
Lesson 9 
MANAGEMENT OF CATERING SERVICES 

 
 
Aim 
Consolidate skills developed throughout this entire course into an overall understanding of 
management of catering services. 
 
 
RESTAURANT MARKETING 
Feasibility Research 
Before deciding whether to embark on operating a restaurant, thorough research should 
be undertaken. A concise, well formulated feasibility analysis serves a duel purpose. 
 
1. It gathers together the thoughts and ideals of the prospective owner. 
• Does the prospective owner have the right temperament to run the business? 
• Were all organisations approached for relevant information? 
• Did the prospective owner carefully consider all cost? 
• Are calculations of expenditure versus foreseen income available? 
• Are skilled staff readily available? 
• Will additional tasks become burdensome to the owner? 
 
2. It is a document to help convince others of the viability of the project. 
• To obtain financing. 
• To convince suppliers (maybe). 
• To convince a partner, if necessary. 
• To convince the family who the venture may effect. 

 
The following should be included in a feasibility analysis: 
 
Competitive Analysis 
• Do similar facilities exist in the vicinity? 
• If so where are they found? 
• At which markets are they targeted? 
• Could there be a market overlap with the proposed venture? 
• Is there a need in the market for the proposed venture? 
• What percentage of the overall market would the new venture be expected to draw? 
 
Market Analysis 
• What markets should be targeted? 
• What are the occupancy levels of establishments in the area? 
 
Financial Analysis 
• Clearly determine the objective of the new business. 
• Project income and expenditure scenarios for a reasonable period. 
• Investigate the availability and cost of skilled staff. 

 
 
 



 
After researching all aspects concerning the business, a working plan should be drawn up 
to include the following: 
• The daily operations of the business 
• Financing 
• Legal matters. 
 
 
ADVERTISING 
The very first step in advertising a business is to learn as much as possible about the 
target market. For food and beverage suppliers and caterers, this means determining how 
many potential clients might be reached. In this learning process, the following questions 
must be considered: 
• What is the target type of client?  (eg. Private or public, region of trade, target market) 
• How many of these potential clients exist? 
• What is the location of these potential clients? 
• Where do these potential clients currently visit? 
• Why do they visit these places? 
• Can a better service be offered to these people? 
• How can a better service be offered? 
• What must be done to bring your services to the notice of these potential customers? 
 
The Steps to Follow 
There are four main steps in advertising: 
 
1. Make an Advertising Budget Plan 
This budget should be based on affordable money, and where advertising and promotion 
money can be spent with the greatest effect. The budget should be developed annually, 
keeping in mind seasonal changes that may effect visitor numbers. An advertising budget 
might be anywhere between 3 and 10% of income. 
 
2. Target Marketing  
Determine the best and most effective method of reaching prospective customers. Be sure 
to avoid contacting non productive audiences. 
 
3. Set Advertising Goals  
Determine the least number of points which should be emphasised in an advertising 
campaign. 
 
4. Collate and Review  
Gather all facts regarding the media and the market, to justify the money to be spent. 
 



The Purpose of Advertising 
Advertising provides a direct line of communication between the business and prospective 
customers. The purpose is to accomplish the following: 
• To convince people that this establishment offers the best service, food, and drink 

value for money 
• To enhance the establishments image 
• To create the need and desire for people to be serviced 
• To announce new services and attractions 
• To reinforce the name of the establishment. 
 
The most effective advertisements will conform to the following characteristics: 
• They are simple and easily understood 
• They are truthful 
• They are sincere 
• They are informative 
• They are customer oriented 
• They tell who, what, where, how and why. 
 
Possibly, prospective clients do not even realise that the establishment exists unless good 
advertising arouses their curiosity. This is why a food and beverage supplier and catering 
service must have good advertising to make its way. This is true even after they have 
become well established. 
 
The effect of advertising is cumulative. The response to an advertising campaign may be 
slow at first, but it can show an increase with time. It is far better to advertise regularly with 
small advertisements than by irregular advertising on a large scale. 
 
The Media 
Advertising might be undertaken through any of the following media/avenues: 
• Personal contact 
• Word of Mouth 
• Internet (Email, Web sites) 
• Television 
• Radio 
• Print Media (Newspapers, Magazines etc) 
• Outside posters 
• The yellow pages 
• Direct mail 
• Door to door contacts 
• Tele marketing (by telephone) 
• Hand bills, distributed in the street, or mailed to businesses or individuals 
• Specialty advertising (eg. On match boxes, pens, calendars, gummed labels) 
• Tourist organisations. 
 
For small businesses, selecting the best media is often difficult. Print media was once a 
very effective way of advertising just about anything; but with the rise of the internet, the 
effectiveness of print media has declined.  Web site advertising is usually slow to get 
established, and can take a lot of work, particularly in the first year, but for many types of 
businesses, it may be a necessity in the long term. 



Television is far too expensive for a small operator. Newspapers or brochures are 
sometimes used with good results; but it is just as possible to loose money on newspaper 
advertising or printing brochures, if the extent of the promotion and the target audience are 
not known and considered properly before hand.  Some restaurants do well with radio 
advertising; but again it is important how and where you advertise. 
 
You should consider the following when making decisions about which media to use: 
 
• What is the cost per contact? 
• What frequency of advertising should be used? 
• What is the impact of the advertising? Does the medium offer full opportunities for 

appealing to the appropriate senses, such as sight, hearing, in colour & sound? 
• What is the selectivity? To what degree can the message be restricted to those 

people who are the best prospects? 
 
Advertising by Personal Contact 
Word of mouth advertising is always important to the growth of a business. Every happy 
client takes away good news to friends. Bear in mind, bad news about an establishment 
can spread similarly. Arrange for business cards for clients to pass on to their friends. 
 
Newspapers and Magazines 
Newspaper advertising brings the name of the establishment to the attention of many 
potential customers. Some newspapers work better than others, some positions are 
better, certain times of the year may be more effective, and the type (& size) of ad may be 
critical to getting value for money out of this type of advertising. Remember, the largest 
advert may not get you the best return per dollar spent on advertising. 
 
 
FOOD PURCHASING 
To be successful in purchasing staff must have knowledge of: 
• How commodities are grown 
• How commodities are processed 
• Storage requirements 
• Specific transportation requirements 
• Marketing methods 
• Handling requirements 
• Seasonal availability 
• Perishability 
• Shelf life. 
 
The purchasing officer will use this knowledge to help him or her select ingredients, and  to 
decide on the best source of supply. Most purchasing departments will have lists of 
suppliers, and information regarding their ability to meet the establishment’s requirements.  
 
This information should include: 
• Price lists from all suppliers 
• Quantities they can supply 
• Their reliability 
• Their ability to meet needs in an emergency 
• Any discounts offered 



• Their willingness to refund cash, or replace stocks that are not up to standard. 
• Their willingness to allow trials of new lines. 

 
Have information on hand regarding trials on commodities from various suppliers, to make 
the best choice of a supplier. The purchasing department will also keep information on the 
suppliers current performance concerning how often items have had to be returned, late 
deliveries or on time deliveries, etc. 
 
 
PURCHASING METHODS 
In modern catering, various purchasing methods may be used. The type of purchase 
depends upon the size of the establishment and the type of commodities being purchased. 
Any establishment has the choice of method it wants to use, but organisational policy may 
limit this to a particular type. The methods used are described below: 
 
Contract Purchasing 
There are two general types: 
• Time contracts 
Usually deal with food items such as milk, bread, sugar, etc. that remain constant in price 
for long periods. 
 
• Item contracts  
Deal with items such as vegetables and meat which can vary in price over short time 
periods. The contract is usually set for a particular season. 
 
The advantages of such contracts are: 
• Stable prices for a given period 
• Security of supply 
• Knowledge of delivery dates/times 
• Ability to price menu items more accurately. 
 
To avoid dispute, contracts should be drawn up carefully by a solicitor to include the 
following: 
• Duration for the contract 
• Times, dates and places for delivery 
• Quantities to be supplied 
• Quality, size/weight, and description of goods (including brand names where 

required). 
• Permitted substitutes or alternatives to a basic commodity. 
• A non-availability clause, allowing for purchase from an alternative source. 
• A sub standard or reject clause allowing credit for goods that are not to specification 

standard 
• Refunds for any chargeable containers returned 
• Time specification for submission of invoices after delivery of goods 
• Payment of invoices. Specify the time when invoices have to be paid 
• A contract discontinuation clause. 
 
Nominated Supplier Purchasing 
Where the number of people to be fed fluctuates from day to day, a different kind of 
contract purchasing is required. This is known as supplier purchasing.  



Contracts are drawn up with suppliers for a given period (eg. 6 months). The supplier then 
delivers goods based upon the number of people who need to be fed for each time period 
(perhaps 2-7 days). This system may be appropriate for hospitals, school meal services 
and the armed forces. 
 
Commissary Purchasing 
This system is appropriate in a situation where there are several (usually 10 or more) 
premises to be supplied within a small area (perhaps a 60 km radius). Purchases are 
delivered to a central store (ie. commissary), which then distributes to the various 
premises. The major advantage of this system is reduced costs due to bulk buying. The 
commissary will require significant storage facilities - and this can be a disadvantage of 
that system. 
 
Day-to-Day Purchasing 
This involves purchasing perishable goods on a day-to-day basis. The main advantage is 
reduced spoilage/waste, but the disadvantage is that extra time and organisation are 
usually required. 
 
Cash and Carry Purchasing 
Many small catering concerns purchase from large warehouses that specialise in 
supplying the catering industry. Goods are often supplied in bulk (lower priced) packaging 
(unavailable at normal shops).  
 
Cooperative Buying Groups 
In the past, only retail grocers were involved in cooperative buying. Now some caterers 
also use the system.  
 
Tendering 
Tendering is a system often used by large organisations that wish to purchase large 
quantities of something in bulk. Suppliers are notified of the items tendered for, and asked 
to submit quotations by a certain date. On this date they compare the quotations and one 
supplier is selected. They often accept the lowest tender as the best, however, this is not 
always so. 
 
The selection of a supplier depends upon the policy of the organisation and what 
resources are available to pay for items concerned.  
 
Whatever scheme is chosen, basic rules must be followed. These are: 
• The production department must be consulted regarding its requirements in quantity, 

quality and delivery dates. 
• Potential suppliers must be consulted. 
• Price lists and terms should be considered, and they should study discounts for 

quality and payment within certain times. 
• Consider the methods by which foods may be ordered, for example: telephone, fax, 

email, official order form, etc. 
• Copies of all orders should be filed for comparison with delivery. 
• There must be a standard received and return procedure. 
• There must be a purchase specification. 
• There should be a good relationship between supplier and purchaser. 
 



Purchase specifications aid purchasing by ensuring that the supplier and the 
establishment know the exact requirements. They also provide standards for checking 
receipt of goods on delivery and aid standard production and simplify costing and control. 
 
Example of a caterer’s specification for (Beef) meat: 
 
Age:   24 - 30 months 
 
Sex:   Steers 
 
Weights:  Hindquarters -average 80 kgs 
   Rump and Loins -average 25 kgs 
   Strip Loins -average 6 to 7 kgs 
   Rump boned -average 4 to 5 kgs 
   Fillets (long) -average 2 kgs 
 
Origin:   Victoria 
 
Maturation:  Should be aged at least 10 days at a temperature maintained 
   between 0o and 2oC. The supplier shall ensure that the beef is 
   fully matured before delivery. 
 
Tenderisation:   Enzyme or chemical tenderisation is not acceptable. Mechanical 
   tenderisation is not required for quality beef fully matured for 
   the minimum period, or for beef treated by electrical processes. 
 
Refrigeration:   The temperature of refrigeration should be maintained between 
   0o and 2oC. 
 
Cutting Rooms:   The air temperature shall not exceed 10oC, and meat removed from 
   the chillers for preparation shall be returned as soon as possible. 
 
Packing:  Steaks shall be vacuum packed, in units of no more than ten, and  
   backed as much as possible so the contents may be viewed. 
 
Delivery:  All meat shall be delivered in refrigerated, hygienic delivery 
vehicles. 
 
Law:   All food hygiene regulations shall be adhered to. 
 
 
 
 
 
 

 

SELF ASSESSMENT 
Perform the self assessment test titled ‘Test 9.1’ 
If answer incorrectly, review the notes and try the test again. 

 
 



SET TASK 
1. Look through a range of different magazines that advertise restaurant or catering 
services. 
You might find these amongst magazines or newspapers you have purchased, or by 
visiting a public library. Photocopy (library copies), or cut out (your own), a few examples 
of advertisements that you think are good (perhaps up to 6). 
 
2. Referring to a restaurant or catering service you are familiar with (specify briefly what it 
is).  Consider what food purchasing would be required if that operation were developed 
and operating at full capacity. Make up a food-shopping list for 1 week for this facility. 
Determine approximate costs for items on this list. You will possibly need to contact or visit 
suppliers to make an estimate, unless you are already familiar with such prices. 
 
 
 
 
 
 

 
ASSIGNMENT 
Download and do the assignment called ‘Lesson 9 Assignment’. 

 


