A typical experience includes learning the food and

beverage aspect, gaining knowledge from a culinary arts program, gaining banquet experience, being a guest

service agent at a hotel. Then you can become a banquet manager, next obtain a sales position. Then you can

become a convention service manager within a hotel or move into off-premise catering.

5. Key Players in the Industry

The need to hold face-to-face meetings and attend conventions has grown into a multibillion dollar industry.

Major players in the convention industry are convention and visitors bureaus (CVBs), meeting planners and their

clients, the conventions centers, specialized services, and exhibitions.

6. Meeting Planners

Meeting planners may be independent contractors who contract out their services to both associations and

corporations as the need arises, or they may be full-time employees of corporations or associations. The

professional meeting planner not only makes hotel and meeting bookings but also plans the meeting down to

the last detail. The meeting planner must remember to ensure that the services contracted for have been

delivered. The meeting planners role varies from meeting to meeting. Typical responsibilities include meeting

with the client before the event occurs, meeting onsite during the event, and conducting a post-meeting

debriefing. During the site inspection, the meeting planner is shown all aspects of the hotel and any special

facilities that may interest the planner or the client.

7. Convention and Visitors Bureaus

Convention and visitors bureaus (CVBs) are major players in the meetings, convention, and expositions markets.

Among the industry sectors represented by CVBs are transportation, hotels and motels, restaurants, attractions,

and suppliers. The primary responsibilities of a CVB are to encourage groups to hold meetings, conventions, and

trade shows in the area; to assist groups with meeting preparation and support; to encourage tourists to visit

the historical, cultural, and recreational opportunities the city or area has to offer; and to promote the image of

the community it represents.
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The outcome of the CVBs activities should be increased tourist revenues for the area. Bureaus generate leads

from a variety of sources. They will often make cold calls on potential prospects such as major associations,

corporations, and incentive houses. The sales manager will invite the meeting, convention, or exposition

organizer to make a familiarization (FAM) trip to a site inspection.

7.1 Convention Centers

Convention centers are huge facilities where meetings and expositions are held. Usually convention

centers are corporations owned by county, city, or state governments and operated by a board of

appointed representatives from various groups having a vested interested in the successful operation of

the center. Convention centers have a variety of exposition and meeting rooms to accommodate both

large and small events. The centers generate revenue from the rental of space. Additional revenue is

generated by the sale of food and beverages. Many centers use subcontractors to handle staffing,

construction, lighting, audiovisual, electrical, and communications.

8. Event Management

Larger convention center events are planned years in advance. It is important that the CVB and the convention

center marketing and sales teams work closely together. Once the booking becomes definite, the senior event

manager assigns an event manager to work with the client during the sequence of pre-event, event, and post-

event. The booking manger is critical to the success of the event by booking the correct space and working with

the organizers to help them save money by allocating only the space really needed and allowing the client to set

up on time.

The contract must be carefully prepared because it is a legal document. After the contract has been signed and

returned by the client, the event manager will make follow-up calls until about six months before the event,

when arrangements will be finalized. The event manager is the key contact between the center and the client.

Two weeks prior to the event an event document is distributed to department heads. This document contains

detailed information needed to ensure that things run smoothly. Approximately 10 days before the event a

Week at a Glance meeting is held (WAG meeting). This is a very important meeting as it often provides an

opportunity to troubleshoot in advance. At about the same time as the WAG meeting, a pre-convention or pre-

expo meeting is held with various support contractors such as shuttle bus mangers, registration operators, etc.
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9. Specialized Services

A number of companies offer specialized services such as transportation, entertainment, audiovisual, escorts,

and tour guides.

10. Trends in Conventions, Meetings, and Expositions

Trends include globalization, cloning of shows, competition, and technology, growth of shows, more attendees

at regional conventions, and a boom in the number of convention centers.
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ROGRAMME CODE – UHMTC01

ASSOCIATE DEGREE IN HOTEL MANAGEMENT & TOURISM-SYLLABUS

SECOND YEAR

CODE                              SUBJECT                                          CREDITS

UHMTC01-5 HOSPITALITY MARKETING 8 CREDITS

UHMTC01-6 CONTEMPORARY ISSUES IN TOURISM
AND HOSPITALITY 8 CREDITS

UHMTC01-7    PRACTICAL - I 8 CREDITS

UHMTC01-8   PRACTICAL – II 8 CREDITS
-------------------

TOTAL                                          32 CREDITS
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DETAILED SYLLABUS

UHMTC01-5 HOSPITALITY MARKETING

UNIT-1: Customer Orientation & Marketing in the Hospitality Industry

UNIT-2: Important Factors of Marketing in Hotel Management

UNIT-3: Relationship Marketing  & Marketing Management

Service Characteristics Of Hospitality And Tourism Marketing

UNIT-4: Service Culture &  Four service characteristics , The Service Culture,  Management

Strategies for Service Businesses

The Role Of Marketing In Strategic Planning

UNIT-5: Strategic Planning , Stakeholders, Defining a Company Mission, Business Portfolios and

Growth Strategies, Steps Involved in the Business Strategy Planning Process,. The Aim of

Strategic Planning Nature of Strategic Planning of High Performance Business

The Marketing Environment

UNIT-6: Micro-Environmental Forces &  Macro-Environmental Forces

UNIT-7: Demographic and Economic Environments Affect Marketing
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UNIT-8: Environmental Trends & The Environmental Factors Are Linked

UNIT-9: Responding to the Marketing Environment

UNIT-10:  Control of Macro Environment

Marketing Information Systems And Marketing Research

UNIT-11:  Components of a Marketing Information System

UNIT-12: Assessing Information Needs &  Developing Information

UNIT-13: Commercial sources of marketing information

UNIT-14: Measuring Market Potential &  Sources of Competitive Information

Consumer Markets And Consumer Buying Behavior

UNIT-15: Black box model ,Information search, Information evaluation, Purchase decision

UNIT-16: Factors Influencing Customer, The Buyer Decision Process

Organizational Buyer Behavior And Group Markets

UNIT-17:  Decision Making Unit of Buying, Group markets in the Hospitality Industry ,

UNIT-18: The Organizational Buying Process , Major Influences on Organizational Buyers,

UNIT-19: The Organizational Buying Decision Group Business Markets, Dealing with Meeting

Planners, The Corporate Account and Corporate Travel Manager

Market Segmentation, Targeting, And Positioning

UNIT-20: The process-data model

Designing And Managing Products

UNIT-21: Product,  Branding, Product Levels, Aspects of product management, Product life cycle

Internal Marketing

UNIT-22: The Following Are the Features of an Internal Marketing-Oriented Business,

UNIT-23: Benefits of Internal Marketing, Problems affecting successful implementation of

Internal Marketing, Implementation of Internal Marketing in Hospitality Management
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Building Customer Loyalty Through Quality

UNIT-24: The service quality model, Expanded models,: Data collection

Loyalty marketing impact

Pricing Products: Pricing Considerations, Approaches, And Strategy

UNIT-25:  Price, Pricing Strategies

Distribution Channel

UNIT-26: The distribution channels,: Channel members,

UNIT-27: The internal market, Managerial Concerns, Channel membership, Channel motivation,
Monitoring and managing channels

UNIT-28: Promoting Products: Communication And Promotion Policy And Advertising

UNIT-29: Concepts behind Advertisements and Promotion , Types of advertising, Global

advertising, Budgeting for Promotional Activities

Professional Sales

UNIT-30: Seller and Owner, The sales and marketing relationship,

UNIT-31: Marketing potentially negates need for sales, Sales and marketing alignment and integration,

Recruitment of Sales-force , Sales Force Structure and Size

UNIT-32: Electronic Marketing: Internet Marketing, Database Marketing, And Direct Marketing

UNIT-33: Benefits of Electronic Marketing, Differences from traditional marketing,. Limitations of

Internet Marketing, Effects on industries

Topic : Marketing For Hospitality And Tourism
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Topic Objective:

At the end of this topic student would be able to:

 Understand the relationships between the worlds hospitality and travel industry.

 Define the role of marketing and discuss its core concepts.

 Explain the relationship between customer value, satisfaction, and quality.

 Discuss how marketing managers go about developing profitable customer relationships.

 Understand how the marketing concepts call for a customer orientation.

Definition/Overview:

Overview: For hospitality management marketing is not a function that is only carried out by the

marketing department, but rather a way of doing business. The main focus of marketing is the

customer; this customer orientation must be integrated throughout the organization.

The hospitality industry is one of the worlds largest industries. The hospitality and travel industry

combine to form the foundation for tourism. The Hong Kong airport alone will eventually be able to

handle 87 million visitors per year. All will be traveling to and from Hong Kong for business and

personal reasons that will involve many hospitality related businesses worldwide.

Key Points:

1. Customer Orientation:

The purpose of a business is to create and maintain profitable customers. Customer satisfaction leading

to profit is the central goal of hospitality and tourism marketing. The long-term value of the customer

must be assessed in order to take appropriate actions and ensure a customers long-term support.

Statistical evidence supports the idea that it is much more efficient to maintain customer relationships

than to create new customers. Indeed, it is difficult to regain a customer which has been lost to the

competition. This is a fundamental idea in marketing today.
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2. Marketing in the Hospitality Industry

2.1. Importance of Marketing

Only those companies that understand their customers can survive in the highly competitive

environment. The entrances of corporate giants into the hospitality industry and the marketing

skills these companies bring with them have produced a much higher level of competition. There

are some who predict that the hotel industry will consolidate in much the same way as the airline

industry has with five or six major chains dominating the market. If true, this will produce a

highly competitive industry with only those companies that understand their customers,

surviving. With this increase in competitive pressure, the marketing director is becoming of great

importance. It is the marketing director who will focus the company and its employees on the

customers and appropriate priorities.

2.2. Travel Industry (Tourism) Marketing

Hospitality and travel marketing is very interdependent, cooperative, and complex in nature.

The success of the hospitality marketing industry is highly dependent on the entire travel

industry. It is very interdependent, cooperative, and complex in nature. Government or quasi-

government agencies play an important role in travel industry marketing through legislation

aimed at enhancing the industry and through promotion of regions, states, and nations. The

Marketing Mix is the set of tools that work together to produce satisfied customers, providing

that the appropriate target markets and their needs are identified.

3. Important Factors of Marketing in Hotel Management

As marketing is a social and managerial process by which individual and groups obtain what they need

and want through creating and exchanging products and value with others. Following elements play a

major role in formulating marketing plan for hotel industry:

3.1. Needs
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Human needs are complex; we classify them into categories: basic physical needs such as food

and housing; social needs for belonging, affection, fun, and relaxation; esteem needs for prestige,

recognition, and fame; and individual needs for knowledge and self-expression. When a need is

not satisfied, a void exists.

3.2. Wants

Human wants are how people communicate their needs and are shaped by culture and

personality. A hungry Aboriginal wants witchery grubs, lizard eggs, and bush onions. A hungry

person in the United States may want a hamburger, French fries, and a Diet Coke. Wants are

described in terms of objects (or actions) that satisfy needs. See: Macaroni Grill having jug wine

on the tables.

3.3. Demands

Demands are wants backed by buying power. People have almost unlimited wants, but limited

resources. They choose product that produces the most benefit for their money. In times of

recession or higher gas prices, people still travel but may shorten their stay or substitute

destinations that are closer and therefore, more cost effective.

3.4. Products

A product is anything that can be offered to a market for attention, acquisition, use, or

consumption and that might satisfy a need or want. As in the case of Colorado Preservation, Inc.

historical sites can be restored in such a way that an area can become a destination attraction.

3.5. Value

Value is the consumers perception of the products overall capacity to satisfy his or her needs.

Value is different things to different people. For example, value can be the best price, or what I

get for what I give, or how fast and conveniently the product is delivered, or what I want,

regardless of cost.

Page 79 of 192
www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

79
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in



www.bs
sc

om
mun

ity
co

lle
ge

.in

3.6. Satisfaction

Satisfaction is determined by how well the product meets the customers expectations for that

product. Satisfaction is often a measure of the consumers perception of that product. A customer

centered company must generate customer satisfaction while meeting company objectives both

profitability and image.

3.7 Quality

Quality is the totality of features and characteristics of a product that bear on its ability to meet

customer needs. Many companies seek to maximize ROQ (Return on Quality). When they offer

the quality the customer wants, they often enjoy improved sales and profitability.

3.8 Exchanges

Exchange is the act of obtaining a desired object from someone by offering something in return;

it has legal overtones. An exchange requires two willing parties, with free capacity to accept or

reject the others offer.

3.9. Transactions

Transactions are marketings unit of measurement consisting of a trade of values between two

parties. Not all transactions involve money. For example, restaurants may trade meals for

advertising.

4. Relationship Marketing

Relationship marketing focuses on building a relationship with a companys profitable customers.

Usually, repeat customers provide a company with more profitable business with less expense than new

customers who require a courtship of sorts to purchase. Relationships include customers, distributors

and suppliers.
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5. Marketing Management

Marketing management is the analysis, planning, implementation, and control of programs designed to

create, build, and maintain beneficial exchanges with target buyers for the purpose of achieving

organizational objectives. The effective marketing manager is interested in shaping the level, timing and

composition of demand for his/her companys products.

5.1 Five Marketing Management Philosophies

5.1.1 Manufacturing Concept: This concept holds that customers will favor products

simply because they are affordable, encouraging management to focus on creating

efficiencies in production and distribution. As mentioned in the text, this approach often

leads to neglect of the customers.

Examples: Swiss Alps.

5.1.2 Product Concept: The product concept holds that customers prefer existing products

and product forms, and the job of management is to develop good versions of these

products. The fault here is that without environmental scanning and trend analysis, the

company will miss crucial changes in the markets perceptions and expectations. Indeed, the

customer will always know what s/he needs, but not necessarily how the product or service

can fulfill the need. This is the business of the marketer.

Example: Victoria Station.

5.1.3 Selling Concept: This concept holds that the consumer will respond only to the efforts

of the company to market and sell the products. Here, the focus of the company is to sell,

sell, and sell. Again, the missing element in this approach is the customer and his or her

satisfaction with the product or service. Rather than find the true cause for a slowing of

business, firms often advertise to reverse a sales decline or fill gaps created by overcapacity.
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5.1.4 Marketing Concept: This concept holds that achieving organizational goals depends

on determining the needs and wants of target markets and delivering the desired satisfaction

more effectively and efficiently than competitors. The concept of relationship marketing is

clearly prevalent in this approach. The company makes it profits by creating and

maintaining customer satisfaction.

Examples: Four Seasons, Accor, McDonalds and Southwest Airlines.

5.1.5 Societal Marketing Concept: The underlying concept of the societal marketing

approach is responsibility. There is growing faction of corporate America that is recognizing

the necessity to operate in an environmentally and ethically responsible manner.

Examples: Fast-food restaurants provide food with more nutritional value, resort developers

consider the disposal of waste products and use of water. Hotels consider energy

conservation, landscaping, preventive maintenance, water-saving plumbing fixtures, and

responsible alcohol service training for employees.

Topic : Service Characteristics Of Hospitality And Tourism Marketing

Topic Objective:

At the end of this topic student would be able to:

 Describe a service culture.

 Identify four service characteristics that affect the marketing of a hospitality or travel product.

 Explain marketing strategies that are useful in the hospitality and travel industries.

Definition/Overview:
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The service management strategies: The service management strategies include tangiblizing the

product, managing employees, managing perceived risk, managing capacity and demand, and managing

consistency. Management of service increases the effectiveness of their business.

Key Points:

1. Service Culture

The service culture focuses on serving the customer and satisfying their needs. The service culture must

begin with top management and flow down.

Example: Four Seasons Hotel.

2. Four service characteristics

2.1. Intangibility: Purchasers of hospitality and tourism product usually have nothing physical

to show at the end of their experience. Because the product is not tangible it is difficult to

evaluate the product before purchase. You can discuss that most products are a mix of tangible

products and intangible products. In a restaurant, the meal is tangible. In a fast food restaurant, it

is a large portion of the overall product. In an upscale restaurant, the service of the food or

intangible portion of the service becomes more important.

2.2. Inseparability: Inseparability means all customer-contact employees become part of the

product. It also means customers become part of the product and we have to manage our

customer. You can ask students to give examples of when customers influenced the satisfaction

of other customers. For example, drunken conventioneers in a romantic restaurant, or someone

smoking next to a non-smoker, influence the satisfaction of other guests.
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2.3. Variability: Lack of consistency. Ask students how many think McDonalds makes an

excellent hamburger. Then ask them how many have been to McDonalds in the last year. More

hands will pop up for the second question. One of the reasons for McDonalds success is they

have been able to master variability. When you stop at McDonalds you know what you will

receive.

2.4. Perishability: A restaurant which has a capacity of serving 400 customers and only serves

100 on Monday night has lost the ability to serve those customers. They cannot inventory the

unserved 300 covers. A manufacturing company producing tangible goods can inventory goods,

thus they do not have to match capacity and demand in the short term. Most students understand

perishability in a hotel or airplane, but some do not understand it in a restaurant.

3. The Service Culture

The service culture focuses on serving the customer and satisfying their needs. Creation of a service

culture must begin with top management and flow down.

4. Management Strategies for Service Businesses

 Positioning strongly in chosen target market: strong position can increase service effectiveness. For

example, Southwest Airlines positions itself as Just Plane Smart for commuter flyersas a no-frills, short-

haul airline charging very low fares. Ritz-Carlton Hotel positions itself as offering a memorable

experience that enlivens the senses, instills well-being, and fulfills even the unexpressed wishes and

needs of our guests.

 Effective interaction between customers and employees: customers judge service quality on both the

service deliverer and the quality of the delivery. ARAMARK example illustrates how to satisfy

customers on both technical quality (the quality of the food) and functional quality (the service provided

in the restaurant).

 Managing differentiation: The solution to price competition is to develop a differentiated offer, delivery,

and image. They can differentiate their service delivery through people, the physical environment and

the process. For example, British Airways offers international travelers a sleeping compartment, hot
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showers, and cooked-to-order breakfast. McDonald differentiates its image through the golden arches

symbol.

 Managing service quality: Service firm can differentiate itself by delivering consistently higher quality

than its competitors do. The key is to exceed the customers service-quality expectations. Promise only

what you can deliver and deliver more than you promise! For example, Marriott authorized its

employees to do whatever it takes, on the spot, to keep guests happy. Marriott, Disney and McDonalds

look not only at financial performance, but also at service performance. A service providers goal is zero

customer defections. Many destinations promote tourism through the Chambers of Commerce and often

tax supported visitor bureaus. They often need to take a proactive approach to insuring a high level of

quality of services offered.

 Managing the Physical Surroundings: The front-desk staff in a luxury hotel should dress in professional

apparel The atmosphere and physical surroundings of McDonalds are just as acceptable but entirely

different. In each of these environments a different approach is used to convey the quality of the

product/service/price.

 Managing Employees is part of the product: In a well-run hospitality organization, there are two

customers, the paying customers and the employees. Internal marketing is the process of training and

motivating employees to provide good customer service. This element cannot be overly stressed.

Employees, who are happy at their job, do a better job and create happy customers.

 Managing Perceived Risk: The nature of the hospitality service industry inevitably leads to perceived

risk on the part of the customer. Nevertheless, it does give rise to higher loyalty among customers when

service is consistent over time. Customers are less likely to change to service providers with which they

have less or no experience if they are happy with service they are currently receiving. One way of

combating concern is to encourage the client to try the hotel or restaurant in a low-risk situation. For

example, hotels and resorts offer familiarization (FAM) trips to meeting planners and travel agents.

FAM trips reduce a products intangibility by letting the intermediary customer experience the hotel

beforehand. Meeting planners sometimes select a higher rated property feeling there is less personal risk

in that recommendation (IBM phenomena).

 Managing Capacity and Demand: From the perishable nature of services, managing capacity and

demand becomes a more important aspect of managing. A hotel, for instance, cannot just add or delete

rooms for upcoming high or low demand periods. Services must adjust their operating systems to

enable the business to operate at maximum capacity. For example, restaurants offer buffet to increase

capacity. Customers provide their own service, with the service staff providing the beverage and check,

which frees the staff to wait on more customers. Furthermore, food is available when customers arrive,
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allowing them to start eating almost immediately. This increases turnover of tables, further increasing

the capacity.

 Managing Consistency: Consistency means that customers will receive the expected product or level of

service without unwanted surprises.

 Managing the Customer Relationship (CRM): CRM is a managerial philosophy and practice that

combines marketing, business strategy and information technology to better understand customers.

CRM calls for developing unique and lasting relationships with customers. Not common to many

hospitality companies, companies like the Ritz-Carlton make intensive use of their customer database.

 Service Failure: Despite the best efforts of management, sometimes service efforts fail. Studies show

that the best way to deal with customers is to provide forthright and timely information regarding

service failures.

Topic : The Role Of Marketing In Strategic Planning

Topic Objective:

At the end of this topic student would be able to:

 Explain companywide strategic planning.

 Understand the concepts of stakeholders, processes, resources, and organization as they relate to a high-

performing business.

 Explain the four planning activities of corporate strategic planning.

 Understand the processes involved in defining a company mission and setting goals and objectives.

 Discuss how to design business portfolios and growth strategies.

 Explain the steps involved in the business strategy planning process.

Definition/Overview:

Strategic Planning: The aim of strategic planning is to help a company select and organize its business

in a way that keeps the company healthy despite unexpected upsets occurring in any of its specific

businesses or product lines. . The strategy of going after the leisure traveler may be profitable but it is

not compatible with the corporate strategy.
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Key Points:

1. Strategic Planning

The three ideas for strategic planning are: managing a companys business as an investment portfolio,

assessing the future profit potential for each business by considering the markets growth rate and the

companys position and fit, and developing a game plan for achieving a companys long-run objectives.

2. Stakeholders

Stakeholders include stockholders, customers, employees, suppliers, and distributors. Processes:

Companies are increasingly refocusing their attention on the need to manage processes even more than

department. Companies build cross-functional teams that manage core business processes to be superior

to competitors. Companies are commonly deciding to out-source less critical resources. They identify

their core competencies and use them as the basis for their strategic planning. Organization: Companies

align their organization's structure, policies, and culture to the changing requirements of business

strategy.

3. Defining a Company Mission

A mission should define competitive scopes within which the company will operate. A companys

mission should be clear at the beginning and should be motivating. Good mission statements embody a

number of characteristics. They should focus on a limited number of goals. The following six scopes

should be considered by managers when defining missions, goals, and objectives:

 Industry scope

 Products and applications scope

 Competencies scope

 Market-segment scope

 Vertical scope

 Geographical scope
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4. Business Portfolios and Growth Strategies

Boston Consulting Group model is normally applied to design business portfolios. The BCG matrix is

divided into four cells, each indicating a different type of business. They are question marks, stars, cash

cows, and dogs. There are four recommended strategies for the mentioned four types of businesses.

They are build, hold, harvest, and divest. The Boston Consulting Group matrix is useful in explaining

how companies allocate resources. They will cut back on dogs and maintain cash cows. The bulk of the

money will go into the stars and making question marks into stars.

This has employment implications for college students. If they go with the star there will be more

chances for growth as the chain expands. This is a good way to get across the concept. The BCG matrix

was also adapted and utilized in menu engineering. Programs with an emphasis on food and beverage

might want to show the similarities between the two matrixes. This provides an example of how the

material presented in this chapter has been used as a tool in restaurants.

Three major growth strategies are intensive growth (market penetration, market development, and

product development strategy), diversification growth (concentric diversification, horizontal

diversification, and conglomerate diversification strategy), and integrative growth (backward

integration, forward integration, horizontal integration).

5. Steps Involved in the Business Strategy Planning Process

Business strategy planning is planning at the SBU (Standard Business Unit) level. Each SBU must

define its specific goals and policies as a separate business, defining in the process its various scopes.

This includes: products, applications, competence, market segments, vertical positioning, and

geography. The steps involved are: business mission, SWOT analysis (external environmental analysis

and internal environmental analysis), Goal Formulation, Strategy Formulation, Strategic Alliances,

Program Formulation, Implementation, and Feedback and Control.
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6. The Aim of Strategic Planning

The aim of a strategic planning is to help a company select and organize its business in a way that keeps

the company healthy in spite of unexpected occurrences. It is the process of developing and maintaining

a strategic fit between the organizations goals and capabilities and its changing marketing opportunities.

It is defined by three ideas:

 Managing a companys business as an investment portfolio, from which it will be decided which

business entities deserve to be built, maintained, phased down, or terminated.

 Assessing the future profit potential of each business by considering the markets growth rate and the

companys position and fit. For example, Hyatt, Marriott, and Holiday Inns offer a diverse portfolio of

brand name lodging.

 Developing a game plan for achieving a companys long-run objectives. For example, American Airlines

is pressing for cost reduction as a full-service airline and a strong global market share. Southwest

continues to strive for low-cost, limited domestic service airlines.

7. Nature of Strategic Planning of High Performance Business

 Stakeholder: The principle that a business must at least strive to please the minimum expectations of

each stakeholder group to produce sufficient revenue. Stakeholders include customers, employees,

suppliers, and distributors. An often-overlooked critical group is that of owners of hotels managed by a

hotel management company. Figure 3-3 shows the dynamic relationship connecting the stakeholder

groups and why each must be sufficiently satisfied in order for the operation to remain viable.

 Processes: Companies build cross-functional teams that manage core business processes to be superior

to competitors. This alleviates common inter-departmental conflicts inhibiting cooperation. For

example, the Las Vegas Hilton hotel incorporated marketing and strategic planning into accounting

rather than viewing them as separate stand-alone areas and philosophies.

 Resources: Companies are commonly deciding to out-source less critical resources. They identify their

core competencies and use them as the basis for their strategic planning. See table 3-1 Strategic

Analysis: Questions that Generate Creative Ideas.

 Organization: Companies align their organization's structure, policies, and culture to the changing

requirements of business strategy. For example, the corporate culture of Rock resorts had been changed

from product driven to customer oriented
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Topic : The Marketing Environment

Topic Objective:

At the end of this topic student would be able to:

 List and discuss the importance of the elements of the companys microenvironment, including the

company, suppliers, marketing intermediaries, customers, and public.

 List the macro-environmental forces that affect the companys ability to serve its customers and describe

the levels of competition.

 Explain how changes in the demographic and economic environments affect marketing.

 Identify the major trends in the firms natural and technological environments.

 Explain the key changes that occur in the political and cultural environments.

 Discuss how companies can be proactive rather than reactive when responding to environmental trends.

Definition/Overview:

Marketing Environment: A companys marketing environment consists of the outside actors and

forces that affect marketing managements ability to develop and maintain successful transactions

with its target customers. The marketing environment is made up of microenvironments and macro

environments. The microenvironment consists of forces close to the company that can affect its

ability to serve its customers. The company itself, marketing channel firms, customer markets,

competitors, and a broad range of publics are all classified under the microenvironment. The macro

environment consists of the larger societal forces that affect the whole microenvironment.

Demographic, economic, natural, technological, political, competitor and cultural forces are

examples of macro environmental forces.

Key Points:

1. Micro-Environmental Forces
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Elements of the companys microenvironment, include, suppliers, marketing intermediaries, customers,

and public. Marketing managers must work closely with top management and the various company

departments. All company departments will have some impact on the success of marketing plans.

Suppliers are firms and individuals that provide the resources needed by the company to produce its

goods and services.

Marketing intermediaries are a specialized group of suppliers that help the company promote, sell, and

distribute its goods to the final buyers. Additionally, transportation systems, marketing services

agencies, financial intermediaries also impact the hospitality marketing environment.

2. Macro-Environmental Forces

Macro environments: competitive, demographic, economic, natural, technological, political, and

cultural. There are four levels of competition:

(1) A company can view its competitors as other companies that offer similar products and services to

the same customers at a similar price.

(2) A company can see its competitors as all companies making the same product or class of products.

(3) A company can see its competitors more broadly as all companies supplying the same service.

(4) A company can see its competition even more broadly as all companies that compete for the same

consumer dollars.

3. Demographic and Economic Environments Affect Marketing

Changes in income and consumer spending pattern make customers more financially cautious and thus

marketers need to offer buyers greater value, the combination of product quality and good service at a

fair price. Global economic patterns influence the hospitality industry, for example, the expansion of

Choice Hotel International, U.S. Franchise Systems, and McDonalds. The Baby Boomers, Generation

X, The Echo Boomers can be quoted as examples.

4. Environmental Trends
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Companies should take an environmental management perspective. Rather than simply watching and

reacting, these firms take aggressive action to affect the publics and forces in their marketing

environment. In addition, companies should also use an environmental scanning plan to be proactive.

Furthermore, companies should acquire reliable and timely information for their decision-making.

5. The Environmental Factors Are Linked

The following example shows how the elements of environment are linked.

Economic forces result in families with both heads of the household working. This is a demographic

statistic that can be tracked over time. Women are also able to build careers and take management

positions once reserved for men. The working heads of the household no longer have time to cook.

Culturally, 30 to 40 years ago women were expected to stay home and cook. That is no longer the case.

Thus we have seen a cultural change where men now participate in home duties and no one member of

the household is expected to prepare all meals. Technology has also made it easier to reconstitute food

and to warm prepared meals at home. Finally, the competitive environment between grocery stores and

quick-service restaurants is expected to heat up.

6. Responding to the Marketing Environment

An environmental management perspective suggests an aggressive approach to affect the publics and

forces in the marketing environment. By shaping opinion and influencing legislation, these types of

companies attempt to control their industrys opportunities better. Environmental scanning is an integral

part of any marketing environment. The use proves beneficial to track the changes in all environments

concerning the marketing of an organization. Using information about the marketing environment is

critical to any marketing strategy. Simply collecting and analyzing the data is insufficient. The marketer

must translate the data into information and implement it in the strategic planning of the firm.

Environmental trends have affected nearly every area of hotel design. You may want to focus on a few

of the areas covered. For instance, within the microenvironment, the hotels have realized the necessity

of establishing strong and trustworthy relationships between departments, intermediaries and suppliers.

In the macro environment, the hotels have addressed the natural environment by setting up recycle
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options like trash bins and treated water. Technologically, the hotels are increasingly addressing the

computer literate with express check-in and check-out, computerized ticketing, and fax machines and

computer lines within the hotel rooms.

7. Control of Macro Environment

Even though companies have little control over the macro environment, companies should still be

concerned with the macro environment. Furthermore, smart marketing managers take a proactive rather

than a reactive approach to the publics and forces in their marketing environment. Companies which

take an environmental management perspective analyze environmental forces and design strategies that

will help the company avoid the threats and take advantage of the opportunities that the environment

provides. Rather than simply watching and reacting, the proactive firms take aggressive action to affect

the publics and forces in their marketing environment.

At the same time, astute marketers will be able to assess and address any potential opportunities and

threats that may arise. While control may be limited, one must still certainly be aware of and participate

in ones that are relevant and available. There is also some measure of responsibility that accompanies

any business endeavor. The ethical responsibility and political responsibilities are somewhat more

intangible but still absolutely necessary to monitor.

Likewise, cultural trends offer the same responsibilities and opportunities that are available in the other

arenas. Marketers help shape the values and trends that are affected by its presence. Advertising

dollars, public relations, media exposure, natural resource use and political associations all contribute to

the image of a service firm. Having little control over them should not dissuade it from being concerned

with these issues.

Topic : Marketing Information Systems And Marketing Research

Topic Objective:

At the end of this topic student would be able to:
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 Explain the concept of the marketing information system.

 Identify the different kinds of information the company might use.

 Planning of research objectives, developing the research plan, implementing the research plan, and

interpreting and reporting the findings.

Definition/Overview:

Marketing Information System: In todays rapidly changing travel marketplace, managers need

accurate information quickly. New technologies allow analysis of large quantities of data. MIS consists

of people, equipment, and procedures to gather, sort, analyze, evaluate, and distribute needed, timely,

and accurate information to marketing decision makers. The three stages in the system are as following:

 The MIS interacts with managers to assess their information needs.

 It develops needed information from internal company records, marketing intelligence activities, and the

marketing research process. Information analysts then research and process information to make it

useful and applicable

 It distributes information to managers in the most appropriate form and timely manner to facilitate and

enhance marketing planning, implementation, and control.

Key Points:

1. Components of a Marketing Information System

A marketing information system consists of people, equipment, and procedures to gather, sort, analyze,

evaluate, and distribute needed, timely, and accurate information to marketing decision makers. Keep in

mind that there are three stages in the system:

 The MIS interacts with managers to assess their information needs.

 It develops needed information from internal company records, marketing intelligence activities, and the

marketing research process. Information analysts, then research and process information to make it

useful and applicable.
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 The MIS distributes information to managers in the most appropriate form and timely manner to

facilitate and enhance marketing planning, implementation, and control.

2. Assessing Information Needs

A good MIS will balance information that managers would like to have against that which they really

need and is feasible to obtain. For example, Mrs. Fields Cookies provides their managers with sales

forecasts with updates each hour. Managers need to anticipate new competitive product offerings.

However, competitors withhold information to prevent their competition from knowing about the

product. During KFCs development of their Chicken Little sandwich, only a few corporate managers

knew of the project. KFC had developed ingredient specifications for the making of the sandwich, and

its suppliers had to sign secrecy agreements. KFC did not want competitors to learn about the new

product offering before its test marketing. Yet a competitor with a good MIS system might have picked

up clues in advance about KFCs plans.

The costs of obtaining, processing, storing, and delivering information can add up quickly. Companies

must estimate the value of having an item of information against the costs of obtaining it. This value

depends on essential but subjective estimates of how it will be used and the costs of obtaining it.

3. Developing Information

Information needed by marketing managers can be obtained from internal company records, marketing

intelligence, and marketing research. The information analysis system processes this information and

presents it in a form that is useful to managers.

3.1. Internal Records:

Internal records information consists of information gathered from sources within the company

to evaluate marketing performance and to detect marketing problems and opportunities; it is

essentially raw data. Many companies use internal records to build extensive internal databases,

computerized collections of information obtained from data sources within the company.

Page 95 of 192
www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

95
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in



www.bs
sc

om
mun

ity
co

lle
ge

.in

Marketing managers can readily access and work with information in the database to identify

marketing opportunities and problems, plan programs, and evaluate performance.

Increasingly, companies are creating data warehouses to house their customer data in a single,

more accessible location. Then, using powerful data mining techniques, they search for

meaningful patterns in the data and communicate them to managers. The single most important

element in any hospitality marketing information system is to have a process for capturing and

using information concerning guests. Guest information is vital to improving service, creating

effective advertising and sales promotion programs, developing new products, improving

existing products, and developing marketing and sales plans and to the development and use of

an effective revenue management program.

Guest information trends are vital to the planning and revenue/yield processes. Guest

Information Management includes acquisition of this critical information cannot be left to

chance or the whims of department managers. Corporate Customer and Marketing Intermediary

Information: A database of customers/prospects is of great value to a professional sales force.

The marketing information concerning the prospect can be obtained from annual reports,

financial analyses of public companies, and articles on the company, and by talking with

company employees. For example, the sales force of Benchmark Hospitality Conference Resorts

is trained to go beyond demographic studies and to target prospects by geography and industry

segment. Benchmarks salespeople monitor the health of specific industries and qualify

prospects.

Marketing Intelligence includes everyday information about developments in the marketing

environment that helps managers prepare and adjust marketing plans and short-run tactics.

Internal sources of marketing intelligence include the companys executives, front-desk staff,

service staff, purchasing agents and sales force. This information can be gathered from internal

databases, data warehouses, guest history information, guest information trends, guest comment

cards, listening to and speaking with guests, automated systems, mystery shoppers, company

records, point-of-sale information, corporate customer and marketing intermediary information.

External sources of marketing intelligence include macro market information, competitive
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information, and new innovation and trends. Sources of Competitive Information: competitive

intelligence is available from competitors annual reports, trade magazine articles, speeches, press

releases, brochures, and advertisements.

4. Commercial sources of marketing information

Companies can purchase information from outside suppliers or from on-line database of information

services. Good examples include: Dialog Dow Jones News Retrieval, UMI ProQuest, and Dun &

Bradstreets Online Access.

Marketing Research is a process that identifies and defines marketing opportunities and problems,

monitors and evaluates marketing actions and performance, and communicates the findings and

implication to management. For example, when McDonalds decided to add salads to its menu, its

planners needed to research customers preferences for types of vegetables and dressings.

5. Measuring Market Potential

The 10 most common activities are measurement of market potentials, market-share analysis, the

determination of market characteristics, sales analysis, studies of business trends, short-range

forecasting, competitive product studies, long-range forecasting, marketing information systems studies,

and testing of existing products.

6. Sources of Competitive Information

A great deal of information is readily available about your competitors. Information can be gathered

from competitors annual reports, trade magazines, speeches, press releases, brochures and

advertisements as well as site visits. Search engines can look through thousands of databases online.

Topic : Consumer Markets And Consumer Buying Behavior

Topic Objective:
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At the end of this topic student would be able to:

 Name the elements of the stimulusresponse model of consumer behavior.

 Outline the major characteristics affecting consumer behavior, and list some of the specific cultural,

social, personal, and psychological factors that influence consumers.

 Explain the buyer decision process and discuss need recognition, information search, evaluation of

alternatives, the purchase decision, and post purchase behavior.

Definition/Overview:

Consumer behavior: Consumer behavior is the study on when, why, how, where and what people do or

do not buy products. It blends elements from psychology, sociology, anthropology and economics. It

attempts to understand the buyer decision processes/buyer decision making process, both individually

and in groups. It studies characteristics of individual consumers such as demographics, psychographics,

and behavioral variables in an attempt to understand people's wants. It also tries to assess influences on

the consumer from groups such as family, friends, reference groups, and society in general. Belch and

Belch define consumer behavior as 'the process and activities people engage in when searching for,

selecting, purchasing, using, evaluating, and disposing of products and services so as to satisfy their

needs and desires'.

Key Points:

1. Black box model

The black box model shows the interaction of stimuli, consumer characteristics, decision process and

consumer responses. It can be distinguished between interpersonal stimuli (between people) or

intrapersonal stimuli (within people). The black box model is related to the black box theory of

behaviorism, where the focus is not set on the processes inside a consumer, but the relation between the

stimuli and the response of the consumer. The marketing stimuli is planned and processed by the

companies, whereas the environmental stimulis are given by social factors, based on the economical,

political and cultural circumstances of a society. The buyer\s black box contains the buyer

characteristics and the decision process, which determines the buyers response. The black box model
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considers the buyers response as a result of a consciousness decision process, in which it is assumed that

the buyer has recognized the problem. However, in reality many decisions are not made in awareness of

a determined problem by the consumer.

2. Information search

Once the consumer has recognized a problem, they search for information on products and services that

can solve that problem. Belch and Belch (2007) explain that consumers undertake both an internal

(memory) and an external search.

Sources of information include:

 Personal sources

 Commercial sources

 Public sources

 Personal experience

The relevant internal psychological process that is associated with information search is perception.

Perception is defined as 'the process by which an individual receives, selects, organizes, and interprets

information to create a meaningful picture of the world'

The selective perception process Stage Description Selective exposure consumers select which

promotional messages they will expose themselves to. Selective attention consumers select which

promotional messages they will pay attention to Selective comprehension consumer interpret messages

in line with their beliefs, attitudes, motives and experiences Selective retention consumers remember

messages that are more meaningful or important to them

You should consider the implications of this process on the development of an effective promotional

strategy. First, which sources of information are more effective for the brand and second, what type of

message and media strategy will increase the likelihood that consumers are exposed to our message, that

they will pay attention to the message, that they will understand the message, and remember our

message.

The buying process starts when the buyer recognizes a problem or need. The buyer senses a difference

between his or her actual state and a desired state. An aroused consumer may or may not search for

more information. If the consumers drive is strong and a satisfying product is near at hand, the consumer

is likely to buy it at that moment. If not, the consumer may simply store the need in memory and search
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for relevant information. Consumer uses information to evaluate the alternatives. In the evaluation stage,

the consumer ranks brands in the choice set and forms purchase intentions. Following a purchase, the

consumer will be satisfied or dissatisfied and will engage in post purchase actions of significant interest

to the marketer.

3. Information evaluation

At this time the consumer compares the brands and products that are in their evoked set. How can the

marketing organization increase the likelihood that their brand is part of the consumer's evoked

(consideration) set? Consumers evaluate alternatives in terms of the functional and psychological

benefits that they offer. The marketing organization needs to understand what benefits consumers are

seeking and therefore which attributes are most important in terms of making a decision.

4. Purchase decision

Once the alternatives have been evaluated, the consumer is ready to make a purchase decision.

Sometimes purchase intention does not result in an actual purchase. The marketing organization must

facilitate the consumer to act on their purchase intention. The provision of credit or payment terms may

encourage purchase, or a sales promotion such as the opportunity to receive a premium or enter a

competition may provide an incentive to buy now. The relevant internal psychological process that is

associated with purchase decision is integration.

5. Factors Influencing Customer

5.1. Personal Characteristics Affecting Consumer Behavior

5.1.1. Culture

Cultural factors exert the broadest and deepest influence on consumer and are the most

basic determinant of a person's wants and behavior. It compromises the fundamental

values, perceptions, wants, and behaviors that are continuously reinforced in a society.

For example, the cultural shift toward greater concern about health and fitness has
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resulted in many hotels adding exercise rooms or health clubs or developing an

agreement with a local health club so that their guests can have access to it. The shift

toward lighter and more natural food has resulted in menu changes in restaurants. The

shift toward lighter-colored and simpler home furnishings is reflected in new restaurant

designs.

5.1.2. Subculture

Each culture contains smaller subcultures, or groups of people with shared value systems

based on common experiences and situations. An example of subcultures might be

university students; some are married and live off-campus, others live in dorms, or others

live in fraternity/sorority housing. Three important subcultures include the U.S. Hispanic

Market, African American Consumers, and Asian American consumers.

5.1.3. Consumer Behavior across International Cultures

The values, attitudes, and behaviors of consumers in different countries often vary

dramatically. International marketers must understand such differences and adjust their

products and marketing programs accordingly. For example, KFC, Pizza Hut, Burger

King, and McDonalds have adapted their menus to make them kosher for Passover.

5.1.4. Consumer Behavior across International Borders

Consumers in different countries show dramatic differences in values, attitudes and

behaviors. Companies need to tailor their menus to suit their overseas customers.

5.1.5. Social Class
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Relatively permanent and ordered divisions in society whose members share similar

values, interests, and behaviors. Social class in newer nations such as the U.S., Canada,

and Australia is not indicated by a single factor such as income, but is measured as a

combination of occupation, source of income, education, wealth, and other variables.

Social classes show distinct product and brand preferences in such areas as food, travel,

and leisure activity. Some marketers focus on only one social class.

The Four Seasons restaurant in Upper Manhattan targets upper-class patrons, while Joes

Coffee Shop in Lower Manhattan focuses on lower-class patrons.

Age and Life-cycle Stage: The type of goods and services people buy, changes during

their lifetimes. Preferences for leisure activities, travel destinations, food and

entertainment are often age related.

For example, a study of mature travelers showed that this segment places great

importance on grab bars in bathrooms, night-lights, legible, visible signs in hallways,

extra blankets, and large printing on menus. Buying behavior is also shaped by the

family life-cycle stages. Young unmarried persons usually have few financial burdens,

and spend a good portion of their discretionary income on entertainment. Once they have

children, their purchases from restaurants can change to more delivery and carry out.

5.1.6. Occupation

A person's occupation affects the goods and services bought. For example, business

executives purchase meals from a full-service restaurant, while clerical employees may

bring their lunch or purchase lunch from a nearby quick-service restaurant.

5.1.7. Economic Situation
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A person's economic situation greatly affects product choice and the decision to purchase

a particular product. For example, during recessions, consumers cut back on restaurant

meals, entertainment, and vacations. They trade down in their choice of restaurants

and/or menu items and eat out less frequently, looking for a coupon or deal when they do

go out. Conversely, periods of economic prosperity create opportunities.

Consumers are more inclined to buy expensive wines and imported beers, menus can be

upgraded, and air travel and leisure expenditures increase.

Life-style: A lifestyle is a person's pattern of living as expressed in his or her activities,

interests and opinions.

Lifestyles portray the whole person interacting with his or her environment. Marketers

search for relationships between their products and achievement-oriented customers. For

example, a study of tourists who purchase all-inclusive travel packages vs. those who

make travel arrangements independently revealed that lifestyle characteristics varied. All-

inclusive travel purchasers were more socially interactive, solicitous, and take their

vacations mainly to relax. Tourists who preferred independent travel arrangements were

more self-confident and often seek solitude.

5.1.8. Psychological Factors

Motivation arises out of needs. A need becomes a motive when it is aroused to a

sufficient level of intensity. Perception is the process by which an individual selects,

organizes, and interprets information to create a meaningful picture of the world.

Perception is highly individual and especially elusive. In the same situation, two people

with the same motivation may act quite differently based on how they perceive

conditions.

6. The Buyer Decision Process

Buyers decision process consists of five stages: need recognition, information search, evaluation of

alternatives, purchase decision, and post purchase behavior.
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Possibly the most challenging concept in marketing deals with understanding why buyers do what they

do (or dont do). But such knowledge is critical for marketers since having a strong understanding of

buyer behavior will help shed light on what is important to the customer and also suggest the important

influences on customer decision-making. Using this information, marketers can create marketing

programs that they believe will be of interest to customers. Buyer behavior is deeply rooted in

psychology with dashes of sociology thrown in just to make things more interesting. Since every person

in the world is different, it is impossible to have simple rules that explain how buying decisions are

made.

More generally, decision making is the cognitive process of selecting a course of action from among

multiple alternatives. Common examples include shopping, deciding what to eat. Decision making is

said to be a psychological construct. This means that although we can never "see" a decision, we can

infer from observable behavior that a decision has been made. Therefore we conclude that a

psychological event that we call "decision making" has occurred. It is a construction that imputes

commitment to action. That is, based on observable actions, we assume that people have made a

commitment to effect the action.

Topic : Organizational Buyer Behavior And Group Markets

Topic Objective:

At the end of this topic student would be able to:

 Understand the organizational buying process.

 Identify and discuss the importance of the participants in the organizational buying process.

 Identify the major influences on organizational buyers.

 List the eight stages of the organizational buying process.

 Identify and describe the group markets in the hospitality industry.

Definition/Overview:
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Overview: Compared with consumer purchases, a business purchase usually involves more buyers and

a more professional purchasing effort. Organizational buying process tends to be more formalized than

the consumer process and a more professional purchasing effort. The more complex the purchase, the

more likely it is that several people will participate in the decision-making process.

Key Points:

1. Decision Making Unit of Buying

The decision-making unit of a buying organization, sometimes called the buying center, is defined as all

those individuals and groups who participate in the purchasing decision-making process, who share

common goals and the risks arising from the decisions. Six participants in the purchase decision

process: users, influencers, deciders, approvers, buyers, gatekeepers. Organizational buyers are subject

to many influences as they make their buying decisions, such as Environmental Factors, Organizational

Factors, Interpersonal Factors, and Individual Factors.

There are eight stages of the organizational buying process including problem recognition, general need

description, product specification, supplier search, proposal solicitation, supplier selection, order-routine

specification, and performance review.

2. Group markets in the Hospitality Industry

The group business market is often more sophisticated and requires more technical information than the

consumer market. Many group markets book more than a year in advance. There are four main

categories of group business: conventions, association meetings, corporate meetings, and the SMERF

(social, military, educational, religious, and fraternal organizations) groups

3. The Organizational Buying Process

The organizational buying process tends to be more formalized than the consumer process and a more

professional purchasing effort. The more complex the purchase, the more likely it is that several people

will participate in the decision-making process. Compared with consumer purchases, a business
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purchase usually involves more buyers and a more professional purchasing effort. The process involves

following steps:

 Organizational demand is derived demand; it comes ultimately from the demand for consumer goods or

services. It is derived or a function of the businesses that supply the hospitality and travel industry with

the meetings, special events and other functions.

 Organizational buyers usually face more complex buying decisions than consumer buyers. Their

purchases often involve large sums of money, complex technical features (room sizes, room setups,

breakout rooms, audiovisual equipment, and the like), economic considerations, and interactions among

many people at all levels of the organization.

 In the organizational buying process, buyer and seller are often very dependent on each other. Sales has

become a consultative process. For example, the hotel staff develops interesting and creative menus,

theme parties, and coffee breaks. The hotels convention service staff works with meeting planners to

solve problems.

3.1. Participants in the Organizational Buying Process: The decision-making unit of a buying

organization, sometimes called the buying center, is defined as all those individuals and groups

who participate in the purchasing decision-making process, who share common goals and the

risks arising from the decisions.

3.1.1. The Buying Center

The buying center includes all members of the organization who play any of six roles in

the purchase decision process:

3.1.2. Users: Those who will use the product or service, often initiating the buying

proposal and defining the product specifications. For example, meeting attendees

influence their company the usage of hotel.

4. Major Influences on Organizational Buyers

Organizational buyers are subject to many influences as they make their buying decisions, such as

Environmental Factors, Organizational Factors, Interpersonal Factors, and Individual Factors.
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 Environmental Factors: Current and expected economic trends will necessarily impact the decision-

making process of the business community. Factors, such as, the level of primary demand, the

economic outlook, and the cost of money.

 Organizational Factors: Organizational factors include specific objectives, policies, procedures,

organizational structures, and systems related to buying.

 Interpersonal Factors: The buying center usually includes several participants with differing levels of

interest, authority, and persuasiveness.

 Individual Factors: Each participant in the buying decision process has personal motivations,

perceptions, and preferences. The participants age, income, education, professional identification,

personality, and attitudes toward risk all influence the participants in the buying process.

5. The Organizational Buying Decisions

Organizational buyers do not buy goods and services for personal consumption. They buy hospitality

products to provide training, to reward employees and distributors, and to provide lodging for their

employees.

6. Group Business Markets the group business market is often more sophisticated and requires more

technical information. Many group markets book more than a year in advance. During this time,

cognitive dissonance can develop; thus marketers must keep in contact with the buyer to assure them

that they made the right decision in choosing the sellers hotel.

7. Dealing with Meeting Planners

When negotiating with meeting planners, it is important to try to develop a winwin relationship. One

successful technique for negotiating with a meeting planner is to determine the groups requirements in

detail and work out a package based on needs and budget. Taking a consultative approach is much more

effective. If the hotel knows that the meeting planner wants to spend $25 for dinner, the chef can

develop alternatives within this price range.

 Hotels can provide a high value to meeting planners when there is available space, hotels offer a small

meeting room set up with business services, including Internet access, computers and printers.

Additionally, a major shift in food and beverage is toward lighter, healthier meals, particularly at lunch.
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 There is a great deal of difference in the level of expertise of those who plan meetings. Meeting planners

may be divided into three levels of professionalism: the facilitator, the meeting manager, and the

meeting administrator.

 Meeting planners want their calls returned the same day they are received. When they ask about the

availability of meeting space, they expect a response the same day and a complete proposal in five days.

They want check-in and checkout to last no more than 4 minutes. Most meeting planners want their bill

within one week of the event. Planners feel that hotel management should empower the convention

service manager to solve their problems. Ultimately, when dealing with group business, the hotel has to

please both the meeting planner and the meeting planners clients.

 One of the most important aspects of creating a successful function is a pre-function meeting between

staff and the planner. It is effective to plan all of the details of what services are to be delivered and to

set up a follow-up meeting.

8. The Corporate Account and Corporate Travel Manager

A non-group form of organizational business is the individual business traveler. Most hotels offer a

corporate rate, which is intended to provide an incentive for corporations to use the hotel. The basic

corporate rate is about 10 to 15% below the hotels rack rate; the contract is a negotiated rate, usually 10

to 40% below the hotels rack rate. It often includes other benefits besides a discounted rate. Common

benefits include morning newspapers, upgrades when available, use of the hotels fitness center, early

check-ins and late checkouts.

The most important attributes to the travel managers when negotiating a hotel contract are: a favorable

image of the hotels brand by the companys travelers; guaranteed availability of negotiated rate; location;

reputation of the hotels bran;, negotiated rate; flexibility on charges for late cancellation of room

reservations. In addition to developing corporate hotel contracts, the travel managers set per diem rates,

specifying the amount a company traveler can spend on food and beverage.

Topic : Market Segmentation, Targeting, And Positioning

Topic Objective:

At the end of this topic student would be able to:
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 Explain market segmentation, and identify several possible bases for segmenting consumer markets,

business markets, and international markets.

 List and distinguish among the requirements for effective segmentation: measurability, accessibility,

substantiality, and actionability.

 Outline the process of evaluating market segments, and suggests some methods for selecting market

segments.

 Illustrate the concept of positioning for competitive advantage by offering specific examples.

 Discuss choosing and implementing a positioning strategy, and contrast positioning based on product,

service, personnel, and image differentiation.

Definition/Overview:

Overview: A marketing strategy is based on expected customer behavior in a certain market. In order to

know the customer and its expected buying process of segmenting and positioning is needed. These

processes are chronological steps which are dependent on each other.

This model consists of the three main activities: segmenting, targeting and positioning. It shows the

chronological dependency of the different activities. On the right side of the model the concepts

resulting from the activities are showed. The arrows show that one concept results from one or more

previous concepts; the concept can not be made when the previous activities have not taken place.

Below the three main activities are shortly described as well as their role as a basis for the next step or

their dependency on the previous step.

1.1 .Segmenting

Segmenting is the process of dividing the market into segments based on customer

characteristics and needs. The main activity segmenting consists of four sub activities. These are

determining who the actual and potential customers are, Identifying segments, analyzing the

intensity of competitors in the market and selecting the attractive customer segments.
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The first two and fourth steps are described at market segmentation. The third step of analyzing

the intensity of the competitors is added to the process of segmenting in this process description.

When different segments are identified, it is not necessary that these segments are attractive to

target. A company is almost never alone in a market, competitors have a great influence on the

attractiveness of entering a certain market. When there is a high intensity of competitors, it is

hard to obtain a profitable market share. When this is the case, a company should decide not to

enter this certain market; this segment is not attractive to target. The third step of segmenting is

the first part of the topic of competitor analysis.

The need for segmenting a market is based on the fact that no market is homogeneous. For one

product the market can be divided in different customer groups. The variables used for this

segmenting in these groups are usually geographical, psychographical, behavioral and

demographic variables. This results in segments which are homogeneous within and

heterogeneous between each other. When these segments are known, it is important to decide on

which market to target. Not every market is an attractive market to enter. A little filtering has

been done in this activity, but there are more factors to take in account before targeting a certain

market segment. This process is called targeting and is described next.

1.2. Targeting

After the most attractive segments are selected, a company should not directly start targeting all

these segments. The attractiveness of the segments is also depending on other important factors.

In the main activity of defining a target market, four sub activities are given which are the bases

for deciding on which segments will actually be targeted. Obviously, targeting can only be done

when segments are predefined; there have to be segments to analyze the competitors which are

in this market. When the process of targeting is ended, the markets to target are selected, but the

way to use marketing in these markets is not yet defined. To decide on the actual marketing

strategy, knowledge of the differential advantages of each segment is needed. When positioning

a product, the segments are first analyzed, this process is described next.

1.3. Positioning

When the list of target markets is made, a company might want to start on deciding on a good

marketing mix directly. But an important step before developing the marketing mix is deciding

on how to create an identity or image of the product in the mind of the customer. Every segment

is different from the others, so different customers with different ideas of what they expect from

the product.
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This process is described at the topic positioning; here different concepts of positioning are

given. The process-data model shows the concepts resulting from the different activities before

and within positioning. The model shows how the predefined concepts are the basis for the

positioning statement. The analyses done of the market, competitors and abilities of the company

are necessary to create a good positioning statement.

Topic : Designing And Managing Products

Topic Objective:

At the end of this topic student would be able to:

 Define the term product, including the core, facilitating, supporting, and augmented product.

 Explain how atmosphere, customer interaction with the service delivery system, customer interaction

with other interactions, and customer co-production are all elements with which one needs to be

concerned when designing a product.

 Understand branding and the conditions that support branding.

 Explain the new product development process.

 Understand how the product life cycle can be applied to the hospitality industry.

Definition/Overview:

Product Management: Product management is an organizational function within a company dealing

with the planning or marketing of a product or products at all stages of the product lifecycle.

Key Points:

1. Product
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A product is anything that can be offered to a market for attention, acquisition, use, or consumption that

might satisfy a want or need. It includes physical objects, service, places, organizations, and ideas.

 Core Product: the core product is the most basic level of a product.

 Facilitating Products: Facilitating products are services or goods that must be present for the guest to

use the core product.

 Supporting products: Supporting products are extra products offered to add value to the core product.

This includes accessibility, atmosphere, customer interaction with the service organization, customer

participation, and customers' interaction with each other.

2. Branding

A brand is a name, term, sign, symbol, design, or a combination of these elements that is intended to

identify the goods or services of a seller and differentiate them from those of competitors. Five

conditions that support branding: the product is easy to identify by brand or trademark, the product is

perceived as the best value for the price, quality and standards are easy to maintain, the demand for the

general product class is large enough to support a regional, national, or international chain, and there are

economies of scale.

3. Product Levels

 Accessibility: How accessible the product is in terms of location and hours of operation.

 Core Product: the core product is the most basic level of a product. This answers the question: What is

the buyer really buying? Every product is a package of problem-solving services. As all good steak

houses have learned, Dont sell the steak, sell the sizzle.

 Facilitating Products: Services or goods that must be present for the guest to use the core product.

They vary for different products and services, but they are dependent on the expectations of the guest.

For example, a first-class corporate hotel must have check-in and checkout services, telephones, a

restaurant, and valet service. On the other hand, in a limited-service economy hotel, facilitating services

might be no more than check-in and checkout service and public phones on the property. Moreover, one

important aspect of facilitating products is accessibility. For example, guests expect a business hotel to

have a business center and it must be accessible when the guests want to uses its services. Product

design requires an understanding of the target market and the facilitating services that they require.
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 Supporting Products: Core products require facilitating products but do not require supporting

products. Supporting products are extra products offered to add value to the core product and to help

differentiate it, and thus position it among the competition. For example, in a corporate hotel, a business

center or a full-service health spa are supporting products that may help to draw customers to the hotel.

The distinction between facilitating and supporting products is not always clear. Facilitating products

for one market segment may be supporting products for another. For example, while families may not

require restaurants and valet service when staying at a hotel, business travelers depend on them.

 Augmented Product: This includes accessibility, atmosphere, customer interaction with the service

organization, customer participation, and customers' interaction with each other. These elements

combine with the core, facilitating, and supporting products to provide the augmented product. The core,

facilitating, and supporting products determine what the customer receives but not how they receive it.

The augmented service offering, combines what is offered with how it is delivered.

4. Aspects of product management

Depending on the company size and history, product management has a variety of functions and roles.

Sometimes there is a product manager, and sometimes the role of product manager is held by others.

Frequently there is Profit and Loss (P&L) responsibility as a key metric for evaluating product manager

performance. In some companies, the product management function is the hub of many other activities

around the product. In others, it is one of many things that need to happen to bring a product to market.

5. Product life cycle

The product life cycle goes through many phases, involves many professional disciplines, and requires

many skills, tools and processes. Product life cycle (PLC) has to do with the life of a product in the

market with respect to business/commercial costs and sales measures; whereas product lifecycle

management (PLM) has more to do with managing descriptions and properties of a product through its

development and useful life, mainly from a business/engineering point of view. To say that a product

has a life cycle is to assert four things:

 That products have a limited life

 Product sales pass through distinct stages, each posing different challenges, opportunities, and problems

to the seller

 Profits rise and fall at different stages of product life cycle
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 Products require different marketing, financial, manufacturing, purchasing, and human resource

strategies in each life cycle stage.

5.1. Market introduction stage

 cost high

 sales volume low

 no/little competition - competitive manufacturers watch for acceptance/segment growth losses

 demand has to be created

 customers have to be prompted to try the product

5.2. Growth stage

 costs reduced due to economies of scale and

 sales volume increases significantly

 profitability

 public awareness

 competition begins to increase with a few new players in establishing market

 prices to maximize market share

5.3. Mature stage

 Costs are very low as you are well established in market & no need for publicity.

 sales volume peaks

 increase in competitive offerings

 prices tend to drop due to the proliferation of competing products

 brand differentiation, feature diversification, as each player seeks to differentiate from

competition with "how much product" is offered

 Industrial profits go down

5.4. Saturation and decline stage

 costs become counter-optimal

 sales volume decline or stabilize

 prices, profitability diminish
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 profit becomes more a challenge of production/distribution efficiency than increased

sales

The life cycle may be useful as a description, but not as a predictor; and usually should be firmly

under the control of the marketer. The important point is that in many markets the product or

brand life cycle is significantly longer than the planning cycle of the organisations involved.

Thus, it offers little practical value for most marketers. Even if the PLC (and the related PLM

support) exists for them, their plans will be based just upon that piece of the curve where they

currently reside (most probably in the 'mature' stage); and their view of that part of it will almost

certainly be 'linear' (and limited), and will not encompass the whole range from growth to

decline

Topic : Internal Marketing

Topic Objective:

At the end of this topic student would be able to:

 Understand why internal marketing is an important part of a marketing program.

 Explain what a service culture is and why it is important to have a company where everyone is focused

on serving the customer.

 Describe the four-step process involved in implementing an internal marketing program.

 Explain why the management of non-routine transactions can create the image of being an excellent

service provider.

Definition/Overview:

Internal Marketing: Internal marketing (IM) is an ongoing process that occurs strictly within a

company or organization whereby the functional process aligns, motivates and empowers employees at

all management levels to consistently deliver a satisfying customer experience.

Key concepts of internal marketing include:

 IM functioning as a continual internal 'upskilling' process.

 Alignment of the organizations purpose with employee behavior.
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 Employees internalizing the core values of the organization.

 Motivation, reframing and empowerment of employee attitude.

 Inside-out management approach.

 Retaining a positive customer experience throughout the business objectives

Key Points:

1. The Following Are the Features of an Internal Marketing-Oriented Business

 Creating enabling culture: this is done when employees are empowered by management through

allowing creativity, innovation, allowing initiatives and accountability and responsibility of their

decisions.

 Practicing participative hiring: that is involving current employees in the process of hiring new

employees.

 Ensuring equitable recognition and reward: business must exercise employee recognition with reward to

what employee has achieved.

 Demonstrating fairness during hard times: fair treatment of employees when faced with hard times and

difficult moments like death of the near family members. This can be achieved by setting aside

emergency funds.

 Good organization structure that allows learning, total quality management and re-engineering.

2. Benefits of Internal Marketing

 Encourages the internal market (employees) to perform better;

 Empowers employees and gives them accountability and responsibility;

 Creates common understanding of the business organization;

 Encourages employees to offer superb service to clients by appreciating their valuable contribution to

the success of the business;

 Helps non-marketing staff to learn and be able to perform their tasks in a marketing-like manner;

 Improves customers retention and individual employee development;

 integrates business culture, structure, human resources management, vision and strategy with the

employees' professional and social needs;

 Creates good coordination and cooperation among departments of the business.
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3. Problems affecting successful implementation of Internal Marketing

The following are the problems affecting effective implementation of internal marketing.

 Managerial incompetence in interpersonal, technical and conceptual skills is some of the stumbling

blocks against successful internal marketing.

 Poor understanding of internal marketing concept.

 Individual conflict and conflict between departments makes the implementation of internal marketing

difficult.

 Rigid organisational structure coupled by bureaucratic leadership hinders success of internal Marketing.

 Ignoring and not listening to subordinate staff.

 The tendency of ignoring employees' importance and treating them like any other tools of the business.

 Unnecessary protection of information against employees.

 Resistance to change.

4. Implementation of Internal Marketing in Hospitality Management

Internal marketing is the philosophy of treating employees as customer and it is the strategy of shaping

job-products to fit human needs. The definition of the Internal marketing is proposed as a planned effort

using a marketing-like approach to overcome organizational resistance to change and to align, motivate

and inter-functionally co-ordinate and integrate employees towards the effective implementation of

corporate and functional strategies in order to deliver customer satisfaction through a process of creating

motivated and customer oriented employees.

For the application of internal marketing in hospitality industry, for example hotel group like The Taj

Group of Hotels, provides an employee-oriented culture. The group always hired fresh graduates from

leading hotel management institutes all over the world so that it could shape their attitudes and develop

their skills in a way that fitted its needs and culture. They also had to take part in various leadership

programs, so that they could develop in them a strong, warm and professional work culture. The group

offered opportunities to employees both on personal (personal counseling), as well as organizational

front (career advancement, training programs, opportunities for learning and sharing, self-development

programs). In the other hand, the group is working on talent management, which is a function that

involves an organizations ability to attract, recruit, hire and retain the right talent at the right time and

align it with its business goals. The group strives hard to create a work environment or setting in which

people are enabled to perform to the best of their abilities, standardize all its processes and evolve a
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work culture, which appealed to all its employees universally. These programs and processes show that

The Taj Group is enthusiastically considered for the employees goals and organizational goals.

Furthermore, the group develops an employee-rating system which aims to identify, recognize and

reward those employees who excelled in their work. This system helps employees work together as a

team and appreciate fellow employees for their acts of kindness and excellence. It increase customer

satisfaction and enhance their motivation levels at the same time. As a result, it will lead to higher

company performance.

Topic : Building Customer Loyalty Through Quality

Topic Objective:

At the end of this topic student would be able to:

 Define customer value and customer satisfaction.

 Understand the difference between customer satisfaction and customer loyalty.

 Discuss attracting new users and retaining current customers by developing relationship marketing.

 Know tactics for resolving customer complaints and understand the importance of resolving complaints.

 Define quality and discuss the importance of the benefits of quality.

 Implement capacity and demand management tactics

Definition/Overview:

Loyalty marketing: Loyalty marketing is an approach to marketing, based on strategic management, in

which a company focuses on growing and retaining existing customers through incentives. Branding,

product marketing and loyalty marketing all form part of the customer proposition the subjective

assessment by the customer of whether to purchase a brand or not based on the integrated combination

of the value they receive from each of these marketing disciplines.

Key Points:
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1. The service quality model

The loyalty business model is a business model used in strategic management in which company

resources are employed so as to increase the loyalty of customers and other stakeholders in the

expectation that corporate objectives will be met or surpassed. A typical example of this type of model

is: quality of product or service leads to customer satisfaction, which leads to customer loyalty, which

leads to profitability.

A model by Kay Storbacka, Tore Strandvik, and Christian Gronroos (1994), the service quality model,

is more detailed than the basic loyalty business model but arrives at the same conclusion. In it, customer

satisfaction is first based on a recent experience of the product or service. This assessment depends on

prior expectations of overall quality compared to the actual performance received. If the recent

experience exceeds prior expectations, customer satisfaction is likely to be high. Customer satisfaction

can also be high even with mediocre performance quality if the customer's expectations are low, or if the

performance provides value (that is, it is priced low to reflect the mediocre quality). Likewise, a

customer can be dissatisfied with the service encounter and still perceive the overall quality to be good.

This occurs when a quality service is priced very high and the transaction provides little value.

2. Expanded models

Schlesinger and Heskett added employee loyalty to the basic customer loyalty model. They developed

the concepts of "cycle of success" and "cycle of failure". In the cycle of success, an investment in your

employees ability to provide superior service to customers can be seen as a virtuous circle. Effort spent

in selecting and training employees and creating a corporate culture in which they are empowered can

lead to increased employee satisfaction and employee competence. This will likely result in superior

service delivery and customer satisfaction. This in turn will create customer loyalty, improved sales

levels, and higher profit margins. Some of these profits can be reinvested in employee development

thereby initiating another iteration of a virtuous cycle. Fredrick Reichheld expanded the loyalty business

model beyond customers and employees. He looked at the benefits of obtaining the loyalty of suppliers,

employees, bankers, customers, distributors, shareholders, and the board of directors.

The discipline of customer loyalty marketing has been around for many years, but expansions from it

merely being a model for conducting business to becoming a vehicle for marketing and advertising have

made it omnipresent in consumer marketing organizations since the mid- to late-1990s. Some of the
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newer loyalty marketing industry insiders, such as Fred Reichheld, have claimed a strong link between

customer loyalty marketing and customer referral. In recent years, a new marketing discipline called

"customer advocacy marketing" has been combined with or replaced "customer loyalty marketing." To

the general public, many airline miles programs, hotel frequent guest programs and credit card incentive

programs are the most visible customer loyalty marketing programs.

3. Data collection

Typically, loyalty data is being collected by multi-item measurement scales administered in

questionnaires. However, other approaches sometimes seem more viable if managers want to know the

extent of loyalty for an entire data warehouse. This approach is described in Buckinx, Verstraeten &

Van den Poel in 2006.

Another approach to building customer loyalty through data is described in Scoring points, a book about

the Tesco clubcard. This was produced by a company called [Dunnhumby] who gathered the data on

household purchases on an opt-in permission basis. Once they had this data they then allowed

households to accumulate loyalty points which could be used for subsequent purchases. They

subsequently added to the value of customer loyalty by sending out targeted offers from grocery

producers the people whose behavior said they had a use for the offer. The data gathered in this way

allowed customer loyalty to be assessed on both an individual and an aggregate basis.

Whilst less common than the questionnaires, loyalty card data is more complete and does not suffer

from the arpirational misreporting bias that is common to most forms of market research. It has been

credited with the phenomenal success of the Tesco chain as well as with significant improvements by

several other large retailers.
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4. Loyalty marketing impact

Many loyalty programs have changed the way consumers interact with the companies from which they

purchase products or services from and how much consumers spend. Many consumers in the US and

Europe have become quite accustomed to the rewards and incentives they receive by being a "card

carrying" member of an airline, hotel or car rental program. In addition, research from Chris X.

Moloney shows that nearly 1/2 of all credit card users in the US utilize a points-based rewards program.

In recent years, the competition for high income customers has led many of these loyalty marketing

program providers to provide significant perks that deliver value well beyond reward points or miles.

Both American's AAdvantage program and Starwood Hotels' Preferred Guest program have received

industry awards, called "Freddie Awards" by Inside Flyer Magazine and its publisher Randy Petersen

for providing perks that customers value highly. These perks have become as important to many

travelers as their reward miles according to research.

Topic : Pricing Products: Pricing Considerations, Approaches, And Strategy

Topic Objective:

At the end of this topic student would be able to:

 Outline the internal factors affecting pricing decisions, especially marketing objective, marketing mix

strategy, costs, and organizational considerations.

 Identify and define the external factors affecting pricing decisions, including the effects of the market

and demand, competition and other environmental elements.

 Contrast the differences in general pricing approaches, and be able to distinguish among cost-plus, target

profit pricing, value-based pricing, and going-rate.

 Identify the new product pricing strategies of market-skimming pricing and market-penetration pricing.

 Understand how to apply pricing strategies for existing products, such as price bundling and price

adjustment strategies.

 Discuss the key issues related to price changes, including initiating price cuts and price increases, buyer

and competitor reactions to price changes, and responding to price changes.

Definition/Overview:

Page 121 of 192
www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

121
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in



www.bs
sc

om
mun

ity
co

lle
ge

.in

Pricing: Pricing is one of the four Ps of the marketing mix. The other three aspects are product,

promotion, and place. It is also a key variable in microeconomic price allocation theory. Price is the only

revenue generating element amongst the 4ps, the rest being cost centers. Pricing is the manual or

automatic process of applying prices to purchase and sales orders, based on factors such as: a fixed

amount, quantity break, promotion or sales campaign, specific vendor quote, price prevailing on entry,

shipment or invoice date, combination of multiple orders or lines, and many others. Automated systems

require more setup and maintenance but may prevent pricing errors.

Key Points:

1. Price

Price is the only marketing mix element that produces revenue. Simply defined, price is the amount of

money charged for a good or service. More broadly, price is the sum of the values consumers exchange

for the benefits of having or using the product or service.

2. Pricing Strategies

There are many ways in which the price of a product can be determined. The following are the foremost

strategies that businesses are likely to use.

2.1. Creaming or skimming

Selling a product at a high price, sacrificing high sales to gain a high profit, therefore skimming

the market. Usually employed to reimburse the cost of investment of the original research into

the product - commonly used in electronic markets when a new range, such as DVD players, are

firstly dispatched into the market at a high price. This strategy is often used to target "early

adopters" of a product/service. These early adopters are relatively less price sensitive because

either their need for the product is more than others or they understand the value of the product

better than others. This strategy is employed only for a limited duration to recover most of

investment made to build the product. To gain further market share, a seller must use other

pricing tactics such as economy or penetration.
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2.2. Limit pricing

A limit price is the price set by a monopolist to discourage economic entry into a market, and is

illegal in many countries. The limit price is the price that the entrant would face upon entering as

long as the incumbent firm did not decrease output. The limit price is often lower than the

average cost of production or just low enough to make entering not profitable. The quantity

produced by the incumbent firm to act as a deterrent to entry is usually larger than would be

optimal for a monopolist, but might still produce higher economic profits than would be earned

under perfect competition.

The problem with limit pricing as strategic behavior is that once the entrant has entered the

market, the quantity used as a threat to deter entry is no longer the incumbent firm's best

response. This means that for limit pricing to be an effective deterrent to entry, the threat must in

some way be made credible. A way to achieve this is for the incumbent firm to constrain itself to

produce a certain quantity whether entry occurs or not. An example of this would be if the firm

signed a union contract to employ a certain (high) level of labor for a long period of time.

2.3. Premium Pricing

Premium pricing is the practice of keeping the price of a product or service artificially high in

order to encourage favorable perceptions among buyers, based solely on the price. The practice

is intended to exploit the (not necessarily justifiable) tendency for buyers to assume that

expensive items enjoy an exceptional reputation or represent exceptional quality and distinction.

2.4. Dynamic pricing

A flexible pricing mechanism made possible by advances in information technology, and

employed mostly by Internet based companies. By responding to market fluctuations or large

amounts of data gathered from customers - ranging from where they live to what they buy to

how much they have spent on past purchases - dynamic pricing allows online companies to

adjust the prices of identical goods to correspond to a customers willingness to pay. The airline

industry is often cited as a dynamic pricing success story. In fact, it employs the technique so

artfully that most of the passengers on any given airplane have paid different ticket prices for the

same flight.
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2.5. Target pricing

Pricing method whereby the selling price of a product is calculated to produce a particular rate of

return on investment for a specific volume of production. The target pricing method is used most

often by public utilities, like electric and gas companies, and companies whose capital

investment is high, like automobile manufacturers.

Target pricing is not useful for companies whose capital investment is low because, according to

this formula, the selling price will be understated. Also the target pricing method is not keyed to

the demand for the product, and if the entire volume is not sold, a company might sustain an

overall budgetary loss on the product.

2.6. Marginal-cost pricing

In business, the practice of setting the price of a product to equal the extra cost of producing an

extra unit of output. By this policy, a producer charges, for each product unit sold, only the

addition to total cost resulting from materials and direct labour.

Businesses often set prices close to marginal cost during periods of poor sales. If, for example,

an item has a marginal cost of $1.00 and a normal selling price is $2.00, the firm selling the item

might wish to lower the price to $1.10 if demand has waned. The business would choose this

approach because the incremental profit of 10 cents from the transaction is better than no sale at

all.

2. 7. Pricing for joint products is a little more complex than pricing for a single product. To

begin with there are two demand curves. The characteristics of each demand curve could be

different. Demand for one product could be greater than for the other product. Consumers of one

product could be more price elastic than the consumers of the other product (and therefore more

sensitive to changes in the product's price).

To complicate things further, both products, because they are produced jointly, share a common

marginal cost curve. There are complexities in the production function also. Their production

could be linked in the sense that they are bi-products (referred to as complements in production),

or they could be linked in the sense that they can be produced by the same inputs (referred to as
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substitutes in production). Also, production of the joint product could be in fixed proportions or

in variable proportions.

When setting prices in a situation as complex as this, microeconomic marginal analysis is

helpful. In a simple case of a single product, price is set at that quantity demanded where

marginal cost exactly equals marginal revenue. This is exactly what is done when joint products

are produced in variable proportions. Each product is treated separately. In fact, it might even be

possible to construct separate cost functions. In the diagram below, to determine optimal pricing

for joint products produced in variable proportions, you find the intersection point of marginal

revenue (product A) with the joint marginal cost curve. You then extend that quantity, up to the

demand curve for product A, and that gives you the profit maximizing price for product A (point

Pa in the diagram). You do the same for product B, yielding price point Pb1.

If the products are produced in fixed proportions (example: cow hides and cow steaks), then one

of the products will very likely be produced in quantities different from the profit maximizing

amount considered separately. In fact the profit maximizing quantity and price of the second half

of the joint product, will be different from the profit maximizing amount considered separately.

In the diagram, product B is produced in greater amounts than the profit maximizing amount

considered separately, and sold at a lower price (point Pb2) than the profit maximizing price

considered separately (point Pb1). Although price is lower and output is higher, marginal cost is

also higher. Yet this is a profit maximizing solution to this situation. Quantity supplied of

product B is increased to the point that marginal revenue becomes zero (ie.: the point where the

marginal revenue curve intersects the horizontal axis).

Topic : Distribution Channels

Topic Objective:

At the end of this topic student would be able to:

 Describe the nature of distribution channels, and tell why marketing intermediaries are used.

 Understand the different marketing intermediaries available to the hospitality industry and the benefits

each of these intermediaries offers.

 Know how to use the Internet as a distribution channel.
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 Discuss channel behavior and organization, explaining corporate, contractual, and vertical marketing

systems, including franchising.

 Illustrate the channel management decisions of selecting, motivating, and evaluating channel members.

 Identify factors to consider when choosing a business location.

Definition/Overview:

Distribution: Distribution (or place) is one of the four elements of marketing mix. An organization or

set of organizations (go-betweens) involved in the process of making a product or service available for

use or consumption by a consumer or business user.

Key Points:

1. The distribution channels

Frequently there may be a chain of intermediaries; each passing the product down the chain to the next

organization, before it finally reaches the consumer or end-user. This process is known as the

'distribution chain' or the 'channel.' Each of the elements in these chains will have their own specific

needs, which the producer must take into account, along with those of the all-important end-user. A

number of alternate 'channels' of distribution may be available:

 Selling direct, such as with an outbound sales-force or via mail order, Internet and telephone sales

 Agent, who typically sells direct on behalf of the producer

 Distributor (also called wholesaler), who sells to retailers

 Retailer (also called dealer or reseller), who sells to end customers

 Advertisement typically used for consumption goods

Distribution channels may not be restricted to physical products alone. They may be just as important

for moving a service from producer to consumer in certain sectors, since both direct and indirect

channels may be used. Hotels, for example, may sell their services (typically rooms) directly or through

travel agents, tour operators, airlines, tourist boards, centralized reservation systems, etc.
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There have also been some innovations in the distribution of services. For example, there has been an

increase in franchising and in rental services - the latter offering anything from televisions through tools.

There has also been some evidence of service integration, with services linking together, particularly in

the travel and tourism sectors. For example, links now exist between airlines, hotels and car rental

services. In addition, there has been a significant increase in retail outlets for the service sector. Outlets

such as estate agencies and building society offices are crowding out traditional grocers from major

shopping areas.

2. Channel members

Distribution channels can thus have a number of levels. Kotler defined the simplest level, that of a direct

contact with no intermediaries involved, as the 'zero-level' channel. The next level, the 'one-level'

channel, features just one intermediary; in consumer goods a retailer, for industrial goods a distributor.

In small markets (such as small countries) it is practical to reach the whole market using just one- and

zero-level channels.

In large markets (such as larger countries) a second level, a wholesaler for example, is now mainly used

to extend distribution to the large number of small, neighborhood retailers or dealers. In Japan the chain

of distribution is often complex and further levels are used, even for the simplest of consumer goods. In

Bangladesh Telecom Operators are using different Chains of Distribution, especially 'second level'.

In IT and Telecom industry levels are named "tiers". A one tier channel means that vendors IT product

manufacturers (or software publishers) work directly with the dealers. A one tier / two tier channel

means that vendors work directly with dealers and with distributors who sell to dealers. But the most

important is the distributor or wholesaler.

3. The internal market

Many of the marketing principles and techniques which are applied to the external customers of an

organization can be just as effectively applied to each subsidiary's, or each department's, 'internal'

customers. In some parts of certain organizations this may in fact be formalized, as goods are transferred

between separate parts of the organization at a `transfer price'. To all intents and purposes, with the

possible exception of the pricing mechanism itself, this process can and should be viewed as a normal

buyer-seller relationship. The fact that this is a captive market, resulting in a `monopoly price', should

not discourage the participants from employing marketing techniques.
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Less obvious, but just as practical, is the use of `marketing' by service and administrative departments;

to optimize their contribution to their `customers' (the rest of the organization in general, and those parts

of it which deal directly with them in particular). In all of this, the lessons of the non-profit

organizations, in dealing with their clients, offer a very useful parallel.

4. Managerial Concerns

The channel decision is very important. In theory at least, there is a form of trade-off: the cost of using

intermediaries to achieve wider distribution is supposedly lower. Indeed, most consumer goods

manufacturers could never justify the cost of selling direct to their consumers, except by mail order.

Many suppliers seem to assume that once their product has been sold into the channel, into the

beginning of the distribution chain, their job is finished. Yet that distribution chain is merely assuming a

part of the supplier's responsibility; and, if they have any aspirations to be market-oriented, their job

should really be extended to managing all the processes involved in that chain, until the product or

service arrives with the end-user. This may involve a number of decisions on the part of the supplier:

 Channel membership

 Channel motivation

 Monitoring and managing channels

5. Channel membership

 Intensive distribution - Where the majority of resellers stock the 'product' (with convenience products,

for example, and particularly the brand leaders in consumer goods markets) price competition may be

evident.

 Selective distribution - This is the normal pattern (in both consumer and industrial markets) where

'suitable' resellers stock the product.

 Exclusive distribution - Only specially selected resellers or authorized dealers (typically only one per

geographical area) are allowed to sell the 'product'.

6. Channel motivation

It is difficult enough to motivate direct employees to provide the necessary sales and service support.

Motivating the owners and employees of the independent organizations in a distribution chain requires

even greater effort. There are many devices for achieving such motivation. Perhaps the most usual is

`incentive': the supplier offers a better margin, to tempt the owners in the channel to push the product

rather than its competitors; or a competition is offered to the distributors' sales personnel, so that they
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are tempted to push the product. Dent defines this incentive as a Channel Value Proposition or business

case, with which the supplier sells the channel member on the commercial merits of doing business

together. He describes this as selling business models not products.

7. Monitoring and managing channels

In much the same way that the organization's own sales and distribution activities need to be monitored

and managed, so will those of the distribution chain. In practice, many organizations use a mix of

different channels; in particular, they may complement a direct sales force, calling on the larger

accounts, with agents, covering the smaller customers and prospects

Topic : Promoting Products: Communication And Promotion Policy And Advertising

Topic Objective:

At the end of this topic student would be able to:

 Outline the six steps in developing effective communications.

 Define the ways of setting a total promotional budget: affordable, percentage-of-sales, competitive-

parity, and objective and task methods

 Explain each promotional tooladvertising, personal selling, sales promotion, and public relationsand the

factors in setting the promotion mix: type of product and market, push versus pull strategies, buyer

readiness states, and product-life-cycle stage.

 Describe the major decisions in advertising, including setting objectives and budget; creating the

advertising message; selecting advertising media; and choosing media types, vehicles, and timing, and

evaluating advertising.

Definition/Overview:

Advertising: Advertising is a form of communication that typically attempts to persuade potential

customers to purchase or to consume more of a particular brand of product or service.
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Key Points:

1. Concepts behind Advertisements and Promotion

Many advertisements in hospitality industry are designed to generate increased consumption of those

products and services through the creation and reinforcement of "brand image" and "brand loyalty". For

these purposes, advertisements sometimes embed their persuasive message with factual information.

Every major medium is used to deliver these messages, including television, radio, cinema, magazines,

newspapers, video games, the Internet and billboards. Advertising is often placed by an advertising

agency on behalf of a company or other organization.

Organizations that frequently spend large sums of money on advertising that sells what is not, strictly

speaking, a product or service include political parties, interest groups, religious organizations, and

military recruiters. Non-profit organizations are not typical advertising clients, and may rely on free

modes of persuasion, such as public service announcements.

2. Types of advertising

Commercial advertising media can include wall paintings, billboards, street furniture components,

printed flyers and rack cards, radio, cinema and television adverts, web banners, mobile telephone

screens, shopping carts, web pop-ups, skywriting, bus stop benches, human billboards, magazines,

newspapers, town criers, sides of buses, banners attached to or sides of airplanes ("logojets"), in-flight

advertisements on seatback tray tables or overhead storage bins, taxicab doors, roof mounts and

passenger screens, musical stage shows, subway platforms and trains, elastic bands on disposable

diapers, stickers on apples in supermarkets, shopping cart handles (grabertizing), the opening section of

streaming audio and video, posters, and the backs of event tickets and supermarket receipts. Any place

an "identified" sponsor pays to deliver their message through a medium is advertising.

One way to measure advertising effectiveness is known as Ad Tracking. This advertising research

methodology measures shifts in target market perceptions about the brand and product or service. These

shifts in perception are plotted against the consumers levels of exposure to the companys advertisements

and promotions. The purpose of Ad Tracking is generally to provide a measure of the combined effect

of the media weight or spending level, the effectiveness of the media buy or targeting, and the quality of

the advertising executions or creative
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3. Global advertising

Advertising has gone through five major stages of development: domestic, export, international, multi-

national, and global. For global advertisers, there are four, potentially competing, business objectives

that must be balanced when developing worldwide advertising: building a brand while speaking with

one voice, developing economies of scale in the creative process, maximizing local effectiveness of ads,

and increasing the companys speed of implementation. Born from the evolutionary stages of global

marketing are the three primary and fundamentally different approaches to the development of global

advertising executions: exporting executions, producing local executions, and importing ideas that

travel.

4. Budgeting for Promotional Activities

Promotion involves disseminating information about a product, product line, brand, or company. It is

one of the four key aspects of the marketing mix. (The other three elements are product marketing,

pricing, and distribution.)

Promotion is generally sub-divided into two parts:

 Above the line promotion: Promotion in the media (e.g. TV, radio, newspapers, Internet and Mobile

Phones) in which the advertiser pays an advertising agency to place the ad

 Below the line promotion: All other promotion. Much of this is intended to be subtle enough for the

consumer to be unaware that promotion is taking place. E.g. sponsorship, product placement,

endorsements, sales promotion, merchandising, direct mail, personal selling, public relations, trade

shows

The specification of these four variables creates a promotional mix or promotional plan. A promotional

mix specifies how much attention to pay to each of the four subcategories, and how much money to

budget for each. A promotional plan can have a wide range of objectives, including: sales increases, new

product acceptance, creation of brand equity, positioning, competitive retaliations, or creation of a

corporate image. The term "promotion" is usually an "in" expression used internally by the marketing

company, but not normally to the public or the market - phrases like "special offer" are more common.

Topic : Professional Sales
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Topic Objective:

At the end of this topic student would be able to:

 Explain the role and nature of personal selling.

 Describe the basics of managing the sales force, and tell how to set sales force strategy, how to pick a

structureterritorial, product, customer, or complexand how to ensure that sales force size is appropriate.

 Identify the key issues in recruiting, selecting, training, and compensating salespeople.

 Apply the principles of personal selling process, and outline the steps in the selling processqualifying,

pre approach and approach, presentation and demonstration, handling objections, closing, and follow-

up.

Definition/Overview:

Sale: A sale is the pinnacle activity involved in selling products or services in return for money or other

compensation. It is an act of completion of a commercial activity. The "deal is closed", means the

customer has consented to the proposed product or service by making full or partial payment (as in case

of installments) to the seller.

Key Points:

1. Seller and Owner

A sale is completed by the seller, the owner of the goods. It starts with consent (or agreement) to an

acquisition or appropriation or request followed by the passing of title (property or ownership) in the

item and the application and due settlement of a price, the obligation for which arises due to the seller's

requirement to pass ownership, being a price the seller is happy to part with ownership of or any claim

upon the item. The purchaser, though a party to the sale does not execute the sale, only the seller does

that. To be precise the sale completes prior to the payment and gives rise to the obligation of payment. If

the seller completes the first two above stages (consent and passing ownership) of the sale prior to

settlement of the price the sale is still valid and gives rise to an obligation to pay.
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2. The sales and marketing relationship

Marketing and sales are very different, but have the same goal. Marketing improves the selling

environment and plays a very important role in sales. If the marketing department generates a potential

customers list, it can be beneficial for sales. The marketing department's goal is increase the number of

interactions between potential customers and the sales team using promotional techniques such as

advertising, sales promotion, publicity, and public relations, creating new sales channels, or creating

new products (new product development), among other things. In most large corporations, the

marketing department is structured in a similar fashion to the sales department and the managers of

these teams must coordinate efforts in order to drive profits and business success. For example, an

"inbound" focused campaign seeks to drive more customers "through the door" giving the sales

department a better chance of selling their product to the consumer. A good marketing program would

address any potential downsides as well.

The Sales department's goal would be to improve the interaction between the customer and the sales

facility or mechanism (example, web site) and/or salesperson. Sales management would break down the

selling process and then increase the effectiveness of the discreet processes as well as the interaction

between processes. For example, in many out-bound sales environments, the typical process is out

bound calling, the sales pitch, handling objections, opportunity identification, and the close. Each step of

the process has sales-related issues, skills, and training needs as well as marketing solutions to improve

each discrete step, as well as the whole process.

One further common complication of marketing involves the inability to measure results for a great deal

of marketing initiatives. In essence, many marketing and advertising executives often lose sight of the

objective of sales/revenue/profit, as they focus on establishing a creative/innovative program, without

concern for the top or bottom lines. Such is a fundamental pitfall of marketing for marketing's sake.

3. Marketing potentially negates need for sales

Some sales authors and consultants contend that an expertly planned and executed marketing strategy

may negate the need for outside sales entirely. They suggest that by effectively bringing more customers

"through the door" and enticing them to contact you, sales organizations can dramatically improve their

results, efficiency, profitability, and allow salespeople to provide a drastically higher level of customer

service and satisfaction, instead of spending the majority of their working hours searching for someone

to sell to.
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While this theory is present in a few marketing consulting companies the practical and realistic

application of this principle has not been widely proven in the market and sales forces worldwide

continue to be responsible for developing business as well as closing it.

Some marketing consulting firms postulate that each selling opportunity at each enterprise lies on a

continuum of numbers of people involved, necessary degree of face-to-face interaction, overhead, and

through-put time, to name a few dimensions. The number of people involved in actual face-to-face

selling at, say, a clothing store is probably vastly different than at an on-line book-seller.

4. Sales and marketing alignment and integration

Another key area of conversation that has arisen is the need for alignment and integration between

corporate sales and marketing functions. According to a report from the Chief Marketing Officer (CMO)

Council, only 40 percent of companies have formal programs, systems or processes in place to align and

integration between the two critical functions. Traditionally, these two functions, as referenced above,

has been largely segmented and left in siloed areas of tactical responsibility. In Glen Petersens book,

The Profit Maximization Paradox, the changes in the competitive landscape between the 1950s and

today are so dramatic that the complexity of choice, price and opportunities for the customer forced this

seemingly simple and integrated relationship between sales and marketing to change forever. Petersen

goes on to highlight that salespeople are spending approximately 40 percent of their time preparing

customer-facing deliverables while leveraging less than 50 percent of the materials created by

marketing, adding to the perception that marketing is out of touch with the customer, and sales is

resistant to messaging and strategy.

5. Recruitment of Sales-force

At the heart of a successful sales-force operation is the selection of effective sales representatives. Most

customers say they want sales representatives to be honest, reliable, knowledgeable, and helpful. The

company should look for these traits when selecting candidates.

5.1 Sales-Force Compensation

Sales representatives would like income regularity, extra reward for an above-average performance,

and fair payment for experience and longevity. The components of compensation might be: a fixed

amount, a variable amount, expenses, and fringe benefits.
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6. Sales Force Structure and Size: The sales-force structures commonly used in the hospitality

industry today are: Territorial-Structured Sales Force, Market-Segment-Structured Sales Force, Market-

Channel-Structured Sales Force, Customer-Structured Sales Force, and Combination-Structured Sales

Force.

6. 1 Territorial-Structured Sales Force is the designation of an exclusive territory in which the

salesperson represents the companys whole line of products. This is most appropriate for single

product lines in one industry and many customers. In designing territories, the company seeks

certain territorial characteristics. Territories are easy to administer, their sales potential is easy to

estimate, they reduce total travel time, and they provide a sufficient and equitable workload and

sales potential for each sales representative. These characteristics are achieved through deciding

on territory size and shape.

Territory size can be designated to provide either equal sales potential or equal workload.

Differences in sales yield by territory are assumed to reflect differences in ability or effort of the

representative. Territory shape is often used by airlines, cruise lines and corporate level hotel

chains. Here, the territory is designed to help influence the cost and ease of coverage and the

sales representatives job satisfaction.

6.2 Product-Structured Sales Forces: Company structures its sales force along with product

line due to the importance of sales representatives knowing their products.

6.3 Market-Segment-Structured Sales Force is often used by hotels. Here, the market is

broken down into different segments, such as corporate, transient, and conventions sales; or into

different industries, such as conventions and trade shows. Market-Channel-Structured Sales

Force addresses the importance of marketing intermediaries such as wholesalers, tour operators,

and travel agencies.
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Customer-Structured Sales Force recognizes that some customers are more critical and valuable

to the success of the organization and organizes salespeople by customer levels for large,

medium and small. These allow national accounts special attention by more experienced

salespersons.

6.4 Combination-Structured Sales Force categorizes the sales force into combination

segments by product, market segment, market channel, and customer. This is often a reaction to

internal and marketing forces rather than the proactive stance of strategic planning. Proponents

of such a sales force feel that it encourages the sales force to reach all or most available

customers. Opponents of this system feel that in many cases this sales force structure indicates

that the hotel is trying to be all things to all people in the absence of long-run goals and

strategies.

Regardless of which structure is used by a hotel or resort, there is a particular market segment

that is neglected by many North American hoteliers: local markets. A sales manager must be

aware of the local market and develop a sales-force structure appropriate for penetrating this

market.

Topic : Electronic Marketing: Internet Marketing, Database Marketing, And Direct Marketing

Topic Objective:

At the end of this topic student would be able to:

 Describe the relationship between Internet marketing, database marketing and direct marketing.

 Evaluate a companys web site and comment on its marketing potential.

 Describe how to set up an effective database.

 Discuss the growth e-mail marketing.

 Understand how databases can be used to develop direct marketing campaigns.

Definition/Overview:
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Internet Marketing: Electronic or Internet marketing, also referred to as web marketing, online

marketing, or eMarketing, is the marketing of products or services over the Internet.

Key Points:

1. Benefits of Electronic Marketing

The Internet has brought many unique benefits to marketing, one of which being lower costs for the

distribution of information and media to a global audience. The interactive nature of Internet marketing,

both in terms of providing instant response and eliciting responses, is a unique quality of the medium.

Internet marketing is sometimes considered to have a broader scope because it refers to digital media

such as the Internet, e-mail, and wireless media; however, Internet marketing also includes management

of digital customer data and electronic customer relationship management (ECRM) systems.

Internet marketing ties together creative and technical aspects of the Internet, including design,

development, advertising, and sales. Internet marketing does not simply entail building or promoting a

website, nor does it mean placing a banner ad on another website. Effective Internet marketing requires

a comprehensive strategy that synergizes a given company's business model and sales goals with its

website function and appearance, focusing on its target market through proper choice of advertising

type, media, and design.

Internet marketing also refers to the placement of media along different stages of the customer

engagement cycle through search engine marketing (SEM), search engine optimization (SEO), banner

ads on specific websites, e-mail marketing, and Web 2.0 strategies. In 2008 The New York Times

working with comScore published an initial estimate to quantify the user data collected by large

Internet-based companies. Counting four types of interactions with company websites in addition to the

hits from advertisements served from advertising networks, the authors found the potential for collecting

data upward of 2,500 times on average per user per month.

2. Differences from traditional marketing

The targeted user is typically browsing the Internet alone, so the marketing messages can reach them

personally. This approach is used in search marketing, where the advertisements are based on search
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engine keywords entered by the user. And now with the advent of Web 2.0 tools, many users can

interconnect as "peers"

2.1. Appeal to specific interests

Internet marketing and geo marketing places an emphasis on marketing that appeals to a specific

behavior or interest, rather than reaching out to a broadly-defined demographic. "On- and Off-

line" marketers typically segment their markets according to age group, gender, geography, and

other general factors. Marketers have the luxury of targeting by activity and geo-location. For

example, a kayak company can post advertisements on kayaking and canoing websites with the

full knowledge that the audience has a related interest.

Internet marketing differs from magazine advertisements, where the goal is to appeal to the

projected demographic of the periodical. Because the advertiser has knowledge of the target

audiencepeople who engage in certain activities (e.g., uploading pictures, contributing to blogs)

the company does not rely on the expectation that a certain group of people will be interested in

its new product or service.

2.2. Advantages

Internet marketing is relatively inexpensive when compared to the ratio of cost against the reach

of the target audience. Companies can reach a wide audience for a small fraction of traditional

advertising budgets. The nature of the medium allows consumers to research and purchase

products and services at their own convenience. Therefore, businesses have the advantage of

appealing to consumers in a medium that can bring results quickly. The strategy and overall

effectiveness of marketing campaigns depend on business goals and cost-volume-profit (CVP)

analysis.

Internet marketers also have the advantage of measuring statistics easily and inexpensively.

Nearly all aspects of an Internet marketing campaign can be traced, measured, and tested. The

advertisers can use a variety of methods: pay per impression, pay per click, pay per play, or pay

per action. Therefore, marketers can determine which messages or offerings are more appealing

to the audience. The results of campaigns can be measured and tracked immediately because

online marketing initiatives usually require users to click on an advertisement, visit a website,

and perform a targeted action. Such measurement cannot be achieved through billboard
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advertising, where an individual will at best be interested, then decide to obtain more

information at a later time.

Internet marketing as of 2007 is growing faster than other types of media. Because exposure,

response, and overall efficiency of Internet media are easier to track than traditional off-line

mediathrough the use of web analytics for instance Internet marketing can offer a greater sense

of accountability for advertisers. Marketers and their clients are becoming aware of the need to

measure the collaborative effects of marketing (i.e., how the Internet affects in-store sales) rather

than siloing each advertising medium. The effects of multichannel marketing can be difficult to

determine, but are an important part of ascertaining the value of media campaigns.

3. Limitations of Internet Marketing

Internet marketing requires customers to use newer technologies rather than traditional media. Low-

speed Internet connections are another barrier: If companies build large or overly-complicated websites,

individuals connected to the Internet via dial-up connections or mobile devices may experience

significant delays in content delivery.

From the buyer's perspective, the inability of shoppers to touch, smell, taste or "try on" tangible goods

before making an online purchase can be limiting. However, there is an industry standard for e-

commerce vendors to reassure customers by having liberal return policies as well as providing in-store

pick-up services. A survey of 410 marketing executives listed the following barriers to entry for large

companies looking to market online: insufficient ability to measure impact, lack of internal capability,

and difficulty convincing senior management.

4. Effects on industries

Internet marketing has had a large impact on several previously retail-oriented industries including

music, film, pharmaceuticals, banking, flea markets, as well as the advertising industry itself. Internet

marketing is now overtaking radio marketing in terms of market share. In the music industry, many

consumers have been purchasing and downloading music (e.g., MP3 files) over the Internet for several

years in addition to purchasing compact discs. By 2008 Apple Inc.'s iTunes Store has become the largest

music vendor in the United States. Internet marketing has had a growing impact on the electoral process.

In 2008 candidates for President heavily utilized Internet marketing strategies to reach constituents.

During the 2007 primaries candidates added on averaged over 500 social network supporters per day to

help spread their message. President-elect Barack Obama rose over US$1 million in a single day during

his extensive Democratic candidacy campaign, largely due to online donors.
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UHMTC01-6 CONTEMPORARY ISSUES IN TOURISM AND HOSPITALITY

Industry Overview

UNIT – 1: Hospitality Ethics in practice

UNIT – 2: Hospitality & Tourism

UNIT – 3: Hospitality Services

UNIT – 4: What mangers manage in Hospitality Industry

& Hospitality Services

UNIT – 5: History of Hospitality Services & Benefits of Hospitality Services

UNIT – 6: Drawbacks of Hospitality Industry

UNIT – 7: Travel technology & Applications of Travel Technology

UNIT – 8: Hotel Technology Next Generation

Lodging Operations

UNIT – 9: Various Lodging Concepts

UNIT – 10: Hotels & Classification of Lodging Points / Hotels

UNIT – 11: Lodging Operation &  Types of Lodging Operations

Commercial Foodservices Operations

UNIT – 12: What is foodservice

UNIT – 13: Managerial Skills in Food & Beverage Service Operations

UNIT – 14: Routine Operations Performed by the Beverage Directors

UNIT – 15: Restaurants & Hotel Bars & Banquets

UNIT – 16: Role of Catering Service Manager & Classifications of Restaurants
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UNIT – 17: Trends in Restaurant Development & Food Trends and Practices

Noncommercial Foodservices Operations

UNIT – 18: Foodservices Contract Management

UNIT – 19: In-Flight and Airport Food Service

UNIT – 20: Military Foodservice

UNIT – 21: Foodservices in Educational Organizations

UNIT – 22: Responsibilities in Managed Services

UNIT – 23: Managed Services Career Paths & Health Care Facilities

UNIT – 24: Business and Industry &  Managed Services Other Than Food

UNIT – 25: Leisure and Recreation & Stadium Points of Service

UNIT – 26: Advantages and Disadvantages

UNIT – 27: Foodservice distributor

Recreation And Leisure Organizations

UNIT – 28: Private Clubs

UNIT – 29: Government-Sponsored Recreation &  National Parks in the United States

UNIT – 30: Public Recreation and Park Agencies

UNIT – 31: Commercial Recreation &  Theme Parks

UNIT – 32: Modern Concepts of Recreation and Leisure

UNIT – 33: Nightclub &  Motel & Resort

The Meetings Business

UNIT – 34: Meetings, Special Events and Off-Premise Catering, Know Your Client & The Special

Event Job Market, Key Players in the Industry & Meeting Planners

Convention and Visitors Bureaus, Event Management & Specialized Services

Trends in Conventions, Meetings, and Expositions
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Focus On You And Your Professional Career

UNIT – 35: What are Career Options in Travel & Tourism Industry? What a Candidate should

know? Choice of Jobs  & Criticism on Hospitality as a Career Recent Developments in Tourism &

Growth of Tourism in Recent Years. Medical tourism & Culinary tourism

Industry Overview

Topic Objective:

At the end of this topic student would be able to understand:

 Hospitality Ethics in practice

 Hospitality & Tourism

 Hospitality Services

 What mangers manage in Hospitality Industry

 Hospitality Services

 History of Hospitality Services

 Drawbacks of Hospitality Industry

 Benefits of Hospitality Services

Definition/Overview:

The hospitality industry: The hospitality industry is a 61 billion dollar industry that is fueled by an

ongoing need for nourishment. It consists of three groups: management, kitchen workers and servers.

Each plays a very important role in the operation of a food-service/hospitality establishment.

Key Points:
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1. Hospitality Ethics in practice

Applied ethics is the branch of Ethics which investigates the application of our ethical theories and

judgments. There are many branches of Applied Ethics: Business ethics, professional ethics, medical

ethics, educational ethics, environmental ethics, and more.

Hospitality Ethics is a branch of Applied Ethics. In practice, it combines concerns of other branches of

Applied Ethics, such as business ethics, environmental ethics, professional ethics, and more. For

instance, when a local hospitality industry flourishes, potential ethical dilemmas abound: What effect do

industry practices have on the environment? On the host community? On the local economy? On

citizens' attitudes about their local community; about outsiders, tourists, and guests? These are the kinds

of questions that Hospitality Ethics, as a version of Applied Ethics, might ask.

Since Hospitality and tourism combine to create one of the largest service industries in the world, there

are many opportunities for both good and bad behavior, and right and wrong actions by hospitality and

tourism practitioners. Ethics in these industries can be guided by codes of conduct, employee manuals,

industry standards (whether implicit or explicit), and more.

Though the World Tourism Organization has proposed an industry-wide code of ethics, there is

presently no universal code for the hospitality industry. Various textbooks regarding ethics in

commercial hospitality settings have been published recently, and are currently used in hospitality

education courses.

2. Hospitality & Tourism

For an in depth understanding of the term of hospitality, the starting point is the etymology of the word

itself. The word hospitality derives from the Latin hospes, which is formed from hostis, which originally

meant a 'stranger' and came to take on the meaning of the enemy or 'hostile stranger' (hostilis) + pets

(polis, poles, potentia) to have power. Furthermore, the word hostire means equilize/compensate.

If you combined the above etymological analysis with the story of Telemachus and Nestor you can

develop in your mind the Greek concept of sacred hospitality.

First of all, Telemachus is a complete stranger for Nestor, however he was hosted and treated more than

warmly. In the Homeric ages, hospitality was under the protection of Zeus, the chief deity of the Greek

pantheon. For that reason Zeus was also attributed with the title 'Xenios Zeus' ('xenos' means stranger).

The semantic behind this was to highlight the fact that hospitality for Ancient Greeks was of the utmost

importance. A stranger passing outside a Greek house, could be invited inside the house by the family.
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The host washed the stranger's feet, offered him/her food and wine, and only after he/she was

comfortable could be asked to tell his/her name.

After having welcomed Telemachus, Nestor asks his unknown guest to introduce himself to find out that

he was the son of Odysseus. By that time, the man in front of him was a complete stranger, a hostis as

described in the etymological analysis of hospitality at the beginning. Nonetheless, Telemachus was

equilized with his host. Another meaning that is included in the etymology of hospitality. Note also that

one of the Nestor's sons slept on a bed close by Telemachus to take care that he should not suffer any

harm. This means that hospitality for Ancient Greeks include also the idea of protection. Lastly, Nestor

put a chariot and horses at Telemachus' disposal so that he could travel the land route from Pylos to

Sparta in two days, having as charioteer Nestor's son Pisistratus. The last element of hospitality as can

be realized is guidance.

3. Hospitality Services

The concept of Hospitality Services, also known as accommodation sharing, hospitality exchange (short

hospex), and home stay networks, refers to centrally organized social networks of individuals who trade

accommodation without monetary exchange. While this concept could also include house swapping or

even time share plans, it has come to be associated mostly with travelers and tourists staying with one

another free of charge. Since the 1990s, these services have increasingly moved away from using

printed catalogs and the telephone, to connecting users via the internet. As of March, 2008 over

1,000,000 people are registered users of these internet networks.

In essence, these systems employ reciprocity users gain access to other users information only by

posting their own. Required fields normally include name and contact information, though newer

services encourage users to include more detailed personal material, including likes and dislikes, hopes

and dreams, and even photographs. Of course, more information included tends to improve the chances

that someone will find them trustworthy enough to host or stay with while traveling. It is very much

akin to social networking sites.

4. What mangers manage in Hospitality Industry

A hotel manager or hotelier is a person who handles the everyday function and management of a hotel.

Larger hotels often have management teams, instead of individual managers, where each member of the

Page 144 of 192
www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

144
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in



www.bs
sc

om
mun

ity
co

lle
ge

.in

group begins to specialize on a certain area of interest. Some of the responsibilities of a hotel manager

include:

 organizing and directing the hotel's services

 controlling budget and formulating financial plans

 promoting the business

 Achieving profits and expenses

 Meeting with customers, contractors and suppliers

 Hiring, training, reviewing and overseeing staff members

 Attending to problems or customer complaints and comments

 Addressing maintenance and upkeep

 Seeing to accommodations

 Meeting safety, health and licensing regulations

5. Hospitality Services

The concept of Hospitality Services, also known as accommodation sharing, hospitality exchange (short

hospex), and home stay networks, refers to centrally organized social networks of individuals who trade

accommodation without monetary exchange. While this concept could also include house swapping or

even time share plans, it has come to be associated mostly with travelers and tourists staying with one

another free of charge. Since the 1990s, these services have increasingly moved away from using

printed catalogs and the telephone, to connecting users via the internet. As of March, 2008 over

1,000,000 people are registered users of these internet networks.

6. History of Hospitality Services

In 1949, Bob Luitweiler founded the first hospitality service called Servas Open Doors as a cross

national, non-profit, volunteer run organization advocating interracial and international peace. The next

began in 1965 when John Wilcock set up the Traveler's Directory as a listing of his friends willing to

host each other when traveling. This later became the Hospitality Exchange in 1988 when Joy Lily

rescued the organization from imminent shutdown. Hospitality Club is the direct successor Hospex, the

first Internet-based service, operating out of Germany since 2000. CouchSurfing is the largest

hospitality exchange organization and was founded in 2004. Just as all the individual services have their

own individual creation stories and organizational histories (often including demise and resurrection),

many also have specific niche markets that they cater to including students, activists, religious pilgrims,
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and even occupational groups like police officers. However, the trend in recent years points to a greater

consolidation of users in networks without a specific group, value, or lifestyle affiliation.

In essence, these systems employ reciprocity users gain access to other users information only by

posting their own. Required fields normally include name and contact information, though newer

services encourage users to include more detailed personal material, including likes and dislikes, hopes

and dreams, and even photographs. Of course, more information included tends to improve the chances

that someone will find them trustworthy enough to host or stay with while traveling. It is very much

akin to social networking sites.

7. Benefits of Hospitality Services

Staying in private homes means that travelers can save lots of money on accommodation that they

would usually be spending on hotels or hostels. Used over a long period of time (2 to 4 weeks), this

strategy can cut overall travel budgets in half, or even more combined with hitchhiking. These savings

can then be passed on towards more generously patronizing local establishments or simply staying

abroad for longer periods of time.

Many tourist vacations today are sold in package form, often including flights, hotels, rental cars,

sightseeing tours, and coupons for chain restaurants and bars. While this makes purchasing more

convenient, it also puts more money in the hands of large multinational corporations exploiting the

synergy strategy of marketing their products in the context of their subsidiary companies operating in

other markets. Many years ago, this might have been termed collusion; today, however, it is the norm.

This comes at the expense of locally owned independent businesses. Accommodation sharing helps to

break apart this monopoly and hopefully redirects some of the tourist revenue back to the local or

national economy.

While this is especially important in more rural travel venues where hotels are often built in very

picturesque, though fragile environments, every night stayed at a locals home means that much less

demand for such hotel rooms. Also, if accommodation sharing does in fact increase the length of

average stays, it may reduce the amount of trips to and from different locations and back home again,

thus reducing the overall fuel expenditures in the process.
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Ostensibly, one of the primary reasons we travel is to experience what life is like for people living in

other countries. Making interpersonal connections and fostering understanding of different cultures may

in the long run also be important to international relations. However, even in our increasingly globalized

world, supposedly rife with diversity, in many popular travel destinations, we find tourists milling

around tourist enclaves, where the companies they patronize back home have set up shop to cater to

their desires while they are abroad. Sociologist George Ritzer has referred to this phenomenon as the

"McDonaldisation of society" and the more recently, the "globalization of nothing". The location of

hotels near these centers only fosters more convenient envelopment of the tourist money. During

hospitality exchanges, hosts want to show off their local knowledge and exciting off the map venues.

Not only may travelers get a distinctly different experience, but they will also get a feel for the everyday

lives of local residents.

These systems foster richer and more convenient travel experiences not so much on the premise of

altruism, but on the basis of social exchange theory. Implicit in the agreement to host travelers is the

ability to ask to be hosted by them in the future. If one enjoys having interesting guests in their home,

this works out well for both parties. It works comparatively better if you are visited by travelers from a

locale you find particularly attractive. Thus, hosting someone from New York City in Gainesville,

Florida seems to be an unbelievable opportunity. Moreover, if you are a Westerner visiting someone in a

developing country, your stay might be the only way that this individual or family could afford a trip to

a rich nation. This may mean more than just a relaxing vacation for such disadvantaged parties.

8. Drawbacks of Hospitality Industry

There is no contractual agreement between users in these systems. Reservations are made, but if they are

for some reason broken, there is no higher authority to which one could plead for a refund or other

compensation. The only repercussion will be the poor rating you give that user and your only

consolation will be that your warning will deter others from visiting or hosting them. For those who feel

insecure unless their travel arrangements are written in stone before departure, this system will not be

comforting.

There is a chance that guest and host will not get along. Perhaps there will be scheduling or ideological

conflicts. Maybe you will find that hosts or visitors have misrepresented themselves. Perhaps the
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experience will not live up to your expectations. Intense interpersonal communications in advance and a

flexibility once you have arrived is your best bet. These experiences require additional planning and

courtesy towards the demands of your host. Thus, your living conditions, length of stay, and overall

experience will be circumscribed by the living conditions you enter into.

The average user is a young white person who speaks English and lives in a developed nation. While

there are many users who do not fit this description, the more different they are, the less likely they will

be involved. This is especially true for persons living in the developing world who likely do not have

easy access to the fundamental prerequisite for using these services: computers and the Internet. Thus,

the sample population found in searches of these databases are really much less diverse than a

geographical representation of worldwide users might suggest.

There is a distinct possibility that someone will abuse the system and that innocent users (especially

women) will get hurt. All services include disclaimers that require users to waive their rights to hold

anyone but themselves responsible for any harm that may come to them in using the system. They

advise that the best defense mechanism is to only involve oneself with users that have extensive

personal information and interpersonal networks within the system that have been verified by others. It

does seem entirely plausible that someone clever and patient enough might be able to invent an entire

group of complex user identities and build histories convincing enough to fool even more cautious

patrons. Still, the difference between these systems and the other social networking platforms popular

nowadays on the web (such as Facebook, MySpace, Tribe, Orkut and LiveJournal) is that any agreement

reached through the accommodation sharing medium is contingent on actually meeting other people

face-to-face. Other web scams are easier because interpersonal interactions rely so much on putative

identities that are never actually verified in the real world. However, this does not diminish the greater

risk to physical well being that this kind of traveling by definition must entertain. The best advice is to

meet unknown persons in public spaces first, and try to meet some of their acquaintances in person

before agreeing to a hospitality exchange.

9. Travel technology
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Travel technology is a term used to describe applications of Information Technology (IT), or

Information and Communications Technology (ICT), in travel, tourism and hospitality industry. Travel

technology may also be referred to as tourism technology or even hospitality automation. Since travel

implies locomotion, travel technology was originally associated with the computer reservations system

(CRS) of the airlines industry, but now is used more inclusively, incorporating the broader tourism

sector as well as its subset the hospitality industry. While travel technology includes the computer

reservations system, it also represents a much broader range of applications, in fact increasingly so.

Travel technology includes virtual tourism in the form of virtual tour technologies. Travel technology

may also be referred to as e-travel / etravel or e-tourism / etourism (eTourism), in reference to

"electronic travel" or "electronic tourism".

In other contexts, the term "travel technology" can refer to technology intended for use by travelers,

such as light-weight laptop computers with universal power supplies or satellite Internet connections.

That is not the sense in which it is used here.

10. Applications of Travel Technology

Travel technology includes many processes such as dynamic packaging which provide useful new

options for consumers. Today the tour guide can be a GPS tour guide, and the guidebook could be an

audioguide, podguide or I-Tours, such as City audio guides. The biometric passport may also be

included as travel technology in the broad sense. Certainly travel technology was born on the coat-tails

of the airline industry's use of automation and their need to extend this out to the travel agency partners.

It should be kept in mind that there was an online world before the advent of the world wide web in the

form of private and commercial online services, via packet switched network using X.25. Travel

technology played a significant role in the so-called dot-com boom and bust, circa 1997-2001.

11. Hotel Technology Next Generation

Hotel Technology Next Generation, commonly referred to as HTNG, is a global, non-profit trade

association serving hotel companies and technology providers. It was founded in 2002 and is governed

by a board of directors consisting of senior technology executives from hotel companies. Membership is

open to companies and individuals involved with hospitality technology.
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The organization's stated objective is to promote interoperability of the many technology systems used

in the hotel industry, such as Property management systems, point-of-sale systems, telephone systems,

building automation systems, guestroom entertainment systems such as video on demand, security and

access control systems, and many others. The organization's members meet regularly in small

workgroups, where hotel companies and vendors work together to design interface standards (often

using XML), reference architectures, network designs, and hospitality-specific network devices. HTNG

holds regular member conferences in North America and Europe.

: Lodging Operations

Topic Objective:

At the end of this topic student would be able to understand:

 Various Lodging Concepts

 Hotels

 Classification of Lodging Points / Hotels

Definition/Overview:

Lodging: Lodging or a holiday accommodation is a type of residential accommodation. People who

travel and stay away from home for more than a day need lodging for sleep, rest, safety, shelter from

cold temperatures or rain, storage of luggage, and access to common household functions.

Key Points:

1. Various Lodging Concepts

All lodging operations take place in a hotel, hostel or hostel, a private home (commercially, i.e. a bed

and breakfast or guest house place, vacation rental, or non-commercially, with members of hospitality

services or in the home of friends), in a tent, caravan/camper (often on a campsite). In addition there are

Page 150 of 192
www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

150
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in



www.bs
sc

om
mun

ity
co

lle
ge

.in

make-shift solutions. Sleeping is typically done lying in a bed, or more generally on a soft surface, such

as also an air mattress, a couch, etc. Some trains have sleeping cars.

Sometimes people sleep sitting, because lying is not possible, e.g. in a train (if not in a sleeping car), a

bus, a seat in a waiting room, a bench on the street or in a park, etc. Inclinable seats allow something

between sitting and lying. Whether lying on a row of seats is possible and comfortable depends e.g. on

the presence of arm rests, and whether they can be moved up. In some public places lying would be

possible but is not permitted.

2. Hotels

A hotel is an establishment that provides paid lodging on a short-term basis. The provision of basic

accommodation, in times past, consisting only of a room with a bed, a cupboard, a small table and a

washstand has largely been replaced by rooms with modern facilities, including en-suite bathrooms and

air conditioning or climate control. Additional common features found in hotel rooms are a telephone,

an alarm clock, a television, and Internet connectivity; snack foods and drinks may be supplied in a

mini-bar, and facilities for making hot drinks. Larger hotels may provide a number of additional guest

facilities such as a restaurant, a swimming pool or childcare, and have conference and social function

services.

Some hotels offer meals as part of a room and board arrangement. In the United Kingdom, a hotel is

required by law to serve food and drinks to all guests within certain stated hours; to avoid this

requirement it is not uncommon to come across private hotels which are not subject to this requirement.

In Japan, capsule hotels provide a minimized amount of room space and shared facilities.
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3. Classification of Lodging Points / Hotels

The cost and quality of hotels are usually indicative of the range and type of services available. Due to

the enormous increase in tourism worldwide during the last decades of the 20th century, standards,

especially those of smaller establishments, have improved considerably. For the sake of greater

comparability, rating systems have been introduced, with the one to five stars classification being most

common and with higher star ratings indicating more luxury. Hotels are independently assessed in

traditional systems and these rely heavily on the facilities provided. Some consider this disadvantageous

to smaller hotels whose quality of accommodation could fall into one class but the lack of an item such

as an elevator would prevent it from reaching a higher categorization. In some countries, there is an

official body with standard criteria for classifying hotels, but in many others there is none. There have

been attempts at unifying the classification system so that it becomes an internationally recognized and

reliable standard but large differences exist in the quality of the accommodation and the food within one

category of hotel, sometimes even in the same country. The American Automobile Association (AAA)

and their affiliated bodies use diamonds instead of stars to express hotel and restaurant ratings levels.

3.1 Full Service & Limited Service Hotel

Lodging establishments vary greatly in size and in the services they provide. Hotels and motels

comprise the majority of establishments and tend to provide more services than other lodging

places. There are five basic types of hotels, commercial, resort, residential, extended-stay, and

casino. Most hotels and motels are commercial properties that cater mainly to business people,

tourists, and other travelers who need accommodations for a brief stay. Commercial hotels and

motels usually are located in cities or suburban areas and operate year round. Larger properties

offer a variety of services for their guests, including a range of restaurant and beverage service

optionsfrom coffee bars and lunch counters to cocktail lounges and formal fine-dining

restaurants. Some properties provide a variety of retail shops on the premises, such as gift

boutiques, newsstands, drug and cosmetics counters, and barber and beauty shops.

An increasing number of full-service hotels now offer guests access to laundry and valet

services, swimming pools, and fit- ness centers or health spas. A small, but growing, number of

luxury hotel chains also manage condominium units in combination with their transient rooms,

providing both hotel guests and condominium owners with access to the same services and
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amenities. Larger hotels and motels often have banquet rooms, exhibit halls, and spacious ball-

rooms to accommodate conventions, business meetings, wedding receptions, and other social

gatherings.

Conventions and business meetings are major sources of revenue for these hotels and motels.

Some commercial hotels are known as conference hotelsfully self-contained entities specifically

designed for meetings. They provide physical fitness and recreational facilities for meeting

attendees, in addition to state-of-the-art audiovisual and technical equipment, a business center,

and banquet services. Limited service hotel is a hotel without a restaurant. Originally defined as

a hotel without foodservice facilities, the services and amenities offered to guests by limited-

service hotels vary. Budget (economy) limited-service hotels offer no-frills rooms at modest

prices; mid-priced limited-service hotels offer increased services and amenities; upscale limited-

service hotels offer guests many of the same high-quality amenities that these guests would

expect to find in full-service hotels. Nearly all limited-service hotels are franchise branded and,

in most cases, they are small properties with 150 or fewer rooms or suites.

Limited-service hotel guests travel for a wide variety of reasons. They include both group and

individual transient guests. Transient guests are an important segment of most limited-service

hotels' client base and include corporate and leisure travelers. These travelers look for hotels in

specific locations, are generally loyal to a specific brand, and are usually price conscious.

Increasingly, these travelers use the Web to compare room prices across brands and to book their

own hotel reservations.

Rising guest expectations and the increase in brand standards that result have created (and will

continue to create) profitability challenges for those who own and manage limited-service hotels.

Developing hotels in the face of a declining number of affordable building sites is an additional

challenge. Also, as franchisers create new brands, consumers may lose the ability to clearly

distinguish among these brands. Consumer confusion can result, which will lessen profitability

for hotel owners. Finally, conflicts between franchisers and franchisees over brand standards

will, unless both groups work together, pose a significant problem in the future development of

strong and profitable limited-service hotels.
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3.2 Extended Stay Hotels (ESH)

ESH is a hotel brand that is the culmination of a rapid expansion in the extended stay hotel

extended stay lodging market.

Extended Stay Hotels is now gaining recognition in the extended stay category, despite not

belonging to a long established hotel group. With the demand for this new type of

accommodation on the rise, ESH continues to expand, now offering over 680 hotels and more

than 75,000 rooms. An ESH hotel brand can be found in nearly all major US metropolitan areas

and Canada.

4. Lodging Operation

Lodging or a holiday accommodation is a type of residential accommodation. People who travel and

stay away from home for more than a day need lodging for sleep, rest, safety, shelter from cold

temperatures or rain, storage of luggage, and access to common household functions. They do that in a

hotel, hostel or hostal, a private home (commercially, i.e. a bed and breakfast or guest house place,

vacation rental, or non-commercially, with members of hospitality services or in the home of friends), in

a tent, caravan/camper (often on a campsite). In addition there are make-shift solutions.

Sleeping is typically done lying in a bed, or more generally on a soft surface, such as also an air

mattress, a couch, etc. Some trains have sleeping cars. Sometimes people sleep sitting, because lying is

not possible, e.g. in a train (if not in a sleeping car), a bus, a seat in a waiting room, a bench on the street

or in a park, etc. Inclinable seats allow something between sitting and lying. Whether lying on a row of

seats is possible and comfortable depends e.g. on the presence of arm rests, and whether they can be

moved up. In some public places lying would be possible but is not permitted. Make use of the internet

to search for hotels in the area you plan to visit. Use search engines, lodging directory, travel Websites

to find affordable hotels.

5. Types of Lodging Operations

5.1 Hostel
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Hostels provide budget-oriented accommodation where guests can rent a bed, sometimes a bunk

bed in a dormitory and share a bathroom, lounge and sometimes a kitchen. Rooms can be mixed

or single-sex, although private rooms may also be available. Hostels are generally cheaper for

both the operator and the occupants; many hostels employ their long-term residents as desk

clerks or housekeeping staff in exchange for free accommodation.

An effort could be made to distinguish between establishments providing longer-term

accommodation (often to specific classes of clientle such as nurses, students, drug addicts) where

the hostels are sometimes run by Housing Associations and charities) and those offering short-

term accommodation to travellers or backpackers. Within the 'traveller' category, another

distinction can be drawn between hostels which are members of Hostelling International (HI), a

non-profit organization encouraging outdoor activities and cultural exchange for the young and

independently operated hostels. Hostels for travellers are sometimes called backpackers' hostels,

particularly in Australia and New Zealand (often abbreviated to just "backpackers").

5.2 Hotel

A hotel is an establishment that provides paid lodging on a short-term basis. The provision of

basic accommodation, in times past, consisting only of a room with a bed, a cupboard, a small

table and a washstand has largely been replaced by rooms with modern facilities, including en-

suite bathrooms and air conditioning or climate control. Additional common features found in

hotel rooms are a telephone, an alarm clock, a television, and Internet connectivity; snack foods

and drinks may be supplied in a mini-bar, and facilities for making hot drinks. Larger hotels may

provide a number of additional guest facilities such as a restaurant, a swimming pool or

childcare, and have conference and social function services.

Some hotels offer meals as part of a room and board arrangement. In the United Kingdom, a

hotel is required by law to serve food and drinks to all guests within certain stated hours; to

avoid this requirement it is not uncommon to come across private hotels which are not subject to

this requirement. In Japan, capsule hotels provide a minimized amount of room space and shared

facilities.

5.3 Boarding House
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A boarding house, also known as a "rooming house" (mainly in the United States) or a "lodging

house", is a house (often a family home) in which people on vacation or lodgers rent one or more

rooms for one or more nights, and sometimes for extended periods of weeks, months and years.

Years ago the boarders would typically share washing, breakfast and dining facilities; in recent

years it has become common for each room to have its own washing and toilet facilities. Such

boarding houses were often found in English seaside towns (for holidaymakers) and college

towns (for students).

In the United Kingdom, the boarding houses were typically run by landladies, and the practice

was that boarders would arrange to stay bed-and-breakfast (bed and breakfast only), half-board

(bed, breakfast and dinner only) or full-board (bed, breakfast, lunch and dinner). Especially for

families on holiday with children, boarding (particularly on a full-board basis) was an

inexpensive alternative and certainly much cheaper than staying in any but the cheapest hotels.

Bed and breakfast accommodation (B&B), which exists in many countries in the world (e.g. the

UK, the USA, Canada, and Australia), is a specialised form of boarding house in which the

guests or boarders normally stay only on a bed-and-breakfast or half-board basis, and where

long-stay residence is rare. Apart from the worldwide spread of the concept of the B&B, there

are equivalents of the British boarding houses elsewhere in the world. For example, in Japan,

minshuku are an almost exact equivalent although the normal arrangement would be the

equivalent of the English half-board. In Hawaii, where the cost of living is high and incomes

barely keep pace, it is common to take in lodgers (who are boarders in English terminology) that

share the burden of the overall rent or mortgage payable.

: Commercial Foodservices Operations

Topic Objective:

At the end of this topic student would be able to understand:

 What is foodservice

 Managerial Skills in Food & Beverage Service Operations

 Routine Operations Performed by the Beverage Directors

 Restaurants

 Hotel Bars
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 Banquets

 Role of Catering Service Manager

 Classifications of Restaurants

 Trends in Restaurant Development

 Food Trends and Practices

Definition/Overview:

The foodservice industry: The foodservice industry encompasses those places, institutions, and

companies responsible for any meal prepared outside the home. This industry includes restaurants,

school and hospital cafeterias, catering operations, and many other formats. The companies that supply

foodservice operators are called foodservice distributors. Foodservice distributors sell goods like small

wares (kitchen utensils) and bulk foods.

Key Points:

1. What is foodservice

Food service covers subjects regarding the production and selling of foodstuffs by the restaurant or

catering industries, including equipment and procedures. It does not refer to subjects such as commercial

food manufacturing companies such as Nabisco or Coca-Cola.

Some companies manufacture products in both consumer and foodservice versions. The consumer

version usually comes in individual-sized packages with elaborate label design for retail sale. The

foodservice version is packaged in a much larger industrial size and often lacks the colorful label

designs of the consumer version. Foodservice sales to restaurants and institutions are estimated to be

approximately $400 Billion, about equal with consumer sales of foods through grocery outlets. The

foodservice industry is one of the largest employers in the United States. Major foodservice providers

include Compass Group, 3663 First for Foodservice, Aramark, and the Crown Group.

2. Managerial Skills in Food & Beverage Service Operations
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Among the skills needed by food and beverage managers are: leadership, identifying trends, finding and

keeping outstanding employees, training, motivation, budgeting, cost control, finding profit from all

outlets and having a detailed working knowledge of the front-of-the-house operations. These challenges

set against a background of stagnant or declining occupancy and the consequent drop in room sales.

Therefore, greater emphasis has been placed on making food and beverage sales profitable.

Traditionally, only about 20% of the hotels operating profit comes from the food and beverage

divisions. In contrast, an acceptable profit margin from a hotels food and beverage division is generally

considered to be 25 to30%.

3. Routine Operations Performed by the Beverage Directors

Food and beverage directors usually start their day at 8:00 a.m., and the workweek is usually Monday

through Saturday, unless special events/functions are scheduled. The F&B director stays in close contact

with the sales department. Also, it is important for the director to attend staff meetings, executive

committee meetings, and profit and loss statement meetings. The executive chef who reports to the F&B

manager manages the hotel kitchen. The executive chef is responsible for efficient kitchen operations,

exceeding guest expectations for quality and quantity of food, temperature, presentation, and portion

size. The chef must maintain company standards and achieve desired financial results.

In many smaller and even in some larger streamlined hotel properties, the executive chef may also serve

as the food and beverage director. Cooperation of kitchen staff is important to maintain operational

controls. Software that costs out standard recipes, establishes perpetual inventories, and calculates

potential food cost per outlet can assist in this process. Chefs not only examine the food cost of

particular items, but also examine the contribution margin of food items. The contribution margin is the

difference between the cost and the sale price of an item. Labor costs are also important and must be

carefully monitored. Financial performance of the F&B department is often measured by performance

ratios. Food cost percentagefood cost dollars divided by salesaverages about 30% for hotels. Labor cost

percentagelabor dollars divided by sales dollarsvaries significantly by operation. One significant

influence is the amount of food made from scratch. The executive chef has one or more sous (under)

chefs reporting to him or her. The sous chef is responsible for the day-to-day operations of the kitchen.

Depending on the size of 69 the operations, there may be several chefs tour ant who rotate through the

various stations in the kitchen to relieve the station chefs, who in turn report to the sous chef, all of

whom have definite position responsibilities. In a nutshell, this process or concept is known as the

brigade system. The brigade system was developed by the great Escoffier, and in a kitchen includes

sous, banquet, fish, roast, vegetable, soup, sauce, and pantry chefs.
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4. Restaurants

A hotel may have several restaurants or none at all. A major hotel chain generally has two restaurants: a

signature or upscale restaurant and a casual coffee shop restaurant. Guests expect more and more from

these operations. Restaurant managers are responsible for quality guest service, hiring, training, and

developing employees, setting and maintaining quality standards, marketing, banquets, coffee service,

in-room dining, mini-bars and the cocktail lounge, and presenting annual, monthly, and weekly forecasts

and budgets to the food and beverage directors.

Forecasting the number of guests at hotel restaurants is difficult because hotel guests are unpredictable.

They may prefer to eat outside of the hotel, rather than dining in one of the property's restaurants.

Careful records should be kept to determine the projected number of guests who might eat at the

restaurants on a given day. Other factors to consider would be functions scheduled for a convention

group and any special needs/desires they might have. The number of guests staying in the hotel who

dine in the hotels restaurant is referred to as the capture rate. In order to increase profitability, many

hotel restaurants create incentives for guests to dine in their restaurants, such as meal discounts for

people staying in the hotel and promoting the restaurant and menu at check-in, as well as having

cooking demonstrations. Still other properties make restaurants responsible for their own profit and loss

statements. In any event, it is difficult for hotel restaurants to generate a profit.

5. Hotel Bars

Hotel bars allow guests to relax and socialize for business or pleasure. Bars can also generate important

profits for the hotel operation and for the hotel. Bars are run by bar managers. The cycle of beverages is

complex. It involves the following steps: ordering, receiving, storing, issuing, bar stocking, serving, and

guest billing. Beverages are not perishable; they may be held over if not sold. Bar efficiency is measured

by the pour/cost percentage.

The pour cost is determined by dividing the cost of the depleted inventory by the sales over a period of

time. A pour cost of 16 to 24% is considered appropriate for most operations. If sophisticated control

systems are employed, pour costs are likely to be closer to 16%.Automated control systems are

expensive. They can, however, provide greater accuracy and protect companies from losses due to over

pouring, pilferage, and other problems. Operators must ensure responsible alcohol service. If the guest

becomes intoxicated and is involved in an accident, the server of the beverage, the bar person, and the

manager may be held liable. Typical bar types in hotels are lobby bars, restaurant bars (used as a holding
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area), the service bar (backstage bar), the catering and banquet bar (for functions), pool bars, mini-bars

(in the guests room), nightclubs, sports bars, and casino bars.

6. Banquets

Banquets and functions bring people together to celebrate and honor various events. Events may center

on anniversaries, weddings, political events, conventions, state72dinners, etc. Groups that commonly

arrange functions are social, military, education, religious, and fraternal organizations (SMERF

organizations).The term banquet refers to a group of people who eat together at one time and in one

place. Catering includes a variety of occasions when people may eat at various times. Catering may be

subdivided into on-premises and off-premises. The director of catering reports to the F&B director and

is responsible for selling and serving, catering, banquets, meetings, and exhibitions. These events must

exceed guest expectations for quality and produce are as on able profit. A close relationship must be

maintained with the executive chef to ensure that the menus are suitable for the client and practical for

service. The director of catering must be able to sell functions, lead a team of employees, set and

maintain department sales and cost budgets, set service standards, be creative, and be knowledgeable of

the likes and dislikes of various ethnic groups. Over the years, the director of catering builds a list of

clients and a wealth of experience with various events. The main sales function of the department is

conducted by the director of catering (DOC) and the catering sales managers (CSMs). They obtain

business leads from convention and visitors bureaus, corporate office sales departments, hotels directors

of sales, general managers, competitive hotels, rollovers (groups rebooking at the same properties), and

cold calls.

Typical flow for function booking includes inquiry, check for space available in bible, confirm

availability, contract and proposal completed, and modifications made; client confirms event

arrangements by signing the contract. The catering event order (CEO), or banquet event order (BEO), is

prepared and completed for each function to inform the client and the hotel personnel. It communicates

essential information about the function: what needs to happen and when. The CEO or BEO is based on

correspondence with the client and notes taken during meetings. It specifies the room layout and decor,

time of arrival, VIPs, special attention required, bar times, cash or credit bar, time of meal service,

menu, and service details. A final number is usually required anywhere from 7 days to 72 hours before

the function. This ensures that the hotel will have prepped sufficiently and that the client will not end up

paying for a large number of no-shows. Some hotels have a policy of preparing percentage (usually 3 to

5%) over the guaranteed number of guests. The director of catering holds weekly meetings with key

individuals who will be responsible for upcoming events.
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7. Role of Catering Service Manager

The catering service manager (CSM) is responsible for delivering service that exceeds the expectations

of guests and the client. The CSM is responsible for directing the service of all functions, supervising

catering house persons who set up the room, cooperating with the banquet chef, checking that the client

is satisfied, making out client bills immediately after the function, calculating and distributing gratuities

and service charges, and coordinating special requirements. The catering coordinator is responsible for

managing the office and controlling the function diary. The function diary is often referred to as the

bible. Today, many hotels use a brand name computer program such as Delphi. A 1992 survey by the

AH & MA revealed that 56% of all properties offer room service and 75% of airport hotel properties

offer room service. Economy and many mid-priced hotel properties offer vending machines or food

deliveries from local pizza or Chinese restaurants. This allows them to provide a desired service to the

guest without additional expense to the operation.

8. Classifications of Restaurants

There is not a single definition of restaurant classification. However, most experts agree there are two

main categories: independent and chain restaurants. Other categories include quick service, ethnic,

dinner house, occasion, casual, etc. Some restaurants may fall into more than one category. Americans

are spending an increasing amount of food dollars away from home. The most popular meal to eat away

from home is lunch. Individual restaurants are typically one or more owners who are usually involved in

the day-to-day operation of the business.

8.1. Fine Dining Restaurant

A fine dining restaurant is one where a good selection of menu items is offered, that is, at least

15 or more different entrees cooked to order and nearly all the food being made on the premises

from scratch or fresh ingredients. Most fine dining restaurants are independently owned and

operated by an entrepreneur or partnership. There are no national fine dining, luxury restaurant

chains due to high labor cost and the small percentage of the population that can actually afford

the high prices. It is increasingly difficult to make a profit in this segment of the business

because of competition from other restaurants. The level of service in fine dining restaurants is

generally high. A host or hostess will seat, a captain and food servers will describe specials, and

a separate sommelier may take the wine order. Tableside cooking may be performed. There is no

national fine dining chain restaurant chain because of the factors unique to this type of operation:
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Operations are labor-intensive, there are a limited number of the population that can afford the

high prices, it is difficult to maintain high standards, and there is limited market appeal.

8.2 Theme Restaurants

These restaurants usually offer a limited menu, but create a complete experience for the guest.

Some offer all-American food, such as meatloaf served by wait staff in character. Others

specialize in creating a lively atmosphere and offering a diverse menu (e.g.,TGI Fridays,

Bennigans, Outback Steakhouses).

8.3. Celebrity Restaurants

Celebrities who may or may not have F&B backgrounds own these operations. The operations

are designed to be entertaining, drawing heavily on the notoriety of their owners (e.g., Wolfgang

Puck, and Naomi Campbell, Claudia Schiffer and Elle Macpherson of the Fashion Caf).

8.4 Casual Dining and Dinner House Restaurants

Causal dining is relaxed and may cross several classifications. There are a variety of restaurant

chains that call themselves dinner house restaurants; some could even fit into the theme

category. Many dinner houses have a casual, eclectic decor that may promote a theme. Many

fine dining chains are moving toward high-end casual, which is a segment that retains the

informality of casual dining, but with prices and food quality resembling that of fine dining.

However, whatever is called high-end casual dining is usually uncreative.

8.5 Quick Service (QSR)/Fast Food Restaurants

Quick service offer limited menus. It is this sector that really drives the industry. Quick service

restaurants include hamburger, pizza, chicken etc.

9. Trends in Restaurant Development

Demographics, branding, alternative outlets, globalization, continued diversification within the various

dining segments, multiple locations, more points of service, more hyper theme restaurants, and chain

versus independent establishments are recent trends.

10. Food Trends and Practices
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Back-to-basic cooking has been redefined to mean taking classical cooking methods and infusing

modern technology and science to create healthy and flavorful dishes. Some examples include:

thickening soups and sauces by processing and using the foods natural starches; redefining the basic

mother sauces to omit the bchamel and egg-based sauces and add or replace with coulis and salsas or

chutneys; pursing more cultural culinary infusion to develop bold and aggressive flavors; experimenting

with sweet and hot flavors; taking advantage of the shrinking globe and disappearing of national borders

to bring new ideas and flavors to restaurants; and re-evaluating recipes and substituting ingredients for

better flavor (flavored liquid instead of water, substituting herbs and spices for salt, and returning to

one-pot cooking to capture flavors).

: Noncommercial Foodservices Operations

Topic Objective:

At the end of this topic student would be able to understand:

 Foodservices Contract Management

 In-Flight and Airport Food Service

 Military Foodservice

 Foodservices in Educational Organizations

 Responsibilities in Managed Services

 Managed Services Career Paths

 Health Care Facilities

 Business and Industry

 Managed Services Other Than Food

 Leisure and Recreation

 Stadium Points of Service

 Advantages and Disadvantages of noncommercial foodservices

Definition/Overview:

Noncommercial foodservices: Noncommercial foodservices include the services provided without profit

motive e.g. Military food services.
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Key Points:

1. Foodservices Contract Management

Contract management or contract administration in hospitality management is the management of

contracts made with customers, vendors, partners, or employees. Contract management includes

negotiating the terms and conditions in contracts and ensuring compliance with the terms and

conditions, as well as documenting and agreeing any changes that may arise during its implementation

or execution. It can be summarized as the process of systematically and efficiently managing contract

creating, execution, and analysis for the purpose of maximizing financial and operational performance

and minimizing risk.

2. In-Flight and Airport Food Service

Food has become a major competitive factor among airlines. Airlines may provide meals from their own

in-flight business or have the food provided by a contractor.

In-flight foodservice is a complex process. All airlines have a limited menu. The food must be able to

withstand transportation conditions and extended holding times (hot or cold). The meal must also be

appealing and able to fit in the limited passenger eating space. Gate Gourmet International is the largest

in-flight caterer in terms of sales.

Sky Chef and Cater Air are other companies in the field.

In-flight foodservice management operators plan the menus, develop the product specifications, and

arrange the purchasing contracts. Many airlines place a high priority on controlling meal costs. Some

limit the cost for an in-flight meal to $6; some limit the menu choices, while others offer snacks rather

than meals on many flights. International flights tend to have better food and beverage service. As

airlines have decreased their in-flight foodservice, many chain restaurants have opened at airports.

3. Military Foodservice

Military foodservice is a large and important component of managed foodservice. Even with military

downsizing, military foodservice sales are estimated at over $6 million. Services and concepts are being
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redesigned to better serve the needs of personnel. Efforts are being made to address problems with

service delays, inferior products, and inventory controls. In many cases, officers clubs have been

contracted out to management companies. The clubs have moved emphasis from fine dining to a more

casual atmosphere. Menu management strategies have also been implemented.

Another trend is the testing of prepared foods that can be reheated and served without much labor.

MREs (meals ready to eat) are standard fair for troops in the field. Today, a mobile kitchen can be run

by only two people. One problem of privatization of military foodservice operations may arise in the

need to provide foodservice in combat situations. In such cases, the military must be able to provide its

own foodservice.

4. Foodservices in Educational Organizations

4.1 Elementary and Secondary Schools

In 1946, the United States Government enacted the National School Lunch Act in response to

concerns about malnourishment in military recruits. The program also allowed for the use of

surplus food products. Today, millions of children are fed breakfast, lunch, or both each day, in

approximately 98,000 schools. A major challenge for the program is to balance nutrition with

foods the students like. Many are concerned about the food that young students are eating.

Studies shows that the food served in many cafeterias exceeds recommended dietary guidelines

for fat content.

Some schools have onsite kitchens, where the food is prepared, and dining rooms, where the

food is served. Large food districts may prepare foods in a central commissary and then

distribute them to schools in the area. Alternatively, some schools purchase ready to- serve meals

that are assembled at the meal site. The government National School Lunch Program is a huge

market for fast food chains.

Although entering this market does mean a decrease in contribution margin on items offered,

future benefits, such as building brand loyalty, can be extremely valuable. There has been much

debate over the suitability of allowing chain foodservice operations in the school lunch

programs. Professional chefs are working with the Department of Agriculture's Food and
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Consumer Service to develop healthful recipes and menus with increased appeal and without

increased costs.

4.2 Nutrition Education Programs

Nutrition education is now required in the nations school lunch program. The food pyramid was

developed as a part of this effort.

4.3 Colleges and Universities

College and university foodservice operations are complex and diverse. Residence halls,

cafeterias, student unions, faculty clubs, convenience stores, administrative catering, and outside

catering are the major components of this segment of noncommercial foodservice. On-campus

dining can be a challenge because the clientele lives on campus and eats all of its meals at the

campus facilities. Students, faculty, and staff often become bored with the surroundings and the

menu offerings. Budgeting, in such operations, is simplified because the on-campus students

have already paid for their meals and, therefore, numbers are easier to forecast.

Operations tend to offer students a variety of meal plans, rather than the old board plan, where

students paid one fee for all mealswhether they ate them or not. Many schools have adopted a

prepaid credit plan, where students pay a dollar amount up front, and as they eat meals over the

course of the term or school year, the dollar amount of each meal is subtracted from the students

account. Driving forces of change on campuses are the growth of branded concepts,

privatization, campus cards, and computer use.

4.4 Student Unions

The student union offers a variety of food and services to cater to the needs of a diverse student

body. It is often the place to be, a place where students gather to socialize, as well as to eat and

drink. Many campuses have opted to allow restaurant chains to open on campus. The restaurant

pays fees, either to the contract food company directly or to the college. Offering take-out

service is another trend developing in college foodservice.
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5. Responsibilities in Managed Services

Foodservice managers responsibilities in a small or midsize operation are more extensive than those of

managers of larger operations. In addition to foodservice, key areas of responsibility include employee

relations, human resource management, financial/budgeting, safety administration, safety budgeting,

food production service, sanitation/food-borne illness prevention, purchasing, recruiting, and staff

training and development.

6. Managed Services Career Paths

A typical career path in managed services includes the following:

 Assistant foodservice director

 Foodservice director

 General manager

 District manager

7. Health Care Facilities

Health care foodservice operations are very complex because they must meet the needs of clientele with

special needs. Service is provided by tray, in the cafeteria, dining room, coffee shop, catering, and

vending. The needs and desires of both the patients and the health care workers must be provided for.

Meals must be consumed in a short period of time (30 minutes usually) and must have a varied menu.

The main focus of a hospital foodservice operation is the tray line. In the tray line, meals are assembled

through a color-coding system to meet requirements specified by the dietitian. These trays must be

carefully checked to be sure each patient gets his or her correct meal.

Health care foodservice is very labor intensive. Labor accounts for 55 to 66% of operating dollars.

Hospital foodservice has evolved to the point where the need for new revenue sources has changed the

traditional patient and non patient meal-service ratios at many institutions. Often, the cafeteria is the

greatest revenue generated for the health care foodservice operation. Cash sales to patients, their

families, and staff have become important contributors to the bottom line in many operations. Some

operations have branched out into retail bakeries and catering.
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Innovations in preparation, such as sous vide and cook-chill, have allowed for labor savings. Additional

savings can be realized through the quantity purchasing, menu management, and the use of operating

systems to reduce food and labor costs. Contract specialists such as Sodexho, Compass, and

ARAMARK will increase their margins. Restaurant chains have also entered this segment of the

industry. These chains benefit from long-term leases at very attractive rates compared with a restaurant

site. Some hospitals offer pizza service to rooms and comfort foods.

8. Business and Industry

Important terms to understand in regard to this segment are: contractors (companies that operate

foodservice for the client on a contractual basis), self-operators (companies that operate their own

foodservice operations), and liaison personnel (people responsible for translating corporate philosophy

to the contractor and overseeing the contractor). Contractors have about 80% of the B&I market. The

remainder is self-operated. A new trend is for one operator to serve several tenants in a building through

a central facility. B&I operators have begun to offer more diverse menu options. By offering more

healthful meal options, operators are meeting the evolving needs of their clients. The resources largely

determine the type of service offered by B&I operators: money, time, space, and expertise.

Typical manners of service include: 1) full-service cafeterias with straight, scatter, or mobile systems:

and 2) limited-service cafeterias offering fast food service, cart, and mobile service, fewer dining rooms

and executive dining rooms.

9. Managed Services Other Than Food

Many companies have expanded their service beyond food to include other areas of facilities

management including:

 Housekeeping/custodial/environment services

 Maintenance and engineering

 Grounds and materials management

 Office and mail service
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 Concierge services

 Patient transportation services for hospitals

10. Leisure and Recreation

Leisure and recreation is probably the most fun area of the foodservice industry to work in: stadiums,

arenas, theme parks, national parks, state parks, zoos, aquariums, and other venues where food and

beverage are provided for large numbers of people are leisure and recreation operations

11. Stadium Points of Service

Points of service include vendors, concession stands, and restaurants. A major point of service is the

food and beverage offered in the premium seating areas known as super boxes, suites, and skyboxes. It

is possible for all of these points of service to go on all at once and serving upwards 60,000 to 70,000

fans. To feed all these people many foodservice companies have contracts with the stadiums and arenas.

The same food companies that serve the stadiums and arenas contract most U.S national parks. These

parks have hotels, restaurants, snack bars, gift shops, and myriad other service outlets. Another venue

that requires foodservice is tournaments.

12. Advantages and Disadvantages

Advantages of careers in this area include the unique opportunity to see professional and amateur

sporting events as much as you please, to be in rural, scenic areas and enjoy the great outdoors, to

provide a diverse set of services for the guests or fans, and to have a set work schedule. With recent

growth in this segment, many new career openings are now being offered. Disadvantages include large

amounts of people to serve in short periods of time; a work schedule of weekends, holidays, nights;

impersonal service, less creativity with food; seasonal employees; and an on/off season work schedule.

13. Foodservice distributor
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A foodservice distributor is a company that provides food and non-food products to restaurants,

cafeterias, industrial caterers, and hospitals and nursing homes.

A foodservice distributor functions as an intermediary between food manufacturers and the foodservice

operator (usually a chef, foodservice director, food & beverage manager, and independent food

preparation businesses operator owners.) Foodservice distributors procure pallets and bulk inventory

quantites that are broken down to case and sometimes unit quantities for the foodservice operator. Most

foodservice operators purchase from a range of local, speciality, and broadline foodservice distributors

on a daily or weekly basis.

Often a food manufacturer may hire a foodservice brokerage company to represent the manufacturer in a

local market. The broker helps the food manufacturer market its products through the foodservice

distribution system, which ranges from getting items stocked at the distributor to working with operators

to purchase items from the distributor.

A broadline distributor services a wide variety of accounts with a wide variety of products, while a

system distributor stocks a narrow array of products for specific customers, such as restaurant chains.

Foodservice distribution companies can range in size from a one-truck operation to larger corporations.

There are many independent broadline foodservice distribution companies that service chain and multi-

unit restaurants based on master distribution agreements with national foodservice groups. These groups

provide distributor members procurement capabilities rival the purchasing power of largest distributors.

These distributor groups also provide distributor members group private label brands as well as

marketing and quality assurance services. Before the advent of redistribution, only the largest

foodservice distributors could purchase enough products from an individual food manufacturer to fill up

an entire truck. Smaller distributors were forced to purchase in less than truckload (LTL) quantities,

putting them at a significant logistical disadvantage to the larger distributors.

In the food redistribution model, a re-distributor will purchase in truckload quantities from many food

manufacturers and warehouse the products. Individual distributors can then purchase multiple

manufacturers' products from the re-distributor and fill up an entire truck to save on shipping costs. The

largest food redistributor in the U.S. is Dot Foods, followed by Sysco.

: Recreation And Leisure Organizations
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Topic Objective:

At the end of this topic student would be able to understand:

 Private Clubs

 Government-Sponsored Recreation

 National Parks in the United States

 Public Recreation and Park Agencies

 Commercial Recreation

 Theme Parks

Definition/Overview:

Leisure: Leisure or free time, is a period of time spent out of work and essential domestic activity. It is

also the period of recreational and discretionary time before or after compulsory activities such as eating

and sleeping, going to work 'or running a business, attending school and doing homework, household

chores, and day-to-day stress. The distinction between leisure and compulsory activities is loosely

applied, i.e. people sometimes do work-oriented tasks for pleasure as well as for long-term utility.

Leisure management deals the administration of such activities.

Key Points:

1. Private Clubs

Private clubs are places where members gather for social, recreational, professional, or fraternal reasons.

Club management is similar in many ways to hotel management. Managers are responsible for

forecasting, planning, budgeting, human resource development, food and beverage facility management,

and maintenance. However, club members are emotionally attached to the organization and often are, or

behave like, the owners of the club. Club members pay a fee for membership and annual dues. The Club

Managers Association of America (CMAA) is the professional organization that many club managers

belong to. There are approximately 6,000 private country clubs in the United States. The CMAA

publishes professional guidelines that managers have set for themselves.
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1.1 Club Management Structure

The internal management structure of a club is governed by a constitution and bylaws. The

members elect the officers and directors of the club. The officers establish policies by which the

club will operate. Committees also play an important part in the clubs activities. The role of the

club manager has changed due to increasing expectations and now involves a leadership role in

the vision and tradition of the club.

1.2 Country Clubs

Country clubs offers recreational facilities; the focus generally is on golf, but tennis and

swimming are frequently included. Country clubs usually have one or more lounges and

restaurants, and most have banquet facilities. Country clubs have two types of memberships: full

and social. Full members are able to use all of the facilities at all times. Social members are only

able to attend social facilities.

1.3 City Clubs

City clubs are business oriented. They exist to cater to the wants and needs of members. City

clubs fall into the following categories: professional, social, athletic, dining, university, military,

yachting, fraternal, and proprietary. An example of a City Club is The National Press Club.

Professional clubs are for people in the same profession. Social clubs concentrate on serving the

social needs of members who are from similar socioeconomic backgrounds. Athletic clubs

provide an outlet for working out, dining, and meeting. Some have sleeping quarters.

Dining clubs are usually located in large office buildings. University clubs are reserved for

alumni. Military clubs cater to both noncommissioned officers (NCOs) and enlisted officers.

Fraternal clubs include many special organizations such as the Veterans of Foreign Wars, Elks,

and the Shriners. Yacht clubs are based on a sailing theme and have slips to house boats.
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Proprietary clubs are operated on a for-profit basis. They may be operated by corporations or

individuals. People wanting to become members purchase a membership not a share in the club.

2. Government-Sponsored Recreation

Various levels of government maintain parks and recreation and leisure services. The general welfare

clause of the Constitution has become a legal basis for federal action affecting leisure pursuits. The

government raises revenues from income taxes, sales taxes, and special-use taxes to support the

operation of the parks. Transient occupancy taxes (TOT) also provide support.

Funding is distributed to various recreation and leisure organizations at the federal, state, city, and town

levels. These organizations may range from cultural pursuits to outdoor recreation. Perceptions and

attitudes influence whether or not individuals participate in recreation. Demographics also impact these

decisions.

Recreation professionals face a number of political and legal challenges. Comprehensive planning, land

classification systems, land-use planning, funding, and differences in purpose are among the factors to

be considered.

3. National Parks in the United States

The National Parks Service was founded in 1916 by Congress to conserve park resources and to provide

for their use by the public. The Parks Service also manages many other heritage/historical attractions.

There are 367 national parks in the United States. These parks have more than 272 million visitors per

year. The Parks Service also works toward understanding and preserving the environment.

4. Public Recreation and Park Agencies

During the early part of the 19th century the parks movement expanded rapidly as a responsibility of

government and voluntary organizations. The New England Association of Park Superintendents was

established to bring together park superintendents and promote their professional concerns. More and

more, city governments are providing recreation facilities, programs, and services. Government
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recreation facilities include golf courses, swimming pools, bathing beaches, picnic areas, winter sport

facilities, game fields, and playgrounds.

5. Commercial Recreation

Recreation management came of age in the 1920s and 1930s when recreation and social programs were

offered as a community service. College degrees began to be offered in recreation management. Both

public and private sector recreation management has grown rapidly since 1950. Commercial recreation

has been defined as recreation that the consumer pays for and the supplier expects a profit from.

Recently, a merging frenzy has occurred in the gaming industry. There are four large casino operators:

Caesars Entertainment, MGM Grand Inc., Harrahs Entertainment, Inc., and Mandalay Resort Group.

These four hold all the cards in the gaming industry, so to speak!

The gaming entertainment industry pays billions of dollars per year in taxes. Gambling pays taxes to

state governments. Casino gaming companies pay an average of 12% of total revenues in taxes. Since

the early 1970s, the ownership of casinos has shifted predominately to publicly held companies whose

shares are traded on the major stock exchanges.

The entertainment industry (much of which is informally known as show business or show biz) consists

of a large number of sub-industries devoted to entertainment. However, the term is often used in the

mass media to describe the mass media companies that control the distribution and manufacture of mass

media entertainment. In the popular parlance, the term show biz in particular connotes the commercially

popular performing arts, especially musical theatre, vaudeville, comedy, film, and music.

6. Theme Parks

Theme parks create an atmosphere of different places and times and usually concentrate on a dominant

theme. Architecture, landscaping, shows, and merchandise are all focused on the theme. An example of

theme parks is Sea World. Disney resorts include Walt Disney World (including the Magic Kingdom,

Epcot, and DisneyMGM Studios) and Disney Land.

7. Modern Concepts of Recreation and Leisure
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Recreation or leisure is the expenditure of time in a manner designed for therapeutic refreshment of

one's body or mind. While leisure is more likely a form of entertainment or rest, recreation is active for

the participant but in a refreshing and diverting manner. As people in the world's wealthier regions lead

increasingly sedentary life styles, the need for recreation has increased. The rise of so called active

vacations exemplifies this.

A few individuals view recreation as largely non-productive, even trivial. Excessive recreation is not

considered healthy, and may be labeled as escapism. However, research has shown that recreation

contributes to satisfaction, and that the stress management aspects of it contribute to quality of life,

health and wellness, and that the use of recreation as a diversion may have clinical applications to

individuals with chronic pain and other health impairments. In some cultures and religions, recreation is

encouraged on certain days and discouraged on others. For example, in Judaism, the Shabbat is a day for

recreation, study and relaxation; some Christian churches use the Sabbath. However, others interpret the

Sabbath to be a day of worship, in lieu of recreation.

Leisure travel was associated with the industrialisation of United Kingdom the first European country to

promote leisure time to the increasing industrial population. Initially, this applied to the owners of the

machinery of production, the economic oligarchy, the factory owners, and the traders. These comprised

the new middle class. Cox & Kings were the first official travel company to be formed in 1758. The

British origin of this new industry is reflected in many place names. At Nice, France, one of the first and

best-established holiday resorts on the French Riviera, the long esplanade along the seafront is known to

this day as the Promenade des Anglais; in many other historic resorts in continental Europe, old well-

established palace hotels have names like the Hotel Bristol, the Hotel Carlton or the Hotel Majestic -

reflecting the dominance of English customers. Many tourists do leisure tourism in the tropics both in

the summer and winter. It is often done in places such as Cuba, Dominican Republic, Thailand, North

Queensland in Australia and Florida in the United States.

Mass travel could only develop with improvements in technology allowed the transport of large

numbers of people in a short space of time to places of leisure interest, and greater numbers of people

began to enjoy the benefits of leisure time. In the United States, the first great seaside resort, in the

European style, was Atlantic City, New Jersey, and Long Island. In Continental Europe, early resorts

included Ostend (for the people of Brussels), and Boulogne-sur-Mer (Pas-de-Calais) and Deauville
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(Calvados) (for Parisians), and Heiligendamm (founded 1797 as the first seaside resort at the Baltic

Sea).

8. Nightclub

A nightclub (or "night club" or "club") is a drinking, dancing, and entertainment venue which does its

primary business after dark. People who frequent nightclubs are known as clubbers. A nightclub is

usually distinguished from bars, pubs or taverns, by the inclusion of a dance floor and a DJ booth, where

a DJ plays recorded dance and pop music. Some nightclubs have other forms of entertainment, such as

comedians, "go-go" dancers, a floor show or strippers (see strip club). The music in nightclubs is either

live bands or, more commonly a mix of songs played by a DJ through a powerful PA system. Most

clubs or club nights cater to certain music genres, such as techno, house music, heavy metal, garage,

hip-hop, or salsa. Major cities in Europe and North America often have a variety of nightclubs, and

some small towns and cities also have nightclubs. Nightclubs often feature lighting and other effects, to

enhance the dancing experience. Lighting and effects include flashing colored lights, moving light

beams, laser light shows, strobe lights, mirror-covered disco balls, or foam, and smoke machines.

Nightclub hours vary widely across the world; in areas with strict liquor regulations in place, nightclubs

may have a legal requirement to close at a certain hour. These cities sometimes have illegal "after hours"

clubs that stay open and serve alcohol after this legal closing time. In non-regulated areas, nightclubs

stay open all night and into early daylight hours.

Entertainment is the main attraction at some types of nightclubs. One type of club is a concert club,

which specializes in hosting performances of live music. In contrast to regular night clubs, concert clubs

are usually only open when a performance is scheduled. Other types of clubs include "Underage" clubs,

which allow non-drinking age attendees.

Nightclubs can be built in former warehouses and cinemas, underground buildings, and custom-built

buildings, and generally have thick insulated walls and few or no windows, so that the neighboring

buildings will not be disturbed by the powerful beat of the dance music and the flashing strobe lights.

This style of construction also keeps light and noise from the street from entering the club.

This allows the nightclub to turn the dance floor into an alternate, illusory realm of timelessness. Even if

an all-night rave at a nightclub lasts until 6 a.m., when it is light outside, to the clubgoers, it is still dark

inside the club, and the partying and dancing continue.
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In most cases entering a night club requires a flat fee called a cover charge. Early arrivers and women

often have cover waived (in the United Kingdom, this latter option is illegal under the Sex

Discrimination Act 1975). Friends of the doorman or the club owner may gain free entrance.

Sometimes, especially at larger clubs, one only gets a pay card at the entrance, on which all money spent

in the discothque (often including the entrance fee) is marked. Sometimes entrance fee and wardrobe

costs are paid by cash and only the drinks in the club are paid using a pay card.

9. Motel

Entering dictionaries after World War II, the word motel, a portmanteau of motor and hotel or motorists'

hotel, referred initially to a type of hotel consisting of a single building of connected rooms whose doors

faced a parking lot and, in some circumstances, a common area; or a series of small cabins with

common parking. As the United States highway system began to develop in the 1920s, long distance

road journeys became more common and the need for inexpensive, easily accessible overnight

accommodation sited close to the main routes, led to the growth of the motel concept. The motel

concept originated with the Motel Inn of San Luis Obispo, constructed in 1925 by Arthur Heineman. In

conceiving of a name for his hotel Heineman abbreviated motor hotel to mo-tel.

Unlike their predecessors, auto camps and tourist courts, motels quickly adopted a homogenized

appearance. They are typically constructed in an 'I'- or 'L'- or 'U'-shaped layout that includes guest

rooms, an attached manager's office, a small reception and, in some cases, a small diner. Post-war

motels sought more visual distinction, often featuring eye-catching neon signs which employed themes

from popular culture, ranging from Western imagery of cowboys and Indians to contemporary images of

spaceships and atomic era iconography.

In their early years, motels were "mom-and-pop" facilities on the outskirts of a town. They attracted the

first "road warriors" as they crossed the United States in their new automobiles. Wigwam Motel No. 6, a

unique motel, on historic Route 66 in Holbrook, Arizona Motels differ from hotels in their common

location along highways, as opposed to the urban cores favored by hotels, and their orientation to the

outside (in contrast to hotels whose doors typically face an interior hallway). Motels almost by

definition include a parking lot, while older hotels were not built with automobile parking in mind.
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With the 1952 introduction of Kemmons Wilson's Holiday Inn, the mom-and-pop motels of that era

went into decline. Eventually, the emergence of the interstate highway system, along with other factors,

led to a blurring of the motel and the hotel, though family-owned motels with as few as five rooms may

still be found, especially along older highways.

In most countries of Latin America and some countries of East Asia, motels are also known as short-

time hotels, and offer a short-time or "transit" stay with hourly rates primarily intended for people

having sexual liaisons and not requiring a full night's accommodation. In Mexico love hotel equivalents

are known as "Motel de paso" (Passing Motel) (even if they are actually meant mostly for pedestrian

access). In Colombia, Venezuela and Brazil, motels are used by people for sexual intercourse only. In

Argentina these establishments are called albergue transitorio ("temporary lodging"), though known as

telo in vesre-slang. In Panama love hotels are known as Push Bottoms. In Paraguay, similarly to Brazil

and Colombia, motels may charge only by the hour and are also popularly known as reservados.

In Singapore, cheap hotels often offer a slightly more euphemistic "transit" stay for short-time visitors.

In Manila, a campaign against the hotels, believed by religious conservatives to contribute to social

decay in the predominantly Roman Catholic country, ended with the city banning hotels from offering

stays of very short duration. As of December 2006 there are still many short time hotels in operation. In

Belgium and France, these establishments are known as htels de passe. In Chile, they are known as

moteles parejeros (coupling motels), and many of them offer hourly rates. In the United States and

Canada, some ordinary motels in low income areasoften called no-tell motels or hot sheet motelsplay a

similar role to love hotels.

Motels have also served as a haven for fugitives of the law. In the past, the anonymity and the ability to

move around easily between motels in different regions by dropping in and checking out with a simple

registration process allowed fugitives to remain ahead of the law. However, several advances have

reduced the capacity of motels to serve this purpose. Credit card transactions, which in the past were

more easily approved and took days to report, are now approved or declined on the spot, and are

instantly recorded in a database, thereby allowing law enforcement access to this information. This

system was implemented in 1993 after the abduction and murder of Donna Martz, whose credit card was

used by her killers following her death to purchase food, gasoline, and to pay for overnight motel stays.

The story of Martz's disappearance, leading to the development of this system, was described on The

FBI Files. Laws in many places now require registering guests to present a government-issued photo ID,
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especially when paying with cash. Local law enforcement agencies frequently check motels when they

suspect a wanted individual may be staying in their jurisdiction.

10. Resort

A resort is a place used for relaxation or recreation, attracting visitors for holidays or vacations. Resorts

are places, towns or sometimes commercial establishment operated by a single company. Such a self-

contained resort attempts to provide for most of a vacationer's wants while remaining on the premises,

such as food, drink, lodging, sports, entertainment, and shopping. The term "resort" sometimes is

misused to identify a hotel that does not provide the other amenities required of a full resort. However, a

hotel is frequently a central feature of a resort, such as the Grand Hotel at Mackinac Island, Michigan. A

resort is not merely a commercial establishment operated by a single company, although in the late

twentieth century this sort of facility became more common.

Towns that contain resortsor where tourism or vacationing is a major part of the local activityare often

called resort towns. Towns such as Sochi in Russia, Sharm el Sheikh in Egypt, Barizo of Spain, Cortina

d'Ampezzo of Italy, Druskininkai of Lithuania, Nice or French Riviera of France or Newport, Rhode

Island or St. Moritz, Switzerland, or larger regions, like the Adirondack Mountains or the Italian Riviera

are well known resorts. The Walt Disney World Resort is a prominent example of a modern, self-

contained commercial resort. Resorts exist throughout the world, increasingly attracting visitors from

around the globe. Thailand, for instance, has become a popular destination. Resorts are especially

prevalent in Central America and the Caribbean. Closely related to resorts are convention and large

meeting sites. Generally these occur in cities where special meeting halls, together with ample

accommodations as well as varied dining and entertainment are provided.

A famous resort of the ancient world was Baiae, Italy, popular over 2,000 years ago. Capri, an island

near Naples, Italy, has attracted visitors since Roman times.

Another famous historical resort was Monte Ne near Rogers, Arkansas, which was active in the early

20th century. At its peak more than 10,000 people a year visited its hotels. It closed in the 1930s, and

was ultimately submerged under Beaver Lake in the 1960s.

: The Meetings Business

Topic Objective:
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At the end of this topic student would be able to understand:

 Meetings

 Special Events and Off-Premise Catering

 Know Your Client

 The Special Event Job Market

 Key Players in the Industry

 Meeting Planners

 Convention and Visitors Bureaus

 Event Management

 Specialized Services

 Trends in Conventions, Meetings, and Expositions

Definition/Overview:

Meetings: Meetings can be conferences, workshops, seminars, or other events designed to bring people

together in order to exchange information. There are various forms that meetings can take, including

clinic, forum, seminar, symposium, or workshop.

Key Points:

1. Meetings

Meetings are held for the purposes of education, decision making, research, change, sales, team

building, new product introduction, problem solving, strategy, or reorganization. Meetings are a revenue

source for associations. The average lead time for organizing a meeting is three to six months. Goals for

meetings include:

 Increase awareness of the organization.

 Raise money.

 Provide information.
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About half of all meeting planners are involved in incentive travel for corporate executives to reward

them for reaching specific targets. Conventions are annual gatherings of a group of individuals who

meet for a common interest.

Exhibitions frequently include live demonstrations and seminars in addition to exhibit booths.

Convention centers compete to host the largest exhibitions, which can add several million dollars in

revenue to the local economy. Exhibitions are either consumer shows or trade shows. The advent of

technology has affected tourism. The demand for information has driven the increase in meetings,

conventions, and exhibitions. The nature of delivering meetings has been impacted by technology.

Meeting planners use technology to produce meetings more efficiently.

Meetings are mostly organized by corporations, associations, social, military, educational, religious, and

fraternal groups (SMERFs). The purpose of meetings is to affect behavior. A successful meeting

requires careful planning and organization as well as attention to the wishes of the client. The three main

types of meeting setups are theater style, classroom style, and boardroom style. Expositions are events

designed to bring together purveyors of products, equipment, and services in an environment in which

they can demonstrate their products and services to attendees at a convention or trade show. The intent

of the exhibitors is to generate sales. Conventions are meetings combined with expositions. They are

generally larger meetings with some form of trade show included. The majority of conventions are held

in large hotels over a three- to five-day period, rather than in a convention center.

Meetings, incentive travel, conventions, and exhibitions (MICE) represent a growing segment of the

tourism industry. The MICE tourist spends about twice the amount of money that other tourists spend.

Meeting planners are under pressure to show a strong return on investment (ROI).

The primary sources of revenue are attendee registration fees, exhibit space rentals, sponsorship fees,

and conference program advertising fees. Considerations when determining the site include facility

location and service level, accessibility, hotel room availability, conference room availability, price,

city, restaurant service and quality, personal safety, local attractions and geographic locations, and

hospitality.
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2. Special Events and Off-Premise Catering

Special events are the business of conceiving, designing, developing and producing ideas. Special events

include sporting events, festivals, corporate events, conventions, and social events. A special event

incorporates the services of many vendors and suppliers. The off-premise catering consultant conceives,

develops, and expedites a vision. Catering is central to the success of a special event.

3. Know Your Client

Information needed includes:

 Group demographics

 Conference/convention purpose

 Event date

 Dietary preferences

 Meal and menu program

 Past events held by the group

 Expected attendance

 Event budget

4. The Special Event Job Market

Being a special event consultant requires many skills. A typical experience includes learning the food

and beverage aspect, gaining knowledge from a culinary arts program, gaining banquet experience,

being a guest service agent at a hotel. Then you can become a banquet manager, next obtain a sales

position. Then you can become a convention service manager within a hotel or move into off-premise

catering.

5. Key Players in the Industry

The need to hold face-to-face meetings and attend conventions has grown into a multibillion dollar

industry. Major players in the convention industry are convention and visitors bureaus (CVBs), meeting

planners and their clients, the conventions centers, specialized services, and exhibitions.
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6. Meeting Planners

Meeting planners may be independent contractors who contract out their services to both associations

and corporations as the need arises, or they may be full-time employees of corporations or associations.

The professional meeting planner not only makes hotel and meeting bookings but also plans the meeting

down to the last detail. The meeting planner must remember to ensure that the services contracted for

have been delivered. The meeting planners role varies from meeting to meeting. Typical responsibilities

include meeting with the client before the event occurs, meeting onsite during the event, and conducting

a post-meeting debriefing. During the site inspection, the meeting planner is shown all aspects of the

hotel and any special facilities that may interest the planner or the client.

7. Convention and Visitors Bureaus

Convention and visitors bureaus (CVBs) are major players in the meetings, convention, and expositions

markets. Among the industry sectors represented by CVBs are transportation, hotels and motels,

restaurants, attractions, and suppliers. The primary responsibilities of a CVB are to encourage groups to

hold meetings, conventions, and trade shows in the area; to assist groups with meeting preparation and

support; to encourage tourists to visit the historical, cultural, and recreational opportunities the city or

area has to offer; and to promote the image of the community it represents.

The outcome of the CVBs activities should be increased tourist revenues for the area. Bureaus generate

leads from a variety of sources. They will often make cold calls on potential prospects such as major

associations, corporations, and incentive houses. The sales manager will invite the meeting, convention,

or exposition organizer to make a familiarization (FAM) trip to a site inspection.

7.1 Convention Centers

Convention centers are huge facilities where meetings and expositions are held. Usually

convention centers are corporations owned by county, city, or state governments and operated by

a board of appointed representatives from various groups having a vested interested in the

successful operation of the center. Convention centers have a variety of exposition and meeting

rooms to accommodate both large and small events. The centers generate revenue from the rental

of space. Additional revenue is generated by the sale of food and beverages. Many centers use
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subcontractors to handle staffing, construction, lighting, audiovisual, electrical, and

communications.

8. Event Management

Larger convention center events are planned years in advance. It is important that the CVB and the

convention center marketing and sales teams work closely together. Once the booking becomes definite,

the senior event manager assigns an event manager to work with the client during the sequence of pre-

event, event, and post-event. The booking manger is critical to the success of the event by booking the

correct space and working with the organizers to help them save money by allocating only the space

really needed and allowing the client to set up on time.

The contract must be carefully prepared because it is a legal document. After the contract has been

signed and returned by the client, the event manager will make follow-up calls until about six months

before the event, when arrangements will be finalized. The event manager is the key contact between the

center and the client. Two weeks prior to the event an event document is distributed to department

heads. This document contains detailed information needed to ensure that things run smoothly.

Approximately 10 days before the event a Week at a Glance meeting is held (WAG meeting). This is a

very important meeting as it often provides an opportunity to troubleshoot in advance. At about the

same time as the WAG meeting, a pre-convention or pre-expo meeting is held with various support

contractors such as shuttle bus mangers, registration operators, etc.

9. Specialized Services

A number of companies offer specialized services such as transportation, entertainment, audiovisual,

escorts, and tour guides.

10. Trends in Conventions, Meetings, and Expositions

Trends include globalization, cloning of shows, competition, and technology, growth of shows, more

attendees at regional conventions, and a boom in the number of convention centers.
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: Focus On You And Your Professional Career

Topic Objective:

At the end of this topic student would be able to understand:

 What are Career Options in Travel & Tourism Industry?

 What a Candidate should know?

 Choice of Jobs

 Criticism on Hospitality as a Career

Definition/Overview:

Career in Travel and Tourism: If you were to describe your dream job, it would probably have some, if

not all of the following characteristics: limitless career opportunities in a growing and important

industry, routine travel, and new challenges around every bend. Do we have your attention? You will

find all of these qualities in a career in travel and tourism.

Key Points:

1. What are Career Options in Travel & Tourism Industry?

While a large part of the travel and tourism industry is comprised of travel agencies, there are many

other vital components. These include hotels, resorts, restaurants/food, bus/train/airline bookings, and

tour operations. Among travel agents there is a great deal of variation. Some specialize in business

travel, and are involved in planning, publicity and bookings for conferences or trade fairs. Some

specialize in holiday/vacation planning.

2. What a Candidate should know?

A travel and tourism career requires a wide array of skills, and some formal study in travel and tourism

is helpful. Your studies will include computer and technology training, marketing, business

management, accounting and public relations. Have you traveled much? That's even better. Experienced
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travelers bring unique and desirable qualities to their positions, and those in travel and tourism careers

often get free or discounted travel. See and experience the world everyday with a career in travel and

tourism.

Travel and tourism is one of America's largest industries. The Travel Industry Association of America

says that in 2004, the U.S. travel industry received more than $600 billion from domestic and

international travelers, and that's not counting international passenger fares. These expenditures directly

resulted in 7.3 million jobs and over $162 billion in payroll income for Americans, as well as $100

billion in federal, state, and local tax revenue. Travel and tourism is an incredibly vital and exciting

industry, and the career opportunities that exist within it are as varied as the destinations it serves.

3. Choice of Jobs

One of the many wonderful aspects of this industry is the flexibility and choice it offers. You can start

by working in hotels, and if that doesn't suit, you can change to contract catering or use your experience

to go into consultancy, manage a bar, run a restaurant or fast-food outlet, or even aspire to becoming the

new Jamie Oliver! If you love action and adventure, then there is the forces' catering sector. If your

talents lie in accountancy, then you could become the financial director of a large hotel or catering

company. If you are an Information Technology (IT) geek, the profession is in constant need of IT

specialists. In short, there is a job to suit just about everyone!

4. Criticism on Hospitality as a Career

However, a criticism often leveled at the hospitality profession is that it involves working long, often

unsocial, hours. Certainly, a rewarding career in the hotel industry does require a strong personal

commitment for those very reasons. But if a person wants to work normal daytime working hours, then

the food-service sector provides an ideal option, offering tremendous job satisfaction, fast promotion

and good financial remuneration. Basically, the industry is whatever you make of its unrivalled career

opportunities.

In an economic climate where 'adaptability' and 'flexibility' are now key considerations when following

a career path, today's managers and aspiring managers are increasingly responsible for their own career

development through updating their skills and knowledge. Recognizing this fact, we are more conscious

than ever of the need to provide support for members - from the time they are students, to the moment

they retire from the profession.
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5. Recent Developments in Tourism

There has been an upmarket trend in the tourism over the last few decades, especially in Europe where

international travel for short breaks is common. Tourists have higher levels of disposable income and

greater leisure time and they are also better-educated and have more sophisticated tastes. There is now a

demand for a better quality products, which has resulted in a fragmenting of the mass market for beach

vacations; people want more specialised versions, such as Club 18-30, quieter resorts, family-oriented

holidays, or niche market-targeted destination hotels. The developments in technology and transport

infrastructure, such as jumbo jets and low-cost airlines, and more accessible airports have made many

types of tourism more affordable. There have also been changes in lifestyle, such as retiree-age people

who sustain year round tourism. This is facilitated by internet sales of tourism products. Some sites have

now started to offer dynamic packaging, in which an inclusive price is quoted for a tailor-made package

requested by the customer upon impulse.

There have been a few setbacks in tourism, such as the September 11 attacks and terrorist threats to

tourist destinations such as Bali and European cities. On December 26, 2004 a tsunami, caused by the

2004 Indian Ocean earthquake hit Asian countries bordering the Indian Ocean, and also the Maldives.

Thousands of lives were lost, and many tourists died. This, together with the vast clean-up operation in

place, has stopped or severely hampered tourism to the area. The terms tourism and travel are sometimes

used interchangeably. In this context travel has a similar definition to tourism, but implies a more

purposeful journey. The terms tourism and tourist are sometimes used pejoratively, to imply a shallow

interest in the cultures or locations visited by tourists.

Creative tourism Creative tourism has existed as a form of cultural tourism since the early beginnings of

tourism itself. Its European roots date back to the time of the Grand Tour, which saw the sons of

aristocratic families traveling for the purpose of (mostly interactive) educational experiences. More

recently, creative tourism has been given its own name by Crispin Raymond and Greg Richards, who as

a member of the Association for Tourism and Leisure Education (ATLAS) has directed a number of

projects for the European Commission, including cultural tourism, crafts tourism or sustainable tourism.

They have defined "creative tourism" as tourism related to the active participation of travelers in the

culture of the host community, through interactive workshops and informal learning experiences.
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Meanwhile, the concept of creative tourism has been picked up by high-profile organizations such as

UNESCO, who through the Creative Cities Network have endorsed creative tourism as an engaged,

authentic experience that promotes an active understanding of the specific cultural features of a place.

More recently, creative tourism has gained popularity as a form of cultural tourism, drawing on active

participation by travelers in the culture of the host communities they visit. Several countries offer

examples of this type of tourism development, including the United Kingdom, Spain, Italy and New

Zealand.

Dark tourism One emerging area of special interest tourism has been identified by Lennon and Foley

(2000) as "dark" tourism. This type of tourism involves visits to "dark" sites such as battlegrounds,

scenes of horrific crimes or acts of genocide, for example concentration camps. Dark tourism poses

severe ethical and moral dilemmas: should these sites be available for visitation and, if so, what should

the nature of the publicity involved be. Dark tourism remains a small niche market driven by varied

motivations, such as mourning, remembrance, macabre curiosity or even entertainment. Its early origins

are rooted in fairgrounds and medieval fairs.

6. Growth of Tourism in Recent Years

The World Tourism Organization (UNWTO) forecasts that international tourism will continue growing

at the average annual rate of 4 %. By 2020 Europe will remain the most popular destination, but its

share will drop from 60% in 1995 to 46%. Long-haul will grow slightly faster than intraregional travel

and by 2020 its share will increase from 18% in 1995 to 24%.

With the advent of e-commerce, tourism products have become one of the most traded items on the

internet. Tourism products and services have been made available through intermediaries, although

tourism providers (hotels, airlines, etc.) can sell their services directly. This has put pressure on

intermediaries from both on-line and traditional shops.

It has been suggested there is a strong correlation between Tourism expenditure per capita and the

degree to which countries play in the global context. Not only as a result of the important economic

contribution of the tourism industry, but also as an indicator of the degree of confidence with which

global citizens leverage the resources of the globe for the benefit of their local economies. This is why

any projections of growth in tourism may serve as an indication of the relative influence that each

country will exercise in the future.
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Space tourism is expected to "take off" in the first quarter of the 21st century, although compared with

traditional destinations the number of tourists in orbit will remain low until technologies such as a space

elevator make space travel cheap. Technological improvement is likely to make possible air-ship hotels,

based either on solar-powered airplanes or large dirigibles. Underwater hotels, such as Hydropolis,

expected to open in Dubai in 2009, will be built. On the ocean, tourists will be welcomed by ever larger

cruise ships and perhaps floating cities. As a result of the economic crisis of 2008, international arrivals

suffered a strong slowdown beginning in June 2008. Growth from 2007 to 2008 was only 3.7% during

the first eight months of 2008.

The Asian and Pacific markets were affected and Europe stagnated during the boreal summer months,

while the Americas performed better, reducing their expansion rate but keeping a 6% growth from

January to August 2008. Only the Middle East continued its rapid growth during the same period,

reaching a 17% growth as compared to the same period in 2007. This slowdown on international

tourism demand was also reflected in the air transport industry, with a negative growth in September

2008 and a 3.3% growth in passenger traffic through September. The hotel industry also reports a

slowdown, as room occupancy continues to decline. As the global economic situation deteriorated

dramatically during September and October as a result of the global financial crisis, growth of

international tourism is expected to slow even further for the remaining of 2008, and this slowdown in

demand growth is forecasted to continue into 2009 as recession has already hit most of the top spender

countries, with long-haul travel expected to be the most affected by the economic crisis.

7. Medical tourism

Medical tourism (also called medical travel, health tourism or global healthcare) is a term initially

coined by travel agencies and the mass media to describe the rapidly-growing practice of traveling

across international borders to obtain health care.

Such services typically include elective procedures as well as complex specialized surgeries such as

joint replacement (knee/hip), cardiac surgery, dental surgery, and cosmetic surgeries. However, virtually

every type of health care, including psychiatry, alternative treatments, convalescent care and even burial

services are available. As a practical matter, providers and customers commonly use informal channels

of communication-connection-contract, and in such cases this tends to mean less regulatory or legal

oversight to assure quality and less formal recourse to reimbursement or redress, if needed.
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Over 50 countries have identified medical tourism as a national industry. However, accreditation and

other measures of quality vary widely across the globe, and there are risks and ethical issues that make

this method of accessing medical care controversial. Also, some destinations may become hazardous or

even dangerous for medical tourists to contemplate. Factors that have led to the increasing popularity of

medical travel include the high cost of health care, long wait times for certain procedures, the ease and

affordability of international travel, and improvements in both technology and standards of care in many

countries.

Medical tourists can come from anywhere in the world, including Europe, the UK, Middle East, Japan,

the United States, and Canada. This is because of their large populations, comparatively high wealth, the

high expense of health care or lack of health care options locally, and increasingly high expectations of

their populations with respect to health care. An authority at the Harvard Business School recently stated

that "medical tourism is promoted much more heavily in the United Kingdom than in the United States".

A forecast by Deloitte Consulting published in August 2008 projected that medical tourism originating

in the US could jump by a factor of ten over the next decade. An estimated 750,000 Americans went

abroad for health care in 2007, and the report estimated that a million and a half would seek health care

outside the US in 2008. The growth in medical tourism has the potential to cost US health care providers

billions of dollars in lost revenue. A large draw to medical travel is convenience and speed. Countries

that operate public health-care systems are often so taxed that it can take considerable time to get non-

urgent medical care. The time spent waiting for a procedure such as a hip replacement can be a year or

more in Britain and Canada; however, in New Zealand, Costa Rica, Singapore, Hong Kong, Thailand,

Cuba, Colombia, Philippines or India, a patient could feasibly have an operation the day after their

arrival. In Canada, the number of procedures in 2005 for which people were waiting was 782,936.

Additionally, patients are finding that insurance either does not cover orthopedic surgery (such as

knee/hip replacement) or imposes unreasonable restrictions on the choice of the facility, surgeon, or

prosthetics to be used. Medical tourism for knee/hip replacements has emerged as one of the more

widely accepted procedures because of the lower cost and minimal difficulties associated with the

traveling to/from the surgery. Colombia provides a knee replacement for about $5,000 USD, including

all associated fees, such as FDA-approved prosthetics and hospital stay-over expenses. However, many

clinics quote prices that are not all inclusive and include only the surgeon fees associated with the

procedure.
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The typical process is as follows: the person seeking medical treatment abroad contacts a medical

tourism provider. The provider usually requires the patient to provide a medical report, including the

nature of ailment, local doctors opinion, medical history, and diagnosis, and may request additional

information. Certified medical doctors or consultants then advise on the medical treatment. The

approximate expenditure, choice of hospitals and tourist destinations, and duration of stay, etc., is

discussed. After signing consent bonds and agreements, the patient is given recommendation letters for a

medical visa, to be procured from the concerned embassy. The patient travels to the destination country,

where the medical tourism provider assigns a case executive, who takes care of the patient's

accommodation, treatment and any other form of care. Once the treatment is done, the patient can

remain in the tourist destination or return home.

There can be major ethical issues around medical tourism. For example, the illegal purchase of organs

and tissues for transplantation has been alleged in countries such as

India and China. Medical tourism may raise broader ethical issues for the countries in which it is

promoted. For example in India, some argue that a "policy of 'medical tourism for the classes and health

missions for the masses' will lead to a deepening of the inequities" already embedded in the health care

system. In Thailand, in 2008 it was stated that, "Doctors in Thailand have become so busy with

foreigners that Thai patients are having trouble getting care".

8. Culinary tourism

Judging by the surge since 2001 in the number of times "culinary tourism" has appeared as a subject

matter or in a session title in tourism industry conferences and programs, we can see that Culinary

Tourism is valued by tourism industry professionals as one of the most popular niches in the world's

tourism industry. This makes sense, given recent consumer focus on healthy and organic eating,

culinary/food pedigrees, and the simple fact that all travelers must eat. Not every visitor goes shopping

or visits museums, but all travelers eat. For anyone who doubts, look at the increase in cooking shows

featured on The Travel Channel [Anthony Bourdain No Reservations] or travel shows featured on The

Food Network [Rachel Ray's $40 a Day series], as examples.

Page 191 of 192
www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

191
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in



www.bs
sc

om
mun

ity
co

lle
ge

.in

Culinary Tourism is defined as the pursuit of unique and memorable eating and drinking experiences,

according to the International Culinary Tourism Association.. That said, culinary tourism and

agritourism are inextricably linked, as the seeds of cuisine can be found in agriculture .Culinary Tourism

is not just experiences of the highest caliber - that would be gourmet tourism. This is perhaps best

illustrated by the notion that Culinary Tourism is about what is "unique and memorable, not what is

necessarily pretentious and exclusive". Similarly, wine tourism, beer tourism and spa tourism are also

regarded as subsets of culinary tourism.
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