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Service Concepts in Hospitality (week 1-4):

1. Define service management system?

2. Explain the four ingredients of a service package.

3. Define objective and mission statement.

4. Define image as a management tool.

5. Explain the purpose of internal marketing.

6. Define organizational culture and the three aspects.

7. Explain the four types of corporate culture.

8. List the different classifications of ownership and give an example for each.

9. Define independent hotel and company affiliated hotel.

10. What are the several hospitality contracts and agreements that should be used?

11. Define the different types of hotel concepts.

12. Explain the three architectural design phases.

13. Define space planning and space efficiency.

14. List the five components of a service management system.

15. List the eight principles of waiting.

16. Define vision and mission.

17. Define budget analysis.

18. Explain ROI.

19. List and explain the main styles of table service.

20. List and explain the types of full service restaurants.

21. Define classification system, standardization, marketing and consumer protection.

22. Who controls and classifies hotels?
23. List and explain the elements of an organizational structure.

24. Explain the four types of departmentalization.

25. Define line authority and staff authority.

26. Explain the three major plan configurations.

27. List and explain the six main function areas in a hotel.

Service Concepts in Hospitality (week 5-8):

1. Explain the differences between downtown, suburban and resort hotels.

2. List and explain the components of the restaurant.

3. Define classification.

4. Define official classifications and independent ratings.

5. List and explain the advantages and disadvantages of hotel classification.

6. What is the purpose of classification?

7. What are the basic requirements for world wide standards?

8. List and explain the four elements of an organizational structure.

9. Define organizational chart.

10. Explain the experience realms.

11. List and explain the four factors of an experience: commodities, goods, services, experiences.

12. Innovation is constantly taking place thought the hotel and resort industry. List the innovations.

13. List the aspects that the lodging industry will focus on for future development.

14. Explain feasibility study and prefeasibility study.

15. Explain market feasibility study.

16. Describe 16 major consumer trends.
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Task 1

Problem Task

1. Describe and explain the differences between core and peripheral services.

A core service is the main service that is offered.

A peripheral service is a service that does not consist of only one service, but a group of services linked together.

2. Define service management system.

Is a set of specialized organizational capabilities for providing value to customers in the form of services.

3. Explain the composition of services packages.

A service offering can include three types of elements:

1. Facilitating goods (physical items such as the food in a restaurant or the hardware in a computer service operation).

2. Explicit intangibles or physical benefits.

3. Implicit intangibles or psychological benefits. 

Four important ingredients of a service package:

1. Specialised capacity to deliver services.

2. Linkages and social relationships.

3. Transfer of know how.

4. Management and organisation as a service product.

A service con concept will include many of these, but sometimes all of them.

Specialised capacity to deliver services:

Service companies don’t only compete with each other but also with their own customers such as the restaurant competes with the housewife and with the company canteen, the cleaning company competes with the maintenance staff of its clients, the consulting company competes with its client’s staff experts and managers.

Linkages and social relationships:

A function of the service company is to link clients and other resources in new ways. It may be new or old linkages in new surroundings.

Transfer of know how:

Companies primarily supplying specialization or service capacity can exist as they process a kind of relative advantage. This advantage is often in the nature of some special skill or knows how. A company could have more skilled resources, or it might have access to a large scale administrative system or some advanced technology which should be operated on a large scale than the individual client can afford.

It is increasingly common for banks, insurance companies, security companies etc, to include formal courses and other types of training in their service packages as options.

Many service companies make the transition from providing service to supplying a good deal of know how as part of their service packages.

Management and organisation as a service product:

A trend in many service companies is selling management systems rather than services. The development of service companies has been mainly based on grater awareness and knowledge of precisely what constitutes good management of service systems service management.

Task 2

Application Task

Objective:

· To be well known and the preferred choice for customers in the hospitality industry.

· To achieve customer satisfaction through hospitable, friendly, caring and efficient service.

· To do our best all day, everyday, leading towards excellence.

Mission Statement:

· This resort aims to be the best, recognized and most innovative vacation based entertainment by the: customers, employees and community. 

Customers:

· Serving our customers is our main concern. 

· We will provide innovative, quality products, with a good price/value in the market. 

· We will deliver reliable, professional standards which meet the customer needs. Customers will enjoy a fun and entertaining environment which has a friendly, hospitality service. 

· We will present a facility that meets high standards of maintenance and cleanliness. 

Employees:

· Our employees will be of the highly trained and have knowledge of their work, which will allow them the opportunity to develop their full potential.  

· We will work with them to insure success.

·  We will provide a positive working environment for our employees so that they can concentrate on taking good care of our customers. 

· We will provide a reward system which motivates our staff. 

· Employees are expected to be honesty in dealing with customers, employees, and the Company. 

· We will work together as a team with a motivated effort to achieve our goals. 

· We will encourage employee participation in management through communication. 

Community:

· We will provide leadership within the community to promote a high quality of living and working environment. 

· We will stimulate an environment with cooperation among competitors to promote the community as an attractive travel destination.

· We will encourage volunteer employee participation in community activities.

Task 3

Problem Task

1. Define image as a management tool.

The image is a model, signifying our beliefs and our understanding of a phenomenon or situation.

This mental model upheld by a specific person or a specific group may be a good or bad representation of reality, it is always significant because it guides behaviour. True or false, useful or not useful, clear or hazy we act or choose not to act according to our own perception of reality. If the image is not an exact equivalent of reality it is at least a social reality. Since our actions subsequently affect and even create reality, the boundary between image and reality is diffuse.

What people once conceived can be reconceived as something else, that’s why the image is a powerful weapon with which to exert influence.

Management is the art of making things happen by way of combined and coordinated human action, influencing peoples images, the way they perceive reality, a management tool with great potential.

The image is relied on heavily by managers, its tendency to reinforce itself, once it has become established, to become self fulfilling as well. The image generates purposeful behaviour which if successful tends to justify and reinforce the image. 

This behaviour is visible to others and will also influence their perception of reality.

Images which generate firm, visible and successful action not only, contain an element of self fulfilling prophecy, they also exert a considerable snowball effect.

2. Identify the characteristics of an image.

Image:

· Culture, organisation, people

· Product and services

· Market segment (customer club)

· Specific image influencing activities

The most important factor determining the image or social reality is the currently prevailing conception of reality. To the extent that their cognitive and other metal processes function with reasonable accuracy, people will try to form useful mental models of reality, models which generate less successful action and will probably be discarded or modified.

The image that the service company creates in the minds of its own staff and its environment will be largely determined by the nature of its service, its organisation, its culture and its members and by its market segment, the users of its services.

False images tend to bring their own backlash among the staff and the customers. The accepted view of reality creates images, but images can also be used to create a view of reality. 

3. How can the 4ps affect the image?

4. What is the relationship between image and internal marketing? 

The purpose of internal marketing:

1. It maintains the standard of quality in the provision of the service.

2. It achieves cost efficiency by way of higher productivity.

3. Motivated and professional staff represent an important part of the image vis a vis the customer. This promotes selling and reselling, which in turn usually has a significant impact on commercial success.

4. Recruitment becomes easier.

5. How can the target market groups be affected by the image?

The main uses of the image are:

Strategic positioning.

· More effective market penetration.

· Facilitating access to various resources and or lowering the cost of access.

· Focusing behaviour to increase motivation and productivity.

Image:

· Recruitment target groups

· Other resource holders

· Personnel

· Shareholders

· Clients (the market)

Reinforcing virtuous circles and exploiting the snowball and the self fulfilling prophecy effects that readily attach to images.

The predominant group at which the image is aimed is probably still the market, i.e. present and future customers, although personnel and shareholders are rapidly becoming important targets too.

As well as creating an image in the minds of its own personnel, a company can create a profile on the recruitment market. Individual employees may be presented in advertisements with information about their backgrounds, their hobbies and their perceptions of the job.

As an instrument the image is not directed only at customers and potential employees. An appropriate image will also help in negotiating for access to resources in general and in bargaining for low cost resources.

The image of a company or business may be misleading to outsiders. We would very much like to believe in someone who dares to break with established notions. This someone seems to come to life, what we ourselves would want but have never had the courage to try. The image is important, but still only one of several parts of such a whole. 

Task 4

Study Task

2. Explain corporate culture within the hospitality concept.

Different corporate cultures:

· Organisational culture is created not only by technologies and markets, also by cultural preference form leader and employees.

Three aspects of organizational structure, important in determining corporate culture:

1. The relationship between employees and their organization.

2. The vertical or hierarchical system of authority, superiors and subordinates.

3. The views of employees about the organizations future, purpose and goals and their places in this.
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Four types of corporate culture:

1. The family culture

· A reason for working, doing well and resolving conflict is the pleasure coming from such relationships.

· The leader of the family style culture connects the pattern, sets the tone and models appropriate posture for the corporation and expects subordinates, to be on the same wavelength, knowing what is required, the leader may empathies with subordinates.

· The power oriented family culture exercises power by the members with one accord. 

· Family style corporate cultures they leave out strangers without necessary and communication is in a code which the members only understand.

· Family cultures when not very efficient use up the energies and loyalties of subordinates to support the leader that literally hangs on seats of esteem.

· Leader gets the sense of power and confidence from their supporters, by innocence and seemingly childlike faith.

· The family corporate culture is interested in intuitive than rational knowledge, more concerned with development of people than deployment or utilization.

· Change in a power oriented family is basically supporting, getting key players to change policies.

· Family style cultures can take action quickly to changing environments affecting their power. Their political ideas are often sharp.

2. The Eiffel Tower culture

· Symbolizes a bureaucratic division of labour with various roles and functions. These allocations are coordinated at the top by a hierarchy. One supervisor can oversee the completion of several tasks and one manager can oversee the job of several supervisors.

· Each level of the hierarchy has a clear function of holding the levels beneath it.

· Careers are assigned by professional qualifications. Each role at each level of the hierarchy is described, rated for difficulty, complexity and responsibility and has a salary attached to it.

· The main reason for having an organisational structure is so that everyone knows who has authority over whom and everyone knows how functions are allocated and coordinated.

· For employees in the Eiffel Tower, the family culture is uninformed, unreasonable, cosy and corrupt. Instead of following set procedures, which have an objective which employees agree to conform, the family is always shifting goals or suspending competitive play altogether.

· Necessary skills are required to fit a role in the Eiffel Tower and additional skills to qualify for a higher job. Changes are affected by changing rules in which there are some changes in what employees are formally required to do. Due to this the culture does not adapt well to unstable environments. Changes in the Eiffel Tower are time consuming and complex as manuals must be written, procedures changed, job descriptions changed, promotion reconsidered and qualifications reassessed.   

3. The guided missile culture

· Differs from both family and Eiffel Tower by being asserting, resulting from, or characterized by belief in the equality of all people. Also differs from the family and resembles the Eiffel Tower in being impersonal and task oriented.

· Everything has to be done to preserve for the strategic intention and reach the target. The guided missile is expensive because professionals are expensive.

· Groups are temporary; employees will join other groups for other purposes, within days or weeks and have multiple memberships.

· The main criteria of human value in guided missile are how you perform and to what extend you contribute to the desired outcome. Each member shares in problem solving.

· Appraisal time and again is by peers or subordinates rather than someone up the hierarchy.

· There is a quick change in the guide missile as the target moves. More target appear, new groups are made, old ones closed.

· People that move from group to group will often move from job to job, so the turnover tends to be high and loyalties to professions and projects are greater than loyalties to the company.

4. The incubator culture

· The incubator is professional and asserting, resulting from, or characterized by belief in the equality of all people.

· The purpose is to free individuals from the routine to creative activities and to reduce time spent on self maintenance. 

· The structure that is provided is for personal convenience, heat, light, word processing, coffee etc.

· The roles of other people in the incubator are important because they are there to conform, criticise, develop find resources for and help to complete innovative product or service.

· Cultural incubators are not only small companies. They can be doctors in group practise, legal partners, consultants, or any group of professionals who work mostly alone but like to share resources while comparing experiences.

· Incubators have a minimal hierarchy and operate in an environment of strong emotional commitment.

· Change can be fast and spontaneous, member are familiar with each other. 

	Characteristics of the four corporate cultures:

	
	Family
	Eiffel Tower
	Guided Missile
	Incubator

	Relationships between employees
	Diffuse relationships to organic whole to which one is bonded.
	Specific role in mechanical system of required interactions.
	Specific tasks in cybernetic system targeted upon shared objectives.
	Diffuse, spontaneous relationships growing out of shared creative process.

	Attitude to authority
	Status is ascribed to parent figures who are close and powerful
	Status is ascribed to superior roles who are distant yet powerful.
	Status is achieved by project group members who contribute to targeted goal.
	Status is achieved by individuals demonstrate creativity and growth.

	Ways of thinking and learning
	Intuitive, holistic lateral and error correcting.
	Logical, analytical, vertical and rationally efficient.
	Problem centered professional, practical, disciplinary.
	Process or creative, informal, inspirational.

	Attitudes to people
	Family members.
	Human resources.
	Specialists and experts.
	Co creators.

	Ways of changing
	Father changes course.
	Changing rules and procedures.
	Shift aim as target moves.
	Improvise and adjust.

	Ways of motivating and rewarding
	Satisfaction in being loved and respected. Management by subjunctives.
	Promotion to greater position, larger role.

Management by job description.
	Pay or credit for performance and problems solved.

Management by objectives.
	 Participating in the process of creating new realities.

Management by enthusiasm. 

	Criticism and conflict resolution.
	Turn other cheek, save others, do not lose power game.
	Criticism is accusation of irrationalism unless there are procedures to sort out conflicts.
	Constructive task related only, then admit error and correct fast.
	Must improve creative idea, not negate it.


Task 5

Problem Task

1. What are the different classifications of ownership?

	Types of hotel ownership

	Hotel ownership/operating structures:
	Examples:

	Land owner
	Development of leasehold site.

Sale and leaseback of freehold.

Joint venture schemes with landowner.

	Hotel developer
	Development of property and sale to an institution, investment group or unit owner.

	Hotel lessee
	Leasing of property by hotel company or hotel investment group.

	Franchisee
	Investment in franchised hotel property by an individual or company.

Master franchise rights may be obtained for a country or region.

	Hotel management
	Operation by hotel management company under contract agreement.


2. Explain what is independent hotel and company affiliated hotel and list the differences.

Independent hotel:

A hotel not affiliated with a chain or group. Family owned and individual hotels run on an independent basis, comprise the majority of units there is a continuing move towards company affiliated hotels or conversion to self catering. Small independent hotels are often under capitalized, limited in scope for expansion and have difficulty in financing market and facility improvements.

Ways of assisting this approach are:

· Resort and regional promotion, collective advertising and syndication of purchasing.

· Development of national and regional reservation networks for tourist information and reservation systems.

· Direct aid and grants and subsidized or guaranteed loans for improvements in standards.

Company affiliated hotels include:

· Owned or leased and operated by a hotel company.

· Managed by a hotel company on a management contract with payment to the operator linked to revenue or profit.

· Operated by the owner but forming part of a marketing and reservation group.

· Operated by the owner or investor under a franchise agreement with a major hotel chain.

Company hotels have less difficulty in franchising refurbishment and expansion and the professional standards of management enable performance to be monitored and operated with higher efficiency. Large international chains can develop central reservation systems either alone or linked with other international networks. 

To identify with specific market segments and optimize the range of facilities and investment, hotel groups increasingly differentiate their properties into a number of tiered brands with specific characteristics and pricing levels.

Market tiers:

· Luxury

· Mid tariff

· Budget

· Resort

3. What are the several hospitality contracts and agreements that should be used?


Contract:

· An agreement or promise made between two or more parties that the courts will enforce.

Franchise agreements:

· A written contract detailing the mutual responsibilities of franchisors and franchisees. 

· The owner of a hospitality facility (the franchisee) agrees to operate that facility in a specific manner exchange for a franchise.

· A franchise is granted the right to engage in the business of offering, selling or distributing goods and services under a marketing plan or system prescribed in substantial part by a franchisor and which is substantially associated with the franchisor’s trademark, name, logo and advertising.

Management contract:

· Is created when the owner of a hospitality facility allows another party to assume the day to day operation of that facility.

· The facility owner allows the management company to make the operational decisions that are required in order for the facility to effectively serve its customers.

Group room contracts:

· Is developed when an individual or organization requires a large number of hotel rooms.

· A written contract guarantees that the sponsoring group will have the amount of rooms they need and the hotel can expect to receive revenue for the use of its rooms for a certain period of time.

Convention or meeting space contracts:

· The ability to reserve meeting rooms or exhibition halls.

· This contract allows the manager to precisely set terms and decisions on the sale of its valuable meeting space.

Purchasing agreements:

· Employees who purchase goods for hotels and restaurants are unique in that they have the ability to attach their employers.

· They may have an expiry date or may continue on a day to day basis until changed by one of the parties.

· These agreements are best committed to writing and reviewed on a regular basis.

Task 6

Problem Task

1. Define and explain the hotel designing concept.

Different types of hotel concepts:

· Downtown hotels:

Downtown properties are a mixture of the oldest and newest lodging properties in the area. These properties tend to have average room rates than other types of hotels.

Serving predominantly business travelers and conventioneers, downtown hotels tend to have higher occupancy rates on weekdays and lower occupancies on weekends.

Downtown hotels must meet the needs of all guests, whether business or leisure. To do so they normally offer flexible meeting and banquet space and limited recreational facilities. 

Different types of downtown hotels:

· Business and tourist hotels.

· Entertainment hotels.

· Waterfront hotels.

· Suburban hotels:

Suburban properties provide lodging for travellers that wanted fast access to the downtown area for sports, cultural event s and meetings, but they do not want to spend the night there. Although suburban properties may benefit from lower taxes and land costs, they are frequently restricted by other regulations, including heights and size zoning guidelines.

Different types of suburban hotels:

· Roadside hotels and motels

· Airport hotels

· Office park hotels

· Resorts:

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.

Different types of resorts:

· Beach, golf and tennis resorts.

· Spa resorts.

· Vacation villages.

· Marina hotels.

· Ski resorts.

· Ecotourist hotels.

· Resort theme parks.

· Cruise ships.

2. Explain architectural design phases.

The process of designing a restaurant can be divided into three parts:

1. Schematic design

· Schematic Design establishes the general scope, conceptual design, scale and relationships among the components of the project.

· The primary objective is to arrive at a clearly defined, feasible concept while exploring the most promising alternative design solutions. 

· The Architect will prepare a series of rough plans, known as schematics, which show the general arrangement of rooms and of the building on the site. 

· Models and/or illustrations are prepared to help visualize the project as necessary.

· The project proceeds to the next phase when the Owner approves the Schematic Design.

2. Design development

· In this phase the Architect expands upon the approved schematic design studies to develop more detailed drawings illustrating other aspects of the proposed design. 

· Floor plans show all the rooms in correct size and shape. 

· Outline specifications are prepared listing the major materials and room finishes.

· The Architect verifies that the design complies with building codes and works with engineers to design the structure, mechanical and electrical systems. 

· The project proceeds to the next phase when the Owner approves the Design Development documents.

3. Construction documents

· Once the Owner has approved the Design Development phase, the Architect prepares detailed working drawings (formerly known as blueprints) and specifications, which the Contractor will use to establish actual construction cost and build the project. These drawings and specifications become part of the construction contract. 

· The Architect may also assist the Owner in the preparation of order forms.

The design process stages:

· Prepared the business plan.

· Developed the preliminary operational plan.

· Drafted the design program.

· Done a preliminary inspection and evaluation of the site.

· Selected and assembled the design team.

· Assigned responsibilities to the development team members involved in the design.

· Established a preliminary schedule.

There are two important activities that occur at this time:

1. Verification of field conditions.

2. Code review.

3. If these activities are not done correctly or carefully, then this could put at risk the design and may force the entire restaurant to be redesigned.

4. Define building codes and infrastructure requirements. 

Building codes:

· Ordinances and regulations controlling the design, construction, materials, alteration and occupancy of any structure to insure human safety and welfare. Building codes include both technical and functional standards.
Infrastructure requirements:

· The requirements for building in an area, the size, layout. 

4. How can infrastructure and building code be related to the concept.

Building codes:

· Before construction documents have begun, during the schematic design stage, a preliminary space plan should be brought to the local construction official and fire marshal to determine if all exit issues have been resolved.

· Beside the local building code, the life safety code handbook, published by the NFPA, should be checked for exit related issues.

· The first stage in determining exit requirements is to evaluate the occupant load. Once the occupant load is determined, the amount and widths of the exits can be calculated.

The codes that apply to a restaurant include:

1. Zoning regulations.

· Approve of use of the space.

· The site selection should eliminate any locations that are not zoned for restaurants, liquor licenses, retail sales or other intended uses.

· Zoning regulations also effect signs, buildings heights and setbacks, patios and outdoor dining, railings and fences, parking requirements and noise. 

· Zoning regulations are often set by municipalities and vary greatly.

2. Building codes.

· This is the overall regulation that deals with the construction of the restaurant.

· The main function of building codes is to protect the health and safety of the public.

· The building code sets the requirements for permits, building size, access and exit, construction materials and the life, fire and structural safety aspects of the building.

3. Plumbing, mechanical and electrical codes.

· These govern their specific discipline with the same primary objective as building codes.

4. Health department regulations.

· This code governs all aspects of the food and beverage receiving, storage, preparation, cooking, service and related areas.

· It often specifies materials and finishes, equipment design and construction standards, exhaust and ventilation requirements, lighting, circulation space, sanitation requirements and toilet facilities.

· If these regulations are not consulted in advance it can change the design.

5. American with disabilities act.

· This regulation defines the access, exit and circulation requirements necessary to accommodate people with disabilities.

6. Local agreements or restrictions.

· It is important to follow the guidelines established.

· It is the responsibility of the design team to determine which codes apply to the space and to document how these codes affect the design of the restaurant.

· It is necessary for the project manager to bring these requirements to the attention of the design team.

7. Franchisee or licensee requirements.

· In addition you may be subjected to rules and regulations established by the main organization, franchiser or licensing agency.

· These groups have specific requirements for furnishings and equipment, basic restaurant design, colors and materials.

· Noncompliance may result in redesign or construction delays.

Task 7

Problem Task

1. Explain the main important issues for space planning.

Space planning:

· Architecturally designing any space with all the amenities and mechanical gadgets to make it more functional for the occupants. 

· Besides amenities, gadgets and good communication systems, it includes better sound and light control within the space.

Space efficiency:

· Depends on sizes and arrangements of tables and seating capacity and will vary based on type of operation and the style of service.

2. How can space planning be related to the concept?

Space planning concept:

· Are architectural/interior designers who are concept orientated in the design and planning of architectural interior space, and other three dimensional environments. 

· The conceptual orientation is strongly motivated by a marketing/strategic approach, the intention of which is to help businesses to position and differentiate themselves effectively. This is done by research, marketing and branding, leading to totally integrated concepts. The ultimate aim is to obtain superior profitability and hence a good return on investment.

· Cost effective, yet innovative, space planning solutions are used in the attainment of this aim, which go beyond aesthetic considerations. Measurement techniques are used to evaluate concepts which help to demystify and objectify the process.

3. Explain the physical characteristics of existing space.

The Physical characteristics of existing space:

1. Site Characteristics

2. Dimensions

3. Construction

4. Utility

5. Fixtures & Fittings
4. How can the existing space drawing influence the present space drawings?

Factors that affect the characteristics of existing drawings:

1. Drawings do not reflect your total space.

· The space allocated may have changed from the space leased by the preceding tenant.

· Common areas such as an elevator lobby, toilets or a coatroom may not be shown but may be subjected to the design influence.

2. Drawings are not updated to reflect design or construction changes.

· Dividers may be relocated.

· Door or windows may have been moved or closed off.

· Ceiling heights or floor levels may have been altered.

3. Specification changes or model upgrades result in sizes different from those drawn.

· Some equipment that is to scale, different models or manufacturers may result in sizes and utility requirements different from those shown.

4. Construction methods used may be alter dimensions shown.

· The method used to connect walls or the finishes used may also alter the true dimensions.

5. The conditions of the structure, materials, finishes, equipment and furnishings.

· Wear and tear, water or fire damage is not indicated.

· When replacement is being considered, location, size and features become important criteria.

6. Changes to or requirements of adjacent spaces may have altered the dimensions of the space.

· Sound or noise reduction or fire separations may have been added between the space and an adjacent space.

· Relocating doors or hallways with some adjacent tenants may also have changed the space. 

5. How can you apply your knowledge to the task?
For a successful fast food business, it is necessary to have an insight into the market and tailor strategies that will keep the business in the industry. The restaurant concept needs to be kept in mind in order to know what type of restaurant is being planned. Also understanding the market and conceptualizing a facility that will meet its needs. The restaurant concept takes into consideration food and service concepts, naming, merchandising, planning, image development, logo and menu designs.

Task 8

Problem Task 

1. Explain what is an operational budget.

Operational budget:

· A profit plan for the property which has all the revenue sources and expense items that come on income and related supplemental schedules.

· This allows management to get two of its most important functions: planning and control. 

2. How can planning and control systems be implemented in hospitality operation?

Planning system:

· A planning system is about how we plan for, and make decisions about, the future of our business. 

Control system:

· A control system is a device or set of devices to manage, command, direct or regulate the behavior of other devices or systems.

3. How can a departmental budget plan be prepared?

A departmental budget can be prepared by:

· Detailed information gathered in the budget preparation process and recorded on worksheets and summary sheets.

· These types of documents could answer questions that come up during the budget review stages and may also give help in the preparation of the budgets for the future years.

Consolidation of departmental budget plans:

· Completed departmental plans are handed to the accounting department where they are check for correctness and completeness and also make sure that all forms and schedules with the departmental budget plans are finished.

· After the departmental budget plan has been checked a summary statement of income is prepared by the accounting department. This statement becomes the budget package to be checked by the properties general manager and controller.

· The budget package must include any important information discovered while checking the departmental budget plans.

4. Explain the role of general management’s involvement concerning the budget system?

Preparation of the general manager’s budget report:

· The summary statement of income, departmental schedules and supporting data is reviewed to make sure all items are reasonable and revenue and expense goals are realistic. The review also coordinates the budget plans for all departments, ensuring that each department’s operations plan is fully recognized and reflected in the plan of other departments.

· The general manager’s budget report also includes important information come up during the budget planning meetings. The report generally includes a review of the following items:

· Competition

· Economic and political conditions

· Proposed changes in operations

· Extraordinary items

· Personnel

· Facilities

· Rates

· Capital improvements

· Cash flow

Review and approval of the general manager’s budget report:

· After the final budget report has been reviewed with department heads, the general manager and controller present the operations to the owners of the property.

· If the budget is not satisfactory, then the budget report is returned to the appropriate department managers to be reviewed and checked. This process may happen many times until a satisfying budget is prepared.

Budgetary control:

· The process of identifying and analyzing differences between budgeted amounts and actual results of operations.

· Monthly reports are prepared, so that budgets are used effectively. 

Task 9

Study Task

The differences between downtown, suburban and resort hotels:

	Hotel:
	Description:
	Types:
	Trends:

	Downtown
	· Because of their ability to help stimulate revitalization, downtown properties consist of the oldest and newest lodging properties in the area.

· These properties tend to have average room rates than other types of hotels.

· Serving predominantly business travellers and conventioneers, downtown hotels tend to have higher occupancy rates on weekdays and lower occupancies on weekends.

· Downtown hotels must meet the needs of all guests, whether business or leisure. To do so they normally offer flexible meeting and banquet space and limited recreational facilities.


	· Business and tourist hotels

Offer facilities to serve business and tourist travelers. A place were business traveler can have meetings and also have a holiday.

· Entertainment hotels

Offer facilities to service tourists. The hotel has halls that can be booked for events such as weddings and parties. The hotel has its own entertainment facilities such as live music played at a restaurant.

· Waterfront hotels

Hotels offering meeting and banqueting facilities. These hotels serve tourist and business travelers and are located near a river, beach water etc.

· Boutique hotels

A hotel offering specialized products and services: an investment boutique; a health-care boutique.


	· Ecotourism

A style of travel in which an emphasis is placed on unspoiled, natural destinations and on disturbing the environment as little as possible.

· Brand segmentation

The economy brand has been developed for the budget traveller in which the market segment does not rely on producing luxury accommodations but rather focuses on producing quality rooms at a low price.

· Chains will consolidate service functions within a region.

· Increasing technical sophistication.

· The creation of mini chains.

· Boutique products continue to form unexpected hybrids.



	Suburban
	· Suburban properties provided lodging for travellers who wanted quick access to the downtown area for sports, cultural events and meetings, but who did not want to spend the night there. These day trips provided one source of transient guests but not enough to fill the facilitates.

 Although suburban properties may benefit from lower taxes and land costs, they are frequently restricted by other regulations, including heights and size zoning guidelines.
	· Roadside hotels and motels

An establishment that provides lodging for motorists in rooms usually having direct access to an open parking area.

· Airport hotels

Developed alongside the growing airline industry. Airport hotels provide food and beverage services to passengers waiting for flights. They target local business groups and large organizations hosting regional conventions, offering facilities that saved participants travel time between the airport and a convention facility.

· Office park hotels

An area where a group of hotels offering business hotels are located in a business area.

· Country inns and B&B inns

· Hybrids.


	· Short break holidays will gain popularity.

· Will continue to be a laboratory for new prototypes and hybrids.

· Minimum disruption of the surroundings.

· A new variant of roadside accommodation, the super truck stop.



	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. 

· 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.


	· Beach, golf and tennis resorts.

· Spa resorts.

· Vacation villages.

· Marina hotels.

· Ski resorts.

· Ecotourist hotels.

· Resort theme parks.

· Cruise ships.


	· Increasing popularity of spas.

· Villages adapting to potential new markets.

· Ski resorts will add modest sized conference and meeting centers.

· Green architecture.

· Popularity of cruise ships will continue.




Task 10

Application Task

1. Describe the components of the restaurant concept.

Once the type of restaurant and market is identified for the restaurant, a concept can be created. Some factors that must be taken into consideration when creating a restaurant concept are:

· Theme

· Atmosphere 

· Location

· Menu

· Decor

· Branding

· Seating capacity

· Style of Service

· Hours of Operation

Restaurant theme:  

The concept of the restaurant takes priority over everything else, influencing the architecture, food, music, and overall 'feel' of the restaurant. The food usually takes a backseat to the presentation of the theme, and these restaurants attract customers solely on the premise of the theme itself.

Atmosphere:

People are attracted to a restaurant by more than just good food. Though important, good food is only a part of the total dining experience. Equally important is the way 
people feel while in the restaurant. This physical and emotional response is a result of the atmosphere, the total environment to which customers are exposed. 

Atmosphere is made up of everything that makes an impression on people. The building design, decor, interior color scheme, texture of the walls, service, and 
the food create the atmosphere. The right atmosphere can relax guests and generate good feeling and repeat customers. The proper atmosphere can make the food, 
service and whole dining experience seem better. 

People want a dining experience---an escape from problems and everyday surroundings. The atmosphere should project a feeling of friendliness and comfort, be attractive and interestingly different. The atmosphere is remembered 
long after the meal is finished. For the restaurant owner this means repeat customers and, hopefully, a profitable operation. 

Not everyone wants the same emotional response from a restaurant's atmosphere. After working all day, most people would prefer to eat in a quiet, relaxed, intimate 
atmosphere. However, for those who have worked alone in a quiet environment, a noisy cafeteria might provide needed contrast. It is, therefore, very important to be 
thoroughly familiar with the characteristics of the type of people you wish to serve. 

Designing the "right" atmosphere takes careful consideration. It should be designed to attract the largest number of people possible from the target market group. The total atmosphere and operation of the restaurant should be geared toward this end. 

People's perception makes the atmosphere. The primary factors of sight, touch, smell, hearing, temperature, and tempo combine to give people their perception of 
atmosphere. 

Sight 

The perception of sight is a question of acceptability to 
the eye. Sight perception involves color, lighting, harmony, contrast, order, and space. Many sight needs are subconscious, yet are an extremely important ingredient 
of the total atmosphere. 

A waitress with a dirty uniform and grease smears on the menu are sights unacceptable to the customer's eye. More pleasing sight perceptions are candlelight, clean linen tablecloths, and a neatly set table. 

Touch 

The texture of the walls, curtains, tables, and floors have a "feel" to the imagination. Walls that are smooth and hard may reflect a harsh, cold feeling. Fabric 
covered walls may produce a feeling of warmth and gentleness. The perception of body contact, seat comfort, floor contact, etc. all contribute to atmosphere. 

Smell 

Smell involves both pleasant and unpleasant odors. Smells can positively contribute to the atmosphere. The aroma of fresh brewed coffee, oven-baked bread, fresh cut flowers, and a pine scented breeze can heighten the appetite. Negative smells involve offensive kitchen odors, body odor, food scraps on the floor and table, garbage, and 
rancid grease. 

Hearing 

The noise level of conversations, serving staff, kitchen sounds, and music affect the atmosphere. The level of noise acceptable to the ears is a function of age. The older the age group, the less the intensity of noise which is acceptable. 

Temperature 

The temperature of the dining room and food influences the individual's perception of the atmosphere. A comfortably warm room and hot food portrays a feeling of 
high quality, elegance and a slow leisurely meal. Fast-food restaurants needing high turnover to earn a profit usually keep the dining room temperatures cooler in the winter to encourage people to eat faster. 

Variations from normal temperature are noticed quickly since most people are very sensitive to temperature.

Location:

The restaurant's image begins with its location. The character of nearby buildings, streets, and businesses affects people's perception of a restaurant. The locality will attract a certain type of clientele and determine the price range, type of service, and menu selection. The restaurant's theme should reflect the needs of the people around it, and not be in conflict with its locale. The location indicates the type of service and quality of food people will find there. Location sets the mood for the total dining experience. 

The most desirable location for an urban restaurant is on the corner of a block. Here the restaurant enjoys greater visibility and greater flexibility in exterior design. An 
entrance off each street is best. 

The suburban or rural restaurant will gain more visibility by locating on a main highway just before a principal traffic generator such as a crossroad, traffic circle, or a city. Locating on the right hand side of the road in the direction of the main flow of traffic is desirable. There is a psychological barrier to making a left turn across a stream of traffic. Building a restaurant at a very busy crossroad is also to be 
avoided. It is difficult to maneuver through traffic at a busy intersection. 

Locating a restaurant in an area with other restaurants has merit. The existence of competition is not necessarily bad. Potential diners are attracted to an area that features good restaurants. People often have no specific restaurant destination in mind and are usually willing to try anything new and interesting.

Exterior Design: 

The hurried, impatient passerby makes judgement on a restaurant within a few seconds. The function of the exterior design is to attract customers and invite them 
in to eat. The design should stimulate the imagination and heighten the curiosity of the clientele group. A square block building leaves little to the imagination, but a restaurant exterior that looks like an old whaling ship or a Mexican villa stimulates curiosity and draws people in. 

The exterior design should reflect the character of the locality, but be different enough to attract attention. The atmosphere on the inside should be a reflection of 
the exterior image. 

People are naturally suspicious and hesitant upon entering a new restaurant. They are looking for some indication, either positive or negative, as to the quality of the restaurant before they enter. If people are to get past the front door, the exterior design must be attractive and give people confidence in the quality of the establishment. Signs, parking area, landscaping, design and color of the building, windows, curtains, view of the inside, lighting, flowers or plants, and type of door will all be closely scrutinized. 

Signs: 

A good sign should indicate this is a restaurant. With so many signs and store fronts competing for attention, a sign must leave no doubt about what is being sold. 

A good sign should indicate the type of food and service that is being offered.. Indicate somewhere on the exterior of the building the type of food being served, but avoid tired phrases such as steaks and chops, good food, and fine dining.

The use of the words "cafe," "truck stop," "supper club," "inn," and "restaurant" each project a different image and price range. Likewise, the style of lettering also 
gives a clue as to the approximate price range. 

Families often eat together. The fourth item a sign should indicate is the type of customer the restaurant caters to. Families need to know if children are welcome. 

The sign should be chosen carefully. The style, design, and color of the sign should follow the same theme as the interior and exterior of the restaurant. Signs should be 
simple with a minimal amount of wording.

Lighting: 

The interior lighting scheme has a dramatic effect on the atmosphere and mood of the restaurant. It must make a favorable visual impression and provide enough light for 
the activities of staff and customers. Proper lighting can make dull, plain walls, ceilings, and furnishings sparkle with interest and character. Poor lighting can 
emphasize poor architectural design and make a mediocre dining area look bad. 

A restaurant needs varying levels of light intensity. Bright lights are needed by the staff for cleaning the dining area. The breakfast trade desires a moderately 
high level of lighting to keep them awake and allow for the reading of the morning newspaper. A moderate level of lighting is needed at noon to stimulate a fast turnover 
of customers. A low intensity of light creates a leisurely, intimate atmosphere conducive to evening dining. To create these atmospheres, use a rheostat to 
control the lighting.

Branding:

A brand isn’t just a logo or a name at the bottom of an ad. Today’s brands represent what the customer expects from the product or service. Branding is the restaurant’s promise to customers, employees, the community, the industry, and the media.

Seating capacity:

The capacity of the restaurant. The number of people that can be served when the restaurant is at full service, all tables are fully occupied.

Styles of service:

· Gueridon;

Side table or trolley placed beside customers table on which dishes are individually prepared, filleted etc.

· Silver service;

Food service from flats or dishes by waiting staff. Dishes passed round for self help.

· Semi-silver service;

Main items plated, vegetables etc, served at table by waiting staff.

· Plated service;

Food portioned and assembled on plates in kitchen or servery. Fast informal service.

· Family service. 

Dishes placed on table for self help. Includes traditional ethnic meals fondue and speciality items.

Hours of operation:

The number of hours the restaurant is operating for breakfast, lunch and dinner.

The number of hours an employee works for.

Task 11

Problem Task

1. Define classification and how the system works.

Classification:

· The breakdown of different types and ranges of accommodation.

· The wide variation of hotel accommodation allows four, five and sometime six or seven categories to be applied.

· Other forms of accommodation, e.g. motels, guesthouses and self catering apartments, seldom justify more than two or three classes.

How Classification Systems Work:
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· Price: based on room price

· Due to government regulations is not implemented by every one.

· Size: Number of rooms, 

· Service: a criteria for classification

· Personnel: Education, experience.

· Comfort: Provided by facilities.

· Cuisine; limited to requirement, Michelin company

· Hygiene: basic hygiene, to more strict.

· Security: offering safety boxes 

· Fire safety and public safety.

Systems fall in two main groups:

1. Official classifications:

· Standards set by government agencies.

· Usually the ministry of tourism or regional tourist board, either as a compulsory requirement for registration or licensing or as a voluntary scheme.

2. Independent ratings:

· Hotels inspected and assessed by associations.

· E.g. hotel or automobile associations or commercial bodies, mobile and Michelin travel guides.

2. List and explain the advantages and disadvantages of hotel classification.

Advantages of the hotel classification are:

· Assists government planning by supplying authoritative and reliable statistical data for different types of accommodation.

· Helps identify the need for developing certain categories of establishment.

· Improves marketing strategies by enabling tourist board promotion of hotels in particular geographical locations (e.g. resort, city, riverside and mountain).

· Allows the travel trade and visitors to identify more easily and accurately the types of hotels they are seeking.

· Encourages hoteliers to improve standards and the range of facilities by pinpointing weaknesses in operational services.

· Eliminates bad hotels, which harm the good reputation of the better hotels.

Disadvantages of the hotel classification are:

· The hotel industry may fear that classification will lead some form of price control.

· The system adopted may be misunderstood.

· Regular inspection is necessary, qualified staff, which is not only costly but is dependent on being able to find and train suitable staff.

· Guests are likely to make more complaints.

3. What is the purpose of classification?

The purpose of classification:

· The grouping together of hotels providing a given range of services and facilities.

· Used for quality assessment.

· Special symbols to indicate the average service and cuisine.

· Often confused with grading.

4. List the organizations that classify hotels.

Private organization:

·  Michelin (only restaurants)

·  WATA, (four categories) 

· official hotel guide (six categories)

Public Organization: 

· National Tourism Board of England 

· German Hotel Classification

· International Union of Official Travel

· Specific legislation

· Department of Tourism

· Private organization

· Controlled annually , visiting the hotel and check the criteria 

· Hotels fill in the checklist.

· If renovated, contact the controlling organization for higher category.

As an example, the world’s most used classification system (WTO, 1999):

*
Tourist / Budget

**
Economy

*** 
Standard

****
First

*****
Luxury 

· Hotel classification systems can offer many advantages for the hotels, the guests and the authorities of the country involved.

· There are many different forms in which classification systems can be set up and operated.

5. What aren’t the world wide standards for hotel classification?

The classification is based on factors which can objectively be measured. Nevertheless there are other important factors to be valued when marketing lodging facilities, and which the criterion doesn’t involve, such as: 

•View and/or surroundings
• Friendly atmosphere
• Special architecture
• Walking paths in the neighbourhood
• Service in the vicinity
• Location 
• Access for travellers with disabilities
• Playground for children

6. What are the basic requirements for world wide standards?

Standardization:

· A system of uniform service and product quality ,

· To identify more easily and accurately the types of hotels.

Marketing:

· Promoting the destination and encouraging healthy competition. 

· Classification assures certain standards. 

Consumer Protection: 

· Minimum standards of accommodations, facilities, and service. 

· Classification can eliminate bad hotels. 

Revenue Generation: 

· Provide revenue from licensing, the sale of guidebooks , Michelin company 

Control / Tourism Planning: 

· Controlling general industry quality , 

· Supplying authoritative and reliable statistical data 

Encouragement of Hotel Owners, 

· Owners to improve standards and the range of facilities. 

· More guests and an opportunity to increase prices. 
Task 12

Application Task

1. How does the organizational chart contribute in gaining insight in the organizational structure of a company?

An organizational chart is a visual representation of the way an entire organization and each of its parts fit together.

An organizational chart of a company usually shows the managers and sub-workers who make up an organization. It also shows the relationships between the organization's staff members which can be one of the following:

· Line - direct relationship between superior and subordinate.

· Lateral - relationship between different departments on the same hierarchical level.

· Staff - relationship between a managerial assistant and other areas. The assistant will be able to offer advice to a line manager. However, they have no authority over the line manager actions.

· Functional - relationships between specialist positions and other areas. The specialist will normally have authority to insist that a line manager implements any of their instructions.

2. Describe four pieces of information, which an organization provides about an organizations structure.

Elements of organizational structure:
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The organizational structure in a company includes four basic elements:

1. Specialization

· The process of identifying particular tasks and assigning them to individuals or teams who have been trained to do them.

· An arrangement within an alliance wherein a member or group of members most suited by virtue of technical skills, location, or other qualifications assume(s) greater responsibility for a specific task or significant portion thereof for one or more other members.

2. Standardization

· Refers to the uniform and consistent procedures that employees must follow doing their jobs.

· An item's characteristic or set of characteristics generally accepted by the manufacturers and users of the item as a required characteristic for all such items.

· The process of defining and applying the conditions necessary to ensure that a given range of requirements can normally be met, with a minimum of variety, in a reproducible and economic manner based on the best current techniques.

3. Co ordination

· Comprises the formal and informal procedures that join the activities that separate individuals, teams and departments in an organisation.

4. Authority

· The right to decide and act.
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3. Design the organization chart for Mary.

An organization Chart for a hotel property:


Task 13 

Feasibility studies:

· Should provide all data necessary for an investment decision. The commercial, technical, financial, economic and environmental prerequisites for an investment project should therefore be defined and critically examined on the basis of alternative solutions already reviewed in the pre feasibility study.

· The result of these efforts is then a project whose background conditions and aims have been clearly defined in terms of its central objective and possible marketing strategies, the possible market shares that can be achieved, the corresponding production capacities, the plant location, existing raw materials, appropriate technology and mechanical equipment and if required an environmental impact assessment.

· The financial part of the study covers the scope of the investment, including the net working capital, the production and marketing costs, sales revenues and the return on capital invested.

· Final estimates on investment and production costs and the subsequent calculations of financial and economic profitability are only meaningful if the scope of the project is defined clearly in order not to omit any essential part and its related cost.

· Should be carried out only if the necessary financing facilities as determined by the studies can be identified with a fair degree of accuracy. 

· Possible project financing must be considered as early as the feasibility stage because financing conditions have a direct effect on total costs and thus on the financial feasibility of the project. 

Prefeasibility studies:

· Elaborating a more detailed study of the project idea which is a costly and time consuming task. So before assigning funds for such a study, a further assessment may be made in a prefeasibility. 

Support or functional studies:

· Cover aspects of an investment project and are required as prerequisites for or in support of prefeasibility and feasibility studies, particularly large scale investment proposals.

The feasibility of a concept depends on many factors. But in the first instance it is important that there is a market for the concept. That means for the case in the task text, that there is a market for a small picturesque and romantic vegetarian restaurant. Therefore, the market for vegetarian food must be examined.

Large-scale feasibility studies can be very cost intensive. A major hotel company that is planning to enter a national market needs to carry out a very detailed feasibility study to proof the concept that should be established. Before the feasibility study is carried out, pre-feasibility studies are conducted to examine if a complete feasibility study is worth the effort.

Market feasibility study:

A market feasibility study is a systematic analysis of a market related to a certain concept. For example the boy in the task, Jim has to conduct a market research within the vegetarian food market. Therefore, he needs to examine the market, the site, the supply, the demand and all estimates of his own financial data. According to the restaurant specific book of Dorf, the concept should be evaluated on the following items:

• Introduction including the background, objectives and methodology of the research study;

• Executive summary

• Market analysis including area description, population, average income, employment, transportation, commercial and residential development and demand generators.

• Site analysis including positive and negative features of the proposed site.

• Supply analysis including description of primary and secondary competitors and price comparison analysis.

• Demand projections categorised by market segment and by season (if appropriate).

• Average check calculation.

• Estimated annual operating results including inflation, revenues, cost of goods sold, payroll (salaries, wages and benefits), administrative and general cost, advertising and promotion costs, franchise fee (if applicable), repair and maintenance costs, utilities and rent.

Normally, several concepts and general locations can be evaluated. Each concept is studied with respect to the potential customer, competition, overall menu and price point.

The text of Behrens is more general and focuses its attention more on large-scale projects. The author mentions pre-feasibility studies, which are conducted before money is, spend for a feasibility study. The amount of money that is spent for feasibility studies strongly depends on the business and the scale of the business. For a small restaurant, a feasibility study is not very costly and a pre-feasibility study is not necessary. On the opposite, introduction of a hotel brand in a country where 10 hotel projects should be realised need a detailed pre-feasibility study to determine if a feasibility study is worth the investment.

Pre-feasibility studies

The project idea must be elaborated in a more detailed study. However, formulation of a feasibility study that enables a definite decision to be made on the project is a costly and time- consuming task. Therefore, before assigning larger funds for such a study, a further assessment of the project idea might be made in a pre-feasibility study (annex Ill), the principal objectives of which are to determine whether:

• All possible project alternatives have been examined;

• The project concept justifies a detailed analysis by a feasibility study;

• Any aspects of the project are critical to its feasibility and necessitate in-depth investigation through functional or support studies such as market surveys, laboratory tests or pilot-plants tests;

• The project idea, on the basis of the available information, should be considered either nonviable or attractive enough for a particular investor or investor group;

• The environmental situation at the planned site and the potential impact of the projected production process are in line with national standards.

A pre-feasibility study should be viewed as an intermediate stage between a project opportunity study and a detailed feasibility study, the difference being in the degree of detail of the information obtained and the intensity with which project alternatives are discussed.8 The structure of a pre-feasibility study (annex Ill) should be the same as that of a detailed feasibility study.

A detailed review of available alternatives must take place at the stage of the pre-feasibility study, since it would be too costly and time-consuming to have this done at the feasibility study stage. In particular, the review should cover the various alternatives identified in the following main fields (components) of the study:

• Project or corporate strategies and scope of project

• Market and marketing concept

• Raw materials and factory supplies

• Location, site and environment

• Engineering and technology

• Organisation and overhead costs

• Human resources, in particular managerial (entrepreneurial) staff, labour costs and training requirements and costs

• Project implementation schedule and budgeting

The financial and economic impact of each of the above-mentioned factors should be assessed. Occasionally, a well-prepared and comprehensive opportunity study may justify bypassing the pre-feasibility study stage. Such cases should be confined to investors who have complete knowledge of the project conditions. A pre-feasibility study is, however, conducted if the economics of the project are doubtful. Short cuts may be used to determine minor components of investment and production costs but not to determine major cost items. The latter must be computed on the basis of reliable primary sources.

After the pre-feasibility study is executed in large-scale investment projects, different support studies are conducted.

Support (functional) studies

Support or functional studies cover specific aspects of an investment project, and are required as prerequisites for, or in support of, pre-feasibility and feasibility studies, particularly large-scale investment proposals. Service industry examples of such studies are as follows:

• Market studies of the services to be produced, including demand projections in the market to be served together with anticipated market penetration;

• Location studies, particularly for potential projects where transport costs and accessibility would constitute a major determinant;

• Environmental impact assessment, which covers current environmental conditions in the area surrounding the envisaged site (current emissions and potential long-range transport of pollutants), possible low-emission technologies or environmental protection technologies, alternative sites, the use of alternative raw materials and auxiliary materials. An environmental impact analysis will have to be carried out particularly for projects, which are realised in protected areas.

The contents of a support study vary, depending on its type and the nature of the projects. However, as it relates to a vital aspect of the project, the conclusions should be clear enough to give direction to the subsequent stage of project preparation. In most cases, the results of a support study, when undertaken either before or together with a feasibility study, form an integral part of the latter and lessen its burden and cost.

When a basic input may be a decisive factor in determining the viability of a project, then a support study is carried out before commissioning a pre-feasibility or a feasibility study. When detailed work required for a specific output is too involved to be undertaken as part of the feasibility study, a support study is commissioned separately hut simultaneously with a prefeasibility or a feasibility study. A support study is undertaken after completion of a feasibility study when it is discovered in the course of the study that it would be safer to identify a particular aspect of the project in much greater detail, although the preliminary evaluation as part of the decision-making process may commence earlier.

Feasibility studies

A feasibility study should provide all data necessary for an investment-decision. The commercial, technical, financial, economic and environmental prerequisites for an investment project should therefore be defined and critically examined on the basis of alternative solutions already reviewed in the pre-feasibility study. The result of these efforts is then a project whose background conditions and aims have been clearly defined in terms of its central objective and possible marketing strategies, the possible market shares that can be achieved, the corresponding production capacities, the company location, existing raw materials, appropriate technology, professional human resources and mechanical equipment and, if required, an environmental impact assessment. The financial part of the study covers the scope of the investment, including the net working-capital, the production and marketing costs, sales revenues and the return on capital invested.

Final estimates on investment and production costs and the subsequent calculations of financial and economic profitability are only meaningful if the scope of the project is defined unequivocally in order not to omit any essential part and its related cost. The scope should be defined in drawings and schedules that should then serve as a supporting structure during further project work.

There is no uniform approach or pattern to cover all industrial projects of whatever type, size or category. Moreover, the emphasis on, and consideration of, different components vary from project to project. For the most industrial projects, however, the broad format described in this manual is of general application-bearing in mind that the larger the project the more complex will be the information required.

Although feasibility studies our similar in content to pre-feasibility studies, the industrial investment project most be worked out with the greatest accuracy in an iterative optimisation process, with feedback and interlinkages, including the identification of all commercial, technical and entrepreneurial risks. Should weak points be revealed initially and the profitability of the project proof inadequate, then sensitive parameters such as the size of the market, the production program or the mechanical equipment selected should be examined more closely and better alternatives should be looked for, in order to improve the feasibility of the project. All of the assumptions made, data-used and solution-selected in a feasibility study should be described and justified in order to make the project more comprehensible to the promoter or investor in his evaluation of the study. If a project is not viable despite a review of all alternatives, that fact should be stated and the reasons given. In other words, even a feasibility study that does not lead to an investment recommendation is of great value if it prevents the misallocation of scarce capital.

A feasibility study should be carried out only if the necessary financing facilities, as determined by the studies, can be identified with a fair degree of accuracy. There would be little sense in a feasibility study without the reliable assurance that, in the event of positive study findings, funds could be made available. For that reason, possible project financing must be considered as early as the feasibility study stage, because financing conditions have a direct effect on total costs and thus on the financial feasibility of the project.

Task 14

Study Task

Courage

Letting go

Insight

Commitment

Know How

C is for Courage, which you need to have in order to follow a new direction in your business or your life;


L is for Letting Go of the old ways of thinking about things, and following the directions implied by the current prevailing trends;


I is for the Insight required in order to know how to re-structure your business or your life to take advantage of the trends;


C is for Commitment to follow through and stick it out in the initial times when it looks as though you won't succeed;


K is for the Know-how that is required to make it work. 

1. Describe 16 major consumer trends:

16 major consumer trends:

1. Cocooning:

The stay at home trend, reflecting our strong desire to build soft and cosy nests in order to protect ourselves from the harsh, unpredictable realities of the outside world.

2. Clanning:

The inclination to join up, belong to, hang out with groups of like kinds, providing a secure feeling that our own belief systems will somehow be validated by consensus.

3. Fantasy Adventure:

As a break from modern tensions, we actively seek excitement in basically risk free adventures, whether it be via travel, food or virtual reality.

4. Pleasure Revenge:

Consumers, tired of all the rules and regulations, want to cut loose and have secret bacchanals with a bevy of forbidden fruits.

5. Small Indulgences:

Stressed out from ever increasing expenses, consumers are finding ways to reward themselves with affordable luxuries.

6. Anchoring:

A new trend that tracks the recent phenomenon of reaching back to our spiritual roots, taking what was comforting from the past in order to be securely anchored in the future.

7. Ergonomics:

In a direct reaction to the sterile computer era, we are looking for new ways to make more personal statements. Business that market to the T and provide exceptional service should excel.

8. Female Think:

A trend that reflects a new set of businesses and societal values, encouraging us to shift marketing consciousness from the traditional goal oriented, hierarchical models to the more caring and sharing, familial ones.

9. Mancipation:

A new think for men that goes beyond being strictly business and warmly embraces the freedom of being an individual.

10. 99 Lives:

A new look at the modern motto of too fast a pace, too little time which forces us all to assume multiple roles in order to cope with busy,

11. Cashing Out:

Working women and men, questioning the intrinsic values of a high powered career, are opting for more fulfillment in a simpler way of living.

12. Being Alive:

There’s a growing awareness that a new concept of wellness can add generous years of good health, giving us an overall better quality to our lives.

13. Down Ageing:

Nostalgia for a carefree childhood lets us introduce a new sense of lightness into our often serious adult lives.

14. Vigilante Consumer:

A scanning of the various ways the frustrated, often angry consumer can manipulate the marketplace through pressure, protest and politics.

15. Icon Toppling:

A new socioquake has transformed main stream America and the world, forcing us to question and often reject our monuments of business/government, the long accepted pillars of society.

16. S.O.S (Save Our Society):

In order to protect our endangered planet, we must rediscover a social conscience on a necessary blend of ethics, passion and compassion.

2. Explain why the following trends are of major concern.

Together the trends give a clear profile of the marketplace, what’s happening know and what’s happening in the near and far future. They serve as early predictors of people’s feelings, new products and service that will be sought after also ones that will be rejected and any present gaps are located.

To test if your business idea is right, four or more trends have to be applied to make a fit. If not then you might be picking up on a trend or reaching a very small segment of the marketplace. For example if you love planting and gardening more than you like your job of sitting in a bank all day, testing the concept of growing herbs as a business against the current trends.

The trends that support a business in herbs are:

1. Cocooning – People stay at home, improving their nest, weekend chefs.

2. Fantasy Adventure – Herbs are still considered exotic, non threatening outdoor adventure.

3. Cashing Out – A retreat to being countrified, a quest for the simple life, realness.

4. Being Alive – Herbs are good for you, part of growing interest in holistic alternatives.

5. Anchoring – A return to spirituality and a knowledge of the past, other cultures reliance on herbology and a less important fit with ergonomics, herbs can make things individualistic.

6. Female Think – Women have always cleverly used them for cooking, perfuming and curing ills.

7. Small Indulgences – They add something nice for little pocket change.

8. S.O.S. – Environmentally correct.

With just that amount of trend analysis you could determine that if you ran a herb business right if could click.

Trends:

If you read the trend directions and come up with an inventive new product idea, chances are someone else somewhere will be thinking along the same lines.

3. Explain the trend of cocooning.

We once cocooned because it was fun, now we cocoon out of fear. It impossible to move from cocoon to cocoon without tension. When we move out, we move out carefully. Places in our lives where we once felt secure have all disappeared. Forget cocooning at the workplace. Workplace homicide is the fastest growing kind of murder in the U.S.

So as much as we want to venture out, learn more, try new things, even the bravest of us are intimidated or at least worried on some level that violence could strike at any moment. To protect ourselves from going crazy from distress overload, we are building more psychological and emotional cocoons around ourselves everyday.

A big click in the realm of Cocooning is anything that smacks of extra safety or security. Better safe than sorry is the principle of Cocooners today.

The mobile Cocoon:

Using an idea we first heard about in Holland (land of bicycles), the city of Portland, Oregon has come up with a cleaver idea to stop the theft of bikes, leaving some free ones out for grabs. The catch is that they’re all highly recognizable, being painted bright yellow (versus Amsterdam’s white). They’re purchased through donations and maintained by corporate sponsors and the goal is to set out a thousand on the streets. The program takes away the impetus of stealing, provides low cost, no fuel transportation, gives poor kids the fun of biking, even offers adults an easy way to exercise. Copenhagen has joined in with one thousand free bikes, each loaded with a built in tracking device, just in case. Other cities might take a look at this click idea.

Personal Safety:

The safety at home, using phone and security system, but if the phone line is cut or the security system does not work, then you’re personnel safety is not secure.

Cocooning at the office:

The future of cocooning is still driving us from home, from home is where the heart is and home is definitely where the click is.   

4. Explain the trend of fantasy adventure.

There has to be a beginning and a foreseeable end. This trend can be about something as minor as a look into the exotic (eating Indonesian lumpias, instead of the usual Chinese egg rolls), the strange (bison instead of steak) and the forbidden (flashing a dragon tattoo on your biceps.

Fantasy adventure embraces our need to experiment, to scramble the neatly arranged molecules of our everyday lives.  

5. Explain the trend of female think.

Female think is not old think, which was the only way old business, old ways of looking at the world happened. Female think is a whole new think. Old think represe4nts the past. Female think / new think offers a future way of solving both business and relational problems. It’s a click on, click on forward.

Old Think:

· Works through hierarchy

· Needs to know answers

· Role identity

· Single minded

· Resists change

· Goal driven

· To a destination

· Transaction oriented, thinks

· In terms of getting from A to

· B to C in a direct line.

Female Think:

· Uses teamwork (familial)

· Wants to ask the right questions

· Identity is divided in many roles

· Multi minded

· Seeks change

· Process aware

· On a journey

· Relationship oriented: sees how A relates to C, how B relates to F, what B and D share in common

From these lists, there are differences between the way men and women think and behave, after spending years trying to think old think, women realized that it was against their nature and finally, science is backing up female think.

The science of female think:

When both men and women were asked to clear their minds of any thoughts. The results clearly showed a cultural distinction. Women’s brains were found to be more active in a region where complex expression takes place, while men’s brains showed higher levels of activity in the primitive zone where aggressiveness resides. This strongly suggests a fundamental difference in the response patterns between men.

6. Explain the trend of pleasure revenge.

Pleasure revenge is a feeling of reward for all we’ve suffered. Clicking into the pleasure revenge is an overriding obsession, both of a feeling deprived younger generation and of an ageing population.  
7. Explain the trend of small indulgencies.

A sweet and softer trend. Paying more to get something better. Affordable luxuries. 
Task 15

Application Task

· An explanation of the realms.

· How the hotel will engage guest in an experience.

· How implementation of the realms will affect the hospitality concept. 

The realms of experience:

· Staging experience is not about entertaining customers, it’s about engaging them.

· Set the stage by exploring the possibilities of each realm.

· Plain space must become a distinctive place for staging an experience. 

· The richest experiences include aspects of all four realms: entertainment, education, aesthic and escapist.

The four aspects of the realms of experience:

 Entertainment: 

· Entertainment is passively absorbed through the senses.

· Sports events, concerts theatre.

· A large number of workplaces covered in the hospitality industry, provide services like accommodation, meals and drinks as well as theme parks and music. 

Aesthetic:

· In asthetic experiences individuals immerse themselves but remain passive.

· In asthetic there’s no such thing as an artificial experience. 

· Museum, art gallery.

Educational: 

· With education experiences a guest absorbs the events unfolding before them while actively participating.

· Training, school.

· With many career opportunities in then hospitality industry you are not only limited to jobs within the country but there are chains of hotels which operate internationally providing scope of a career abroad. It is a glamorous profession which has a bright future.

· The hotel industry involves combination of various skills like management, food and beverage service, housekeeping, front office operation, sales and marketing, accounting.

Escapist:

· The guest of an escapist experience actively participates in an immersive environment.

· Escapist experiences are not just about embarking from but voyaging to.

· Theme parks, casinos.
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Five components of a service management system:

1. Market segment.

2. Service concept.

3. Service delivery system (Personal client, technology physical support).

4. The image.

5. The culture and philosophy.


The principles of waiting:

1. Unoccupied time feels longer than occupied time. (This explains Disney’s efforts to entertain guests in line with visits by Disney cast members in characters costumes. 

2. Preprocess waits feel longer than in process waits (explaining why some airlines find it effective to employ agents to work back end of the line both to solve simple requests and make customers feel that their in process waits have begun).

3. Anxiety makes waits seem longer. (Waiting for the dentist is more anxiety ridden than waiting for a Disney attraction.)

4. Uncertain waits are longer than known, finite waits (explaining Disney’s practice of informing guests about the likely length of their waits).

5.  Unexplained waits are longer than explained waits.

6. Unfair waits are longer than equitable waits (providing a rationale for the growing practice of having customers from a single queue at airline counters, for example even though the line may seem longer, it moves rapidly and is perceived as being more fair than multiple lines that move at different rates, often because unpredictably transactions are mixed with more simple ones.)vv

7. The more valuable the service, the longer the customer will wait.

8. Solo waits feel longer than group waits.

Interactive Lecture

Lecture 2

Vision:

· Direct activities and guide actions.

· Not necessarily written down or articulated well.

· Without a vision it is difficult to create a sense of unity of purpose.

· Like the culture, business is deeply rooted in the history of the company and in the driving ideals of the founders.

Creating a vision:

· The organisations view of itself beyond the immediacy of existence.

· The existence of a vision is a critically important feature of almost every service which people generally admire.

Mission:

· It is tangible expressions of a deeper sense of believe in the vision of the organisation.

· Harmony and low levels of role ambiguity.

· Greater employee satisfaction.

· Increased customer satisfaction.

The mission statement:

· The mission statement must be more than just a document. It is simply the tangible expression of a deeper sense of belief in the vision of the organisation.

· The mission statement has also formed the basis for the success of organisations which are really diverse.

Common threads:

· The difficulties of weighing the factors involved and putting them into balance with other harder facts.

· The lack of recognition of the facts that developing a culture is not simply about others but about ourselves.

· The defense routines adopted by managers.

Culture as a basis for vision:

· Service are about relationships and successful services are about creating successful relationships.

· Successful relationships externally will be repeated internally.

· Being clear who you are and having a sense of direction are key ingredients in closing the gap.

· This well balanced setting creates less role ambiguity conflict and more satisfaction to the staff.  

· Such satisfaction, in turn positively related to customer satisfaction.

Mission statement to fulfill the creation of a vision:

· Link the definition of our business and the definition who we need to be.

· Be capable of clear articulation in simple terms.

· Be capable of providing a clear statement of the organisational imperatives, (the values).

· Act as a framework or guide for all strategies and all plans.

· Act as a framework for stimulating new strategies.

Mission/Vision

· The simple statement of mission, the vision focuses into a set of clear objectives and clear values.

· These objectives and values are small in number four of each is the very maximum.

· The objectives can be clearly measured.

· Provision to update these measured.

Mission, objectives and values:

· For new concepts, it is important to agree on where the business is going:

· Defining the business,

· Position within selected market.

· Who we need to be,

· Simple terms to be understood.

· The way we work,

· At the moment of truth individuals knows they will receive the support.

· How are we going to achieve our mission through our strategies and planning.
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Different types of hotel concepts:

Downtown hotels:

· Because of their ability to help stimulate revitalization, downtown properties consist of the oldest and newest lodging properties in the area.

· These properties tend to have average room rates than other types of hotels.

· Serving predominantly business travelers and conventioneers, downtown hotels tend to have higher occupancy rates on weekdays and lower occupancies on weekends.

· Downtown hotels must meet the needs of all guests, whether business or leisure. To do so they normally offer flexible meeting and banquet space and limited recreational facilities.

Development and planning considerations:

· The location of a hotel in the city in many ways defines its market and its character. Urban hotels have gravitated to locations close to active business centers and fashionable shopping districts.

· As cities realize the value of their waterfronts, mixed used developments that include hotels are prospering in the context of cruise ship and ferry terminals, waterfront recreation facilities, the air, light and spectacular views afforded by the open expanse at the waters edge.

Different types of downtown hotels:

· Business and tourist hotels.

· Entertainment hotels.

· Waterfront hotels.

Important development and planning factors:

· Public incentives (zoning requirements)

Zoning constraints can rule out a site for a hotel development by not permitting the transient use, not allowing sufficient floor area to be area to be built for the project to become feasible or through some other regulation that stymies the developer’s goals. 

Land values in urban areas normally are so high that development calls for building the maximum allowable floor area that a site can bear.

· Planning controls (controlling the shape of the building)

City zone regulations also may control the shape of the building in order to define view corridors, street walls and building height. But most often bulk regulations are aimed at preventing dark, stagnant streetscapes and are designed to permit light and air to penetrate down to street level and make a healthier environment.

· Parking (less of a necessity)

Parking is less of a necessity in downtown hotels than in most other hotel types, since business travelers are less likely to drive and there is an abundance of public transport. Many of the city’s restaurants, museums, stores and office buildings are usually within walking distance. Guests at a city hotel often leave their cars parked for the entire stay. Since driving on city streets and trying to find parking is far less desirable than calling a cab, hopping on a bus. Many cities now discourage the construction of parking garages in order to encourage use of public transport as a way of cutting down on congestion and pollution.

· Site factors

A survey of elements surrounding the site.

· Size

The optimum size hotel is often determined by threshold factors or points beyond which:

Additional rooms are needed to offset the high land costs.

An extra elevator or second bank of elevators must be added.

An additional restaurant is needed.

The additional building height necessitates a more sophisticated structural system.

Structured parking is needed.

Design considerations for downtown hotels:

· Style and theater

Interest in postmodern architecture in hotel design as an alternative to the international style has waned. Interest has been renewed in the fundamentals of modern architecture and a new modernism has emerged. Typical downtown business and tourist hotels have turned into a more inviting location throughout the worlds downtown areas.

· Space maximization

The density of urban sites requires a much tighter control over matters of efficiency and layout. The designer must make every square foot count to a degree not usually required in other hotel types where space is not such a premium such as at resorts and suburban hotels.

· Back of house efficiency

Back of house efficiency in downtown hotels present many challenges not usually encountered in hotel types with less constrained space. Some hotel chains have centralized certain back of house functions, such as the laundry, offsite to support several levels properties in a region. This has proven beneficial to urban properties where space can be recaptured and reassigned, freeing up floor area for much needed administrative functions, additional meeting space or guest rooms.

Trends for downtown hotels:

· Ecotourism

A style of travel in which an emphasis is placed on unspoiled, natural destinations and on disturbing the environment as little as possible.

· Brand segmentation

The economy brand has been developed for the budget traveller in which the market segment does not rely on producing luxury accommodations but rather focuses on producing quality rooms at a low price.

· Chains will consolidate service functions within a region.

· Increasing technical sophistication.

· The creation of mini chains.

· Boutique products continue to form unexpected hybrids.

Boutique:

· A small business offering specialized products and services: an investment boutique; a health-care boutique.

Different types of suburban hotels:

· Roadside hotels and motels

An establishment that provides lodging for motorists in rooms usually having direct access to an open parking area.

· Airport hotels

Developed alongside the growing airline industry. Airport hotels provide food and beverage services to passengers waiting for flights. They target local business groups and large organizations hosting regional conventions, offering facilities that saved participants travel time between the airport and a convention facility.

· Office park hotels

An area where a group of hotels offering business hotels are located in a business area.

· Country inns and B&B inns

· Hybrids.

Planning and design considerations:

· Lower real estate values.

· Large parcels of land.

· Less expensive building costs.

· More flexible tower placement.

Suburban hotels:

· Suburban properties provided lodging for travellers who wanted quick access to the downtown area for sports, cultural event s and meetings, but who did not want to spend the night there. These day trips provided one source of transient guests but not enough to fill the facilitates. Although suburban properties may benefit from lower taxes and land costs, they are frequently restricted by other regulations, including heights and size zoning guidelines.

Suburban hotel trends:

· Short break holidays will gain popularity.

· Will continue to be a laboratory for new prototypes and hybrids.

· Minimum disruption of the surroundings.

· A new variant of roadside accommodation, the super truck stop.

Resorts:

· 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.

Different types of resorts:

· Beach, golf and tennis resorts.

· Spa resorts.

· Vacation villages.

· Marina hotels.

· Ski resorts.

· Ecotourist hotels.

· Resort theme parks.

· Cruise ships.

Development and planning considerations:

· Luxury

· Balconies

· Guestrooms

· Facilities

· Location

· Environmental regulations

Trends of resorts – several important trends:

· Increasing popularity of spas.

· Villages adapting to potential new markets.

· Ski resorts will add modest sized conference and meeting centers.

· Green architecture.

· Popularity of cruise ships will continue.

Interactive Lecture

Lecture 4

Budget analysis:

· A systematic plan for the expenditure of a usually fixed resource, such as money or time, during a given period.

· Once overall concept of the restaurant is developed, enough capital must be available to construct the type of restaurant that is being considered.

· Every single decision that is made within the conceptual design influences the costs of the construction phase.

Concept price relation:

· Quick service restaurant, $100 - $150 per square foot.

· Full service restaurant, $175 - $200 per square foot.

· Upscale concept restaurant, $225 - $300 per square foot.

Budget:

· An estimate of probable future income and expenditure that is made by a government, similar estimate made by a business company, society, private person etc.

Basic budget rule:

· The budget game is a major mistake.

· Realistic budgets must be established.

· Should be compatible with market realities.

· Must include total construction costs plus a 20% contingency and preopening expenses.

The budget problem of the owner and transformation of concept at very last moment can be avoided if; a prominent restaurant designer says decisions are driven by both economic realities and market realities. A restaurateur will limit the construction budget based on projections of total revenue and return on investment.

Return on investment ratio (ROI)

· ROI =     Net Income

                 Owner Investment

· As long as the ROI is higher than the average interest on capital, it is worth to run a business. 
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“Different types of

Restaurant concepts”

Important factors in deciding on the most appropriate method and style of service for a restaurant are:

· Company policy; corporate objectives and mode of operation 

· Target markets; types of customers, circumstances affecting choice; 

· Pattern of demand; rates of arrivals, peak numbers, seat turnover 

· Main limitations. in space, capital or operating budgets 

Self-service facilities can be grouped into five main types:

· Cafeteria system; a number of units arranged in series, customer selects various items of the meal, pays the end of the counter line. 

· Free-flow system; separate counters to obtain the particular meal, several cash desks 

· Mechanical systems; counter service or form an independent unit, rotary turntables. 

· Automatic systems; vending machines, provide hot or cold meals or various kinds of beverages. 

· Self-help systems; Customer to select both the items of food and quantities from an open display of food.

Counter service has several advantages:

· Social contact with other customers and servers;

· Visual presentation;

· Separation of service staff and customers;

· Extending the counters into loops;

· Supplementing with alternative table seating.

The main styles of table service include:

· Gueridon;

Side table or trolley placed beside customers table on which dishes are individually prepared, filleted etc.

· Silver service;

Food service from flats or dishes by waiting staff. Dishes passed round for self help.

· Semi-silver service;

Main items plated, vegetables etc, served at table by waiting staff.

· Plated service;

Food portioned and assembled on plates in kitchen or servery. Fast informal service.

· Family service. 

Dishes placed on table for selfhelp. Includes traditional ethnic meals fondue and speciality items.

Advantages of table service:

· Space economy, giving higher seating densities.

· Flexibility in style of service and degree of formality.

· Customer staff contact (assistance, sales promotion).

· Customer status enhancement.

Different types of bar service:

· Intensive counter service; theatres, entertainment complexes 

· Limited counter space; Lounge and club bars with more seating than counter space 

· Leisure and intimacy; Cocktail bars in hotels, 

· Indirect service; Dispense bars for waited service in restaurants and lounges. 

· Food and drink service; Over-the-counter meal service in pubs and wine bars. 

· Portable counters. Temporary bars set up for functions, banquets. 

Functions and banquets:

Examples of functions include:

· Formal meals

· Receptions

· Social events

· Conventions

Catering services:

Catering contracts will usually specify:

· Period of the contract

· Specifications

· Operating times

· Budgets

· Responsibilities

· Trades union agreements
Types of full-service restaurants:

Different types of full-service: 

· High-class restaurants; restaurants: represent less than 5% of food service establishments in Europe and America. 

· Mid-market restaurants; middle price range, the menu and service have to be rationalised 

· Specialist restaurants; Specialist restaurants include grills , good ethnic restaurants 

· Popular restaurants. Catering for a wide market. These include chain restaurants. 

Features of fast-food:

Important features for fast food systems are:

· Food materials; Consistent, controllable quality, precisely specified, equally portioned 

· Type of products; Suitable for quick cooking and retention for short periods without deterioration 

· Organisation; Highly organised routines with precise job specifications and procedures 

· Quality control; Standard preparation, cooking and serving routines laid down 

· Hygiene; Exacting requirements emphasised as part of product reliability, including measures to reduce litter 

· Packaging; Products distinctively packaged, easy to handle, suitable for over-the-counter or table meals 

· Markets. Usually targeted at wide, classless society, primarily young or family group 

Ethnic and specialty restaurants:

· Ethnic diets 

· Interests in healthy eating 

· Different tastes 

· Different sauces and spices 

Role of design:

The following principles apply to the ethnic restaurants:

· Mixing of styles

· Interiors

· Human scale

· Features;

· Design, type of food and style of service

· Showmanship

· Uniforms

· Aromas
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Classification Systems

· The grouping together of hotels providing a given range of services and facilities.

· Used for quality assessment.

· Special symbols to indicate the average service and cuisine.

· Often confused with grading.

Classification:

· The breakdown of different types and ranges of accommodation.

· The wide variation of hotel accommodation allows four, five and sometime six or seven categories to be applied.

· Other forms of accommodation, e.g. motels, guesthouses and self catering apartments, seldom justify more than two or three classes.

A well planned and administered classification system:

1. Assists government planning by supplying authoritative and reliable statistical data for different types of accommodation.

2. Helps identify the need for developing certain categories of establishment.

3. Improves marketing strategies by enabling tourist board promotion of hotels in particular geographical locations (e.g. resort, city, riverside and mountain).

4. Allows the travel trade and visitors to identify more easily and accurately the types of hotels they are seeking.

5. Encourages hoteliers to improve standards and the range of facilities by pinpointing weaknesses in operational services.

6. Eliminates bad hotels, which harm the good reputation of the better hotels.

Disadvantages of classification are:

· The hotel industry may fear that classification will lead some form of price control.

· The system adopted may be misunderstood.

· Regular inspection is necessary, qualified staff, which is not only costly but is dependent on being able to find and train suitable staff.

· Guests are likely to make more complaints.

Standardisation:

· A system of uniform service and product quality ,

· To identify more easily and accurately the types of hotels.

Marketing:

· Promoting the destination and encouraging healthy competition. 

· Classification assures certain standards. 

Consumer Protection:

· Minimum standards of accommodations, facilities, and service. 

· Classification can eliminate bad hotels. 

Revenue Generation: 

· Provide revenue from licensing, the sale of guidebooks , Michelin company 

Control / Tourism Planning: 

· Controlling general industry quality , 

· Supplying authoritative and reliable statistical data 
Encouragement of Hotel Owners, 

· Owners to improve standards and the range of facilities. 

· More guests and an opportunity to increase prices. 
How Classification Systems Work:

· Price: based on room price

· Due to government regulations is not implemented by every one.

· Size: Number of rooms, 

· Service: a criteria for classification

· Personnel: Education, experience.

· Comfort: Provided by facilities.

· Cuisine; limited to requirement, Michelin company

· Hygiene: basic hygiene, to more strict.

· Security: offering safety boxes 

· Fire safety and public safety.

Who controls and classifies hotels?

Private organization:

·  Michelin (only restaurants)

·  WATA, (four categories) 

· official hotel guide (six categories)

Public Organization: 

· National Tourism Board of England 

· German Hotel Classification

· International Union of Official Travel

How are hotels controlled and classified?
· Specific legislation

· Department of Tourism

· Private organization

· Controlled annually , visiting the hotel and check the criteria 

· Hotels fill in the checklist.

· If renovated, contact the controlling organization for higher category.

As an example, the world’s most used classification system (WTO, 1999):

*
Tourist / Budget

**
Economy

*** 
Standard

****
First

*****
Luxe

· Hotel classification systems can offer many advantages for the hotels, the guests and the authorities of the country involved.

· There are many different forms in which classification systems can be set up and operated.
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Elements of organizational structure:


The organizational structure in a company includes four basic elements:

1. Specialization

· The process of identifying particular tasks and assigning them to individuals or teams who have been trained to do them.

2. Standardization

· Refers to the uniform and consistent procedures that employees must follow doing their jobs.

3. Co ordination

· Comprises the formal and informal procedures that join the activities that separate individuals, teams and departments in an organisation.

4. Authority

· The right to decide and act.

Four types of departmentalisation:

1. Function departmentalisation

· Groups employees according to their areas of expertise and the resources to perform a common set of tasks.

· Functions are the groups of activities that an organisation performs (e.g. production, marketing and finance).

2. Place departmentalisation

· Functions for a geographic area at one location under one manager, rather than dividing functions among different managers or grouping all tasks in one central location.

· It is commonly used by organisations with large numbers of customers or key sources of raw materials in different locations. 

3. Production departmentalisation

· Divides the organization into self contained units, each capable of designing, producing and marketing its own goods and or services.

· In their most strategic form these units are often called strategic business units or divisions.

4. Customer departmentalisation

· Involves organising around the type of customer served.

· It is used when management wants to focus more on customer’s requirements than on the organisations skills or the brands it produces and sells (goods and services).

· It can also be used with one or more other forms of departmentalisation.

Basic principles of co ordination:

1. The unity of command principle

· States that an employee should have only one boss.

· Employees are supposed to know who is giving them directions and to who they report.

· Managers must minimise any confusion over who makes decisions and who implements them because uncertainty in this area can lead to ineffectiveness and morale problems. 

2. The scalar principle

· A clean chain of command should link everyone to someone at a higher level.

· Task should be delegated clearly with minimal overlapping or splitting of assignments.

3. The span of control principle

· The number of people reporting directly to any one manager must be limited.

Four key factors that influence the span of control in any situation:

1. The competence of both the manager and the employee.

· If managers and or employees are new to a task, they require more supervision than knowledgeable managers and employees do. 

2. The similarity or dissimilarity of tasks being supervised.

· The more numerous and dissimilar the products, the narrower the span of control should be.

3. The incidence of new problems in the managers department.

· A manager should know enough about the operations of the department to understand exactly the problems that subordinates are likely to face.

· The more the manager knows about these factors, the broader the span of control can be.

4. The extent of clear operating standards and rules.

· Clear rules and standard operating procedures (SOPs) leave little chance and lessen the need for adaptive decisions.

· The greater the reliance on the rules and SOPs, the broader the span of control may be because the rules do part of the controlling.

Factors that determine the best span of management:

· The competence of both the manager and the employees.

· The similarity or dissimilarity of tasks being supervised.

· The incidence of new problems in the managers department.

· The extent of clear operating standards and rules.

Authority:

· Authority is the right to make a decision and act.

Authority implies:

· Responsibility, an employee’s obligation to perform assigned tasks.

· Accountability, the expectation that employees will accept credit or blame for the results of their work.

Delegation of authority:
1. Establish goals and standards

· Employees should participate in developing the goals.

2. Define authority and responsibility

· Employees should clearly understand the work delegated to them.

3. Involve subordinates

· Motivation by decision making, keeping them informed, improve their skills and abilities.

4.Require complete work

· Employees should be required to carry a task through to completion.

5. Provide training

· Can be only as effective as the ability of people to perform the work and make the necessary decisions.

6. Establish adequate controls

· Timely, accurate feedback should be provided to employees.

Types of authority:

1. Line authority

· Belongs to managers who have the right to direct and control the activities of employees.

2. Staff authority

· Belongs to those who support line functions through advice, recommendations, research, and technical expertise.

Types of organizational structures:

1. Sole proprietorship

· A single individual owns all of the business and its responsibility for all of its debts.

· A business organisation in which one person owns and often operates the business.

2. General partnership

· Two or more owners who agree to share for the operations financial performance.

· A business organisation in which two or more owners agree to share the profits of the business, but are also jointly and severely liable for its debts.

3. Limited partnership, limited and general

· Someone who invests money in the partnership, general partner may or may not be an investor.

· A business organisation with two classes of owners. The limited partner invests in the business, but may not apply control over its operation, in return for protection form liability.

· The general or managing partner assumes the full control of the business operation, but can also be held liable for any debts the operation incurs. 

4. C corporation

· Is formed when groups of individuals choose to join together to achieve a common purpose.

· A group of individuals granted a charter, legally recognizing them as separate entity with rights and liabilities distinct from those of its members.

5. S corporation

· Is a type of corporation that avoids the double taxation inherent in a C corporation.

· A type of business entity that offers liability protection to its owners and is free from corporation taxation on its profits.

6. Limited liability

· Is a form of corporation created under state law.

· Members are all protected from the company’s debts.

· Is governed by an operating agreement. 

· A type of business organisation that protects the owners from liability from debts incurred by the business, without the need for some of the formal incorporation requirements.

The franchise agreement:

· A contract between a parent company (franchisor) and an operating company (franchisee) to allow the franchisee to run a business with the brand name of the parent company, as long as the terms of the contract concerning methods of operation are followed.

The franchise agreement includes:

· License granted

· Franchisee responsibilities

· Franchisor responsibilities

· Proprietary rights

· Transfer or ownership policies

· Areas of protection

· Termination policies

· Terms of the agreement

Interactive Lecture
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Competitive environment

Porter five forces model:

1. Rivalry among competitors

2. Threat of entry

3. Threat of substitution

4. Bargaining power of buyers

5. Bargaining power of suppliers.

The command economy

The state decides:

· On the volume of production

· The types of goods and services produced

· The type of work each citizen will do

· The ways in which they will be rewarded

· The level of pollution control

· Citizens must accept a large measure of direction in their daily life.

The market economy and the price mechanism:

· Consumers aim to gain the maximum satisfaction from the goods that they purchase.

· Companies choose the methods by which to produce goods and services.

· Price, mechanism allows people to buy what they want, subject to income constraints.

Demand influences price and price influences supply, therefore, demand influences supply.

Market structures in the market economy:

· According to begg 1994:

· A market is a set of arrangements by which buyers and sellers are in contract to exchange goods and services.

· This view is based on the structure conduct performance (S-C-P) model:

· Demand and supply establish the basic conditions of the market.

Various types of market:

· Perfectly competitive (small restaurant).

· Monopoly (state owned electric company).

· Oligopoly (airlines).

· Monopolistic competition (cloths retailers).

Classification and level of competition:

1. The nature of the product

· Homogeneous products – All the products are the same.

· Heterogeneous Products – All products are different.

· An important differentiating tool that is effective in promoting brand image.

· Brand recognition and customer loyalty.

2. The number and concentration of firms

· The concentration ratio is a method that mentions the market share of the number of largest firms in an industry.

3. Market entry conditions

· Barriers categorized into two groups:

1. Innocent barriers

· Organization has an absolute cost advantage.

2. Deliberately erected barriers

· Increasing expenditure on research and development

· Brand proliferation

· Multiple brand
Interactive Lecture
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Industry Trends

The cup of coffee:

· Coffee at the grower/manufacturer;

· Coffee at the retail outlet;

· Coffee at the cafe or bar;

· Coffee as an experience!


 Defining the experience:


Commodities:

· Materials extracted from the natural world: animal, mineral and vegetable.

· Fungible materials extracted from the natural world.

· The internet is the greatest force for commodization known to man.

Goods:

· Using commodities as their raw materials, companies, make and inventory goods, tangible items sold to largely anonymous customers who buy them off the shelf, from the lot, out of the catalog etc.

· Tangible products that companies standardize and then inventory.

Services:

· Intangible activities performed for a particular client.

· Service providers use goods to perform operations on a particular client such as haircuts or eye exams or their property or possessions such as lawn care or computer repair.

· Clients generally value the benefits of services more highly than goods required to provide them. Services accomplish specific tasks they want done but don’t want to do themselves, goods merely supply the means.

Experiences:

· The newly identified offering of the experiences occurs whenever a company intentionally uses services as the stage and goods as props to engage an individual.

· Experiences are memorable.

· Events that engage, individuals in a personal way.

· While the work of the experience stager perishes the value of the experience lingers.

· As the experience economy unfolds, many experience stagers won’t stay in business. 

The experience realms:

· Staging experience is not about entertaining customers, it’s about engaging them.

· Entertainment is passively absorbed through the senses.

· With education experiences a guest absorbs the events unfolding before them while actively participating.

· The guest of an escapist experience actively participates in an immersive environment.

· Escapist experiences are not just about embarking from but voyaging to.

· In esthetic experiences individuals immerse themselves but remain passive.

· In esthetic there’s no such thing as an artificial experience. 

· The richest experiences encompass aspects of all four realms: entertainment, education, aesthic and escapist.

· Set the stage by exploring the possibilities of each realm.

· Plain space must become a distinctive place for staging an experience. 

The experience realms


[image: image2]
Passive participation + absorption=entertainment

Passive participation+ immersion=aesthetic

Active participation+ absorption=educational

Active participation+ immersion=escapist

The realms of experience:

· Entertainment; sports events, concerts theatre 

· Aesthetic; museum, Grand Canyon

· Educational; training, school

· Escapist. Theme parks, casinos

Interactive Lecture
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Future developments in the lodging industry

Hotel milestone:

· The lodging industry has experienced a strong development through the ages.

· Ancient times - Boarding houses already exist.

· Middle Ages - Some inns developed in big cities, hospitals created shelters.

· 1200 - Guest houses and courier mail stations developed in china and Mongolia.

· 1400 – French law introduced hotel law registration and the English established a guideline for Inns.

· 1600 – Hotel industry developed in Europe, seaport inns developed in U.S.A.

· 1700 – Clubhouses and lodges, spa resorts developed in U.S.A.

· 1800 – Luxury hotels established in major cities.

· 1900 – The Ritz hotel was founded in London.

· 1920 – Grand central station in New York opened.

· 1940 – Flamingo hotel in Las Vegas, the first casino hotel.

· 1970 – Boeing 747 was introduced and airlines became active in hotel development through subsidiary chains.

· 1980 – Airport hotels, conference centers, marina hotels and ski lodges beginning to expand.

· 1991 – Because of recession, hotels faced financial difficulties, except budget hotels.

Future development:

· Expansion of lodging systems serving residential leisure and business market.

· Serviced condominium.

· Low density residential communities.

· Health hotels, marina hotels, float hotels, space hotels.

Innovation is constantly taking place thought the hotel and resort industry. Innovations are:

· Identifying new sites,

· Developing theme resorts,

· Emphasizing on outside business,

· Focusing on guest needs.

The future development in the lodging industry will focus on the following aspects:

· Themes – developed all around the world, e.g. Atlantic, M.G.M

· Customization – sophisticated market. Specialization e.g. entertainment hotels.

· Technology, innovations, new engineering system.

· Entrepreneurship – Dominated by the big hotel chain, particular segments of the market primary market and secondary market.

· Research – To evaluate alternative strategies for growth, few indications.

· Never locate two major hotel chains in the same tower.

· Factors of location, location, location.

· Do not locate a resort more than an hour from the airport.

· Environment - an environmentally responsive sustainable design in their system and to have a lower environmental impact.

· Economics – Continues development by many exciting efficient and highly successful new product lowering their breakeven point.


WS DESIGN 1

Process in design

The process of designing a restaurant can be divided into three parts:

1. Schematic design

Schematic Design establishes the general scope, conceptual design, scale and relationships among the components of the project. The primary objective is to arrive at a clearly defined, feasible concept while exploring the most promising alternative design solutions. The Architect will prepare a series of rough plans, known as schematics, which show the general arrangement of rooms and of the building on the site. Models and/or illustrations are prepared to help visualize the project as necessary. The project proceeds to the next phase when the Owner approves the Schematic Design.

2. Design development

In this phase the Architect expands upon the approved schematic design studies to develop more detailed drawings illustrating other aspects of the proposed design. Floor plans show all the rooms in correct size and shape. Outline specifications are prepared listing the major materials and room finishes. The Architect verifies that the design complies with building codes and works with engineers to design the structure, mechanical and electrical systems. The project proceeds to the next phase when the Owner approves the Design Development documents.

3. Construction documents

Once the Owner has approved the Design Development phase, the Architect prepares detailed working drawings (formerly known as blueprints) and specifications, which the Contractor will use to establish actual construction cost and build the project. These drawings and specifications become part of the construction contract. The Architect may also assist the Owner in the preparation of bidding forms.

The image should correspond with:

· Market

· Restaurateur – Person opening or owning a restaurant

· Other aspects of the operation

Lighting is an important design feature it should embody:

· Directional light

· Overall, ambient or sky light

· Sparkle

Designing a restaurant requires taking a lot of things into account.

The quality of a concept design is dependent on how it corresponds with everything.

WS DESIGN 2

Guestroom Design

Guest room design requires a series of steps:

· Major target market segments.

· Typical guestroom dimensions.

· Room mix including number and type of suits.

· Typical guestroom layout

· Suite and special room layout (handicapped, etc.)

· Proposed furniture, fixture and equipment (FF&E) budget for guestrooms, suits and corridors.

Background information:

· Name of hotel

· Type of hotel

· Type of guest

· Room size

Alternative plan configurations: 

· Slab configuration

Includes those plans that are primarily horizontal, including both single and double loaded corridor schemes. The few planning variables are concerned primarily with the buildings shape (straight, L shaped or other), the layout of the core, and the position of the fire stairs. The architect must consider the following questions:

· Corridor loading: given site conditions, are any single loaded rooms appropriate?

· Shape: which particular shape (straight, offset, L, Knuckle, courtyard or other configuration) best meets site and building constraints?

· Core location: should the public and the service cores be combined or separated and where in the tower should they be positioned?

· Core layout: what is the best way to organize public and service elevators, linen storage, vending and other support areas?

· Stair location: how can the way out stairs best be integrated into the plan?

· Tower configuration

General organized with a central core surrounded by a single loaded corridor and guestrooms. The exterior architectural treatment of the tower can vary widely as the geometric shape of the plan changes from square to cross shaped, circular to triangular. The tower plan exhibits very different characteristics than the slab, but raises a similar series of questions for the designer:

· Number of rooms: how many guestrooms economically fit a particular layout.

· Shape: which shape is most efficient and permits the desired mix of rooms.

· Corridor: how is hallway access to corner rooms arranged?

· Core layout: how are the elevators, linen storage and stairs organized?

· Atrium configuration

The generic atrium configuration has the guestrooms arranged along single loaded corridors, much like open balconies overlooking the lobby space. The following issues must be addressed by the architect:

· Shape: what configuration of room’s best fits the site and can be integrated with both public and back of house area needs? Should any guestrooms look into the lobby volume?

· Public elevators: how are scenery or standard elevators best arranged?

· Corridor: how can the amount of single loaded corridor effectively be reduced?

· Service core and stairs: where are these best located and integrated into the overall building design?

WS DESIGN 3

Public Space Design

Public space design:

· Convenient guest entrance

· The lobby

· F&B outlets

· Function space

· Recreation facilities

· Parking

The need for/ use signage:

· Signs in a hotel etc, a person could use to get to a place such as a restaurant if they did not now where it was located inside that building.

Designing for a given concept:

· Type of hotel

· Location

· Number of rooms

· Type of guests

· Average stay

Like most hotel areas, the designs of the public areas are dependant of:

· Type of hotel

· Hotel guests

· Hotel surroundings

WS DESIGN 4

Administration and back of the house

Hotels main function areas:

1. Administration offices

· The offices are generally divided into four groups.

· Other office components such as human resources and purchasing functions are placed in the back of the house close to related service areas:

· Front desk and front office

· Executive office

· Sales and catering

· Accounting office

2. Food preparation and storage area

· The design team must plan the kitchen so that all food related activities are located close together.

· Distances between the kitchen and the several outlets are as short as possible and the individual layouts are flexible in order to accommodate changes in the future.

· The planning and design aspects of the kitchen require the attention of a variety of specialized kitchen and engineering consultants.

3. Receiving and trash area

· While sharing the loading dock, require clear separation of incoming and outgoing goods.

· Only in smaller hotels and motels are the two functions combined into a single area.

· The receiving area cornets directly to the main back of the house corridor and eventually to each major service area.

· In some properties the receiving area is immediately next to the kitchen, this may be good for the F&B department but may require a long route to move goods to the laundry, housekeeping, maintenance or general storage areas.

· The security of an incoming area is controlled at the receiving dock. 

4. Employees areas

· The staff areas form a third of the hotels back house areas.

· Components are: personnel offices, men’s and women’s lockers and employee dining.

· Major hotel chains require that their general manager live in the hotel.

5. Laundry and housekeeping area

· Are closely related and should be close together, even though they are managed separately.

· Have key requirements, related to servicing the guest rooms and providing staff uniforms and other linen.

6. Engineering and mechanical area.

Designing for a given concept:

1. General information

· Hotel

· Type of hotel

· Number of rooms

2. F&B information

· No of chairs in restaurant

· No of seats in ballroom

· No of lounge seats

Hierarchical





Egalitarian





Fulfillment oriented culture





Task





Family





Eiffel Tower





Incubator





Guided Missile





Person





Project oriented culture





Role oriented culture





Power oriented culture





The Image





The Delivery System





The Culture & Philosophy





The Market Segment





The Service Concept





	Price 			Size 			


	Service			Personnel 


	Comfort (Facilities)	Cuisine		


	Hygiene			Security





	Fire Safety			Public Health





	Price 			Size 			


	Service			Personnel 


	Comfort (Facilities)	Cuisine		


	Hygiene			Security





	Fire Safety			Public Health





� EMBED Word.Document.8 \s ���





Absorption





Active


 Participation





Passive Participation





Immersion





Entertainment





Educational





Escapist





Aesthetic





General Manager





Director of marketing





Director of marketing





Controller





Director of Human Resources








Sales Managers





Marketing Staff





Accounting staff





Training 





Payroll





Employment





F&B Outlet


Manager





Front Office Manager





Security





Director of engineering





Director of House Keeping





Front Office Staff





Bell Staff





Concierge





Reservations





House Keeping managers








46 / 78

_1285166516.doc
		Economic Offering

		Commodities

		Goods

		Services

		Experiences



		Economy




		Agrarian




		Industrial

		Service

		Experience



		Economic function




		Extract

		Make

		Deliver

		Stage



		Nature of offering




		Fungible

		Tangible

		Intangible

		Memorable



		Key attribute




		Natural

		Standardised

		Customised

		Personal



		Method of supply




		Stored in bulk

		Inventoried after production

		Delivered on demand

		Revealed over a duration



		Seller




		Trader

		Manufacturer

		Provider

		Stager



		Buyer




		Market

		User

		Client

		Guest



		Factors of demand

		Characteristics

		Features

		Benefits

		Sensations






