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INNOVATION PLAYS A LARGE PART IN THE 
HOSPITALITY INDUSTRY. FROM EMERGING FOOD 
TECHNOLOGY, TO NEW WAYS OF STAFFING AND 
SERVICE, THE CURRENT STATE OF THE INDUSTRY 
IS SHIFTING TOWARDS EMBRACING DIFFERENT 
WAYS OF THINKING. 

We understand that exploring innovation opportunities
takes time and it’s easy to get distracted by fresh, new
concepts and lose track of the other less glamorous,
areas of your business such as sta� wages, and food
and beverage costs.

Juggling innovation and business maintenance  
will always be a challenge. However, Silver Chef is 
here to help you navigate the ever-changing pressures 
of the hospitality industry. 

So, how can you find ways to improve your processes 
around wages and produce costs?

In this eBook, we unpack some tried-and-true
strategies when it comes to managing costs in your
business. From creating a high performing menu to
clever pricing tricks, creating functional sta� rosters
to building team culture, we’re putting our 30+ years
in the industry to good use with business tips you can
action today.

Innovation is important. But it won’t always be about 
being the fastest, or the newest - sometimes it’s about 
being the most stable and secure. And that begins 
not from looking out at your competition, but from 
looking within for places you can begin to innovate 
and improve.

We look forward to working together with you in 2019
towards profitability and innovation!  

DAMIEN GUIVARRA
CEO - AUSTRALIA

SILVER CHEF HOSPITALITY
EQUIPMENT FUNDING

Welcome
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...RESEARCH SUGGESTS 
THAT CAREFULLY CHOSEN 

LANGUAGE CAN 

WHILE MENUS WITH JUST THE NAME OF 
A DISH AND A FEW KEY INGREDIENTS 
(GOAT, DANDELION, FARRO) ARE OFTEN 
POPULAR IN UPMARKET RESTAURANTS, 
IT’S BEEN FOUND THAT EVOCATIVE 
DESCRIPTIONS DIRECT CUSTOMERS’ 
ATTENTION TO CERTAIN DISHES AND CAN 
POSITIVELY AFFECT THEIR TASTE AND 
VALUE PERCEPTION. 

In fact, research suggests that carefully 
chosen language can increase food sales by 
as much as 27%, so it’s worth spending time 
crafting descriptions that are going to tempt 
your diner and increase your bottom line.

TOP 10 TIPS FOR WRITING AN EFFECTIVE MENU:

1. NAME THE DISH AND WHAT’S IN IT

Are there hard-to-source or seasonal ingredients in the 
dish? What is the main protein? With health or allergies and 
intolerances on their mind, increasingly diners want to know 
what’s in their food.

2. EXPLAIN HOW IT IS PREPARED AND SERVED

The cooking method, whether poached, oven-roasted, braised 
or seared, provides a clue to the taste and adds another level 
to the perception of value. Is it served hot, cold or warm? 
Farced, shredded or sliced? What are the accompaniments?

The power of words - Top 10 tips 
for writing a winning menu
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DINERS FEEL COMFORTABLE 
WITH AND ATTRACTED 
BY BRANDS THEY KNOW, 
WHETHER IT’S NUTELLA-
FILLED CREPES’ OR ‘12 
HOUR BRISKET WITH A JACK 
DANIELS GLAZE.’

3. WHAT MAKES THE MENU ITEM 
DIFFERENT OR UNIQUE?

Is the beef grass fed and dry-
aged, or does the honey from your 
dessert come from your roof-top 
hive? Let the diner know.

4. GET SPECIFIC

Is the pasta spaghetti or 
spaghettini? Is the sauce based 
on cream or tomatoes? Being 
specific increases the amount of 
information about the dish and its 
perceived value.

5. INCLUDE THE PROVENANCE  
IF RELEVANT TO YOUR 
CUSTOMER BASE

Particularly in mid-range and more 
expensive venues, customers want 
to know where the ingredients have 
come from, especially when it’s 
been sourced locally.

6. SPEAK TO YOUR AUDIENCE

If you’re a casual family-friendly 
restaurant, shorter, less complicated 
descriptions are the way to go, 
while more expensive restaurants 
assume the diner already has a 
certain knowledge and can use 
more complicated terms  
and ingredients.

7. USE BRAND NAMES IN YOUR 
DESCRIPTIONS

Diners feel comfortable with and 
attracted by brands they know, 
whether it’s ‘Nutella-filled crepes’  
or ’12 hour brisket with a Jack 
Daniels glaze’.

8. USE ETHNIC NAMES WHEN 
APPROPRIATE

According to Charles Spence, 
experimental psychologist at 
Oxford University and author of 
The Perfect Meal: The Multisensory 
Science of Food and Dining, diners 
will perceive a dish as being ‘more 
authentic’ if it’s given an ethnic 
name. So if you have an Italian 
restaurant, ‘fettucine ai funghi’ 
works better than ‘fettucine  
with mushrooms.’

9. AVOID MEANINGLESS 
LINGUISTIC FILLERS

10. MAKE SURE YOUR MENU 
LOOKS PROFESSIONAL

Misspelt words, particularly
technical cooking terms or
ingredients, have the e�ect of
making the diner question the
professionalism of the kitchen.
Spell-check or have someone else
read through it before you print
and be judicious with your choice
of font.

‘Delicious,’ ‘tasty,’ or ‘gourmet’
not only tell the diner absolutely
nothing about the flavours or
presentation of the dish, but imply
that they have to be convinced.
Unless using it to di�erentiate it
from a dish that is normally dried
or preserved, ‘fresh’ is risky for the
same reason.

A well-conceived and written menu 
should mean that all of your dishes 
sound so appealing that diners will 
not only be tempted to order up 
big, but already be planning  
to come back to try the rest of  
the menu.
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AS MANY OF YOU WILL KNOW, PRICING YOUR 
FOOD AND BEVERAGE CAN BE DIFFICULT. SET 
THE PRICE TOO HIGH, AND YOU WILL DRIVE AWAY 
CUSTOMERS EXPECTING A LOWER PRICE POINT. 
PRICE TOO LOW, AND YOUR BUSINESS WILL  
LOSE PROFIT.

Setting a fair and reasonable price is one thing; getting 
your customers to believe it is another. With customers 
searching for value and the best deal, pricing 
strategies need to be smarter than ever.

Here are our top strategies (not tricks, strategies!)  
that will assist your price communication with  
your customers.

1. DECOY PRICING

Contrast one higher price point item with a selection of 
lower price point items. When you have one item at a 
much higher price, it shows the regular prices as better 
value.

For example: The Seafood Platter may be priced at  
$75, but all the other seafood items are priced from 
$20 to $30. Desserts may be $6.50, except for the 
Belgian Chocolate Indulgence that costs $11.50.  
Bottles of wine cost $15–$38, except for a small  
range costing $80–$100.

2. PRESTIGE PRICING

Higher prices tell us that the item is of better quality, 
especially if it’s supported by better plates or 
glassware, good design or extra comfort.

For example: Use a quality cardboard cup for the
takeaway co�ee if you charge more than others. It’s
important to note that the reverse is also true – if
you’re selling a seafood basket at a cheap price, people
often think the contents are low quality. They usually
assume the worst if you have a good product that you
sell too cheaply.

3. COMMAND PRICING

Consumers are open to being told how many of 
an item to purchase, so tell them! This is especially 
relevant for cafes or fast food takeaway stores, where 
customers will be impulse buying depending on your 
visual displays. Don’t be shy to use direct language in 
your advertising of products or deals.

For example: McDonald’s tells you to buy 10 chicken
nuggets for $4.50, liquor shops suggest you
buy 2 bottles of scotch for $80, or chocolate bars are
o�ered at 2 for $2.

SETTING A FAIR AND REASONABLE PRICE IS ONE 
THING; GETTING YOUR CUSTOMERS TO BELIEVE IT IS 
ANOTHER. WITH CUSTOMERS SEARCHING FOR VALUE 
AND THE BEST DEAL, PRICING STRATEGIES NEED TO 
BE SMARTER THAN EVER...

8 smart 
pricing
strategies
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4. CONFUSION PRICING

Try to avoid matching your price with quantity – it 
will encourage the customer to divide the price to 
figure out cost per unit, which never appears well 
priced! Use odd numbers, always. Sometimes a 
little ‘confusion’ can work in your favour!

For example: People can easily work out the item 
cost of 5 spring rolls for $5. But not as many can 
do it with 7 for $5.80, or 9 onion rings for $6.70, or 
7 nights’ accommodation for $545.

5. NINE AND ZERO PRICING

Many people associate the number 9 with a 
lower cost, and 0 with quality. Sometimes you 
want to sell value, and at other times you want to 
emphasise quality.

For example: A bottle of cheap wine may be $5.99 
and an excellent steak may be $30 – both prices 
send a message. The best suite with ocean views 
costs $800 for the weekend.

6. INSTALMENT PRICING

Instalment prices are always significantly lower
and more user-friendly. If you’re dealing with
high-priced items like functions or weddings, it
makes sense to have an instalment option ready 
to discuss and o�er it prominently.

For example: On late night TV, the Ab Cruncher
is sold for just 4 easy instalments of $29.95. 
Note how the TV o�er hardly mentions the total 
price – the instalments are the price.

7. MIDDLE PRICING

When you have small, medium and large sizes or
prices for an o�er, more people will choose the
middle price because it’s not too cheap and not
the most expensive. So do you have a middle price
for your party packages or takeaway beverages?
If not, it’s time to add a bronze and gold option to
your existing silver o�er – it makes sense.

For example: Gold club membership is $520/
annum, but a Silver membership is only $300, and  
a Bronze membership is $200.

8. BUNDLE PRICING

Just like the steak knives that come with TV
cookware! To add credibility to the o�er, it helps if
these items are also listed and priced separately,
even if they are rarely sold that way. Great function
operators are masters at bundle pricing!

For example: With all gold birthday packages, we 
include free access to the nightclub (normally $20 
per person), a birthday cake (valued at $45) and 10 
reserved spaces in the car park. With your dinner 
group of 6 people we include a complimentary 
bottle of wine and an ice-cream dessert platter.

SMART PRICING OF YOUR PRODUCT IS NEVER 
ABOUT TRYING TO ‘TRICK’ YOUR CUSTOMER 
– IT’S TAPPING INTO DEEPLY INGRAINED 
THOUGHTS AND PROCESSES TO DRIVE SALES, 
AND COMMUNICATE VALUE.

If you ever have any concerns about how to price 
your food, the answer is simple: figure out what 
profit you need to make, and go from there. 
Tweaking the display of your price – even turning 
$5.00 into $4.99 – could have surprisingly results.

And remember – the lowest prices will always 
return the greatest profits. Never get greedy, 
because the customer always knows!
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HERE’S A FUN FACT: PEOPLE  
ARE DRINKING MORE WINE 
THAN EVER.

When it comes to wine, we tend to 
gravitate towards foreign brands, 
typically from traditional producers 
such as France and Italy, but also 
from New Zealand and the U.S.   

When it comes to wine in your 
venue, how do you ensure your 
selection is making you money?

DON’T DRINK THE KOOL-AID

A lot of wine marketing is pure 
hype. There are myths and 
mysteries about wine – so use  
them for promotion, don’t fall for 
them yourself.

The wine list is an essential part of 
your profit strategy, and ultimately, 

it’s about retailing another product 
on your menu.

More smart thinking and less 
reverence for industry hype 
will maximise your profits – 
good display, enthusiastic 
recommendations and care with 
stock holdings will boost your 
reputation and the bottom line.

SPARK THEIR IMAGINATION

It is imperative to invest in 
good writers for your wine list, 
particularly if you are gravitating 
towards a higher price point. 
Great descriptions will help sell 
more wine and can subtly steer 
customers towards selecting your 
more profitable items.

If writing yourself, check wine 
labels, catalogues and wine 

magazines for correct terminology 
and inspiration. While we would 
love our servers to know all 
the wines and take time with 
recommendations, the fact is that 
most times the list must do  
the selling.

For example, the word ‘creamy’ is 
both unexpected and accurate in 
describing wine.

Creamy is a popular description 
for white wines and sparkling 
wines fermented or aged in oak. In 
Champagne, creamy is a favoured 
characteristic that is associated 
with the famous bottles of bubbly…
such as Krug. A creamy wine could 
be in part because of something 
called Malo-Lactic conversion. Look 
for creamy in Chardonnay if you 
like buttery; or look for creamy in 
Cabernet Sauvignon if you  
like smooth.

IT IS IMPERATIVE TO INVEST IN GOOD WRITERS FOR YOUR 
WINE LIST, PARTICULARLY IF YOU ARE GRAVITATING 
TOWARDS A HIGHER PRICE POINT...

Is your wine 
list making 
you money?
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MAKE A PERSONAL RECOMMENDATION

Let’s face it: your average punter isn’t going to know 
all the wines on your list. In fact, most will be lucky to 
even recognise all of the blends!

Use language such as ‘our favourite’ and ‘everyone’s
favourite’. People love recommendations, so make sure
all sta� have them ready to o�er.

If you’re not sure what to recommend, then it’s time
to invest in some serious training: your sta� should be
across all wines on the list and be able to recommend
specific types to match meals, tastes, and budgets.

Increase sta� knowledge with regular tastings
designed across varieties, e.g. Rieslings in one session
and Merlots in another, rather than just the o�ering
of one supplier. It will help them to understand the
subtleties in taste.

FORGET WINE PRICING MARK-UP MYTHS

Many hospitality venues feel nervous about marking up 
low-price wines, for fear of appearing corrupt or being 
‘caught out’ by a customer.

Remember that price points will shape your customer’s 
perception of quality: if you charge $4 a bottle, they 
will be preconditioned to believe it is cheap, and 
therefore not as tasty and high-quality as a $22 bottle 
of wine.

EMBRACE VARIETY

Most suppliers o�er ‘restaurant-only’ wines. Generally,
we would recommend that you check the quality and
choose these ahead of the brands o�ered at the local
liquor store.

However, on the flipside, people are also drawn to
wines or champagne they know and love.

So make sure you include a robust mix of both. People
enjoy seeing something familiar on the menu, but also
enjoy being surprised with new varieties or brands that
they can try.

Variety should also extend to price: create quality
‘house wine’ o�ers – not just the cheap choice, but
several that have quality and value. It’s surprising how
easy it is to have these labelled, often in fairly small
quantities while you test the market.

BE RESOURCEFUL

Firstly, take extra care when it comes to wine-by-the
glass o�ers – if you don’t sell the whole bottle within
two days, it may be losing you money. How many 
hal�ull bottles do you have sitting there going bad? 
An investment in proper wine-storage technology may 
be a wise move.

Secondly, design the list order to maximise 

Ignore that. There’s only one rule – o�er great value
and charge as much as you can. You may have bought
a pallet of unknown but great-tasting wine for $4 per
bottle – who says you can’t sell it for $22?

profitability. Listing from cheapest to dearest reduces 
profitability – the first bottle in a section will always sell 
more, so make sure it’s one with a high profit-margin.

IF YOU’RE NOT SURE WHAT TO RECOMMEND,  
THEN IT’S TIME TO INVEST IN SOME SERIOUS  

TRAINING: YOUR STAFF SHOULD BE ACROSS ALL  
WINES ON THE LIST AND BE ABLE TO
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PREVENT THEFT

member to grab a quick glass after work – but 
these ‘quick glasses’ will add up.

Cash, food, and alcohol are all prime targets for 

watching and checking. Figure out a system to 
track open bottles to ensure nothing is pilfered  
or replaced.

STAY TIGHT

A big mistake with venues serving wine is to 
hold massive amounts of stock. To prevent this, 
measure your stock turnover and set limits to the 
amount you hold.

If you sell $2,000 (wholesale value) worth of wine 
in a week and you are holding $12,000 worth of 
stock, it’s taking six weeks to turn the stock – too 
long for a small operation. Trim your stock-holding 
and order more regularly. Most operators don’t 
actually know how much cash is in the cellar.

Wine is, and will remain, one of the most popular 
alcohol beverages. It can be enjoyed year-round, 
and is just as acceptable as a mid-week option as 
it is on the weekends. Chosen correctly, a great 
wine list will have your customers coming back for 
more.

However, make sure you make educated decisions 
on what wine you choose, and how you market it – 
because if your wine list is costing you money, and 
not making you money, it’s definitely time  
for review.

AN OPEN BOTTLE OF WINE IS AN 
INVITATION FOR A STAFF MEMBER TO GRAB 
A QUICK GLASS AFTER WORK - BUT THESE 
‘QUICK GLASSES’ WILL ADD UP.
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DESPITE HOW POPULAR ‘CLEAN EATING’ OR 
PALEO DIETS BECOME THERE WILL ALWAYS  
BE A PLACE IN AUSTRALIAN CUISINE FOR A  
GREAT DESSERT.

For many of us, a delicious dessert is a must-have at 
the end of a meal when eating out. Lunch, dinner, or 
even in-between, a sweet treat is always hard to resist.

Why? They represent a reward, an indulgence. There 
are so many positive connotations around ‘treating 
yourself’ that an up-sell to dessert can be super easy.

For a venue owner, desserts are an excellent way to 
make extra sales and profits. They’re also positioned 
at the end of a western meal and usually the final 
impression, the last thing remembered (apart from 
the account).

So how can you convince your customer to treat 
themselves to a delicious dessert? Here are some 
easy tips.

How to make your  
desserts sell… fast!
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1. COVER ALL TASTES

Although it may be your 
personal favourite, not everyone 
likes chocolate! Make sure you 
accommodate for a wider variety 
of dessert options, including 
fruit, ice-cream, citrus, creamy, 
pudding, non-dairy, pastry, an Asian 
flavour (like coconut), liqueur, old-
fashioned, hot, cold and frozen.

2. MOST PEOPLE WANT 
SOMETHING SMALL

If someone is indulging in a sweet
dessert treat, chances are they just
want something small to satisfy
their craving. O er smaller options,
especially for treats and mid-meal
breaks. Many cafes still o er big
hunks of cake or hefty muns,
and the result is no sale at all. Try
o ering petit fours as a dessert
option to share for the business
lunch trade.

3. THERE IS SUCH A THING AS A 
‘HEALTHY DESSERT’!

Have a range of ‘almost healthy’ desserts for those 
who want a treat, but also have a diet to consider. But 
they should be interesting enough for everyone to 
want. The McDonald’s approach has been to reduce 
one of the ‘sinful ingredients’, playing up the low-fat 
content of their light o erings, while hardly touching
the sugar content.

Image Credit: @nataptbakery

Image Credit: @milse_britomart

Image Credit: @shakedownmilkbar

 

 

 

4. DESSERT…AS A DRINK

If you are a sit-down restaurant, 
a great alternative to a traditional 
dessert is the dessert drink. O er
cocktail ‘desserts’ when the time 
is right – Mudslides, Chocolate 
Martinis and a host of other creamy, 
sweet beverages.

HAVE A RANGE OF ‘ALMOST HEALTHY’ 
DESSERTS FOR THOSE WHO WANT A TREAT, 
BUT ALSO HAVE A DIET TO CONSIDER. 

5. DRESS UP THE BORING 
DESSERT OPTIONS

If you order in your desserts from 
outsourced companies, dress it up 
with your own finishing touches. 
For example, if you order in a 
chocolate fudge slab cake, warm 
it up and decorate with a 
homemade sauce.
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6. CHECK YOUR PRICE POINTS

Compare dessert prices with main course prices. If the 
price is more than 40-50% of the main course price, 
there will be price resistance and sales will fall. If main 
meals are $15, don’t price desserts at more than $7.50, 
and if meals cost $10, the price limit is $4.50.

Remember that the first and last items in a menu 
section will sell more. If you have six desserts, make 
sure you place the one with the highest gross profit 
first or last.

Watch garnish costs and avoid cliches. Fresh 
strawberries and mint leaves taste nice, but how much 
does it cost you? Instead, you could make your own 
strawberry coulis with frozen berries, sugar and a  
stick blender.

7. REMEMBER, CUSTOMERS EAT WITH THEIR EYES

Use words that sell in descriptions: golden caramel, 

toasted almonds, flaky pastry, juicy melon, tangy 
lemon, seven-layer espresso cake – the right words add 
colour and hunger.

Be careful of terms like ‘bitter’ chocolate or ‘sour’ 
cream, and foreign terms that may not be understood. 
A sable and a tuille are delicious, but do your 
customers understand French?

8. IT’S ALL IN THE PRESENTATION

Serve desserts tall instead of flat. It creates more 
excitement and visual interest. Chocolate mousse in 
a martini glass looks much better than spread in a 
traditional bowl, or present parfaits in small, thin 
lager glasses.

Serve puddings in individual dishes such as ramekins 
 

sauce or caramel in a small jug for the customer  
to pour themselves.

 

9. HAVE YOUR DESSERTS  
ON DISPLAY

It’s much harder to resist a delicious 
dessert when it is sitting right in 
front of you!

Invest in a smart dessert cabinet 
with food lighting – they make 
the product look fantastic. Critical 
elements are: correct type of 
lighting tube (not cold white), 
chilled at all levels, not just the 
lower tray, and the front glass has a 
heating element so it doesn’t frost 
up on a humid day.

 

10. MAKE SURE YOUR STAFF CAN 
UP-SELL

Although this shouldn’t be hard to 

tasted all the desserts and be able 
to recommend their own favourite 
and the best-selling item.

The more product knowledge they 
have, the more they will sell – it 
just works that way! Short training 
sessions can cover chocolate, 
gelato and ice-cream making, how 
a cake rises, meringue etc. – the 
chemistry and wizardry of what the 
cooks create.

Sales scripts will help those less 

choices ready for people who 
may be ‘too full’ or feel their 
friends would not approve of the 
indulgence. One with three spoons 
is better than no sale at all.

11. UP-SELL, UP-SELL, UP-SELL!

number of sales compared to the 
number of customers. Lunch time 

should be aiming for at least one in 
three customers ordering dessert 
or a sweet treat.

See who needs coaching and who 
has the talent. Consider a bonus 

number sold – it really works.

Bon appétit!
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Image Credit: @giapokitchen

Image Credit: @littleandfriday
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OPERATORS STILL HOLDING THE PRICE OF MEALS TO WHAT 
THEY WERE 12 MONTHS AGO ARE BEARING THE BRUNT 
OF INCREASES IN STAFF LABOUR AND FOOD COSTS, AND 
PROFITS ARE SUFFERING.

The thought of price increases causes anxiety for many operators, 
but smart pricing is a great opportunity to sharpen your 
marketing skills, cover rising costs, and boost your profits.

So how do you put up prices with confidence and style?

PRICE ELASTICITY

volume sold. They are inelastic if the amount sold is not much 

menu items – many are less sensitive (i.e. inelastic) than you think. 
Ever held your breath and put prices up – and found that no-one 
noticed? As people become attracted to you for atmosphere and 
service, your prices become more inelastic.

How to raise
food prices 
without 
putting
off your
customers
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DISCOUNTS

Most discounts are unconvincing.
10% o� is too easy to work out and
looks paltry and makes you look
desperate. But what can work are
price o�ers for quieter parts of the
day or the week to increase volume
– your fixed costs are the same and
the extra revenue will have a high
proportion of profit. If you discount,
make it noticeable: 25% o� on
Tuesdays, or a late-night meal deal
after 9.30pm.

HAPPY-HOUR PRICES
Pushing alcohol consumption is a
risky business. More enticing could
be o�ers such as free snacks with
every drink between 5-6pm.

Customers like price discounts
for low-demand times, but don’t
like surcharges at peak times. A
higher price for function room 
hire on Saturday can be justified, 
but o�er an explanation, such as 
higher wages.

BUY ONE, GET ONE FREE

‘Buy one, get one free’ is a much
more powerful way to o�er a deal
than saying 50% o� (and also
maintains your revenue). It can
send powerful signals about
your generosity.

A $5 bowl of noodles at your local
Thai restaurant is great, but so is a
special occasion lunch with great
seafood, a terrific view, excellent
wine and e�cient service – and
the bill is $400 for four people.
When customers experience quality
service, food and atmosphere,
they’re much less likely to worry
about the right hand column on
the menu.

‘SOFT-DOLLAR’ ITEMS

These are goods for services with 
a high perceived value that cost 
you little. Include AV equipment 
for free (if it’s yours) in the hire 
cost of conference facilities, throw 
in special decorations and table 
settings for a function, or include 
free room hire if the party exceeds 
a certain spending level. If it gets 
the deal across the line, it’s good 
business. Always have a price on 
these items, to show their value, 
even if you rarely charge it.

HIGH PRICES DON’T HAVE TO 
MEAN A LACK OF VALUE

‘DECOY PRICES’

One highly priced item on the menu 
makes the others look cheaper by 
comparison – for example all your 
desserts are $7-$8, but there’s 
one dessert at $11 – a fantastic 
chocolate, raspberry and liqueur 
trifle. The other desserts are 
now looking much better value. 
This technique works well with 
seafood – a high-priced lobster dish 
compared to the other fish plates.

IS A MUCH MORE POWERFUL WAY TO 
OFFER A DEAL THAN SAYING 50% OFF 
(AND ALSO MAINTAINS YOUR REVENUE). 
IT CAN SEND POWERFUL SIGNALS ABOUT 
YOUR GENEROSITY.
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A GOOD ‘PRICE SPREAD’

Ranging from the cheapest item to the most 
expensive with lots of prices (steps) in between. 
This way you can make adjustments in the middle 
range and it will be less noticeable, leaving your 
top and bottom ‘marker’ prices alone.

RESPECT PRICE POINTS

Every style of business has prices that are right 
for the product, for example the $3 beer in a pub 
or a $10 beer in a nightclub, $10 pasta at the pizza 
joint or $34 pasta at Italian fine dining. When you 

you’re reliable and easy to understand.

ADJUST PRICE ENDINGS

prices ending in ‘9’ are perceived as showing 
value (e.g. $6.99 pizza) while prices ending in ‘0’ 
denote quality (e.g. the $20 chicken dish). Avoid 
‘flat prices’ – consumers read $8.50 much as if it 
is $8.00 and when you sell 1000 of them, that’s 
an extra $500. Or an extra $800 if you made the 
price $8.80 instead of $8. Interestingly, writing the 
price as ‘8’ is regarded as less scary than $8 with 
the dollars sign.

SET THE PRICE ON A NEW 
ITEM SLIGHTLY HIGHER

You can always shave it down if the response is 
negative, but increasing the price of a new item 
that’s popular can cause negative comments.

WHEN PEOPLE HAVE MONEY, HELP THEM 
HELP THEM SPEND IT

If you don’t charge a good price you’re leaving 
money on the table. Michael Phillips, Catering 
Manager at Narooma Golf Club has a regular 
influx of big-city visitors during school holidays. 
They’re looking for good seafood and will pay for 
it, so the menu is always adjusted with a range of 
better quality and higher priced items that would 
not appeal to locals at other times.

Pricing influences the perceptions that people 
have about you. As you work to improve every 
detail of your business, does it matter if your 
prices are a little higher than your neighbour’s? 
The message could well be ‘better quality, better 

simple rule when working out your prices – 
‘charge as much as you can’ and be smart about 
how you do it.
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BUSINESS IS CERTAINLY BUSY IN HOSPITALITY! 
OVER TIME, CERTAIN PROCESSES CAN BE 
MUDDLED OR LEFT BEHIND ALTOGETHER. ONE 
OF THESE PROCESSES THAT LIKELY NEEDS YOUR 
ATTENTION IS YOUR STAFF INDUCTION.

First impressions last, so it’s important to make sure
the early days run smoothly for new team members.
Feeling safe, properly trained, and relaxed is 
imperative to a positive journey with your company 
moving forward.

Most small businesses run their induction process in a 
haphazard way, whilst larger businesses can overlook 
the softer ‘culture’ issues that are now so important.

As a management refresher, this article will review 
the four major consideration points when creating 
or reorganising your o�cial induction process. 
We’ll look at the documentation, collateral, company 
information, and action points; as well as other 
points  you can look to include for the smoothest 
induction possible.

DOCUMENTATION

Making sure your new employee has all the correct
documentation is crucial. Package together the 
following in a folder – preferably with ‘sign here’ 
tabs, and instructions of when and where it needs 
to be returned.

■ 

■ Tax Forms

Essential Sta� Information Form

Sta� Manual and Sta� Policies

■ Banking Forms, Superannuation and Insurance 
Forms

■ 

■ Government’s Fair Work Information Statement

■ Job Description

Don’t just hand them a folder and expect them to get 
it all – make time to go through it with them! This is 
your opportunity to really explore what is be expected 
of them. Why not invite them to your venue the week 
before starting? This will give them plenty of time to fill 
out the forms in time for their first day.

FIRST IMPRESSIONS LAST, SO IT’S IMPORTANT TO MAKE SURE THE EARLY DAYS RUN SMOOTHLY FOR 
NEW TEAM MEMBERS. FEELING SAFE, PROPERLY TRAINED, AND RELAXED IS IMPERATIVE TO A 
POSITIVE JOURNEY WITH YOUR COMPANY MOVING FORWARD...

How to create 
an effective 
induction 
process for  
a hospitality
business
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COLLATERAL

Alongside the documentation, there will be other 
items to hand onto your new team member. 
Branded bags are a fun way to present them with 
the below, and will ensure nothing goes missing.

■ Uniform and Uniform Agreement to sign

■ Roster or work schedule (and where to find it 
in future)

■ Keys, passwords and access codes

■ Locker access key or swipe

■ Emergency information and contacts

If you like, you could also include any small gifts 
or branded merchandise you want to pass on 

hoodies, t-shirts branded with your business’ logo, 
or even vouchers for local businesses.

COMPANY INFORMATION

you take the time as soon as they arrive to 
‘show them the ropes’. Throwing them into the 
workplace without any background information 
will make them panic and feel overwhelmed.

First things first, head on a tour of the business 
and the building: this means showing them where 
to find emergency exits, toilets, fire extinguishers, 
and other safety equipment. For those that drive, 
show them the carpark or spaces around the 
building, and for those catching public transport, 
show them where the stops are.

Back inside, trace the steps of a normal shift and 
go through any company specific information. For 
example, where are the menus kept? Where do 
you stack the furniture at the end of the day?

Other things to cover at this stage is how the 
business is organised with a review of your 
company structure and some history on how you 
got started. It’s also nice to let them know about 
your company vision and future direction.

TRAINING

The sta� training will need to take place over an
extended period of time, given the sheer quantity
and time they’ll require. However, during the initial
induction process, there are some important
elements you need to cover.

These include:

■ How their job fits with your company goals

■ Meal and rest breaks

■ Smoking policy/smoking areas

■ Grooming and appearance

■ Use of mobile phones and social media

■ Who to call about lateness or absence

■ Probationary period – how long it is and how 
you review their progress

■ Pay day and pay arrangements

■ How to use the point-of-sale (POS) system, 
cash register, phone system or any essential 
equipment

■ How equipment works and instruction 
manuals

Simply put, the induction process is to show your 
new team member how to do their job. Encourage 
lots of questions and maybe even bring another 

you might miss.

Induction is your time to let the business really 
shine: prepare well, be organised, and your new 
team member will be sure to start their time with 
your venue on the right foot.

SIMPLY PUT, THE INDUCTION PROCESS 
IS TO SHOW YOUR NEW TEAM MEMBER 
HOW TO DO THEIR JOB. ENCOURAGE LOTS 
OF QUESTIONS AND MAYBE EVEN BRING 
ANOTHER STAFF MEMBER ALONG FOR THE 
TOUR TO COVER ANYTHING YOU MIGHT MISS.

Image: © Enrico Becker



19SilverChef / Pricing and profitability in hospitality / © 2019

CREATING A STRONG TEAM CULTURE IS IMPERATIVE TO 
ENSURING NOT ONLY A GREAT CUSTOMER EXPERIENCE, 
BUT ALSO TO REDUCE YOUR STAFF TURNOVER. IT GOES 
WITHOUT SAYING THAT A SUPPORTIVE TEAM WITHIN 
A HAPPY AND EXCITING WORK CULTURE IS FAR MORE 
APPEALING THAN ONE WITH A SENSE OF BREVITY IN 
REGARDS TO THE JOB, AND TO TEAM RELATIONSHIPS.

‘Team culture’ is vastly di�erent to working as a team.
Teamwork can be between perfect strangers, and
generally speaks to polite, cooperative behaviour in a 
professional environment. Team culture, on the other 
hand, is all about engaging as individuals and also with 
the venue brand and ethics.

In short, it’s what gets you as the manager out of bed in the 

their job. But how to do you go about creating team culture?

and her tips to establishing a clear and sustainable team 
culture. Here are her top five steps to creating a strong team 
culture for your business.

CREATING A STRONG TEAM  
CULTURE IS IMPERATIVE TO 

ENSURING NOT ONLY A GREAT 
CUSTOMER EXPERIENCE, 

Steps for 
creating  
a strong  
team culture
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#1 – FIGURE OUT WHO YOU ARE, 
AND WHAT YOU STAND FOR

Your team culture should reflect 
your venue’s mission statement and 
core values. If you are a high-end 
cocktail bar, then maybe your team 
culture is all about expert training 
and creating a team united by their 
mutual love for fine dining and 
international drinks trends.

was about providing a space for 
those who were passionate about 

“One of the core elements we put 
in our mission statement, right at 

#2 – TAKE THE TIME TO KNOW YOUR STAFF 
PERSONALITY TYPES

Great team culture comes from a group of people who 
all genuinely get along. And that means hiring the right 
people for the right team.

“It all starts with the interview process,” says Penny, 

great fit.”

Depending on the size of your venue, this might mean 
hiring someone for a specific team, venue, or role.

“All three of our brands have very distinct 

says Penny, “So when we start to put our team 
together, we look at their personalities, and ask: where 
will this person fit best in our business?”

You don’t want to be searching for someone who 
is great, but needing work – you want to know that 

to seamlessly blend in and have your business’ best 
interests at heart.

“We want it to work both ways: it’s not just the 
business controlling the individual, but that they’ll stay, 
and the people in the business pair beautifully with 
what we want to achieve.”

#3 – ORGANISE ACTIVITIES

Think that team-building exercises are corny? Maybe 
they are, but they also serve an important purpose in 
establishing team culture.

“As an educator, something that I was seeing a lot of, 
and reading a lot about, was culture within a business,” 
says Penny. “It was all about us approaching HR with a 
positive slant.”

the beginning, was that we are 
trying to raise a culture of highly 

says Penny.

This, says Penny, means that your 
brand and venue will become 

will actively become advocates for 
your business.

“It’s beyond just doing HR: the role 
needs to take into account the 
culture of each of the brands, and 
how to use that brand to ensure 

comfortable where  
they’re working.”

YOU DON’T WANT TO BE 
SEARCHING FOR SOMEONE 
WHO IS GREAT, BUT 
NEEDING WORK – YOU 
WANT TO KNOW THAT 
FROM THE GET-GO YOUR 
NEW STAFF MEMBERS ARE 
GOING TO SEAMLESSLY 
BLEND IN AND HAVE YOUR 
BUSINESS’ BEST INTERESTS 
AT HEART.

This, she says, comes in the format of weekly and
monthly socialising outside of work. From dinners to
trivia nights, sporting events to the occasional drink,
getting your team to know and respect each other 
as people, not just workmates, is crucial to the 
bonding process.
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#4 – CREATE A CULTURE THAT 
EXCITES STAFF AND CUSTOMERS 

So, here’s the thing: a happy team won’t just work 
harder, but they’ll inspire your customers to enjoy a 
happier experience of your brand, too.

and giving them great training to pass on to your 
customers.

“We believe what we have done since we opened our 
 

says Penny.

“What we’re doing is making sure that this culture 
continues, because even though we have our own 
culture, we are nurturing it so it resonates and 

hospitality is on its way out.”

your industry can all begin by creating your own 
enthusiastic team.

#5 – REACH OUT TO YOUR COMMUNITY

Involving your community of customers and suppliers 
is also an important element of establishing your  
team culture.

growers and inviting them to meet the team. Unlike 
other boutique roasters who promote their travels to 

have instead opted to bring farmers to them on an  
all-expenses paid trip. They get to meet the 
community, visit the roastery, and see how their beans 
are being used. They’ve had three farmers visit so 
far from Kenya, El Salvador, and Guatemala; and are 
expecting their fourth from Costa Rica later this year.

Whilst you might not have the budget to stretch quite 
that far, it’s also possible to scale down: why not run 
tasting nights with your loyal customers, or collaborate 
with a local bookstore for a monthly book club to run 
from your venue?

Creating team culture comes down to supporting your 

your ethics and morals, and expanding into your 
community. A happy team is a productive team, and  
a tangible team culture is noticed by everyone  
around you.
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AS THE OWNER OR MANAGER OF A SMALL 
BUSINESS, THERE IS GENERALLY NOTHING  
THAT MAKES YOU SHUDDER MORE THAN THE 
WORD ‘ROSTERS’.

A melting pot of conflicting schedules, public holidays, 
last-minute changes and no-shows (‘I swear I didn’t see 
the roster!’), trying to coordinate groups of people for 
weeks in advance is no mean feat.

Here we show you the top five tips to making your life 
easier, and making your roster work FOR you – not 
against you!

GO DIGITAL

Handwritten rosters with scratched out names and 
penned-in changes are a thing of the past. Whilst  
many of you would be reluctant to leave behind your 
current roster book or noticeboard system, making the 
change to an online program will ultimately help you 

Firstly, it’s accessible anywhere, any time. No more 
excuses for not being able to see shift changes! It 
also will help avoid silly mistakes like time errors or 
doubling up. Some great online rostering systems 
include Zen Shifts, Ento, and ABC Rosters.

WRITE IT, THEN ALLOCATE IT

Look at the month ahead and figure out how many 
people you will need on, and when. Then break that 
down into management requirements – on a Tuesday 
morning, for example, you might only need a manager 
and a casual; whereas on a Saturday night you will 
need two managers and four casuals.

Once you have this structure confirmed, go back and 

easier than getting emotionally involved with giving 
certain people the ‘good’ or ‘bad’ shifts.

SET YOUR WAGE BUDGET AND WORK BACKWARDS

Similarly, figure out how much money you want to 
be spending, and where. Knowing your budget and 
sticking to it is so important, and that includes wages.

Don’t back down to pressure from your managers for 
the highly paid weekend or overtime shifts. Know how 
much you are able to set aside during busy periods 
and quiet periods, and work backwards from there.

A MELTING POT OF CONFLICTING 
SCHEDULES, PUBLIC HOLIDAYS, 
LAST-MINUTE CHANGES AND NO-SHOWS 
(‘I SWEAR I DIDN’T SEE THE ROSTER!’), 
TRYING TO COORDINATE GROUPS OF 
PEOPLE FOR WEEKS IN ADVANCE IS NO 
MEAN FEAT...

How you can  
create the perfect 
staff roster?
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MAKE YOUR STAFF SIGN OFF

One of the biggest complications to a small 

adhering to what was allocated. This is when you’ll 

Most online rostering systems now have a ‘approve’ 
button to tick once the roster has been viewed. This 
means that, as a boss, you can formally track how 
many times a shift was ACTUALLY approved and 
then not fulfilled. Excuses such as, ‘I couldn’t find 
it’, or, ‘it was changed without me knowing’ are no 
longer viable.

THINK ABOUT THE TEAM, THE TIME, AND THE 
TEMPERAMENT

Once your roster is complete, go back over it one 
more time and think of the three T’s: team, time, 
and temperament.

ONE OF THE BIGGEST COMPLICATIONS TO A SMALL BUSINESS ROSTER ARE LAST MINUTE 
CHANGES, OR STAFF NOT ADHERING TO WHAT WAS ALLOCATED. THIS IS WHEN YOU’LL FIND 
YOURSELF SHORT STAFFED, AND LIKELY TO BE FILLING IN FOR A MISSING STAFF MEMBER.

TEAM: Cross check the roster with any holiday 
requests you’ve received. Have you done the right 
thing by your team, and made sure you haven’t 
rostered them onto the wrong time or date?

TIME: Is this a very busy time for your business? Do 

TEMPERAMENT: Does the combination of people 
you have rostered on work together well? Are there 
conflicting personalities?

The biggest thing to remember as an owner or 
manager is to stick by your rosters. Sure, changes 
can – and should! – be made to accommodate your 

you will spend your life tweaking the roster to work 
for them – remember, they work for YOU.



24SilverChef / Pricing and profitability in hospitality / © 2019

HOSPITALITY MANAGEMENT IS  
A COMPLEX ROLE, THE 
JUGGLING OF MANY BALLS IN 
THE AIR AT ANY GIVEN TIME. 
HOWEVER, PERHAPS ONE OF 
THE MOST TENUOUS TASKS IS 
MANAGING PEOPLE.

Balancing books or counting stock 
can be completed without much 
passion after all, but people? They 
need to see that you are engaged, 
supportive, and enthusiastic of their 
role within your business.

Every workplace will be made up 
of a colourful array of personality 
types. Some will be quiet, some 
will be loud, and others will change 
over time. You will have some 

their opinion heard, whilst others 
value strong leadership. Your role 
as manager is to mediate these 
personalities to ensure that your 
team works together as one.

The first step to creating a happy 
team culture is to really understand 

has a distinctly unique personality, 
the widely used Briggs Myers 
psychology test determines that 
there are actual six main types. 
They are:

1. THE HEALER

2. THE VISIONARY

3. THE PROVIDER

4. THE SUPERVISOR

5. THE INSPECTOR

6. THE PERFORMER

If you’re a manager, you’re probably 
already having a good chuckle at 
the list above. Can you already 

fall into those categories? It’s also 
helpful to remember that many – if 
not all – people will show traits of 
two or more of these categories, 

but for the sake of character 
assessment, it’s best to try and pick 
one or two.

Each ‘type’ of personality will 

to management. The style of 
management that motivates one, 
may serve to discourage another. 
It’s so important to educate 

On a high level, let’s look at  
the management styles that  
work for each of these  
personality types.

How to better understand
and manage employee
personality types
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THE HEALER

■ Imaginative and an idealist

■ Motivated by their own core values and  
personal growth

■ Reacts best when you appeal to their creative  
mind or to find another angle to a problem

THE VISIONARY

■ Enjoys analysing people

■ Seek to influence others with intellectual 
conversation and banter

■ Reacts best when you set them a challenge 
that apparently ‘can’t be done’ and they have  
free reign to problem solve

THE PROVIDER

■ Sensitive to the needs of others

■ Eager to please and likes harmony and peace 
in the workplace

■ Reacts best when they feel they are helping 
the team, or a customer needs them, but 
need structure to do so 

THE SUPERVISOR

■ Hardworking and keen to be in charge

■ Orderly and like to work by the rules

■ Reacts best when given a clear list of tasks, 
and the end goal of a management role

THE INSPECTOR

■ Introverted but not isolated

■ Always keen to understand and achieve to 
a certain standard

■ Reacts best when they feel a task relies 
entirely on them

THE PERFORMER

■ Spontaneous and energetic

■ Warm and talkative, and loves being centre 
of attention

■ Reacts well if they feel that they have an 
audience for their task, whilst being allowed 
to ‘perform’ without punishment
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These are just six of the 

personality types as prescribed by 
the Myer-Briggs test. Management 
consultants and psychologists have 
released hundreds of variations 
over the years, and will your own 
personal research, you may find 
other ‘categories’ that resonate 
with your understanding of people 
and behaviour.

Carmel Murphy is a Behavioural 
Strategist, and Director at The 
Communication Queen. Rather than 
prescribe to the six personality 
types listed above, she sees there 
as being four: those who want to 
be liked, to be comfortable, to win, 
or to be right.

As an expert in team building and 
leadership, she believes that there 
are various roles within hospitality 
specifically that appeal to certain 
personality types.

People who want to be liked make 

Murphy, and work best in roles such 

desire to entertain and encourage 
guests to warm to them make them 
great hosts, with a genuine desire 
for human connection.

People who like to be comfortable 
are best suited to higher 
management – but don’t think 
this makes them lazy. Being 
comfortable is about supporting 
their team, creating structure 
and processes, and making sure 
everyone is comfortable in their 
roles. This personality type also 

or mentor management positions.

People who like to win make great 
team leaders, says Murphy, and are 
adept at seeing the ‘big picture’. 
This personality type works well 
in a floor manager or bar manager 
role where they can work closely 

bigger and better things.

And finally, people who like to be 
right are usually in charge of the 
kitchen as head chef. Wanting to  
be right isn’t about being bossy, 
says Murphy, but about being 
accurate. Think of those chefs who 
work to an exact recipe and enjoy 
precision – being ‘right’ is what 
guides their craft.

Once you have a more holistic 
understanding of what ‘type’ of 

members are, then you can begin 
to use this as a lens to understand 

and even predict how they will deal 
with certain situations.

For example, here are four common 
areas you can always consider 
when reviewing personality types.

How do they react with the world 
around them? Are they aggressive, 
shy, energised by people, or 
exhausted by people?

How do they absorb information? 
Are they big picture learners, or do 
they obsess over the details?

What is their decision-making 
process? Do they make a choice 
based on their heart and emotional 
reaction, or their mind and logic?

Are they organised? Do they 
prepare plans and stick to them, or 
prefer fluidity and spontaneity?

When it comes to assessing your 
team at work, commit to showing 
a curiosity at regular intervals. 
Naturally, you will be showing the 
most interest at the beginning of 
your interactions with them as 

process. This is when you are 
asking yourself if they will be a 
good addition to your current team 
and your brand – and fair enough.

venue, remain curious. Are they 

are they growing as a person? Has 
it taken them a while to ‘warm up’, 
or come out of their shell?

a great way to remain connected 

personality types. Always have 
your initial character assessment on 
hand to prompt any observations 
on how they might be changing 
or growing. The quiet bartender 
you hired a year ago may have 
flourished into a savvy and strong 
leader who is manager potential. 
Who knows!

Understanding and managing 
employee personality types comes 
down to your own education 
on how people work, and a 
commitment to always remaining 

behaving. It’s easy to get caught up 
in other demands of your business, 
but remember: it’s the people who 
work within it that are your most 
valuable resource of all.

ONCE YOU HAVE A MORE HOLISTIC 
UNDERSTANDING OF WHAT ‘TYPE’ OF 
PREDOMINANT PERSONALITY YOUR STAFF 
MEMBERS ARE, THEN YOU CAN BEGIN TO 
USE THIS AS A LENS TO UNDERSTAND AND 
EVEN PREDICT HOW THEY WILL DEAL WITH 
CERTAIN SITUATIONS.
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