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INTRODUCTION

The main goal of the HoReCa4VET (Project No.. 2020-1-PLO1-KA202-082206) project is to increase access
fo |i1ce|ong |eorning of formal, informal and non-formal nature in the HoReCa indusfry by deve|oping and
imp|emen’ring validation and certification models in accordance to European Qualifications Framework.

HoReCa4VET project contributes to the identification of |eerning outcomes in the framework of identified
|eorning outcomes by emp|oyers based on current market demand, as additional professiono| skills in the
European dimension, which can be ocquired in three quo|ifico+ions as part of the project: Creating flavours and
decorating dishes; Kitchen work management and Management in the HORECA industry.

The quo|ificoﬂons deve|opeo| in the project may comp|emen+ the skills ocquired as part of formal and non-
formal education, as it is a response fo the needs of the labour market identified in the conducted research.

Project result Modern, flexible learning paths - curricula and educational packages (trainer / trainee) for the
HoReCa sector is based on the development of fraining in the work environment, coscoding, flexible |eorning
pofhs, activating didactic methods, modern, innovative methods feoching Toking intfo account the specifics of

HoReCoa.

While development of the result, the great emphasis was put on the individualization of training, active and
practical |eorning methods, solutions in organization and didactics. The mefhodo|ogy of developed curricula
and educational pockoges focused on the best practices identified in the partner countries (Cyprus, Poland,
Spain, The Republic of North Macedonia and Turkey). The modules were assigned to qualifications whereas
the units to |eorning outcomes or professional tasks has been described by sets of know|eo|ge, skills and social
competences. Deve|oped units and packoges took into account the specificiﬁes of the partner countries.

Training program was based on the outcomes of the job cmo|ysis of 101 The program describes |eorning
outcomes that can be achieved Through |eoming at the workp|oce

HoReCa4VET team
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STAFF PLANNING

Staff |o|onning is a process that aims to anticipate the human resource needs in a company, both for the present
and for the fufure, in order to meet the objecﬁves set.

In other words, it seeks to quo|ify and quonfify the number of peop|e who optimise results in the short, medium
and |ong term, key information that can make the difference between prol(i’r and loss.

In other words, on the one hand, a company with a number of personne| below the optimum number does not
manage to meet the objectives set (e.g. causing delays in production), and on the other hand, with a higher
number unnecessary costs will be incurred.

Temp|o’re p|orming can provide the fo||owing benefits:
|o|enfi1(ying current and future sfoffing needs.
Obtain a Temp|ofe with realistic dimensions for each moment.

Encourage the promofion and quo|ificofion of the staff (career p|ons), ’roking into account the needs of the

company at all times.
Increasing work motivation.

Workforce p|onning encompasses a group of p|ons that are fundamental for companies to have a successful
workforce. It consists of:

Recruitment plan
Training p|on
Career p|cmning
Promotional plan
Staff cost plan
Some of these p|0ns will be presenfed in other sections.

The staff planning process includes the following phases: (1) analysis of the current situation; (2) review of

requirements; (3) strategy; (4) evaluation/review/planning.

Phase 1. Collect quo|ifofive and quantitative information on the whole structure of the company, with the aim of
knowing how many staff it has and what each one is doing (organisation chart, job description, staff rotation, etc.).

Phase 2. Through the previous ono|ysis, the company knows what resources it has as well as the needs that
will arise and are not covered. It is also important to take into consideration the fact that many companies are
immersed in needs that vary subs‘ronﬂo“y over time, e.g. seosonohfy. It is at this stage that specio| emphosis

4 | Page
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would be p|oced on workforce p|orming, designoﬂng the jobs, activities and responsibih‘ries of each worker or

group of workers, mdin|y based on the activity of previous years.

Phase 3. |mp|emen+ a sfoffing strategy to address results. Increase, decrease or maintain staff to meet needs,
and staff can be transferred to new functions if their skills are not used (e.gA tfemporary emp|oymenf confracts,
functional mobility (for organisational reasons), etc.)

Phase 4. Fino||y, evaluate the strategy opp|ied and, if necessary, make new revisions and p|onning. As discussed

above, |o|cmning can be based on experience, previous reports or evaluation results.
Temp|o’res can be p|onned in the short, medium or |ong ferm:

1. Short term planning: This is when you plan for a period up to one year. This is where you foresee what
will affect the Compdny in the short term, for exomp|e, retirements, |cnyoﬁ(s, |eoves, etc. Short-term ono|ysis
allows companies fo know the personne| needs to be covered so that producﬂon is assured. However, it
is also imporfant to know how many peop|e are needed in producﬁon and in the administrative areq, ie.
direct and indirect labour.

a. Direct labour can be foreseen with the fo”owing formula:

. Need for personne| = No. of units to be produced ormuc1||y / units produced per hours x No. of hours per
year

c. Indirect labour (administrative) can be foreseen through an analysis of proven or experience-based
orgonisoﬂono| criteria and onﬂcipofed workloads.

2. Medium and long-term staffing: When estimating staffing needs for a period of 3 and 10 years. This is
associated with a more comp|ex comp|ionce, because there is greater variation in the factors that influence
the staff.

The following statistical methods can be used to estimate medium and long-term planning:
A. Trend extrapolation: Is a method based on historical data.
B. Correlation and regressions.
C. Forecasting models: This is the method that makes estimates based on expected and unexpected variables.

D. Non-quantitative forecasting methods: This is based on expert or specialist opinion and is often applied
fo comp|emen’r the above methods.

Below are some exomp|es of questions that he|p to understand the situation of the company:
How many employees does my company have? And, how many workers do | need in my company?
What technical skills do they have? And what technical skills do they need to have?
What department are they in? Are they where they should be? What other departments could they be in?
What responsibilities do they have? What functions do they perform? and what do they need to do?
Do the workers have fraining, should | train my staff or hire trained staff, how many need to be trained?
Are my workers’ skills being used?
With the current arrangement, am | optimising produc’rion?

What chcmges can | make to optimise the jobs in my company to make better use of the resources and
economic benefit?
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TEAMWORK PLANNING

The importance of the work environment

The workp|oce is often porfroyed as the root cause of emp|oyee discomfort, and is fhoughf to induce backaches,
Weigh’r gain and eye sfrain. While many modern—doy offices do foster emp|oyee injuries, it is possib|e for workers
to leave their companies each doy healthier than when ’rhey arrived.

With careful |o|orming and an undersfonding of the relevant research, Focihfy managers can creatfe heloy
workp|oces that minimise adverse health risks and the associated costs. Thoughffu| design considerations,
flexible user-controlled arrangements and a forword—Thinking company culture are just a few elements that

contribute to employee wellbeing within the physical workplace.
Sectoral internal factors are specified as follows:
1. High temporary hiring is one of the attributes of the HORECA sector, as a consequence of its seasonality.

2. The selection of personnel provides as a criterion the experience and other subjective criteria as a
consequence of the immediate need for incorporation. Leaving aside fraining and other more imporﬂo|

aspects.
3. Restoration requires hour|y ovoi|obi|ify and work week fines.

4. Promotion is not very viable, normally, the companies are SMEs and there are few opportunities for

promotion, therefore, to improve professiono“y, rotation within or outside the restoration is required

Regording the internal organisaﬁona| factors, we can find the 50|0ry po|icy, the hiring po|icy, the evaluation
of performonce and the ono|ysis and improvement of the work environment and Working conditions.

In short, the characteristic internal factors of a company make spech[ic reference to the set of situations that
will direcﬂy influence the emp|oyee. It is determined that when a worker does not reach a certain level of

sofisfocﬁon, he/she looks for another job.

The company aims fo retain staff; otherwise it would greoﬂy increase its costs. To achieve this goo|, rotation
must be reduced, and problems related to climate and job satisfaction that are eliminated from the worker must
be solved. If you work on the so-called internal morkeﬂng, |is‘rening to the worker and negofiating beneficial
conditions for both parties, the shorfcomings, which characterise the HORECA indusfry as a sector with harsh
working conditions in which a good part of the people who have access to work on it, are for temporary reasons.

DEVELOPMENT OPPORTUNITIES FOR EMPLOYEES IN THE HORECA SECTOR

1. Adapt jobs to new business concepts based on home delivery. The revolution of food delivery and its
great use by customers means that hospi’roh’ry companies have to odop’r their structures to new positions,
with the logistics part being essential when assessing functions. Therefore, hospitality companies and
entrepreneurs must odopf to the new circumstances, odopﬂng jobs to current customer demands.

2. Cost saving as a ﬂqg. In times of ins‘robi|ify, transactions tend to be reduced and the priority is to achieve

more pro{i’robihfy with fewer sales.

3. Training as a tool for employee loyalty and recognition. Good professionals are currently scarce and
retaining the work team is going to be essential to reach the objectives.

STOWARZYSZENIE NA RZECZ ®

nee
d_ PEdITC fiviss wahe N EVAC” IMPULSI FUNDACION equiypo humano
e Sameri 2%

TECHMOLOGY CENTRE




H@RECA [El Co-funded by
4VET AL the European Union

4. Closer gastronomic trends. Consumer tastes have been turning towards proposals that are simpler in

dppearance and with c|eor|y defined flavours. Looking for that memory or recognizob|e flavour of the
main product, placing more and more emphasis on original and fun side dishes. In recent times, trends
based on veganism or the increosing|y determined commitment to the inclusion of p|onf-boseo| produc‘rs
and other alternatives with which to overcome o||ergies and intolerances have been ﬂourishing.

5. New fechno|ogies. Taking advantage of technological innovation is essential to give the customer a
personalised, distinctive and quality service.

TALENT MANAGEMENT IN THE ORGANISATION

Talent Management is a process that adds value to your organisation in each of its phases. Talent management
aims to retain the most valuable assets of your company in order to build loyalty in your talent and be
efficient. Having a team with excellent pro{essionoﬂs means better performcmce, and a competitive advantage.

It can be defined as the set of integrated human resource processes designed to attract, develop, motivate
and retain an organisation’s employees. Good human resource management within a company has become
increosing|y important, as the idea peop|e are one of the most important assets within an organisation becomes
more prevo|ent

From the emp|oyee's point of view, proper talent management also allows them to see where their role fits
within the organisation and, therefore, subsequenﬂy allows them to participate in the overall management of
the company.

Managing talent in your company is estimating the know|edge, skills and performonce necessary and / or
desirable in order to obtain maximum value creation. This will allow you to design the set of policies and
practices necessary fo direct the aspects related to your human copifo|.

Genero”y, within the management and deve|opmenf of talent, we will find a re|ofionship with sections of the
module such as recruitment, fraining and / or performonce evaluation.

ADVANTAGES

Whenossessingfhevo|ueofimp|emenﬂngTo|en+monogemen’r,i‘risimporfonﬂokeepin minditsbenefits.[tisevenmore
vo|uob|ew|’1encomponiesreo|iseo newhireisupfofhreeﬂmesmoreexpensivefor’rhemfhon refoiningovo|uob|eossef.
Human resource management experts iden’rify the fo||owing timelines:

The odopfo’rion time of a new emp|oyee in the company can last up fo six months. This time corresponds to
the time it takes from their joining the company until they reach an expected level of productivity.

The infegration of a new emp|oyee into the company culture can take up to 18 months.

For the new emp|oyee tfo get fo know every’rhing about the company's strategy and activity, this process can
take up to 24 months.

All these reasons make it even more valuable for companies to refain workers who are part of their regu|or
workforce. This is the strategy imp|emen’reo| by the most competitive companies. Companies grow Through good
human resources management, given ’rhey |o|oy an essential role in the company and increase its value. An
organisation with talented peop|e is a more competitive company, copob|e of Toking (and offseﬂing) risks, and

focing new situations.
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STAGES OF TALENT MANAGEMENT

1. Define talent

For the talent management process to be
successfuL we need fo correc‘r|y define what
talent is. As for the business fie|o|, we will define
the characteristics of talent for the organisation,
such as competencies, skills and desired values in
line with the mission and values of the company.
In other words, defining talent is not easy...

Talent is defined based on the needs of the
company, its customers, the way it works, the
|eoo|ershi|o ery|e, the job, etc. It is a comp|ex
term that depends on the characteristics of each
company.

In a summarised way, Talent can be summed up
by Power, Wanting and Acting:

Briefly, it is essential to achieve a proper
fit between the business needs of your
organisation and the individual needs of each
employee. The following are questions, whose
answers can place the current and future needs
of a company:

Co-funded by
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Desmotivated Capacities

| am able

It gets late

TALENT

Compromise
| want

Good inefficient
intentions

INDIVIDUAL
PROFESSIONAL
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NEEDS

DEVELOPMENT NEEDS

the European Union

What are the main
How to find
o s srormics i e
coming years? organization that:
‘What are the main
challenges you will Adapt to their virtues
have to face?
What skills,
e n:m & hm:iﬂ?ﬁ Cover the development
required? needs
What type of
employees will be Provide challenges
required?
Dioes the organization
have enough human Match your interests
capital to meet the and values
critical challenges?
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2. Attracting talent

To attract talent, it is necessary to generate a brand as an emp|oyee, ochieving greater visibi|i+y for the talent
that you want to capture. |t has to be cmo|yseo| where the company is af and where to direct it, oriented to the
active search for new talents and generate new confacts.

Attracting new employees will give value to your company. It is very important that you know the qualities
that the company has and rely on them to be able to capture the different candidates and achieve the
goals and objectives that are proposed. The person dedicated to attracting applicants to the job should be
based on three fundamental aspects to effecfive|y achieve that recruitment.

To do this, you should:

Write in detail the profile you are looking for (responsibilities, minimum experience in the position,
|onguoge requirement, ovoi|obi|i+y to travel, etc.).

Describe what skills are available to the candidate to qualify for employment (leadership, communication
skills, etc.).

Have the ability to promote the position in a professional, serious and attractive way (through the

corporate website, job fairs, dissemination among emp|oyees, etc). This part can be found in the Selection
and recruitment section.

Creativity is essential when attracting talent, because the person in charge of recruitment must use different
resources that are motivating. In addition, we must also have the obi|i+y to make a choice of optimising costs

and |eoning Hexib|y on new social networks, agreements with universities or internal promotions.
How you can attract talent:
1. Work for the Brand as an employer.
2. To get workers into ambassadors of the companies.
3. Define c|eor|y the type of talent you are |ooking for.
4. Acfive|y look for new talents in Foirs, forums, universities...
5 Keep a database of candidates updofed.
How not to attract talent:
1. Give an unrealistic image of the company outwards.
2. Do not take care of your emp|oyees and that They speok boo”y of the company.
3. Stay on|y with the candidates that show interest.

4. Do not pub|ish profi|es and values that you look for in candidates.
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3. Value talent

To assess talent it is advisable to detect what we have within the
organisation, with an established system to measure talent,
clearly defining what is measured and why it is measured,
creating a map of talent.

The starting point for us to deve|op talent assessment tools are

competencies and objectives.

Reﬂec’ring on the competencies of the organisation and on
which ones we should focus to achieve the objecﬁves and
results derived from the Strategic Plan and achieve competitive
odvonmge in the market, will be a key success factor:

The detection of individual potential in the company is the most
important predic‘rion variable of the success of an individual in
a given position.

4. Developing talent

It is also necessary that we know the concerns and motivations
of the different talents that we have detected in the company
to establish different actions odop’red to the needs of each
person, o|woys occording to the possibihﬁes of the company.

Deve|opmen’r actions can be carried out both inside and outside
the wor|<|o|c1ce, Fo||owing up on these p|ons to assess that the
actions imp|emen+ed are odopfed to the needs of the workers
and the company at the present time, and even in the future.

H@RECA [El Co-funded by
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PERFORMANCE

PERFORMANCE ASSESSMENT

Corporative Competences
Work Position Competences
Objectives

POTENTIAL

Learning abilities
Grawth Motivation
Attitude
Commitment

Speed of development

k 4

POTENTIAL

The deve|opmen+ of professiono| careers is usuo||y collected under the concepts of:

Career planning: When the problem is analysed from the employee’s perspective.

Career direction: When done from the perspective of the company.

Companies must assess the real career possibi|i‘ries based on their strategic needs. The number and specio|isoﬂon

of people with high potential will probably not match the number and specialisation of employees who may

have a real career opportunity within the company (horizontal or vertical promotion). It is essential not to create

false expectations for emp|oyees regording future promotions.

On the other hand, the possibi|i+y of creating a succession p|an involves p|orming the possibihﬂes of rep|ocing

personne| in the short, medium and |ong term. This situation allows companies more s+obi|i+y, as fhey will be

prepared for personnel losses, both planned and unplanned.

This p|on must confemp|ofe each job or the most important (s’rro’regic) and idenfhcy who will be the most

appropriate peop|e for each.

In case we cannot idenﬂfy any internal person with the necessary characteristics in the short term, it is essential

that we use external recruitment.
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5. Retain talent

It is important that we analyse the atmosphere of the organisation continuously over time, assess the
concerns, motivations and needs of workers. In this way, we can detect the motivations that drive the
orientation of good performonce to continue developing strategies that add value to the company.

The establishment of strategies for the retention of peop|e in our companies is fundamental, since this depends
on the monitoring and continuity and infegration of them to the chonges in the environment.

Human talent is a strategic resource, since it is vo|uob|e, inimitable and irrep|oceob|e and it is also a sustainable
competitive odvon‘roge. Companies must take care to retain human talent. The workers have the |<now|eo|ge, the
experience, the skill and as time goes by ’rhey speciohse in carrying out the work in our companies.

The retention of talent arises from the need of companies to maintain the most valuable assets, and that the
emp|oyees who remain do not suffer the consequences of rotation:

Demotivation of the group.
Restructuring of work p|ons.

The importance of retaining the best talents as a business strategy entails evaluating the methods and good
practices in persorme| management, emp|oyeo| from the moment in which the recruitment of the professiono|,
the induction and the p|cmning of objecﬁves of the organisation is carried out.

And what are the fundamental points for the retainment of talent?
Ask emp|oyees, talk to them and know what H’]ey need.
Detec motivations that show a superior performonce.
Try to have all needed resources.
Reward the good work done.
Consider a strategy, be coherent as a business and show a real concern about emp|oyees' situation.
Not on|y speok, but also listen corefu”y.
Among other Jrhings, it is essential that our organisation:

Motivates, as |ong as it starts from the basis of a fair so|ory, there are important non-monetary incentives
for talent retention (conci|ioﬁon, emotional so|ory, eJrc.).

Working conditions that provide people with adequate tools and technology to perform their tasks, in
addition to the comfortable Working doy, the dppropriate ergonomic, h\/gienic and femperature conditions.

Recognition, understood as positive feedback when tasks are performed well and the contribution to the
company is wor’rhy of being taken into account.

Attractive job opportunities within the company to ensure that the employee is motivated to undertake new
projects within the company, fee|ing satisfied.

Fee|ing of be|onging, based on the link between emp|oyee and company that s‘rrennghens the existing
relationship (e.g. the worker is proud to belong to the company).

Training to grow and deve|op professiono”y, improving processes and persono| satisfaction, re|oﬂng to the
improvement of position in the company (e.qg. oﬁtering training courses by the company).
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ABSENTEEISM

As exp|oineo|, emp|oyees imp|icif|y ask to keep their commitment to the organisation a series of items:
Training.
Job security.
Flexibility.
Punctual salary.
Good working conditions.

The breaking of these conditions, as well as responsibilities not adapted to the position, excessive workload,
etc. entails a decrease in motivation, decrease in perFormonce, increase in absenteeism and increase in staff

turnover.

For all these reasons, it is essential that we maintain an odequofe working environment, since in case of not
obtaining it, there are usually negative consequences on the physical and mental health of the workers and the
operation of the company. Absenteeism is a defence against job dissatisfaction.

Hereunder, you can find a clear division of factors that affect someone’s workplace situation: labour and

Psycosocial
factors

orgonisofiono| reasons.

Organisational

Employment
conditions

g Climate

INTERDEPARTMENTAL COOPERATION

Throughou’r hisfory, the importance of human relations in the field of restoration has been underestimated.
However, starting in the 1980s, the role of the employer in the HORECA industry began to require a certain
management both in economic matters (budge’rs, costs, p|onning, eJrc.) and in labour matters (|obour |c1w, trade

union |ow, efc.).

12 | Page
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There is currently an existing correlation between kitchen management and personnel management; the kitchen

manager must work c|ose|y with the personne| manager, indicofing the profi|e of the worker to be recruited,
transmitting the behaviour of the staff, etc. In addition, these two figures must jointly take care of IT and
marketing in the HORECA sector. Next, a figure that shows the concordance of some areas with others, so that

the activity of the business is carried out successfully.

TALENT KNOWLEDGE INTEGRATION AND TRANSFER BETWEEN DEPARTMENTS

The integration and transfer of knowledge is something that will benefit all parts of the company.

Having a structured process and being able to transfer knowledge within an organisation has a significonf
positive impact on the success rate of projects and initiatives. The success of the company is linked to the high
o|eve|oprnen’r of talent management, as well as to the high level of correlation between the different roles and
deporfmenfs.

Different studies, such as one conducted by the American Society for Training and Development in collaboration
with the Institute for Corporate Productivity, determine the following practices have a positive effect on
talent management:

Standardise review and feedback processes;

Assign a sole functional owner, with regord talent management;
Deve|op an orgoniso’riono| culture which supports talent management;
Ensure consistency between talent management activities;

Increase the visibi|i+y of talent management iniftiatives.

MOTIVATION METHODS IN THE HORECA SECTOR

Create a good atmosphere: Working in a HORECA establishment where a good atmosphere prevails is
basic. The better your emp|oyees feel, the better their performonce will be, since fhey will be calm and hoppy.

Train them: A crucial motivation for any employee is to see that his/her boss bets on him/her. And training is,
without a doubt, a great recognition. If you he||o your workers to train, you will be giving them the opportunity
fo improve and, at the same time, you will get them to perForm their work better.

Communication: Communication is the basis of all human re|o’rionships. Communicate with them proper|y,
listen to them, let them be part of your project and you will be able to form a good team in which everyone
feels valued.

Recognize their efforts: Everyone likes to be recognized for their work, fherefore, do not skimp on
congro’ru|ofions if the results deserve it. Recognizing a job well done will increase the satisfaction of your
employees and will motivate them to continue working in the same or better way.

Be flexible: Your employees are people and therefore have their own lives outside of work. Most
of the time, in the HORECA industry, closing times can be longer than expected. Therefore,
fry fo be flexible also in the entry times. Compensate them with doys off that can be combined
between them so as not to leave the kitchen unattended. They will certainly thank you.

STOWARZYSZENIE NA RZECZ ®

(CVEdITC s sz | | EﬁVAﬁ ﬂ Th./l.P LS| FUNDACION equiypo humano
RURRHTR—— —— e S a e X

merimpe




Co-funded by
the European Union

H@RECA]

4VET

Reward fincmciq”y: If your workers have decent wages, iney will feel that Jrney are being o|u|y compensoied
for their work. What will keep them motivated and wanting fo give it their all? Dividing the tips equo”y
among them and compensating them Finoncio“y, it the benefits allow it, will make them feel part of the
business and motivated to continue working with the same intensity.

Promote camaraderie: Try not to make comparisons between your emp|oyees and, much less, that some feel
more cared for or valued than others. Treat them all the same and fry to he|p each other. Teamwork is the

key to moking any team work.

Take care of the facilities: Working in a clean and we||—l<epi p|oce will make them pericorm their functions
with greater ease. Make sure that the bathrooms are always in gooo| condition, that your work tools are in

perfec’r condition and carry out continuous maintenance of your premises.

Involve them: Let your employees be part of everything. Listen to their proposals and try to carry them out
if iney can be beneficial for your business. If you want to make cnonges, exp|oin the reasons and let them
give you their opinions, after all, the workers spend many hours in your premises and are peri[ecHy aware of
the possib|e shoricomings that the kitchen may have.

Other actions in order to...

« Promote the desire for belonging, achieving « Business policies such as favoritism,
goals and planning joint actions. unvalued promotions and the like.

» QOffer opportunities for the employee so that * Too many rules, excessive control.
they asume responsibilities and greater

leadership. » Poorly designed work processes.

 Guarantee measures for individual * Lack of supervision.

development and improvement, especially to « Insufficient resources.
strengthen their skills.

MOTIVATIONAL THEORIES

As a summary of the best-known theories of motivation so for, a summary of the three best-known so far are
included. Of the three, the most applied to Human Resources systems is Maslow’s Theory, although we can also

find the Alderfer and McClelland Theories.

Know|edge of these theories can he|p us better understand the causes of motivation behind an emp|oyee:

Maslow’s theory: Motivation is a function of five psychological needs: physiological, security, affection,
recognition and se|i—o|eve|oprnen‘ri The basic princip|e of the ’rneory is that the needs of an emp|oyee can be
p|oced in different positions where the basic needs are at the bottom and the most deve|opeo| at the fop.
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Tmnlependence
Emploryess smpowered with the sppropriste degres of choice
and antenemy have a greater level of pride and ewnership in
i o

Empose

Emplovess whiose work enables tham o contribute tovwards a
greater canse that they believe in, are doven by a higher
sense af achievement and falfillinen.

Voice & recognition

Emplovess who are able to woics their wiews and
tdeas across feal that thewr conotributions are
revogniced and apprecated. Employess are then
hetter abla to realize salf-achaalization.

Learming & Growth
Emplovess  who h,me the opportunity fo
coabinunely learn amd are challsnged in ther jol,
are motivated by o sense of acldeversent and
persanal development.

Belong & conuect ) Opportunity to contribute

A sense of belonging and eonnaction i Employees must be provided with the
can  wooly be fostersd in an ‘ach g e, appropriate opportunities to contribote at
emvironment  of  fair  and  just ot Growth, Pu:unulnevdgpm' a lewel appropriate to their capabalities.

treatment  for  all  Employeas.
Emgplovess mast have a sapse of pride
i beeding part of the organization.

they do not fesl valed, they can fesl
threatened wlich will pegatnvely impart
their perfrmanee.

Securily & Cerlal
High EB;J.-': of Tmr'mu:!riinrr
in rh-n nrp.'lni:rnﬁnn loads to
reas fpeling isecnrs
B threatened, This hus a

Consistent fair treatmen
of all employees = the
foundation for creating a
culture of tmass within the

daoiy, Mistrust negative effct an
within the organization Emmﬁ'@?ﬁﬂﬂiﬁmiﬂﬂ
will laad to high stress productivity Jeve

Bevals and Jow motivation,

Alderfer Theory: Motivation is a function of three basic states: existence, re|oﬁonship and growfn. Frustration
at a nigher level imp|ies disdain for the next level.

McClelland’s Theory: Motivation based on the needs of: be|onging, power, competence and achievement.

ADVANTAGES OF CONTINUOUS HOURS IN HORECA

Beyond adapting to the restrictions derived from the measures to deal with COVID-19, continuous hours also
provide relevant advantages for the HORECA businesses.

Increases emp|oyee motivation due to persono| fime goined for their persono| life.

Sfreng‘rhens identification with the project and with the company by associating the company with an
organisation that takes into account its needs.

Reduce the stress generated by longer hours.
It stimulates the optimization of time, by condensing the same tasks in a smaller number of hours.
It teaches p|onning, for the above reason: there is no optimization of time without p|onning.

It allows |eorning and teamwork due to the importance of personne| management or shifts within this
p|onning.

Improves rest, especio”y by ovoiding fransportation to the workp|oce half the time.

It facilitates work disconnection, so demanded by the ‘remp|o+es, by noving schedules that allow roﬂono|ising
the doy.
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Explore new facets of the workers, who now have possibilities such as Toking odvonfoge of the time goined

for fraining or others.

Increases producﬂvify, as a direct consequence of many of the points covered in this list.

TEAM GOALS AND TASKS

Beyond hiring quality staff with extremely high knowledge in the area of HORECA, it is about ensuring that
everyone is able to work in synergy, hand in hand with each of the company’s purposes and values. To achieve

this efficiency in management, some of the gastfro cooching Techniques that are recommended are:

GOALS

Carry out training sessions in which the skills of the team members are understood and, based on this, assign
them roles and responsibihfies, in this way their skills will be enhanced.

Generate team confidence by o|e|egoﬂng activities in accordance with their area.

Guarantee a heloy work environment where good actions are rewarded and prob|ems are solved without

fear of sanctions.
Encourage cooperation with exercises and recreational activities that improve their communication and skills.
Gather team members and involve them in decision moking such as defining goo|s and objectives.

Promote the commitment of the staff, so that ’rhey feel part of the company, sowing in them the corporate

iden*ify and culture.

EMPLOYEE FEEDBACK LOOPS FOR TEAMWORK

What is a feedback loop and what is the relationship with HORECA HR management?
Bosico”y, a feedback |oop is a concept fo express an action that also has an effect on the origin of that action.

In human resource management, it involves communicating information to an individual about how it affects
others. It involves high|ighﬁng good behaviours, praising positive actions and odjusﬂng actions that require
improvements. This involves invo|ving the emp|oyee in a skills deve|opmen+ |oop, where at each new cyc|e
the emp|oyee's resources are re-evaluated and reodjusfed if necessary, to correlate them with the company’s

objecﬂves.
Benefits of the opp|icoﬁon of feedback |oops

The strategy of feedback |oops impacts almost all of the areas of an organisation because it can serve as a way
to increase productivity in an individual's performance, project teamwork, and/or processes.

From an individual perspective, feedback |oops he|p fo regu|or|y idenﬁfy areas for improvement in any specific
task. Turning these pofen’ricﬂ improvements into actionable work items and moking it easier to track and

address the key cho”enges we face, related to any task, producf or process.
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In the project teamwork perspective, feedback |oops he|p teams to have more coordinated, collaborative, and

committed deliverables. Plus, +hey can also encourage more proactive and shared ownership within the team,
improved team performonce, and agility.

And the best part is that this way of interaction, because it is constant and continuous, allows them to be
inJregroJred in the organisation culture and become an essential part without requiring any external input once
again. A||owing the infegration of all of these positive management princip|es.

The Components of a Feedback Loop and How to Build an Effective System for Your Business

INPUT PROCESS OUTPUT

‘ FEEDBACK ‘

COACHING AND/OR TRAINING TO DEVELOP INTERNAL EMPLOYABILITY
AND EMPLOYEE DEVELOPMENT IN THE HORECA SECTOR

Employability is a term used to describe an approach to human resources management in which employers
provide jobs and opportunities to develop skills that can be used to build a mobile career, ‘generalised

investments in employees’.

Emp|oyobi|ify is different from emp|oyee mobi|ify in the sense that emp|oyobi|ify refers to the transversal skills
the employee develops and takes to every position he/she holds within the organisation (job-securing skills),
while orgonisoﬂono| mobi|i+y refers to movement of emp|oyees to different job positions which may incur the
o|eve|oprnen’r of posifion specific skills.

Coaching in a business environment is a training method in which a more experienced or skilled individual
provides an employee with advice and guidance intended to help develop the individual's skills,
performance and career. Coaching is distinguished from similar HR practices as mentoring and counselling
(as a step in a progressive o|isci|o|ine system).

In contrast to mentoring programmes, coaching and training programmes have a wider applicability and they
impact emp|oyee mobi|i’ry and infernal emp|oyobi|ify. Cooching and fraining is more geored towards a short
ferm o|eve|opmen+ support in updoﬂng emp|oyee skills, the focus is p|oced on the o|eve|opmen+ of job specific
and securing skills, and the provision of social support.

At a gener0| level, cooching and fraining are processes of o|eve|oping the skills of emp|oyees for he|ping them
successfu”y respond to the cho”enges of the work position, while mentoring is the process of c|eve|oping the
core skills by providing emp|oyees with opportunities to undertake new positions.

Cooching between current and former emp|oyees creates added value not on|y for the company, but also
for society as a whole, by encouraging the creation of links between individuals. It is not on|y beneficial for the
coachee and the organisation, it is equo“y beneficial for the coach.

On the other hand, involving former employees in the company’'s Human Resources Management strategy
is a way to keep the know-how within the company and to perpetuate it. For retired people, occasionally

17 | Page

STOWARZYSZENIE NA RZECZ ®

X 1) .
dC EdiTC esivas v X EVAC” | p L | FUNDACION equupo humano
e - Sa eri 5




H@RECA [El Co-funded by
4VET AL the European Union

coming back to the workp|oce to talk about their experiences, to pass on their know|eo|ge, their successes and

their difficulties, enables them to continue to maintain a link with the company.

For ’rodoy's emp|oyees this brings another dimension, which extends beyond professiono| and economic
expectations. |t is a perspective where the link between individuals continues to be created even if they are no
|onger direcﬂy involved in the objecﬂves of their company.

The aim is not to promote a model where the boundaries between the end of working life and retirement fade
away, but to encourage the creation of social links between people who have had their involvement in the
life of the company for a |onger or shorter period of time in common. The focus of cooching is p|oceo| on the
internal cooching programmes which allow and support this type of social and deve|opmen+ link among the

emp|oyees in the company.

EXTERNAL VS. INTERNAL COACHING PROGRAMMES

An organisational coaching programme which focuses on broad organisational objectives, major transitions,
culture shifts, deve|oping leadership, increasing engagement and retention, or any other goo|, or cho”enge,
posiﬁve|y impacts the overall business. Coaches work with both individuals and groups, within the business to
continually align efforts and decisions with the overall goal, vision and mission of the organisation.

Some organisations hire full time coaches, train existing leaders to function as coaches, or partner with an
external coaching service fo design and run their programme. In some cases, an external cooching service will
be hired to run the programme ini‘rio”y, but part of that effort will be to create a cooching culture and train
leaders to take over and drive the cooching programme after the engagement ends.

As the role of the coach is to bring out the best in others, HR managers need to guide them to capitalise on
their sfrengfhs, create impact, and support them with tools and strategies fo confinuo”y grow.

Compared to the external coaching service, an internal coaching programme is long term and has the
power to drive real chonge within the organisation. It is becoming more popu|or, especio“y because this type
of programme is often more cost-effective, but also company specific and can be more successful in deve|oping
emp|oyees if the orgoniso’riono| culture is supportive. Internal cooching engagements are usuo||y shorter, have
a specific number of sessions and are aimed at individuals who are eor|y in their |eodership journey. Internal
coaches can |everoge their |<now|ec|ge of the company culture, processes, and key leaders to he|p the coachee
achieve improved performance or overcome challenges.

DEVELOPING COACHING SKILLS

Once the attitudes and beliefs are in place, the next step is building and refining the skills of the employees
who will serve as coaches. Thus, the third step in |ounching the internal cooching programme is the focus on
developing the coaching skills. There are 3 sets of skills that are essential to being a strong coach:

1. Skill One: Active Listening

A coach’s number one task when it comes to internal cooching is fo he|p coachees iden‘rh[y, learn, and opp|y new
and/or different skills or ways of Working To achieve this, the coach needs to practise active |isfening4 The same
can be cho”enging because research indicates that, on average, adults have short aftention spans and offer
focused attention for up to 17 seconds at a time. This does not allow for the type of dep‘rh and undersfonding
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needed to Jrru|y hear and empower the coachee. Porophrosing is a critical part of active |isfening. |mpocffu|

cooching conversation consists of |isfening and porophrosing. Porophrosing allows the coachee to hear back
what they were saying, in a drilled down, clarified way. Even if the paraphrasing isn't repetition, rephrasing the
same message helps them make sense of their Thoughfs and contextualise their undersfonding.

2. Skill Two: Focused Questions

The next stage of effective cooching is deve|oping focused (powerful) questions. Powerful (or focused) questioning
means using open ended questions to take a participant deeper into their own experience and closer to what
matters most. Questions that cause a person fo think more deep|y and give more fhoughf fo an answer are
more powerfu|. The key is to ask a question that may cause the person to dig o|ee|o or consider @ possibihfy that
Jrhey had not previou5|y identified. Addiﬂono”y, a power]tu| question should be no more than 5-7 words so that
a listener is very clear on what is being asked of them.

3. Skill Three: Goal Setting

One of the ‘rhings that make cogching so effective is that the coach is he|ping push the coachee towards a self-
identified goo| and consis’renHy bringing them back to reflect on the stated goo|. Cooching can hoppen without
goo| setting, but it should be opp|ieo| tfo support emp|oyee mobi|i+y and internal emp|oyobi|ify.

THE ORGANISATIONAL CULTURE

Usuo”y the orgonisoﬁono| beliefs and shared values are not e><|o|icif, are not de{ined, written or documen’red,
but Jrhey are imp|icif. Peop|e know them o|oy by o|oy, by the way fhey work in the company. AHhough not exp|ici+,
organisational culture can make the difference between success and failure.

[t is the set of perceptions, fee|ings, oHiJrudes, hobifs, be|iefs, v0|ues, traditions and forms of interaction within
and between groups in all organisations.

The orgonisgﬁono| culture can facilitate the imp|emen’r0ﬁon of the strategy if there is a strong coherence
between the two or, on the contfrary, prevent or o|e|oy its imp|emen+oﬂon. If we accept the premise that business
strategy, in addition to |eoo|ing the company towards the achievement of certain economic objectives, serves as
a guide in its constant search to improve its operation, it can therefore be deduced that culture can and does
influence the results of the company's activity.

It is important to keep in mind that the culture of the company can have a signh[icon’r impact on the company’s
activity, so it is important that it is consfonHy reviewed with the aim of moking sure that the objectives are
being met.

Culture is not some’rhing eferno|, stable and invariable. It is somefhing that is created over time and that can
change with the evolution of the organisation. Furthermore, organisational culture is not something that simply
be|ongs tfo an organisation. Culture can be fypico| of a division, a deporfmenf or a work team. This is not gooo|
or bad in itself, it will depend on the situation and the way in which it is necessary to deve|op the work to achieve
the organisational objectives.
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CHARACTERISTICS OF ORGANISATIONAL CULTURE

Business culture has certain characteristics that are key fo ochieving a positive impact on both human relations
and the projection of the organisation. It is up to each company to opp|y or odjusf them occording fo ifs vision.

These are some essential characteristics:

Physico| space: The physico| space of an organisation also affects and can imp|y the idea of the culture of
a company. Some of these elements would include how to distribute and delimit the space (shared, open
spaces, closed doors, security, fair distribution, etc.), possib|e persono| and / or corporate decoration (persono|
pho’ros, work phofos, professiono| titles; |ogo of the company; exhibition producfs; ostentatious decoration)
and even the funcﬁonoh’ry of the space (presence / absence of social spaces, order, cleanliness, time to relax).

Risk tolerance: Refers to the degree of freedom that emp|oyees have to make ris|<y decisions.

Proactivity: Refers to the degree of independence that individuals have to make decisions for themselves
within the organisation.

|denfify: Refers not only to the image of the company (graphic identity, logo, distinctive colours, etc.), but
also to the degree of coherence. The more consistent the identity, the more enduring it will be over time.
This normo“y refers to the degree to which peop|e who work in the company idenfify with it. In the most
superﬁcicﬂ, it also refers to the style, appearance or clothing imposed by the company, the freedom and
individuohfy of ery|e or other related.

Shared culture: Refers to the vo|ues, beliefs and behaviours that are shared by the members of the
organisation.

Communicational model: |mp|ies a hierorchy in terms of functions and processes in the company's internal
communications. Communication is an essential element for fraining and maintaining the orgonisofiono| culture
of a company. Some important elements are the procedures for es’rob|ishing the exchonge of information and
ideas (mail, telephone, face-to-face, etc.); the facilities to find certain people in the organisation (facilities,
a lot of administration, availability) or the way in which meetings can be requested or formalised (formal,
among co||eogues, peop|e needed in Jrhem, answered opinions, eJrc.).

Control: A characteristic to validate the Huidify of processes in organisations is the degree of direct supervision
of emp|oyees4 Genero”y, tfo a greater degree or number of supervisors, the processes are less fluid.

Incentives: Business culture must confemp|o+e the existence or not of an incentive system, as well as the
criteria with which emp|oyees can enjoy them: producﬁvi‘ry, seniority, etc.

One of the most important concepts related to Organisational Culture are the mission, vision and values of
a company.

These three concepts define the objecﬂves of the organisation and are also a fundamental part of the definition
of culture of an organisation since fhey are at the base of the other concepts.

In many cases the objectives of the company will determine, in one way or another, how to achieve them, and
how employees must behave in their workplace.

Having a well-defined mission, vision and values is essential for the development of an appropriate organisational
culture for the objectives of a company. Coherence is essential for workers to accept and internalise the culture
of their organisation.
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MISSION

It defines the raison d'étre of the company, the needs fhey cover with its producfs and services, the market in
which the company deve|ops and the pub|ic image of the company or organisafion.

The company’s mission answers the question: why does the organisation exist?

When defining the mission of our organisation, we must bear in mind that three fundamental elements must

be present:
1. Description of what the organisation does (what to do).
2. What is the objective of our work (who is going to implement it).
3. What is unique about the organisation (whof makes us different from the rest).
Some other answers:
What was the company created for? (original idea, needs, satisfaction, etc.).
What does the company know well? (diognosis, produc’rs, persono| selection, efc.).

What does the company lack to provide its emp|oyees? (security, chonge of promotions, persono| and
professiono| deve|opmen+, etc.).

VISION

Define and describe the future situation of what the company wants fo have. The purpose of the vision is to
guide control and encourage the organisation as a whole to reach its desired state.

The vision of a company is the answer to the question: how do we want our company / organisation to
be in the following years?

What posifion does the company have with respect to the position it wants to occupy in ifs sector in the
coming years (in sales, profiiobihiy, quo|i’ry, innovation, etc.)?

s there a company in the same sector or any other, even worldwide, that the company would like to look like?

As a worker, what would you like the company fo achieve / convert so that as a worker you are committed
and proud?

[t is important that the vision of the company is shared by as many workers as possib|e. To establish a |ong—ierm
future and positive evolution, it is essential that the aspirations of the workers can be fulfilled and that they feel
that Jrhey participate in the advancement of the organisation.

VALUES

It defines the set of principles, beliefs and norms that determine the management of the organisation. Values
are guiding princip|es that guide and share the members of an organisation.

The basic objective of the definition of corporate values is to have a frame of reference that inspires
and regulates the life of the company.

Values are one of the fundamental pi||ors of the organisation’s culture, o|fhoug|’i not the on|y one, of course. It is

very important to define in a manner consistent with the objectives of the company. If you want workers to feel
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part of the organisation and collaborate in the evolution and search for the vision, these values must be shared

and occep’red by all, fhey must never be imposed.
Some questions fo work on values:

What values are considered important in the company? (Quo|i+y of service, customer orientation, teamwork,
results orientation, etc.).

How are the values reflected in daily work?

How important is each of these values in the company? (On a scale of 1to 5, for example).
Examples of values:

Customer orientation.

Commitment to results.

Sustainability.

Interest in peop|e4

Social responsibihfy.

Integrity.

ORGANISATIONAL TOOLS

Companies often use orgonisaﬁoncﬂ charts to set up a system of division of tasks and persorme| that suits their
needs. The organisation chart of @ company consists of the informative grophic representation of the company’s
structure. It represents the company's emp|oyees and human resources, as well as the deporfmen’ro| structures,

and is a good outline of the hierarchical relations within the organisation.

Each company will have its own organisation chart that will depend on its activity, its production volume and
its business culture.

The preparatfion of an organisation chart serves to:
Formo“y form hierarchies between the different positions and deporfmen’rs.
C|orh(y responsibilities and workloads (processes, communication, etc.).
Reflect the role of each position in each company.
It facilitates the g|obo| vision of the organisation to the new incorporations.
Clarifies hierarchical dependency.
Formalise internal re|oﬁonships.

It is convenient to have different organisation charts, genero| (company), specific (areas or depcm‘merﬁs,
processes), functional (tasks to be carried out by each one) or relational, depending on who will use the
organisation chart and its purpose.

A well-defined orgonisoﬂono| chart facilitates both doy—fo-doy management and strategic p|orming. Some of
the basic elements that all companies have, are shown in the following points:
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Managemenf: The senior management part of the company. They are responsib|e for moking significonf

decisions for the organisation.

Middle line: Includes all the middle managers of the company. They can be said to be the link between the

top management and the line of operations of the organisation.

Core of operations: Made up of the workers who are direcﬂy related to the producﬁon of the good or service
and its distribution.

Other components of the company can be:

Technostructure: These are cmo|ysfs outside the company’s management who ono|yse and present chcmges

to the company’s structure (extensions, restructuring, etc.) to make it more efficient.

Support staff: This is a part of the company that does not collaborate direcHy in the performonce of the
activity, but is dedicated to support functions for better pen(ormonce. They may not be part of the company,

but rather be subcontracted (e.g. consuHoncy).

However, not all of these elements are presented in the organisation chart of the company since depending on
the sector and the type of company these may vary. This will also depend on the size of the company, regoro”ess

of whether it comes from the same sector.

TYPES OF ORGANISATIONAL CHARTS

Below are the most exponded orgoniso‘riono| charts in the organisations:

SIMPLE ORGANISATION

The most common in small and medium enterprises. |t moin|y involves managers and the core of operations,

and does not have the other possib|e elements.

This structure allows for fluid communication between senior management and operators, an essential point
when it comes to new companies that are adapting to the environment and need to be flexible.

General Manager

Financial
Manager

Production Comercial Engineer design Marketing
Manager UELET Manager Manager

HR Manager

Maintenance
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FUNCTIONAL ORGANIGRAM

This representation includes the main functions assigned to the different work centres, as well

as the units

and their interrelations. This type of organisation chart is very useful for fraining staff and presenting the

organisation in a genero| way.

Specific

Responsabilities of
each position

Managing Director
Monitor compliance with the

programs.

Control financial matters and make
dedisions.

Design improvement programs and
strategies.

Ensure profitability.

Monitor compliance with work
schedules.

Supervise preparation and delivery

Organize and control the appropriate
personnel rotation.

Recruitment and training of
personnel.

Control and supply raw materials.
Ensure good customer service.

Preparauun of pizzas and other
oods.

Ensunn%quallty in the
preparatiol

Prepare orders in a timely
manner.

Make proper use of ingredients.

Take customer orders over the
phone or at the personal service
counter.

Provide friendly and efficient
service.

Confirm the order, delivery time,
cost and address (the latter in
case of telephone orders).

Serve food in the dining room or
establishment.

Supply sauces and condiments
to customers.

Assist the cooks in the supply of
ingredients when required.

Perform and monitor the

cleanliness of the establishment.

Ensure cleanliness in the kitchen
area, bathrooms and dining
room from the beginning to the
end of the day.

Make proper use of cleaning

supplies and report to the
supervisor the lack of them.

Deliver the order on time to the
customer's address.

Make proper use of the
company's means of
transportation.

Deliver the purchase ticket and
collect the order.

Deliver payment to the cashier

Mention promotions.
Correctly charge for the sale and
issue purchase ticket.

DIVISIONAL FORM

Wear protective helmet when
using the motorcycle.

Typic0| of |orge companies that need a more comp|ex structure because of the type of work Jrhey do or their size.

It has a structure in which all the elements appear but the core of operations is formed by other comp|e+e

organisational structures. Therefore, there is a very broad hierarchy in the company, as shown below.

Operations Marketing Financing Operations Marketing Financing
Operations Marketing Financing Operations Marketing Financing
STOWARZYSZENIE NA RZECZ
nee® . .
d_ PEdITC fiviss wahe IMPULSI FUNDACION equiypo humano
1 @d i Samerimpex




Co-funded by
the European Union

H@RECA]

4VET

MATRIX STRUCTURE

It represents a corporate structure in which emp|oyees participate in specific projects while continuing to perform
their duties. Dual channels are used: on the one hond, the main hierorchy; and on the o‘rher, specific progroms/

projects.

General Manager

R&D
Manager

Production Finance Marketing
Manager Manager Manager

Project A Production Finance Marketing Personal
Manager Group Group Group Group

=
=
=
=

Project B Production Finance Marketing Personal
Manager Group Group Group Group

|
Project C Production Flnance Marketing Personal
Manager Group Group Group Group

How can | make the organisation chart of a company step by step”?

First of all, you must consider that the same person can occupy several deporfmenfs at the same time; severa
depor‘rmenfs can be united by carrying out tasks from the same person, and you can even have one or more

outsourced departments.
Once with this in mind, the basic steps to make an organisation chart would be:
1. Make a list with all the possible departments of your company.

2. Define, as much as possible, the functions to be performed in each department and the person who would

be responsib|e for performing those tasks.

3. Make a small outline on paper and penci| or with some office programs. The exomp|es above can serve as

inspiration.

4. Ano|yse that the deporfmenfs and their functions have been correc‘r|y identified. Chonges can be made
later.

5. Communicate the organisation chart to emp|oyees so that Jrhey know their managers and the internal

operation of the company.
The fact of having formalised and available to all staff the organisation chart:
Facilitates the g|obo| vision of the organisation to the new incorporations.
Clarifies hierarchical dependence.

Formalises internal re|oﬁonships.

25 | Page
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CHECKLISTS

On many occasions, the kitchen of a hotel, bar, restaurant.. can become quite chaotic. When this hcrppens,
somerhing as simp|e as a kitchen checklist can eosi|y he|p to solve the prob|em.

A checklist is a list of actions to be reviewed, checked or inspecredr Checklists are tools that are used to better
organise your tasks and to easily check which are the most important tasks you have to do in your daily
work. Using it will allow you tfo make sure that you do not skip any important steps.

Anyone who has never worked in a kitchen would be surprised to learn how much work and time goes info
preparing and closing it every day.
All ingredienrs must be prepored in the morning and then stored proper|y at the end of the doy. Cold stores

and ovens must be set at precise femperatures fo maintain food quo|iry. Surfaces and utensils of minor kitchen
equipment must be cleaned consfonﬂy to ensure the sofe’ry and hygiene of diners and staff.

REASONS TO USE A KITCHEN CHECKLIST

As we have seen, opening and c|osing checklists are fundamental for the internal organisation of a kitchen,

bQCCI use:

They are clear and concise. We all forget to do something. With a checklist that has clear tasks and
instructions, it is impossib|e for your team to forge’r to do somefhing.

They help organise the team. You can use them to divide up the kitchen team'’s tasks as you see fit,
depending on the size of your team, kitchen and task list.

They are easy to use. Any employee, from the boss to the dishwasher, can use a checklist if it is simple
enough.

They help standardise work. Even if you have the best processes in the world, they won't do you any good
if you don't have them documented or have a way fo check that fhey are being followed.

They are easy to update. Need to add another task to your kitchen's closing procedure? Add it to your
checklist and prinr/shore a new copy for the next doy.

Company name: Your company Fowgcs FoodDocs - Opening and closing checklist

Date: fooddocs.com

Done Opening checklist

: Set an agenda for the staff meeting

| Establish goals for the day
i Explain dally specials to the staff

| Review menu items

Staff tasting of the menu items

Pay bills

| Answer emails, respond to reviews and social media posts

| Organize any incoming inventory deliveries

Equipment inspection and coordinate any maintenance appointments to fix the premise or equipment

Inspect bathroom to make sure everything is fully stocked
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Done Closing checklist
| Check staff schedule for next day
| Check clock-in and clock-out times

| Take notes on staff performance

Keep track of overtime scheduling

jhssum that cash registers are balanced
| Do a final walk through to check that all the proper equipment is turned off

Look at the detailed sales report at the end of the day
| Check the inventory to ensure that the kitchen and bar are fully stocked for the next day

HOW TO MAKE AN OPENING CHECKLIST?

The purpose of a kitchen opening checklist is for the kitchen team to be clear about the most important tasks

to be performed during the doy.

In the morning, usuo||y a new food order has to be received and stored correcHy. And at the same time, the
food to be prepared for the day's sale has to be taken out of storage. With so much to do, it is almost inevitable

that somefhing will s|ip Through the cracks.
Here is how to deve|op a system fo prevent all that from hoppening:

Step 1. Identify the opening tasks: Sit down with the staff of your business and have them tell you everything
they do during the morning. Talk to acquaintances who work in other HORECA establishment and ask them to
exp|oir1 what ’rhey do to open their kitchen. Observe your kitchen team while +hey are Working in the morning

and take note of all their activities.

Some of the common tasks involved in opening a kitchen are:
Maintenance and calibration of equipment.
Receiving raw materials and p|ocing them in the stores.
Preparation of cooking utensils and preparation of kitchen supp|ies.
Lighfing / prehecnfing ovens, fryers and heaters.
Portioning, preparation and processing of food.
Storage in gastronorm trays and utilisation of leftovers.

Once you have every’rhing you need to do, you will have all the actions you need to include in your opening
checklist.

Step 2. Organise the opening tasks: The correct way to make a checklist is to divide the tasks into sections,

such as food preparation, c|eoning, organising, etc.

Go Through the list of tasks and find common threads between them. Then group them by priority, task

re|0’rionship, proximity, etc.

Step 3. Create the kitchen opening checklist: Once you have all your to-dos organised, add them to a
spreodsheef (Excel-like), print them out and use them as your kitchen opening checklist on paper.
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Keep a copy of your excel so you can reprint it/share it each week and when procedures are odjusfed or

changed.

Be sure to leave a space at the bottom to add comments and a signature of whoever reviewed the tasks, so you

can keep track of mistakes and suggestions.

HOW TO MAKE A CLOSING CHECKLIST?

The process for the kitchen c|osing checklist is very similar to the opening checklist process.

However, unlike the opening checklist, the c|osing checklist should |o|oce a greater emphosis on sofefy and

cleanliness.

Because food is stored overnight this must be done in the correct way, as any mistakes in this regord could
cause major problems. Leaving the stove or oven on or not closing a refrigerator door properly could damage

your business or spoi| your food.

You should take extra precautfions when sefting up this checklist to ensure that these small (or big) prob|ems

do not occur.
Step 1. Identify the closing tasks: Observe your team as they work and when they close for the night.
Take note of all the loose ends you want fo tie up with the kitchen c|osing checklist.
Some of the common tasks of c|osing a kitchen are:

Sofe|y storing g|osses, dishes and cooking utensils.

Turn off all hot surfoces, |ighfs, ovens, gri||s and cookers.

Wrop, film and store all leftover food for later use.

Disinfect all surfaces and clean all floors.

Clean the griddle in the kitchen.

Clean the cooker hood.

Take out the rubbish.

Step 2. Organise the closing tasks: Just like your opening checklist, it will be very useful to structure your
kitchen's c|osing checklist by common tasks.

Since there are more tasks to do at the c|osing than at the opening, this organisation becomes essential. Safety

and cleanliness are some of the categories you can use to organise your c|osing tasks.
Tasks should be orgonised info:

Doi|y tasks (oHer service).

Weekly tasks (more thorough cleaning including fridges, hoods and shelves).

Step 3. Create the kitchen closing checklist: Once you have everything ready, list the tasks on a spreadsheet
and use it as your kitchen c|osing checklist in a prin’rob|e version.

As before, leave a space for comments and a signature from whoever reviewed the tasks so that mistakes and

recommendations can be tracked.
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SHIFT SCHEDULING

Tedmo|ogy makes it possib|e fo odjusi shifts well and good schedu|ing software can save a lot of time. Despite the
fact that in hospirohry, schedules vary a lot, we should fry to draw up the timetable at least two weeks in advance:

Srudy the types of contracts of each member of staff and their limits so as not to breach them.
High|igh’r the doys off for each member of staff.

Determine and organise which positions and points in the restaurant/bar/cafe.., both in the back and front
office, should be covered, or with more staff depending on the different times of the doy. Number of cooks,
wait s’roff, bar s‘roff, etfc.

Ensure that managers’ shifts are distributed and s’roggered.
Comp|e’ring doi|y shifts to guarantee service.
Calculate full-time contracts for pure|y accountfing purposes.

Unexpec’red events are very frequen’r in hospiio|iry4 Thus, keep in mind that, in genero|, all time beyond 40 hours
is overtime. Emp|oyees can be offered the possibi|ify to stay |onger as an incentive. It is also recommended to
have a |ooo| of part-tfime or casual staff.

HOW TO ORGANISE STAFF DAYS OFF

We must be equiiob|e in o||ocoiing shifts to ensure Weeidy rest fimes:

Vary the schedules frequently for each employee: In o HORECA establishment, peak
workloads and peok fimes vary occordirig to the needs of the business. It is important that
staff are open fo take on possib|e shift chonges, in exchonge, for exomp|e, for time off.
Equirob|e shift |o|orming with rotating shift chonges for older staff, as well as for new staff, will ensure that
the whole team is prepored to cope with the level of work at different times of the doyi

Plan for precise staffing at all times: It is crucial to adjust the workforce to the real demand and for this it
is advisable to re|y on solutions that he|p you to estimate demand or sales as occurore|y as possib|e.

Be in contact with some employees when necessary: Although it is ideal not to keep staff on call, it is
advisable to have certain team members who can flex their shift in certain excepriono| situations. This is an
alternative that is easier to achieve with managers.

Two managers are better than one: Having more than one manager will ensure greater shift control and
service coverage. It is more costly, but in the long run it will be a return on investment.

Staff have lives beyond their work: When planning a timetable, their availability should be checked
beforehand.

Ensure rest periods: Comp|ying with work contracts, but also rhinking about stress and forigue, among
others, in order to promote a good working environment.

Establish rules and guidelines to ensure good management: This will help to avoid possible errors and
constant revision of timetables.

Record all staff requests for time off and days off: Through guidelines that establish minimum notice
periods for emp|oyees, or with rules for all staff.
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The fo||owing is an example of a kitchen schedule:
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**
* *
* *
* *
* ok

BLACK MOUNTAIN HOH

Sun Mon Tue Wed Thur Fri Sat
8/26/2018 82712018 8i28/2018 82912018 8/30/2018 8i31/2018 9/1/2018
7:00 AM 700 AM 7:00 AM 700 AM 700 AM
Bob = : = = 40
300 PM 300 PM 300 PM 300 PM 300 PM
e 700 AM 7:00 AM T:00 AM T:00 AM 7:00 AM it
300 PM 300 PM 300 PM 300 PM 300 PM
7:00 AM T:00 AM 7:00 AM 7:00 AM T:00 AM
Juan = = = 40
300 PM 300 PM 300 PM 300 PM 300 PM
700 AM 700 AM 700 AM 700 AM T.00 AM
Jose = 40
300 PM 300 PM 300 PM 300 PM 300 PM
0
- 200 PM 200 PM 200 PM 200 PM 200 PM -
- 1100 P noem | 10em | 1em | 100Pm
Cindy 200 PM 200 PM 200 PM 200 PM 200 PM I
11:00 PM 1100 PM 11:00 PM 1100 PM 11:00 PM
Ralph 2:00 PM 200 PM 200 PM 2:00 PM 2:00 PM i
11:00 PM 11:00 PM 11:00 PM 11:00 PM 1100 PM
Vs . 200 PM 2upm | 200 i 15
1100 PM 100 PM 11:00PM 00PM [ 11:00PM
Henry 2:00 PM 200 PM 2:00 PM 2:00 PM 200 PM s
11:00 PM 11:00 PM 11:00 PM 1100 PM 11:00 PM
Phillip 200 PM E‘NPM EQ;PM 200 PM 200 PM o
11:00 PM 11:00 PM 100 PM 1100 PM 11:00 PM
Tim 200 PM 200 PM 200 PM 200 PM 200 PM
11:00 PM 11:00 PM 11:00 PM 11:00 PM 11:00 PM i
Saute
0
Grill
0
‘Wheel i
Pantry i
0
0

KITCHEN MANAGEMENT SOFTWARES

Co-funded by
the European Union

Kitchen management softwares will save HORECA companies owners and managers time, but searching for

the pen(ec’r one can be quite time-consuming. Many companies offer comprehensive systems, but not all will be

the ideal fit for every kitchen.

Below is a list of some of the best management softwares:

XTRACHEF: The platform’s financial and operational tools allow food industry operators to maximise

margins. Some of the management system features include AP automation, food cost management, real-

fime reports, recipe management, and inventory management.

RESTAURANT 365: This system offers accounting, inventory, payroll, and reporting software that can be

integrated with a restaurant’s POS system and banking partners. Operations and finance tools are displayed

on the same dashboard, and the company also offers a mobile app as part of the system. It is a viable option

for multi-unit and franchised restaurants.
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FOODAGER: The main highlights of Foodager include efficient ordering, automated accounting, and menu

p|orming fo maximise proiiis. With this system, restaurants can go iu||y poper|ess ihroughoui the ordering and
receiving process. This management system works for single and multi-unit establishments, including QSRs,
full-service restaurants, bors, nigh‘rdubs, and hotels. With its obi|i‘ry to track every cosf, i:oodciger allows

operators fo save money and increase proiifs.

APICBASE: Platform to full-service restaurants, hotels, restaurant chains, and quick service establishments.
This software allows its users to keep track of and control food costs, calculate margins, and manage all
back-of-house operations. The company offers nine ‘module” components, including sale analytics, inventory,
and menu planning, that can be used and added as the restaurant needs.

POSIST CLOUD KITCHEN MANAGEMENT: It serves QSRs, fine dining restaurants, and everything in
be’rween, inciuding cloud kifchens, bokeries, microbreweries, and food courts. POSist can work with restaurants
and establishments of any size, and offers intuitive POS technology.

URBANPIPER: It offers tools to optimise a restaurant’s digital capacity and online presence. The company’s
suite of products include customizable websites and apps, CMS + CRM dashboard, and campaigning tools.
The cloud-based system allows for the latest system upciofes and bug fixes free of ciiorge.

JAMIX: Jamix's kitchen management system can be used by all types of foodservice establishments, including
restaurants and chains, cafeterias. The cloud-based “kitchen management system offers menu planning,
nutrition cmoiysis, inventory management, recipe management, and procurement. |t aims to create more

sustainable kitchens, and can be used by any size of foodservice operation.

STAFF COMPETENCIES NEEDED TO PERFORM TASKS IN THE KITCHEN

1. Creativity: a proiessionoi chef leaves a bit of himself in each dish. The pio‘ring, combination of colours,
flavours and smells are some of the factors that must be modified with great creativity so that the final product
is delicious. In cooking srudies, creativity is not instructed (ir is believed that this obi|iry is innore), but how to

shape it is taught.

2. Order: you can never say that you have seen a proiessionoi cook moking messes in the kitchen. In fact, it
is a fundamental requirement to receive a cooking proiessionoi certificate at any cooking school. Order is an
opii‘rude that is fostered at home and then taken to the proiessiono| field. In addition, Working in a computer

environment allows you to have more speeoi and verso’riii‘ryi

3. Initiative: among the most important skills is competence in this area. Kitchen practitioners have an extreme
fondness for creating someihing new. Their curiosity leads them to fry ii\ings that someone else migiﬁ not dare
to do, thus discovering exquisite dishes or Jrecimiques never seen before.

4. Abiiify to form teams: a kitchen is genero”y not made up of a singie cook. There are many members of one,
and teamwork is essential to get the dishes out on time and true to the recipe. If you don't feel reody to work
in a tfeam, moybe it's better that you dedicate yourseirE to another proiession.

5. Speed: Another important factor to consider before carrying out cooking studies is the speed of action. In
a proiessiono| kitchen, everyrhing hoppens obso|ufe|y fast. That's why speed goes hand in hand with stress
management. A proiessiono| cook must be able to remain calm while working at full speedi

6. Good taste: what would a cook be if he wasn't sure when his/her food tasted good? The palate of a
proiessionoi must be calibrated to feel the sweet or sour, soiiy or spicy food, so that in this way he can generate
a balance of flavours that make up an exquisite dish.
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DELEGATION SKILLS

Being able to deiegct’re is important for every supervisor or manager. Managers need to be able to trust
empioyees with responsibihries, while still ensuring that work is done well. In a work setting, deiegoiion ’rypico||y
means the transfer of responsibihry for a task from a manager to a subordinate. The decision to de|egore is
usuoiiy made by the manager. However, sometimes an empioyee will volunteer to take on an expcmded role.

Delegation can also happen when there is a less formal chain of authority. For example, a member of a peer
group who has been designoied as a leader of a team mighr deiego’re tasks to peers in the group.

What Are Delegation Skills?

Most of the time, good managers know how to occompiisii each task required by the team. Better managers
know that ihey shouldn't fry to compie‘re every task for two reasons.

First, they know that it is very likely that each team member could do most of those tasks as well or better.
And second, great managers understand that they shouldn't overwhelm their own schedule by micromanaging.
Leaders that know how to manage will oiwoys deiego’re. Tiiey learn how to manage their own worries about
whether or not their tfeam members are dependable. They know how to instruct their team members in a way
that makes members feel empowered fo occomp|is|’1 the tasks required of them.

Deiegorion does not necessori|y imp|y a transfer of compiere responsibiiiry. For instance, a manager may ask
a subordinate to hire an administrative assistant, but the manager will still review the actions the subordinate

takes to occompiisii the task and provide guidonce.

TYPES OF DELEGATION SKILLS

1. Training

Often when de|egoiing, you will have to make sure your emp|oyee or peer has the skills and abilities necessary fo
periorm the task. This migiir require some training before deiego‘ring A good manager knows how to eiiec‘rive|y
train his or her empioyees in a new task or skill. Some tasks require a manager»s insigh‘r and expertise.

Before delegating, managers need to assess tasks to determine if it makes sense to pass them along to
a subordinate.

Another de|egoiiori task that managers take on is iden’riiying outside resources — whether it's iecimoiogy
or other companies — that can he|p with doy—’ro—dcy tasks.

Identifying High Value Activities:
Assessing the Strengths and Weaknesses of Employees
Creating Incentives
Talent Management
Promoting
Creating Job Descriptions
Hiring

Researching Available Training Tools
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Outsourcing
Collaboration

2. Trust

Often, managers do not o|e|ego+e because They do not trust their emp|oyees to do as gooo| of a job as Jrhey would.
A gooo| manager trusts the skills of his or her emp|oyees. He/she |oys out clear expectations, and provides feedback,
but he/she does not micromanage while the employee works on the task. Trust is key to effective delegation.

CONFLICT RESOLUTION IN THE ORGANISATION
THE CONFLICT IN THE COMPANY

Having some kind of conflict at work is almost assumed to be normal because peop|e with different persono|ifies,
goals and needs must live together in the workplace. These conflicts can generate an atmosphere of hostility
that must be resolved. In fact, if fhey are proper|y resolved, positive elements such as persono| or professiono|
growfh can be brough’r out.

A conflict includes a situation in which one part of the members of a group adopts a position significantly
different from the rest of the members, diminishing or eliminating cohesion. In a work team it can arise
when there is a disporify of criteria between the members that sfipu|oﬁre a group.

In the development of a work team it is Frequenf that at some point personal conflicts may arise, the problem
arises when conflicts end up generating a serious confrontation between two or more members of the team.
This situation causes the team’s performance to suffer immediately. For a team to be efficient, its members
need to be perFeCHy attuned to each other. Bearing this in mind, it is clear that a team cannot allow this type
of confrontation to occur within itself, and if it does, it must be sfopped immedio+e|y.

The leader and all the members of the group are obliged to ensure that this harmony and good working
atmosphere exists, which will considerably reduce the possibilities of confrontation.

TYPES OF CONFLICTS

Latents: They exist but they do not manifest.
Manifests: They manifest in a clear way.

The conflict rests on two basic pillars: one emotional and the other structural. When resolving a conflict,
both parties, the rational and the emoﬂono|, must be considered. For this reason, the first Jrhing is to detect the
causes that provoke this emotional discomfort.

[t can hoppen that this emotional discomfort has its origin in structural prob|ems, such as the bad design of the
structure in terms of internal organisation, roles.. Once this first step has been Token, action must be taken to
prevent the conflict from becommg unmonogeob|e.

Conflicts should not be forgotten but resolved, since an unresolved conflict will lead to the fractionation and
dissolution of the work team, sooner or later. Failure to resolve conflicts due to lack of capacity or unwi||ingness
to do so can lead to conflicts being taken to the persono| level, des’rroying the possibi|ify of the team funcﬂoning
properly and wasting the talent of its members. In addition, it creates a bad working environment that
impairs performance.
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CAUSES OF THE LABOUR CONFLICTS
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Conflict

Elements

Description

Resources conflict

Materials, computer’s room,etc.

If several people within the team need the same
resources, the leader should try fo get everyone to
use the resources efficienﬂy, with the team’s interest
prevailing.

Style conflicts

Ways of working, personality,
behavioural styles (order/ chaos,
supervision/autonomy)

It is necessary to take into account the different styles
that are marked by persono|ify and needs when
forming teams and assigning work roles.

Perception conflicts

Different points of view, rumours,
differences between groups.

Open communication must be facilitated and solid
arguments provided for each perception.

Goal conflict

Several goals and objectives within
the company

Superiors must be coordinated in setting objecﬂves and
ovoiding conﬂic‘ring goct|sA Goals must be clear and
good communication is necessary to set them.

Pressure disputes

Urgencias que promueven la
presién y el estrés. Emergencies that
promote pressure and stress.

It occurs when it is not possible to advance in the work
because you depend on other deportmems that have
other emergencies, but you have a deadline.

It is necessary to make p|cmning more flexible and to
establish joint priorities.

Role conflicts

The same worker must perform tasks
that do not correspond to his or her
role.

Power struggles or clashes between workers can be
generated because of overlapping functions. Good
communication is needed about the need for each
person to perform the task.

Value conflicts

Different personal values.

Make good selection of personnel, taking into account
the alignment of values employee-company to hire.

Conflict over Company policy

Unclear company policies.

All employees must know the company’s policies.
They must be written c|eor|y to avoid confusion and
consistency between what is written and what is
applied.

The following steps should be taken to resolve conflicts within groups:

Define the problem (What's wrong?).

Analyse its causes (Why?).

Define objectives for action (What do we want to achieve?).
Generate alternatives (What can we do?).

Choose the most optimal alternative (What should we do?).
Operoﬁonohze the chosen solution (How do we do it?).

Put it into practice (Do it).

Evaluate (How did we do?).

Other benefits that mighf not have been confemp|ofeo| can be achieved by reso|ving a conflict. For exomp|e,
a greater unders’ronding among emp|oyees can be achieved because in order to resolve it, the peop|e involved
must become aware of the situation, oﬁ(ering them a new perspective on how to achieve their objecﬂves. It also
leads to greater group cohesion, creating more respect among feam members and a greater obi|i+y to work
*oge’rher.
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Teamwork is defined as the union of two or more people organised in a certain way, cooperating to

achieve a common goal which is the execution of a project.

How can we resolve these conflicts? The key is in assertiveness and how to manage it to manage
conflicts.

Assertiveness is a self-centred behaviour that, far from being selfish, implies a deep respect both for
our conversation partner and for ourselves. Both at the same level. To know how to use assertiveness, you
must know how fo ask, say no, negotiate, and be flexible in getting what you want or achieving your goals.
Assertiveness also means receiving criticism and accepting complaints.

How to increase such assertiveness can be i<ey fo managing internal conflicts in the company. Deve|oping it
will iieip manage any conflict within the company / organisation. Some guideiines to follow in companies can

develop this quality in Human Resources managers or SME entrepreneurs.
1. Describe specific facts:

Oniy then can you have a negotiation where you can set up a discussion. In describing the iinciings or events
that occurred, the counterparty may not oieny them. Thereafter, we can discuss solutions and make speciiic
opproociies. Here is a i<ey question to avoid value juoigmenis.

2. Express feelings:

Communicate c|eor|y and establish strong points about how what hoppened made you feel and your ideas
about it. It is also the time to describe what you liked or didn't like; if you felt humiliated or can no |onger
bear a situation. It is not about being rigiii or not, but expressing your point of view in a respecfiu| way. You
should not fry to be righi and you should not be criticised for that.

3. Ask speciiico”y what we want others to do:

It is not about speoking in generoi. You need to be concrete and specific. It is about expressing behaviours
and situations that the counterpart can understand.

4. Expioin the consequences (positive or negative) of your actions:

It is about exp|oining the consequences of not oioing what was asked of you. It is preierob|e tfo comment on
the positive aspects.

KEYS TO MANAGING CONFLICTS

Opening message: Asseriiveiy offer cooperation from the start

Define the problem: Jointly set the problem ahead.

Know the opinions of others: Notwithstanding.

Express your opinion: Without conironfing anyone

Find common goals: What do we both want?

Brainstorm, alternatives: That can resolve the situation and in the interest of all.
Select possible solutions.

Decide how to evaluate and control the results.
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HOW TO PREVENT AND MANAGE STRESS AND BURNOUT?

Hign|y related to absenteeism, stress deteriorates the health of workers, and makes them more |ii<e|y
to take sick leave, or outright absent. People inevitably experience stress from time to time. However,
when it is excessive it entails many prob|ems, organisations must take care not on|y to solve it, but also
fo prevent it.

Workplace stress management strategies can help your company prepare for and handle the
inevitable to minimise negative impact. There are many workplace stress management strategies that
leaders and managers can odop’r to ne||o reduce stress levels within the team.

Job-stress Causes and the importance of stress management within the company

An important risk control measure for work-related stress is to consider work-life balance in the provision
of resources. Failure to quickly detect and implement effective stress management in the workplace
can have |ong—ierm effects on emp|oyee's health - and the business.

In this sense, organisations which want to irnp|ernen’r an opproocn tfo stress management should carry
out workload studies, and have an organisational model that allows establishing agile and dynamic
work mechanisms, so that efficiency prevails and stress is reduced by having a good distribution of
work, and avoid bottlenecks.

What are some common causes of job stress?

Globalisation, outfsourcing of the economy and iecnno|ogico| advances have caused considerable cnonges
in the world of work. These cnonges have resulted, direci|y or indireci|y, in increased workloads, downsizing
inrougn restructuring p|ons, increased job insecurity, and a growing need for i[|e><ibi|i’ry in ernp|oyee skills, all of
which contribute to increased stress levels in the workp|oce. Among the causes that are regu|or|y cited are the

fo||owing:
Labour reorganisation.
Job insecurity.
Long working hours.
Work overload.
Harassment and violence at work.

According fo a survey conducted by the European Agency for Sofe‘ry and Health at Work, stress in the
Workp|oce is experienced by opproximo’re|y half of all workers and is estimated to account for 50-60% of all

lost working days.

Stress represents one of the greatest cno||enges fo pub|ic health and soicery at work in the coming decades, but
also in terms of economic performance. In 2013, stress, depression, and anxiety were the second most common

work-related health prob|em (16%) after musculoskeletal disorders (60%), such as back pain.

Work-related stress can be caused by various events. For exomp|e, a person may feel pressured if the demands
of their job (such as hours or responsibi|ifies) are greater than fney can comiorfob|y handle. Other sources of
work-related stress include conflicts with co-workers or bosses, constant chonges, and threats to job security, such
as possib|e dismissal. However, what one person may perceive as stressful, another may view as cn0||engingi
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Whether a person experiences work-related stress depends on the job, the person’s psycho|ogico| mokeup, and

other factors (such as personal life and general health).
Some common stressors in the workplace are:

Low salaries.

Excessive workloads.

Few opportunities for grow*h or advancement.

Work that is not attractive or cho“enging

Lack of social support.

Not hoving enough control over work-related decisions.

Conﬂicfing demands or unclear performonce expectations.

MANAGING STRESS IN THE WORKPLACE

It is important for managers fo recognise work-related stress as a major health and scnte‘ry prob|em. In the
Workp|oce, mO’rching between emp|oyees and the environment should be the primary focus. If it's a gooo| match,
the employee is likely to relax. A poor fit increases tension and stress. Managers and companies must examine
the environments ‘rhey create for the emp|oyees. They need to ensure that companies offer an office that meets

emp|oyees’ definition of non-stressful.
1. Renew the habitat.
2. Allow flexible hours.
3. Encouraging social activity.
4. Creating quiet moments.
5. Provide advice.

6. Recognize your employees.

SELECTION AND RECRUITMENT IN THE ORGANISATION

The selection of personne| aims to find the righf candidate to cover a por’ricu|or job vacancy in your company.
In order to carry out this process in an opfimct| way, you must take into account the strategic objedives of your
organisation (mission, vision, vo|ues) and their choroc’rerisﬁcs, as well as the requirements of the position to be filled.

For small companies, this process can be expensive, since there is no specio|ised persorme| dedicated to HR.

A|ong the fo||owing sections you can find pracficcﬂ advice on how to make a good selection of staff, moin|y in
the HORECA industry, so that the staff of a company in this sector can have the enough resources for filling a
job vacancy with the opﬁmo| candidate, and with the lowest possib|e cost.

Before considering the incorporation of a new person into our company, we should ask ourselves the following

questions:
ls it reo||y necessary to carry out a new incorporation?

Have we ’rhough‘r about the work that person will be in chorge of? Who will be responsib|e for that person”?
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Is there no emp|oyee within the company who could assume the functions?

There is no simp|e way fo fit these questions but some aspects to consider could be:

Current and foreseen work volume, as well as billing that the company must reach to justify the cost of the
work position that | want to open.

Perform an analysis of functions through the description of job posts.

Those peop|e who, inJrernQ”y, can carry out the responsibi|iﬂes of the new position to be filled can opt for this
position. This process is known as ,internal promotion”.

JOB DESCRIPTION

As the name suggests, it is a document that details and clarifies the essential aspects of a work centre
(responsibih’ries, interrelations, etc.). Specifico”y, the document usuo||y covers the Fo||owing aspects:

Job name.

Training required.

Mission statement.

Hierarchical dependency and position in the organisation chart.
|nfero|epor+menfo| relations.

Main responsibi|i’ries and functions.

Competence profi|e (genero| and specific competences).

Type of connection to the company.

Salary range.

This is what would be called a job analysis and job description project in which all the managers of the
company, inc|uo|ing emp|oyees in those same posiftions and with more experience can partficipate.

And what are the objecﬁves of the above-mentioned job ono|ysis and job descripfion projecf?

A.To synfhesise and formalise the basic aspects (key) of the jobs, so that They serve as a reference for the
proper functioning of the company.

B. To favour a shared vision of the organisation.
C.To involve the staff in an internal and transversal process, such as the TPD.

D.Establish the basis for future development of the Performance Evaluation.

PHASES OF THE JOB ANALYSIS AND JOB DESCRIPTION PROJECT

The expeded results after this process are greater ogi|i’ry and control over the Fo||owing processes:
Recruitment and selection of personne|.

Improved functional clarity.
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Avoiding over|ops or function gaps.
Training Planning.
Quality Processes.

In order to collect the necessary information to carry out Job Descriptions, it is recommended to combine
different information collection methods, so as to integrate key information about the company and the jobs
that make it up.

Questionnaire: This will set out the different skills and their definition so that, depending on the depor’rmen’r
and job, a series of skills are selected and priorifised.

Individual interviews: From which we will extract all the information about the position provided by a sample
of peop|e who currenHy occupy the job in question.

Focus group: Creation of discussion groups fo present and contrast aspects related to the orgonisofiono|
chart and the hierarchical units or functions, as well as to discuss the key competences for the organisation
(genero| or corporo’re) and the key competences of the job (specific).

PHASES OF THE SELECTION PROCESS

Once we have decided to start a selection process, it is best to know the pnoses you will have to go Jrhrough.
It is recommended that you follow these stages as stated below, and followed by a brief descripfion:

H.H.R.R. planification
Need analysis
Analysis of the Job vacancy
Recruitment
Curriculum screen
Pre-selection of candidates
Assesment Center
Personnal interview and test

Final interview

Hiring of the selected candidate

Welcome and incorporation
For those more important and to consider, you may find a descripiion that may he|p you imp|emen+ing a
selection process:
1. Needs analysis

As its name indicates, the main objective is to identify exactly which needs are expected to be met through this
incorporation as well as the skills and characteristics that must meet i(i||ing the job vacancy.
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Two tools that allow us to c|orify this process are:
Statement of the job descripfion

Meeting with the supervisor of the future incorporo’red to determine the context and requirements of the job
to be covered. This part is not necessary if you are the responsib|e for that area.

Since the first part has o|reody been described above, we will follow oncr|ysing the second part. For this, we will
have to deve|op an offer that contains, at least:

Job title and brief description.
Necessary skills to fill the position.
Daily tasks to perform.
Required technical knowledge.
Skills required to execute and opp|ied to the open position.
Professional skills.
Tools, rnocninery or computer opp|icoiions as a p|us for the described job.
Depending on the |<now|edge, skills and experience of each candidate we will choose the open vacancy better.

In the case of companies in the HORECA sector, it will depend on the size and skills required from the incoming
profi|es. In that case, if we look for a technical profi|e we will focus on those skills sfricHy related to the technical
position fo be covered. If it is a more flexible prorti|e, we will need to ono|yse other types of competences
(leadership, effectiveness, companionship, etc.).

At the end of this section, we will propose different methods to discard and choose candidates.
2. Recruitment

During this pnose we must get candidates for the position we want to cover in the most efficient way possib|e.
Recruitment is the set of actions and procedures that aim to attract the righi candidates to occupy the vacancy
job in an organisation.

Moin|y, there are two types of recruitment, internal and external.

The internal recruitment is the one that will provide candidates who o|reody work in your organisation, that
is, among emp|oyees who wish to occupy a different position fo the one rney are curren’r|y performing in your

company.

The external recruitment is the one that will allow you to find a candidate rnrougn the different sources of
recruitment existing beyond your company.

In order to be effective in external recruitment, it is essential to know the different sources of external recruitment.
Its objecfive is fo provide us with an odequo‘re number of candidates that meet the competences required for
the offered position.

Depending on the proii|e of the position to be filled, the sources of external candidates will be selected. The
most important are detailed below:

Recommended candidates through your network.

Advertisements at unemp|oymenr offices and agencies.
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Advertisements in vocational fraining cenfres and universities.
ConsuHoncy firms specio|iseo| in persono| selection.
Temporary Work Agencies (TWA).
Sources of Recruitment 2.0
Job portals (Indeed Job Search, Glassdoor Jobs, LinkedIn, Google for Jobs, etc.).
Professional social networks (LinkedIn, Womenalia, Xing, etc.).

The latter are some exomp|es of repufed networks on job seekers/offers. Below you can have a list of odvonfoges

and disodvonfoges:

Advantages
More economical than traditional processes.
Access to more candidates (assets and liabilities), and highly-skilled.
Quick access to candidates” information.
The reactions of the candidates are observed in real time.
Ano|ysis of the observed movements of the competitors for a job position.
Get connection and link between the organisation and the candidate.
Improves Employer Branding, showing a modern and updated company.

Greater diffusion of the job offer and unrelated-network candidates.

Disadvantages

Investment time on the construction of the network and definition of the strategy.

Importance of getfting a corporate account which does not depend too much on the person who manages if

but on the corporation’s values overall.

Investment time on checking references of candidates who have been found in the network.
Open exposure to criticism.

You can incur the failure to lose the forms when carrying out the selection process.

Possible poor use by the candidates of social networks.

Deviate from the focus point.

There are other ways fo c|ossi1(y the recruitment strategies. This classification takes into account the forms of
pub|icoﬁon of the candidatures. In that sense some of the ways fo get candidates could be divided into:

Formal channels: Local deve|opmen‘r agencies, official schoo|s, fraining centres, universities or business

schoo|s, press announcements, se|f—cono|io|ocies, via the corporate website.
Informal roads: Acquoinfonces, relatives of workers, recommendoﬂons, etfc.

Specialised routes: Consulting services.

We need to bear in mind that what matters to us is the recruitment effectiveness, and this will vary depending

on the position offered as well as our company and brand.
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3. Pre-selection
Once we have candidates for our offer, the next step is to idenﬂfy those that best suit our needs.

Reading the obtained curriculums is the first approach to the candidate, since it gives us a lot of information
about the person, about everyfhing in terms of previous work experience, training, etc. The main objective is to
choose those candidates whose curriculum is more suited to our ideal profi|e.

Therefore, the screening of curriculums allows us to streamline any selection process since it is the first filter,
prior to the Jre|ephone interview.

In this pre—se|ec’rion by curriculum we start from a given:

Any candidate who does not meet the requirements of the position shall be discarded from the process,
unless the recruitment phase has not produced the desired effects.

To make a good pre—se|ecﬁon we should take into account certain aspects and criteria of the curriculum such as:
Shape
If the CV has a cover letter: whether it is personohsed or standard.

Font, design, etc.

Design: ou’rsfonding title to facilitate reoding.
When start reading

Proper organisation and distribution of the different sections.
If those aspects that are important for the position are high|ighfeo|.
Logic in the presentation of his/her professiono| career.

Coherence, corrections and misspe”ings.
Content

Personal information (nomes, oddress, popu|o’rion, ‘re|ephone, emoi|..4)4
Professional objective: basic, academic, comp|emen+ory fraining.

Professional experience: enfry and exit of companies and sectors, functions, responsibi|i‘ries in each posifion
and see if they have increased, changes in work.

Languages, computer skills, immediate ovoi|obi|i+y, chonge of residence, interests.
Photography

There is a lot of debate about the suifobihfy of the phofo in the curriculum and in the selection process since if
can induce to discrimination thus |eoving aside other more important aspects. Therefore, it is recommended to
focus on the content of the CV rather than the existence or not of the pho+ogroph.
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4. Personal interview

The interview can have different objectives but the main one is: to inform the candidate about the company
and the position, to know the personal and professional characteristics of the candidate and their
motivation towards the position, as well as to transmit the image of the company.

During the personal interview you should get as much information as possible about the candidate to find out
if he is suitable for the job that we have vacant. It is also essential not to focus only on your knowledge, but to
know the person and see if it can fit into the culture and activity of our company.

The structure of a basic interview is usuo”y structured as follows:
A.Greeﬁngs / Welcome. It is usuo||y the first persono| contact between the candidate and the interviewer.

B. Initial conversation. Brief inJrroduc’rory talk that serves to create a relaxed ofmospnere between you and
the candidate.

C.Introduction. It begins with the subject, presenting the position or the company in order to focus the

conversation.

D.Interviewer questions / Candidate responses. The questions are usually about general topics at the
beginning, going deeper into details and more spech(ic aspects as the interview progresses.

E. Closing the interview. It is usually interesting to review some of the points or topics that you have tried,
to make sure that you have understood the candidate and that we do not leave onyfning in the inkwell.
It is advisable to inform the candidate about the Fo||owing pnoses of the process, if there would be more
interviews, expecfed time of incorporatfion of the candidate and closure of the process as well as o||owing
her/him to ask questions about any doubts that may have been raised during the interview.
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It is advisable to inform the candidate of the Fo||owing phoses of the process, if there would be more interviews,

the expec’red deadline for incorporating the candidate and c|osing the process, as well as ct||owing him to ask

questions about any doubts that may have arisen.

In any case, some procfico| genero| aspects that you can take into account when conduc‘ring the interview:
1. Maintain eye contact with the person interviewed.
2. Pay attention; try to avoid unexpec‘red intferruptions such as mobile phone, mail, etc.
3. Take care of your body posture and your voice.

4. Address the way you formulate your questions. Avoid those questions that show your opinion on d fypico|

issue.

Currently, the most used interview is the interview of critical incidents. This interview allows us to know the
profi|e of the candidate and check if he would fit into the company by osking questions about his/her behaviour

shown in past sifuations.

[tis important to emphosise thatin order to successfu”y carry out this type of interview, each of the competencies
required by the position to be filled must be defined.

So far we have mentioned two types of interviews:
Interview of critical incidents.

Interview by competences.

INTERVIEW OF CRITICAL INCIDENTS

The critical incident interview is characterised by the Fo||owing aspects:

Normo”y we will ask the candidate for a significonf recent situation for him/her or representative of his/her

previous job.

We look for the candidate to present a concrete situation that he/she has experienced (telling it like a movie)
where he/she tells us what hoppened, what he/she did and how he/she solved that prob|em or situation.

It allows seeing what elements the candidate gives importance to, as well as his/her way of moking decisions

and reasoning in stressful situations.

INTERVIEW BY COMPETENCES

[t is important to know the competences of the candidate. The information put on the curriculum is very staftic
and does not allow us to fu||y understand the responsibihﬁes, specific activities and possibihﬁes that may have

within the company.

Some of the competences that can be assessed with some simp|e questions are the fo||owing:
Customer orientation.
Learning capacity.

Productivity.
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Adaptability- flexibility.

Leadership.

Persuasion and influence.

Teamwork.

Tolerance to pressure.

Emotional stability.

Problem resolution.

Self-image.

Person—oﬁ(ice—compony adaptation.
Expectations of professioncd deve|opmen’r.
Motivation regording the new position.

The competency interview is useful for what is known as a structured exp|oroﬁon strategy and tries to find the
indications that the person interviewed has a series of competences, investigating if fhey have been put info
practice beforehand.

Questions asked in a behavioural or competency inferview lead candidates to talk about their previous
professiono| experiences, what ‘rhey have ctcfuo”y said or done, since the candidate is asked to describe Things
such as ,an experience that they had ,,” Occasions when.. ,and” examples of.. ,. These types of questions
discouroge the candidate from giving theoretical answers.

Tips: It on|y matters what the candidate may have o|reoo|y done in some concrete situation of his/her recent
past. Generalities are not soughf nor what the candidate ,thinks he/she would do if..". Questions about specific
behaviours do not lead the candidate to the correct answer, because there is no correct answer.

These types of interviews are based on the STAR model:
A real Situation that the interviewee has lived in his/her recent past.
What was the Task that the interviewee had to perForm in that situation, that is, what was his/her role.
What was the Action or concrete action, that is, what exocH\/ did he/she do?
What was the Result of this action?

If the interviewee gives very genero| answers to an open question or tends to get lost describing non- relevant
aspects, we can use these types of questions to get clarifications:

What made you get info that situation?
Who intervened?

What was your role exactly?

What did you do then?

What result was produced?

Can you describe it to me in more detail?
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INTERNAL COMMUNICATION AND LABOUR CLIMATE

Internal communication is a crucial element in every organisation that offers a gooo| service to both external
and internal clients (emp|oyees and collaborators). In this sense, and ‘roJro||y Jrheoreﬂco”y, we can disﬂnguish
between daily communication (operational) and strategic communication (mid-long term).

The first one is related to the doi|y company activity that is genero”y executed via:
E-mail.
Telephone.
Face to face.
The second one refers to all the different aspects related to the same organisation (errchrure, funcﬁoning, e‘rc).
In order to ono|yse these aspects, the more used methods are:
Work session for confinuing improvement.
Monthly meetings.
Annual meetings.
Research about the work environment.
In this section, we are going to focus on the working environment which has the Fo||owing objectives:

To know employees’ perception and opinion in relation to the different topic issues (generally the main
issues are about communication, tfeam working, fransparency of the hierarchical structure, soﬂsfocfion, so|ory,
etc.)

To make employees active participants with the purpose to make them feel motivated and their opinions
highly valued.

Obtain valuable information about the situation of the company in its day to day.
Deve|op lines of action aimed at optimising doi|y work by moking it more efficient.

As a formal definition, the orgonisofiono| climate can be defined as the set of perceptions that peop|e of the
organisation have about it.

The better the work environment of an organisation, the more satisfied and motivated the peop|e will be and,
therefore, their degree of involvement and membership in the organisation will be greater, which will have an
impact on an improvement in their work and greater customer satisfaction.

WHAT ELEMENTS PROMOTE A GOOD CLIMATE IN THE COMPANY?

Some aspects that companies should take into account when promoting a Positive Organisational Climate are:
The nature of the work itself: variety, autonomy, exciting project, persono| and professiono| deve|opmenf.
Hours of work: F|e><ibi|i’ry, number of hours, shifts.

The working group: cohesion, environment, relationships.

Recognition: consideration, participation in decision moking, rewards.

STOWARZYSZENIE NA RZECZ ®

(CVEdITC s sz | | EﬁVAﬁ ﬂ Th./l.P LS| FUNDACION equiypo humano
RURRHTR—— —— e S a e X

merimpe




H@RECA [El Co-funded by
4VET AL the European Union

Type of organisation: prestige, fame, size, future, participation in projects.

Incentives: so|ory, rewords, status.
Positive Organisational Climate is important due to different reasons:

Job satisfaction. There is no doubt that a positive response at the workp|oce is linked to gooo| results in the

working environment of a company.

It is proven that if peop|e are dissatisfied, organisations cannot aspire fo competitive levels of quo|i+y in
customer service, producﬁvi’ry and produd quo|i‘ry. Motivated and committed staff are a de’rermining factor

in the success of organisations.

WOKING CLIMATE ANALYSIS

The Working Climate Analysis helps us to analyse these aspects and improve them. But, in order to achieve a
good working climate, what do we have to focus on? Below, there is a series of questions that will help us:

Have we researched and identified what are the significonf aspects and their relative importance to achieve

the satisfaction of our staff?
Do we periodico”y ask about satisfaction to our staff Through surveys, structured inferviews or focus groups”?

Have we identified internal performonce indicators that give us information that comp|emenfs the previous

one?

Do we ono|yse the results and performonce indicators, set goo|s and improvement p|ons and compare

ourselves externally?
Do we communicate the results to our staff?

For this, it is necessary fo have measurement and diognosﬁc instruments that allow the cmo|ysis and undersfonding

of the work environment in order to help organisations improve their management.

The opinion survey among emp|oyees is the most effective tool for measuring, con‘rro”ing and ochieving
improvements in the level of emp|oyee satisfaction. It is the main mechanism Jrhrough which the emp|oyee's voice

is heard and heard at the fop of the organisation.

In addition to the results obtained fhrough the survey, there are other indicators, observable and quonfifiob|e,
that can be used to identify job dissatisfaction of workers. Examples of these indicators are:

Rotation: Percentage of company depor*ures over total peop|e.
Absenteeism and illness: Average days of leave per year per person.
Punctuality: Average delay time per person.

Labour conflict: Days lost per yeadr due to strikes, stoppages, assemblies, etc.
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PERFORMANCE EVALUATION AND IMPROVEMENT

WHAT IS A 360 DEGREE ASSESSMENT OR FEEDBACK AND ITS IMPLEMENTATION?

The 360 Degree Assessment is the set of feedback on persono| competencies that an emp|oyee receives from
his co-workers, which serves as support fo idenﬂfy his main erreng’rhs and areas of opportunity. The reason Why
it is called 360 is because it includes the self-evaluation of the evaluated person and also the evaluations of his
co-workers, including the Direct Manager, Collaterals, Collaborators and Internal or External Clients.

Unlike annual performonce reviews that rate emp|oyees on meeting measurable goo|s and outcomes, the
360-degree evaluation focuses on the professional and personal competencies that are critical to these
responsibilities.

These qualities are known as competencies and some of the main ones are:
Leadership. Delegation, Responsibility for Actions, Motivation, Decision Making, Risk Taking, Accessibility.
Emotional Intelligence. Empathy, Stability, Security.
Personal values. Respect, Ethics, Physical Presentation.
Teamwork. Participation, Feedback, Acceptance of Differences, Negotiation.
Communication. Oral Presentation, Understanding of Ideas, Ability to Listen.
Creativity. Problem Solving, Innovation.
Organisation. Taking Notes, Fulfilment of Responsibilities.
Organisational values. Alignment to the Vision and Mission, Loyalty to the Company.

A 360 evaluation is not designed to evaluate the achievement of objectives and results of a collaborator. It is
not appropriate for direct reports, clients or collaterals to evaluate our results that are the role of the direct boss.
However, Jrhey can evaluate performonce in terms of their technical and pro{essiono| skills.

The competencies that were seen in the previous point are specifico”y directed to persono| competencies, but
other types of competencies more relevant to the emp|oyee's performonce could well be handled:

Technical know|ec|ge. Domain of platforms, accounting and financial knowledge, among others.

Domain of the Product or Service. Related to the emp|oyee's know|eo|ge of the produc‘r or service
offered by the company.

Customer Support. For collaborators who deal directly with external clients.
Sales Skills. For collaborators who deal direcHy with prospects.

In other words, a 360—o|egree evaluation can be a key frigger to increase the performonce and producﬁvi’ry of

all employees.

We have o|reoo|\/ seen the importance of ensuring continuity amongst collaborators and comp|eﬁng the feedback
|oop. The last part to consider is to bring this continuity full circle and comp|e+e the entire process again.

This he|ps the measurement of emp|oyee progress and the effect of the fraining courses on them. Now, the process
and time it takes for a collaborator to be able to idenfh(y their areas of opportunity and later work on fraining
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and showing improvement fo their co—workers, takes time and should not be rushed. Our recommendation is
that inifio”y, when the 360 assessments are opp|ied for the first time, +hey give one year to imp|emenf them
again. As employees become accustomed to the process and witness its benefits, shorter evaluation periods can

be opted for, preferably semi-annually.14F

There can be exceptions, for instance, when the 360 assessment on|y assesses 1 or 2 competencies, which are of

vital importance to the business, the assessments can be conducted bimonTHy.

onitoring
And review
of the
program

Planning &

preparation

Feedback &
Development
planning

Ongoing
Support and
development

Gathering
feedback

MANAGEMENT EVALUATIONS

Managers are ‘rypico”y responsib|e for direcﬂng the actions of their direct reports. As such, the performcmce
of an employee can be linked to the supervisory skills of their managers. A new performance management
system allows emp|oyees the opportunity to evaluate their managers in key areas. This is a useful tool for
deporfmenf heads and leaders, as well as for more senior emp|oyees in the company who oversee and direct

middle managers.

ELIMINATING METRICS

His‘rorico”y, emp|oyee evaluation forms and software programs have worked by way of a point system, evo|uofing
how emp|oyees perform in key areas on a scale of 1 to 5. Studies are showing this is not an effective form of
measurement, porficu|or|y in environments in which the quo|ify of work is subjec’rive rather than measured.
Recent trends in performance management include evaluating engagement, contributions, problem-solving
and teamwork initiatives that contribute to the health of the company.

REMOVING THE LINK TO PAY

TrgdiﬁonoHy, perFormomce evaluations have been linked to pay increases. Perform at a certain level, you get a
certain percentage of an increase in pay. Much like the evaluation metrics that are evolving, many companies
are modifying or eliminating this process as part of the new performance management system. Instead,
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they're giving cosi—oi—|iving increases, bosing pay on contributions, and issuing bonuses and proiir—shoring

options to reward higi’i periormers.

Although there is no perfect system for uniform employee performance management, more and more
employers are moving away from staid old-school practices in favour of more progressive processes.

THE ORDER PROCESS

The order or command has a particular path within HORECA establishments. The exact order will depend
on the type and size of the business, but the itinerary is basically the same.

Once the person in ciigrge has finished igking the order, he must immedig’reiy give a copy fo the person in
charge of iuiii“ing the order. This must in turn delegate the responsibilities that correspond to each service:
drinks, on the one hond, food preparation on the other. There are also desserts and coiiee, which will have their

own managers.

Within the kitchen there is also a certain order. Once the order arrives, each one assumes the task that
Corresponds to him. The head chef must veriiy not oniy that every’riiing is done perieciiy, but also that all the
dishes on a table come out at the same time. This process requires great coordination and a lot of training,
but it is essential to guarantee a satisfactory experience for the client.

Another copy of the order must go to the party in cnorge of bi||ing who, once the consumption is finished, closes
the account and makes the corresponding invoice. When the service is over, copies of the orders are i<e|oiL for
accounting, but also to make a genero| evaluation of the operation of the business.

On the other hand, technology is a very valuable accomplice of HORECA businesses and plays a fundamental
role in these times. It allows customer service to remain excellent, even with strict security protocols.

During COVID-19, the need for social distancing and minimising contacts between people affects all areas of
the business. And, preciseiy, ioi<ing orders is a pgrficu|gr|y sensitive area that is kepf in opiimg| conditions with
technological resources. In addition to promoting the prevention of coronavirus, it streamlines the HORECA
businesses and optimises the entire process.

Many companies have invested in touch screen ordering and command systems. The client sits at the table and
has a tablet on which an oppiicg’rion is dispigyed‘ In it, the guest carries out the entire ordering process of what
he wishes to consume. In this tablet you can see the letter, with photos, prices, descriptions and all the details.
And also on that device register your order. The order is transmitted to the kitchen and, when the dish is reody,
it will reach the diner gccording to the system established in the business.

In some clients the pig’re of food arrives via waiters at the table. In oiiiers, the customer removes it from the bar
with prior notice. The most technological establishments have installed conveyor belts or have robot waiters.

There are several applications that allow you to digitise the order and command system. At the same time,
the menu and even the payment system are digi‘rised. When the customer leaves, the device is disinfected and
available again.
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PROCESS EVALUATION METHODS

Ongoing vs Annual Performance Evaluations: One of the recent trends in performance management is
that managers providing emp|oyees with regu|or, ongoing performonce feedback rather than conducﬂng
annual or semi-annual reviews. Using profoco|s, such as regu|or check-ins and brief 1.1 meetings, managers
can discuss performance issues at the moment and redirect behaviours before undesirable performance issues
become ingroined and difficult to chonge. Formal evaluations may still be conducted for big—pic’rure ono|ysis
and goo| seffing.

Self-Evaluations: Although employee performance management has previously included a self-evaluation
component, the latest trends in performance appraisal include an expanded version of this practice.
Staffers have an opportunity to highhghf what fhey believe are their most notable achievements and
occomphshmenfs, as well as outline the goo|s and professiono| deve|opmen+ objectives Jrhey would like to
strive for in the coming year. Emp|oyees may also be asked to share their cho”enges or improvement needs.
With this new performance management system, managers, then, have an opportunity to review the

submissions in advance of an evaluation.

GOOD PRACTICES FOR EVALUATIONS

Effective practices in a number of areas can be especio“y powerfu| in enob|ing organisations to achieve their
retention goo|s and evaluate emp|oyees with the same rules. These areas include:

Recruitment. Recruitment practices can s’rrong|y influence turnover, and considerable research shows that
presenting opp|iconfs with a realistic job preview during the recruitment process has a positive effect on
retention of the new hires.

Socialisation. Turnover is often high among new emp|oyees. Socialisation prac’rices—dehvered via a strategic
onboording and assimilation programme —can he|p new hires become embedded in the company and
thus more |i|<e|y tfo stay. These practices include shared and individualised |eoming experiences, formal
and informal activities that he|p peop|e get to know one another, and the assignment of more-seasoned
employees as role models for new hires.

Training and deve|opmenf. If employees are not given opportunities to continually update their skills, they
are more inclined to leave.

Compensafion and rewards. Pay levels and satisfaction are on|y modest predicfors of an emp|oyee's decision
to leave the organisation; however, a company has three possib|e strategies:

1. Lead the market with respect to compensation and rewards.
2. Tailor rewards to individual needs in a person—bosed pay structure.

3. Exp|ici+|y link rewards to retention (e.g., tie vacation hours to seniority, offer retention bonuses or stock
options to longer-term employees, or link defined benefit plan payouts to years of service).

Supervision. Several studies have sugges’red that fair treatment by a supervisor is the most important
determinant of retention. This would lead a company to focus on supervisory and management deve|opmen+
and communication ski||—bui|o|ing.

Employee engagement. Engaged employees are satisfied with their jobs, enjoy their work and the
organisation, believe that their job is important, take prio|e in their company, and believe that their emp|oyer
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values their contributions. One sfudy found that high|y engoged emp|oyees were five times less |ike|y fo quit

than employees who were not engaged.

Emp|oyee Satisfaction on|y indicates how hoppy or content emp|oyees are. In genero|, it does not address
their level of motivation, involvement, or commitment to their employer and/or role in the enterprise. These
‘rhings are all important fo companies who want to keep their emp|oyees hoppy and reduce turnover, but
employee satisfaction is only a part of the overall solution. In fact, for some organisations, satisfied employees
are people the organisation might be better off without. Satisfaction doesnt mean high performonce or
engagement. HR ideas and strategies focused on how to improve employee satisfaction oftentimes have
results that demoralise high per]cormers.

Employee loyalty Loyalty is first and foremost about reciprocity. Employees should have the feeling
that the organisation wants the best for Jrhem, and as a result fhey will continue to do their best and
not look for another job. Emp|oyee |oyo|er is thus above all determined by how the organisation has
orronged fhings and the way this is conveyed to the emp|oyee. |_oyc1|‘ry tends to encourage emp|oyee5
to do their best and perform to their highes’r of standards. If the organisation has |oyo| emp|oyees, then
it will have emp|oyees who work produc‘rive|y and efficienﬂy. This can boost the overall performonce of
the business, which can in turn increase sales and profi’rs. This is 0|Woy5 going to be good news for the
business. A |oyo| emp|oyee (or better yet, a team of |oyo| emp|oyees) will he|p the company achieve its goo|sA
Emp|oyee |oyo|’ry lowers the rates of turnover that the company experiences. Recruiting a new team member
is never easy, and it can create additional costs for the business as a whole. |_oy0| emp|oyees are also |il<e|y
to want to improve the company as a whole. They will put forward ideas, work towards better sales and
genero”y fry their best to make sure that the company in which Jrhey feel so vested will succeed.

Emp|oyee commitment Emp|oyee commitment has been defined as has been recognised as an attitude of
|oyo|’ry and affection for the organisation emp|oyer, shoring of its wider values and seeing oneself as part of

organisation mission, vision, and goo|sA

PARTICIPATION AND INVOLVEMENT

When we talk about participation and involvement, we mean the company to generate attachment
in its workers. An informal situation to exemp|i1ty involvement with the company could be the fact that
staying 10 minutes outside working hours does not create a conflict or discomfort among the workers
or that, despite the workload, attempts are made to carry it out in excess.

Difference between involvement and participation

In human resources management, the meaning of these two terms is quite different, loough in the
general dictionary there is the same meaning. In human resources management, emp|oyee involvement
can be defined in the way in which employees are included in its interest. It is an individually based
attachment and it is direct.

Management takes the initiative with individual emp|oyees and is included to achieve a speciﬁc
common goo|. It pursues the common interest between emp|oyees and management. Its main goo|s
are to achieve emp|oyee empowerment and commitment. There is no hard and fast rule to increase
involvement.
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On the other hand, in human resources management, emp|oyee participation is different from
parficipation and it is a collective process. In this one, it tries to join others in all the activities that
matter in the company. It includes participating in something and, more or less Frequenﬂy, it has the
bocking of some norm and/or |egis|o’rion in which labour righ’rs are important for participation.

This participation and involvement can be achieved in many ways, but especially with some basic HR policies
such as:

Remuneration system that seeks equity and salary justice, so that collaborators perceive that the salary
received is in accordance with the tasks they per{orm and the responsibilities.

Career and training plans, to retain and develop talent.
Working hours that facilitate balance between work and personal life.
Labour flexibility, when requesting permits, making up hours, etc.

Simultaneously, the organisation can promote measures of a more recreational or social nature, which generate
tfeam spirit and promotfe a sense of be|onging to the company.

Porﬂcipoﬂon in so|id0|rify events (so|io|ori+y races, tournaments, efc.) in which, for exomp|e, everyone wears
the same shirt with the company |ogo.

Open air days in which to work the culture and company values (outdoor activities).

Business dinner / lunch with a section for ,awards for the best worker / awards for the best division”.
These measures, in any case, should be vo|un+ory, not mondofory.
Some other activities to increase emp|oyee participation could be:

Joint breakfasts with the manager or CEO of the company to share time and talk face-to-face on fopics
outside the office.

Establishing a dialogue area in the company, an area where internal issues can be discussed.
Sports, stretching, yoga or other physical activities promoted by the company.

Snacks, fruit, coffee or others available in the company 24 hours.

Theme days, depending on the occasion (Christmas, Birthdays, local parties, or others).

Team building training, both within the company and outside.

Anonymous mailbox with suggestions for improvements in the company.

Internal newsletters or publications to know what each one is taking care of.

WHAT TO DO TO INVOLVE EMPLOYEES?

The most involved workers are more motivated and satisfied with their work, which posi‘rive|y influences their
performonce and improves organisational eﬁ(iciency

Motivate to involve all staff within the organisation. If the members of the organisation are motivated and
feel recognized in the per{ormonce of their tasks, Jrhey will strive to improve their results and infegrate into
the organisation, the synergy of the group is achieved. The set of capabilities of each individual enhances the
ability to solve problems, and obtain group results.
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Favouring initiative and creativity improves the organisation’s objecfives. Members of the company are

allowed to take the initiative in their task with the appropriate communication channels. They must OlWCIyS

be aware of their limitations.

Actively seek opportunities to improve their skills, knowledge and experience and allow them to pass on their

experiences to the rest of the organisation. De|egofe.
Define the responsibihfy of peop|e in reference to their own results.

The members of the organisation act for themselves. They have an ob|igo‘rion to meet the needs and expectations
of their work in a process. You have to exercise |eoo|ershi|o in your task, and put everyfhing you can on your side,
so that the task is carried out successfu”y, and the desired results are achieved.

When the work team knows inferesting and important company data, it contributes to the improvement of the
company’s results. The involvement with the work consists of three dimensions:

1. Psychological identification with work: Importance that the subject attributes to work and to what extent

he/she considers it central in his/her life.

2. Relationship between performance and self-esteem: Degree to which performance at work affects the

subject’s self-esteem.

3. Feeling of duty and obligation towards work: Loss of interest in work as it is one more obligation to

fulfil.

RETENTION AND AGE MANAGEMENT IN THE COMPANY

The management of growing diversier in ‘rodoy's society (age, gender, noﬁono|ify, experience, opinion..) can
be a great competitive odvcm‘rctge for many organisations. We all add to the equation and our sfreng‘rh lies in
moking gooo| use of such wealth and diversify of experience and focus.

What is age managemenf? Age management is holistic, intergenerational and life-course oriented.

Employment exit
and transition to Job recruitment
retirement

Knowledge
transfer, training,
life-long learning

Job rotation and
redeployment

Age

management

Occupational
Safety and Health
management

Career
development

Workplace Health Flexible working
Promotion time practices
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ELEMENTS OF AGE MANAGEMENT

Involve emp|oyees' representatives and emp|oyees, inc|uding young emp|oyees, to ensure that their
needs and perspectives are considered;

Ensure that full-time, part-time and flexible employees are considered in the assessment;

Assess work tasks as they are being carried out (not just focus on job titles), to gain a more accurate
perspective of actual behaviours and physico| and mental loads experienced by the emp|oyee; and

Provide measures that have an impact on all employees, including young employees.

EQUALITY, INCLUSION AND DIVERSITY IN THE WORKPLACE

Among the important principles, objectives and activities mentioned in the Treaty on the Functioning
of the European Union (TFEU) is the promotion of a high level of employment through the
development of a coordinated strategy. According to the horizontal clause in Article 9 of the TFEU,
the objective of a high level of employment must be taken into consideration in the definition and
imp|emen’ro’rion of EU |oo|icies and activities. This must be done with the guarantee of odequo’re social
protection, the ﬁgh# against social exclusion, and a high level of education, fraining and protection of
human health.

Furthermore, Articles 8 and 10 of the TFEU state that in defining and implementing its policies and
activities, the Union shall aim to eliminate inequalities, and to promote equality, between men and
women, and shall aim to combat discrimination based on sex, racial or ethnic origin, re|igion or be|ief,
disability, age or sexual orientation.

It is also worth mentioning the essential contents of the Directive 2000/78 / EC on equal treatment
in employment and occupation.

Article 13 of the Racial Equality Directive (2000/43 / EC), Article 8a of Directive 76/207 / EEC on the
imp|emen+ofion of the princip|e of equo| treatment for men and women regords as access to emp|oymen+,
vocational training and promotion, and working conditions.

Article 12 of the Gender Equality Directive Regarding goods and services (2004/113 / EC) and Article 20
of the Recasting Gender Equality Directive (2006/54 / EC) With regard to Equal Opportunities and equal
treatment of men and women in matters of employment and occupation.

HOW TO PROMOTE DIVERSITY IN RECRUITMENT, MANAGEMENT
AND STAFF ALLOCATION?

Diversity management involves the recognition, effective deployment and harmonisation of individual
emp|oyee idiosyncrqsies. Successful diversify management he|ps managers to maximise emp|oyee's know|edge
and talent to better achieve orgoniso’riono| objectives. Diversity can stem from a wide range of factors inc|uo|ing
gender, ethnicity, personality, cultural beliefs, social and marital status, disability, or sexual orientation.

A|’rhough there are many types of diversi‘r\/, it could be reduced for proc‘rico| reasons in terms of personcﬂify and
roles. Peop|e are different and They need to be treated diﬁterenﬂy, that is Why to increase the diversify of the
company if is necessary to take into account the needs of each group and establish company po|icies occording|y.
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DIVERSITY MANAGEMENT

The concept of diversi’ry started in North America in the mid-1980s, sprectding to other parts of the world
afterward. The g|obo|isoﬂon of the world economy and the spreod of multinational corporations broughf a new
twist into the concept, in that diversi’ry management does not so|e|y refer to the heJrerogeneier of the workforce
in one country but to workforce composition across countries.

Diversity management refers to organisofion0| actions that aim to promote greater inclusion of emp|oyees from
different bockgrounds into an organisation’s structure fhrough specific |oo|icies and programs. In fact, it is a
|eoo|ership team made up of diverse individuals |eco|ing an organisation.

Managers have the highes’r pofen‘rio| tfo promote diversify: in fact, 45% of emp|oyees believe that managers -

who are hiring and mentoring new emp|oyees - have the most |everoge to boost diversier.

In addition to managers, the CEO and HR depor’rmen’r are additional key p|oyers in their 0bi|i’ry to impact
diversify at a company. Um(orfunofe|y, rough|y half of all managers claim Jrhey are foo busy fo spend time and
energy on those initiatives. Therefore, diversify management requires a dedicated strategy to ensure your feam
is o|wctys growing and improving its diversHy and inclusion efforts.

KEY ELEMENTS NEEDED FOR ANY DIVERSITY MANAGEMENT STRATEGY

1. Identify resources for diversity programmes
Every company has limited resources even for something as important as diversity and inclusion.

It is mondofory to make sure that the team - especio”y managers- are on board and understand their roles
and responsibi|i‘ries in the p|on. A|so, it should be also established clear non—discriminoﬂon, zero-tolerance and
harassment po|icies and enforce them so your emp|oyees feel safe and are comfortable speoking out at work.

2. Set diversity goals & metrics

It is important to start by |ooking at the current metrics and then set goo|s based on the areas the company
team needs improvement. Exomp|es of diversify metrics: representation across companies, representation by
deportmenf, number of opp|iconfs, number of hires, emp|oyee engagement, pay gap...

3. Recruit diverse talent

Start by reviewing the present recruitment morkeﬂng materials, and corefu“y consider and ono|yse which
candidate persons are being forgefed with the company's careers page, job boards, social media recruiting
efforts and other recruitment p|cn‘Forms in order to avoid any type of bias which could be not promoting
diversify.

4. Prioritise inclusion programming

The best way to engage any team is fo bring them Jrogefher in-person and spend fime doing activities that
are not necessori|y work related. Some of these engagement tactics could be considered: host team bui|o|ing

gatherings during work hours, highlight individual differences and unique interests, celebrate personal
occomp|ishmen+s.

It is easy for people to get bogged down with work, but it is crucial for company culture, employee engagement
and retention to o|woys be prioriﬂsed for the emp|oyees.
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5. Implement diversity and sensitivity training

Reseorching diversify and inclusion experts in the SpeCiiEiC area to provide consultations, or Jrhey may even
conduct the fraining themselves. It is imporftant fo note that fraining should not be a one-off activity. It must
have regular training and education programming around diversity and inclusion to ensure your team is
o|woys informed.

6. Build a diverse leadership team

Mentoring diverse talent will be more intuitive for diverse leaders; H’iey will be more relatable and more |ii<e|y
fo support a diverse culture that welcomes peop|e of different bockgroundsi

Another solution is to create a volunteer diversiry and inclusion committee with several of your emp|oyees
across the company. A committee has the benefit of broinsiorming ideas from several different diverse minds
rather than expecting one prortessioric:| to know every’rhing D&l related.

BEST PRACTICES TO PROMOTE, SUPPORT AND DEVELOP DIVERSITY IN RECRUITMENT,
MANAGEMENT AND STAFF ALLOCATION

Diversity and inclusion include the company’s mission, efforts and practices fo support a diverse workp|oce and
|everoge the effects of diversiry to achieve a competitive business odvon‘roge.

Diversity includes any dimension used to differentiate groups and peop|e from one another. Focus mosHy
on respecting and appreciating what makes emp|oyees different in terms of age, gender, e’rhniciiy, re|igion,
disobi|i’ry, sexual orientation, educofion, and national origin. |nc|usion, on the other horid, includes orgonisoiiono|
efforts to make emp|oyees of all bockgrounds feel welcomed, and equo||y treated.

10 diversity and inclusion best practices:

a)Establish a sense of belonging: one of the most important psychological needs that need to be met in
order for emp|oyees to feel connected with their emp|oyers and organisations.

b)Treat all emp|oyees fair|y: crucial to feel valued and occepied. Unfair salaries and benefits pockoges for
emp|oyees from different bockgrounds lead to unheo|‘rhy Workp|oce culture and a lack of diversiiy.

c) Offer equal growth opportunities: one of the main factors with the power to attract and keep talent within
companies. Emp|oyers need to be careful about oﬁ(ering fair and equci| growih and career advancement

opportunities to their emp|oyees.

d)Rewrite your job descriptions and job ads: in order to attract a more diverse talent, the language used
in job posting makes a big difference. As it was said, an analysis of the target and avoidance of certain
barriers should be done to increase diversiry.

e) Support innovation and creativity: companies must support creativity within their organisation in order
to build a diverse workp|c1cei

f) Educate employees on diversity and inclusion: employees need to be educated about the benefits and
best practices to support those initiatives. It is not enough for upper—|eve| management to be aware of
what diversiry and inclusion mean for business success and company's reputation.

g)Support teamwork and collaboration: teamwork and collaboration are what employees expect from
their emp|oyers fo support. Therefore, in order to attract and keep a more diverse workforce within your
organisation, collaboration should be one of your main company core values.
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h) Support flexibility in the workplace: research on workplace diversity found that one of the best workplace

po|icies to attract diverse candidates is Hexibi|iiy. Therefore, offering flexible work locations and hours he|ps
you atftract and retain more diverse emp|oyees.

i) Restructure the recruitment process: focusing on what company candidates worked at or what school
fney went to can often lead to a decrease in diversiry of the candidate pipe|ine. However, valid and reliable
persond|iiy assessments are great tools to measure candidates’ persono|iiy traits, motivations, and skills.

j) Promote diversity and inclusion at all levels of the organisation: in order for diversity and inclusion
initiatives to work, all levels of the company's nierdrcny need to understand and support it.

KITCHEN WASTE MANAGEMENT

The correct management of waste is part of the generic and specific competences and functions required fo run
and manage d kitchen. The waste generofed in the kitchens of bars, restaurants, cafes.. is a prob|em of health
and environmental impact that affects all professiono|s in the sector and the customers of these establishments.

Kitchen waste has a nign organic content and is a porenrio| source of different types of pests and infections, as
well as being nigHy po||ufing waste.

TYPES OF WASTE IN THE KITCHEN

We can moin|y c|ossify them occording to their treatment as follows:
Solid urban waste, which is genero”y recyc|ob|e waste (all types of g|oss containers, paper, etc.);
Fo‘rry waste, which comes from oils and other fats used for cooking; and
Organic waste (leftovers from processed meals and waste generored during the preparation of dishes).

The waste is identified in accordance with a harmonised list of waste at European level, regu|ofed by Commission

Decision 2000/532/EC.

HOW TO MANAGE WASTE IN THE KITCHEN

It is necessary to follow a series of guide|ines for good waste management, to minimise environmental impact
and to prevent risks to human health (infec’rions, contagions, pests, efc.).

Solid waste should be treated in the same way as solid urban waste genero’red in households. A specific
container should be used for glass packaging, so that it can be recycled. Cardboard and paper packaging
should be thrown in another bin. Cans, cardboard and p|os‘ric pockoging should be p|oced in another container.

In addition, it is necessary to include a container for organic solid waste.
However, this division may vary depending on the waste management regu|o’rions in each country.
At the European level, Directive 2008/98/EC and the amending Directive (EU) 2018/851 regulate waste management.

As companies from the HORECA sector generally generate a lot of waste, it is advisable to have their own

coloured containers, although they can also make use of the containers of the public waste collection system.

Also, efficient shopping with large packaging and bulk products helps to reduce the consumption of plastics
and cardboard.
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FATTY WASTE MANAGEMENT

Fatty waste must be disposed of seporoie|yi This includes all fryer oils and fats genero’red during food preparation.

These wastes cannot end up in the sewage system as ihey are higiﬂy po||u’ring. They would end up in rivers and
reservoirs and have a high capacity to po||u’re wafter.

Used oils are considered hazardous waste, since they are highly polluting for water: 1 litre of oil pollutes 1,000
litres of water.

If proper|y recyc|ed, ioiiy waste has a second life in the form of biofuels, soaps and useful ingredien‘rs for the
manufacture of waxes, vornishes, etc.

WASTE MANAGEMENT IN HORECA ESTABLISHMENTS

In bors, restaurants, cafes... extreme care must be taken in the c|eoning of all areas, inc|uding kitchens. This also
includes the correct treatment of all waste generoied.

Incorrect waste management can lead to signiiiconi peno|iies, as it can be considered as a lack of cleanliness
and a danger to public health.

Food waste should be kep’r in |eoi<—prooi, non—monuo”y opened containers to keep it isolated until disposo| o)
that it does not come infto contact with food. This prevents possible contamination.

Waste containers should be installed away from the food being processed and should be s‘rurdy fo prevent
spi||oge. They should be removed from time to time and should not accumulate excess waste.

Waste bins should have anti-drip systems and iighi-iiiimg or oiriighi lids to avoid spi||oge and bad smells.
In addition, it is advisable to have grating and droinoge systems to prevent waste from forming pudd|es.

Proper waste management is essential for any HORECA establishment, not only for its own health and
to ensure food safety for its customers, but also to have a lower environmental impact and, of course, to

avoid peno|’ries.

WASTE MANAGEMENT PLAN

A management tool that can be very useful when it comes to managing the different types of waste generoied
in an establishment in the HORECA sector is the preparation of a Waste Management Plan.

Among the measures to be included in this Plan, we can coniemp|oie the fo||owing:

There should be separate containers for each type of waste every few metres, both inside and outside the
establishment. Thus, we will have containers for paper and cardboard, for g|oss, for p|os‘ric and metal, for
organic waste, and for other speciiic waste that may be generoied

The possibility of converting organic waste info homemade compost should be considered.

Waste which, due to its specio| characteristics, is classified as hazardous, specio|, etc, must be correc’r|y
classified and disposed of in accordance with |egis|o‘rion.
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SOME TIPS FOR REDUCING FOOD WASTE

1. Measure food waste. Simp|y by ’rrctcking food usage and waste, many businesses find opportunities to
scale back production while still meeting customer demand. A “food waste inventory” can help you to
iden’rify how much and where food is wasted so you can imp|emen+ chonges (e.g. smaller portions, menu

chcmges or substitutions) and monitor your progress.

2. Predict food orders. Having a system in p|0ce to he|p you ctccuro’re|y |orec|i<:1L food orders, either monuo”y
or with the he|p of digi’ro| ‘rechno|ogy (e.g. predicﬂve ordering ‘recl’mo|ogy), means more accurate data, a
better unders’ronding of food order patterns and more control over your kitchen, which u|‘rimo+e|y leads to

less waste (and more money in your pockef).

3. Engage staff. Food Handlers are valuable resources when it comes to reducing food waste. Some of
the most innovative ideas for reducing food waste comes from kitchen and front-of-house s’roff, not from
management. Investing in training and cerﬂfying your staff is one of the best fhings you can do for your

business.

4. Practise good stock control. Efficient ordering and stock rotation are of primary importance when it
comes tfo minimising food spoilage and waste. Make sure that stored food is clearly labelled with best
before’ or sell by' dates and make sure everyone who handles food in your business is trained on proper
First In, First Out inventory management techniques.

5. Keep an eye on overproducfion. Many establishments use batch preparation to save time and money.
Once you begin fo measure food waste in your business, you may find that shif’ring away from batch
preparation in favour of cook-to-order preparation will save you money in the |ong tferm.

6. Have a p|qn for excess food. Predicﬂng customer demand is more of an art than a science; as such,
kitchens will often find themselves with extra ingredien’rs. If you don't have a p|0n to use those extra
ingredients, they could end up in the bin. Why not turn yesterday's leftovers into a lunch special today? If
it's not past its ‘use by” date, you should use it.

7. Compos’r. For the food scraps you can't use, consider if composting is a viable opftion for your business.
Some use compost from the kitchen to enrich the soil in fruit and vege‘rob|e gordens or as a natural
fertiliser for |ono|scoping Composting also reduces your environmental impact (and your waste removal
bill) by keeping waste out of landfills.

8. Recyc|e. Recyc|ob|e materials such as paper, cordboord, cans, bottles and other containers, are too often
found in HORECA establishments’ rubbish bins. By putting these materials in the correct recycling bins,
your food business can he|p the environment and save money on waste collection. Make sure that recyc|ing
bins in your business are c|eor|y labelled and used on|y for recyc|ing fo prevent rubbish and recyc|ing from
getting mixed in Togefher.

9. Switch to reusable non-food items. Disposable items such as paper, napkins, plastic cutlery and dishware
can generate a tremendous amount of waste. Even Though sometimes these simp|y can't be avoided, where
you can avoid sing|e-use items, just do it.

10. Donate. Some entities (NGOs, associations...) accept suitable food from restaurants and other food
businesses, which Jrhey then distribute to the homeless and others in need. Consider |obe||ing the food in
your coolers and pantries with a serve before” and a donate before” date, to he|p staff eosi|y determine
what goes in the bin and what is suitable for donation.
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MENU ENGINEERING

Menu engineering is the discipline that studies the gastronomic offer of your business to improve its
profifabi“fy. It starts from the premise that the menu is much more than a piece of paper with a price list,
and ’rhrough a series of engineering Jrechniques it establishes which dishes, in what order, and how Jrhey should

appeadr on your menu to optimise the results of your catering business.

The menu is one of your best sales tools and, according to some professional sources, an intelligent menu
design can he|p increase the profi’rs of your restaurant, bar or cafe by more than 15%. And when we talk
about ,menu design" we don't mean design in terms of aesthetics and grophic design, but in terms of menu
engineering. A strategic menu design that realises the full pofenﬁo| of the menu for your business will he|p you

fo improve your results and increase your profifs.

When menu engineering is opp|ied to the menu of a establishment, each of its elements is ono|ysed in detail,
the profifobﬂify and popu|ori+y of each dish, if the dishes that appear are the righf ones, if Jrhey are in the
righf order and position, if ’rhey have attractive and oppe0|ing names and descrip’rions, etc. Every*hing has
to be infe||igenf|y chosen to he|p you sell and connect the objec’rives and interests of your business with the

preferences of your clientele.
Here are some exomp|es of menu engineering strategies to increase your business sales:

1. Make a detailed cost estimate: If you don't know how much each dish on your menu really costs, you
can't know how to price if for maximum profifobih’ry and where to p|oce it on the menu. That is Why it is
necessary to make an exhaustive study of the costs of each dish, without estimates, valuing each and every
one of its individual ingredienfs, no matter how small the quantities (oi|, so|‘r, spices..).

To make a good cost estimate, it is very procﬂco| to break down each of the ingredien‘rs in a Jrob|e,

indicaﬁng the fo”owing aspects in pdro||e| columns:
Gross Weighf: the total Weighf of the product
Net weight: the resulting weight after shrinkage.
Shrinkoge: the part of the producf that we will not be able to use in the processing.
Unit price: the cost of the ingredienf expressed in euros/ kg.
Total price: the price we have poid in total for the producf calculated on its gross weight

The detailed price list is a fundamental tool in catering and kitchen management, with which we can
control the real cost of each dish per person and we will know what price to put on it to make it profitable.

In this way we control and optimise our spending.

2. X-ray your menu in c|ep’r|1: Doing an in-depth analysis of your menu is d fundamental point of menu
engineering fo identify its categories and sections and then classify each dish occording to its cost and
popu|orify4 This way you will know exocHy where to s‘rrofegico”y p|oce each dish on the menu in the
position and manner that will bring you the most profit We describe below how to do this:

Identify the categories and sections of your menu. To have a complete and real vision of the menu
you offer, it is most effective to first divide the dishes into categories and then specify the sections
of each category. To give you a simp|e exomp|e, in an ltalian restaurant the categories would be
pastas, pizzas, antipasti, drinks and desserts. And if we focus on the pasta category, we could break
it down into several sections such as meat, seafood and vegefob|es. An important fact: several studies
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on menu engineering have revealed that it is counterproductive to exceed 5 dishes per section.

It is also very important to consider oﬁ(ering sections on the menu with dishes for specific popu|oﬂon
groups. This would be the case of a special section for children, people with intolerances or allergies,
vegetarians, vegans or menus for groups, among others.

C|ossify each dish occording to cost and popu|ori+y. After the previous exercise, we would have to
cmo|yse each of the dishes, assessing the profi‘robihfy that has resulted from their costing and the
degree of popularity among our customers. According to the menu engineering, we would thus obtain
4 different typologies:

— The most profifob|e and popu|or.

— The very popu|or but not very proﬁfob|e ones.
— The unpopu|c|r but very profifob|e.

— Those that are neither profifob|e nor popu|or.

After this detailed analysis of our menu, we are now in a position to know which menu items are most
popu|or and have the best profifobﬂify for the business. These are the star dishes, the ones that we are
most interested in highhgh’ring on the menu and that customers notice and demand.

What to do with those dishes with high profi‘robihfy but low popu|c1ri’ry? A very effective tool is to encourage
your wait staff to offer them to customers and study their reactions. Perhaps they don't find them appealing
or find them too expensive. Or Jrhey are p|oceo| in such a way on the menu that ‘rhey go comp|e‘re|y
unnoticed. Perhaps making a few adjustments, such as a different name or description or changing their
position on the menu, is enough to draw atftention to them.

Inevitably, there will always be popular dishes that are not very profi‘rob|e but it is advisable to keep them
as an attraction for your business. And fino”y, for dishes with low profi‘robihfy and popu|ori+y, the best Jrhing
to do is to leave them off the menu.

3.Pay attention to the name and description of each dish: Pay special attention to the names and
descriptions of the dishes. A very generic name is not advisable, it is always important to give some useful
information in it and not ,force” the customer to read the description. Example: a ,House dessert” does not
give enough information to the diner, while somefhing like ,House tartlet with red fruits” not on|y indicates
that it is the typical homemade dessert of this establishment, but it also indicates what the dessert consists of.

When describing dishes, avoid lengthy explanations with a lot of frills. Opt for simple descriptions that
summarise the texture, the flavour of the dish and the cooking method. Con’rinuing with the previous exomp|e,
we would describe our house fruit tartlet as ,Crispy puff pastry base with cream fi||ing and caramelised fruit”.

4. Pay attention to the position and presentation of a dish on the menu: When we look at a document
our eyes frace what menu engineers have called the ,,go|c|er1 ’rriong|e’f Our eyes move first to the middle
to move to the fop righf corner and then to the top left. This area of a Jrriomg|e would be where the most
profi+0b|e dishes for a business should be p|oceo|.

It is also very important how we present the menu. It is imporfant not fo overuse |ong menus with a |ong list
of dishes. Do not overdo the visual aspect either, with an excess of photos and colours, and select quality
phofos of those dishes that you are reo||y interested in drowing attention to. If the customer gets lost in a
fong|e of endless lists and images of dishes, he/she will end up getting saturated and choosing what he/she
o|reoo|y knows. Remember that the aim is just the opposite, to use the menu as a tool to get the customer
to choose what interests us most.
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5. Be aware of the psychology of prices and consider promotions: There are several tricks to keep in mind

when setting the prices of the dishes on the menu so that ihey do not become an element against you:

Eliminate price currencies, this way you reduce part of the impact of the cost of the dish and, occording
to recent s’rudies, it makes customers spend more.

Do not include suspension points between the name of the dish and the prices. This way the customer
perceives the menu as a price list and will choose occording|y.

Opt for round numbers. This is the predominonf ery|e in the most exclusive establishments, providing a
more e|egcm+ touch.

Promotions on the menu can also be an excellent formula to connect with the customer and a very useful
tool to offer menus at reduced prices on your menu that contain specio| dishes, seasonal dishes, or some
kind of combo or specio| pock.

6. Share with your wait staff the story behind each dish: There is probably a good story behind many of
the dishes on your menu: what or who inspired it, is it a recipe possed down ’rhrough generations in your
Fomi|y, was it your first star dish at cookery school, etc.? Share with your wait staff their story so Jrhey can
pass it on fo your customers. They will feel more confident in reportfing the details of the menu and will

make your customers’ experience more specio|.

Regoro”ess of these menu engineering strategies, it is also important that you know your clientele well and
the reason Why Jrhey come to your establishment to offer them the most appropriate menu. Are ihey peop|e
who like to be up to date with the latest gasftronomic trends or on the confrary, are ’rhey customers who
prefer traditional dishes? Do Jrhey look for local produc‘rs or do ‘rhey preicer the most ,in" exotic ingredienfs?
Asking yourself these questions will help you to better understand not only your regular clientele but also
how to aftract the potential clientele you want to attract to your business.

Note that it is not always about selling more, it is about making each customer’s experience unique and
moking them come back to your business again and again for real |ong—ferm profifobih‘ry.
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QUALIFICATION 2-KITCHEN WORK
MANAGEMENT

MODULE 2: COMMU

N |
WITH THE CUSTO

CATION
M ER
Why is good customer service in restaurants important?

Good customer service is important in the restaurant indusiry because it can determine the overall success of

the establishment. Here is a list of reasons Why it's so important:
Happy customers generate more positive feedback and reviews for your restaurant.
Excellent customer service can increase revenue.
Satisfied customers are more |il<e|y to become regu|or customers.
The longevity of a business usually relies on good customer service.
The elements of professiono| customer service are:
Expand Your Definition of Service

How you define service shapes every interaction you have with your customers. Limited definitions of service
based on an exchange of monies for goods or service misses the overall point of customer service. “Service”
should provide the customer with more than a producr or action taken on his/her behalf. It should provide
satisfaction. In essence, the customer should walk away p|eoseo| at the result of the transaction - not just content
but ocfuo”y hoppy A hoppy customer will continue to be a buying customer and a refurning customer.

Who are Your Customers?

Customers are the peop|e who want to pay a fair price for quo|iry service or producrs, and feel satisfied fhey
have poid fora service/produc’r and received what ihey have poid for in return. They also want someone to take
care of them. Triey need someone to understand their needs and iie|p answer them. They need someone to hold
their hands and walk them rhrough a process. Customer service starts with the obi|iry to listen to the customer
and find out what he/she needs or wants by oskirig questions in a po|i‘re way. Througi’i questions one can find
more about the |i|<es, dislikes and bockground of the customer.

Apart from the “external customers,” but there are the internal customers.” An internal customer is anyone in
the organization who needs assistance or interaction from another to fulfill their job responsibihries. Internal
customers are the coworkers. Remember, the internal customer chain is just like the exrerrio|, we are all customers
both inside and outside the organization. According to a Wall Street Journal article, “Poorly Treated Employees
Treat Customers Just as Poorly.

Develop a Customer Friendly Approach

It is very important to develop a system and attitude promoting customer friendly service. By “customer friendly”
we mean viewing the customer as the most important part of your job. The clich¢, “The customer is always right”
is derived from this customer friendly environment.

Two critical quo|i‘ries to the "Customer Frieno“y Approocri”:
Communications

Relationships
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The two main tasks of successful customer relations are to communicate and deve|op re|o‘rionships. They

don't take a huge effort, but don't happen instantaneously either. Positive dialogue/communication with your
customers and developing ongoing relationships with your customers are perhaps the two most important
qualities to strive for in customer service. What Customer Service Means As mentioned earlier, customer service
means providing a quality product or service that satisfies the needs/wants of a customer and keeps them
coming back.

Good customer service means much more - it means continued success, increased profifs, higher job so‘risfoc’rion,
improved company or organization morale, better teamwork, and market expansion of services/producis.

Professional Qualities in Customer Service

Professionals who consronHy deal with customers (inside and outside the company) need to strive for certain
quo|i’ries to rie|p them answer customer needs. Customers have many needs but the six basics need that stand
out are:

Friendliness - the most basic and associated with courtesy and po|i’reness.

Empoihy - the customer needs to know that the service provider appreciates their wants and circumstances.
Fairness - the customer wants to feel ’rhey receive odequoie attention and reasonable answers.

Control - the customer needs to know that the service provider appreciates their wants and circumstances

Information - customers want to know about producis and services. The emp|oyees must know all information
regarding the product they provide. Saying ‘I don't know” or ‘It is not my department” are automatically
demeaned and demoted in the mind of the customer. Customers want information, and ‘rhey disrespecr and

distrust the person who is supposed to have information but does not.

Therefore, an emp|oyee must have all the above quo|i’ries friendliness, empo’rhy, sense of what is fair and
information in order to serve better the customer.

Apart from these qualities, the employees must have the following characteristics in order to produce the
desired level of customer satisfaction:

- Smi|ing - there is norhing like a smile and p|eoson‘r face to greet a customer, especio||y it he/she has
a comp|oin‘r. A smile and po|i‘re conversation can imrnediofe|y disarm a disgrun‘r|ed customer. Facial
expression sets a positive tone before you even begin speoking. A relaxed or p|ec1somL facial expression
is the ideal most of the time.

— Eye contact - o|woys look into your customer’s eyes. Direcf|y address customers.

— How you look - persono| grooming has a big impact on your customers. Dirty hands, messy hair and
poor dress can mean the loss of an otherwise hoppy customer. When inferacting with customers, dress
neatly and in a professional manner so as to command respect and to let customers know you take
serious|y your position.

— Shaking hands - when shaking hands with a customer « firm and professiono| handshake is expected.
This part of the greeting is now common among both men and women in a professiono| environment.

— Be afttentive - when |isfening tfo a customer, s|ighr|y lean towards your customer and nod your head ever
o) s|ig|’i’r|y to indicate you are |is‘rening.
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— Tone of voice - o|woys convey friendliness and omicobi|i+y. Do not raise your voice in frustration or anger

no matter how difficult or tiresome a customer may behave. 8 « Hand gestures - use hand movements
to emphasize what you say (even on the phone) and to emphasize your Fee|ings.

— Personal space - this is the distance that feels comfortable between you and another person. If another
person opprooches you and invades your persono| space, you oufomoﬂco”y move back without Thoughf.
You are uncomfortable. Leave odequofe distance between you and your customer. Adequcﬁe space is
important fo moking customers feel secure and unthreatened.

— Posture - s|umping in a chair or |eoning against a wall while interacting with a customer are sure signs
you are not interested in the customer. Your pose or posture should express aftention, friendliness, and
openness. Lean forward, face the customer and nod to let them know you are interested.

— Observation - notice how your customer behaves and what he/she reacts posiﬁve|y to while you are

providing service

— |—|op|oir1ess—|1C the emp|oyees are hopp\/ in their workp|oce, then the customers will be hoppy as well.
Remember that everyfhing good hoppening in your restaurant will be because of its emp|oyees. A
manager must make sure he keeps them hoppy by engaging with them regu|or|y, and ensuring that
’rhey are satisfied. He should ask them if ’rhey think ony‘rhing could be chcmged around the restaurant
to increase customer satisfaction, or to make H’]ings run more smoo‘rh|y in the kitchen. He should make
them feel that Jrhey are important members of your tfeam.

By hoving a persono| re|o‘rionship with your emp|oyees, you will create a hoppy ofmosphere and increase the
satisfaction of the customer. Remember that your staff are representing you, so show off your best sidel

A restaurant must have its own culture. A Restaurant Culture includes the vision, values, norms, systemes, symbo|s,
language, assumptions, beliefs, mission and habits. The Leader has a huge influence on the Culture of the
Restaurant, both by |iving the core values and encouraging them in the team. The leader must include values
that are higHy valued by their customers for exomp|e, friendliness, po|i’reness, empo’rhy, fairness. In this way the
emp|oyees and the customer will share the same values.

IDENTIFIES AND ANALYSES THE .DIFFICULT CUSTOMER”

Customer management in a restaurant is an art. Righ’r from hono”ing fough customers who are never satisfied
no matter what, to ensuring the service is up to the mark - deahng with issues related to restaurant services
with your persono| touch and care can transform unhoppy customers into repeat customers. Proper restaurant
customer management leads to satisfied customers, and customer satisfaction is one of the most essential Jrhings
in the restaurant indusfry.

Emp|oyees in a restaurant often meet difficult customers.
There are two kinds of difficult customers that can affect the kitchen emp|oyees.

The critical customer will evaluate every detail and comp|oin about it - from the way you fold the nopkins to
the temperature of the room, to the food you served him. Often, critical customers are not unhoppy because
of you and your restaurant. Most |ike|y, fhey bring their o|c|i|y frustrations with them when going out for a
meal. So, remember, the criticism is not meant to hurt you - it's just their way of |e’r’ring out some steam.

The hurried customer is the customer that is 0|Woys ina hurry and wants every’rhing to be done very quick|y.
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It is important to remember that these difficult customers can eosi|y become Unhoppy Customers if in the case

’rhey have a prob|em we do not resolve their prob|em quick|y. The business does not wish to have unhoppy
customers because unhappy customers often share their complaints with peers and write bad reviews in
different forums and in the social media. Hence, you need to be extra careful in oddressing and reso|ving their
issues, no matter how swomped you are. Reso|ving their comp|oin’rs can create opportunities to keep them
coming back for more.

When you are not able to handle difficult customers and your answer to their complaint is So, not my fault,
there is nothing | could do then your customer service is poor. Good customer service means accountability,
responsibility and taking action to satisfy the customer. It is crucial to be able to communicate with an
unsatisfied customer.

Therefore, in order to do so you must use some Jrechniques of the professioncd customer service in order to win
the support of the customer and continue to have it as a customer.

“If we can provide an immediate response to the problem at hand, we have to do it. This may mean
breaking our own rules now and again, but then again, isn’t that why we are the boss, manager, or
in an authority position? While this won't - and shouldn’t be - the answer for all problematic guest
situations, having the flexibility to respond to demanding guests quickly should be considered”
-Sandeep Chatterjee, F&B Manager, the Resort.

Listen: It is of primary importance when deo|ing with an unsatisfied or comp|oining customer to listen o‘r’renﬁve|y
to his/her comp|oin+, gripe, frustration or grievance. A lot of customer comp|oinfs resolve simp|y when peop|e
feel like Jrhey’ve been heard and understood. Even when Jrhey're demonding somefhing unreasonable, proocﬁve|y
listen and do not succumb to distraction, closed body |cmguage like folded arms, or other visible Be patient,
attentive, and frienc”y. annoyance.

Express you are sorry: 'We are sorry for this mistake/problem.” “We are terribly sorry for this inconvenience.”
"How can we work to solve this problem together?” “l can imagine how frustrated you are.”

Do not argue and do not interrupt: This will only worsen the situation, especially if the customer is angry. Let
him speok before you fry to discuss with him what has hoppened.

Sympai‘hise: Let your customer know that you take him serious|y. However you must limit your empo’rhy since
this may be seen as fake or patronizing.

Do not get defensive: Stay neutral in tone and response when a customer is ocfive|y comp|oining In this way
you will convince him that you are foking his concern serious|y. Never argue back, even if the customer is
wrong, doesn't quite have all the information, or is seeming|y |ying. Your goo| is to minimize the prob|em and
resolve it and not create a war ofmosphere

Do not lose your self-control: If you stay relaxed, customers will calm down.

Point out facts: Listen corefu”y - and write every*hing down. Do not make any comments until the customer
is finished Jro”dng After |is+ening to all that the customer had to say repeat all the facts heard in a p|oin
|onguoge. And if you're |ucky, heoring the re+e||ing in another voice may he|p normalize the critique for the
customer and deflate a bit of the emotion attached. Repeating what they said also gives you more time to fully
process the situation in your own head and come up with the most prudenf response.

Involve the customer in problem solving: Suggest the customer alternative solutions, if they exist. Customers
appreciate the opporfunity fo choose the ways of prob|em so|ving.

STOWARZYSZENIE NA RZECZ ®

nee
d_ PEdITC fiviss wahe _ i EVA o !; PULSI
d e 2 X




H@RECA [El Co-funded by
4VET AL the European Union

Present the solution: Present your customer with a solution to their prob|em. Tell your customers what actions

will be taken. Coming up with a solution that satisfies their immediate need is all that's called for in the moment.
And be sure to confirm that the solution you present to the (hopefu“y now calm) customer is sorisfocrory to
them, as well. Never make the mistake of promising some‘rhing you are not able to do

Fo||ow-up: Make sure that the promised measures are taken. If you do not fulfill what was promised and
ignore the customer’s comp|oinf, the prob|em will grow. Next time it will be more difficult to solve. You can also
encourage your customer to give you feedback from your customer after the problems is solved and you can
also give the customer a “way back” Sometimes customers are wrong. You should let them leave with dignity,
without Fee|ir1g embarrassed.

Do not question the customer’s correctness: From the very beginning you should believe that the customer
may be righ’r. A|woys be open minded toward the customer’s opinion, make them feel fhey deserve to be
listened to.

Always remember that golden rule of any customer service: the customer is always right, no matter what! Of
course, the customer may be wrong but again if you don't agree with him you have to stay calm, and po|i+e|y
fry fo resolve their grievances. It migh‘r not be possib|e to accommodate every customer request, but you can
o|woys fry to make them feel valued. Remember to be o|woys courfeous, no matter what.

Maintain acceptable limits: We must follow the rule the Customer is always right “but this does not mean
that any type of behavior should be tolerated. Don't let your emp|oyees take abuse, verbal or physico|, just fo
scn‘isfy a customer. If a customer is using inappropriate |onguoge or moking abusive gestures to your waste no
fime in securing their removal from the establishment. There is a limit on what you can tolerate. The sofefy of
your emp|oyees and other customers are your number one priority. This he|ps profect your emp|oyees in the
immediate moment and reinforces to them that you're |ookir1g out for their overall we||—being on the job.

Do not take it personally: At the end of the shift, it's easy to go home and brood about what we could have
done or said better. But the reo|iry is, comp|oinfs hoppen. Mistakes are made. And while it's important fo learn
from them, it's just as critical not to let them weigh you down emo’riono”y like a boat anchor.

Negativity is contagious, but you can control whether you let it get inside your head or not. Let it go, and take
on the next shift as a brand-new doy.

ACTIVE LISTENING

As mentioned before, when you dre servicing a customer, you need to have good communication with him. In
order to communicate well with him you need to be able not on|y to hear what he/she says but to listen to him/
her ocﬁve|y.

The Active |is’rening requires the listener to Fu||y concentrate, unders’rond, respond and then remember what is
being said. You make a conscious effort to hear and understand the comp|e’re message being spoken, rather
than just possive|y heormg the message of the speoker.

Listening is the most fundamental component of communication skills. Listening is not somerhing that just
happens, listening is an active process in which a conscious decision is made to listen to and understand the
messages of the speaker.
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Various studies stress the importance of |is‘rening as a communication skill. The studies on average say we spend

70-80% of our woking hours in some form of communication. Of that time, we spend about 9 percent writing,
16 percent reading, 30 percent speaking, and 45 percent listening.

Studies also confirm that most of us are poor and inefficient listeners. Most of us are not very good af listening,
research suggests that we remember less than 50% of what we hear in a conversation.

There are many benefits of active |is+ening, these include:

Builds deep trust - Active |is+ening he|ps other peop|e tfo open up. They can sense that you will not be
jumping to conclusions based on superficio| details. They also realize that you care enough about them to
listen oHen‘rive|y4 While bui|c|ing trust takes time, it leads to great benefits such as |i{e|ong friendships and a
promise of he|p in difficult times.

Sfreng’rhens your patience - The obi|i’ry to be a good listener takes time and you need to deve|op it with
regu|or efforts over time. But as you groduo”y geft better and better at |is+ening, an automatic benefit is that
you deve|op patience. Patience to let the other person express his or her fee|ings and ’rhoughfs honesﬂy while
you don't judge

Makes you opproochob|e - As you present yourseh( as a patient listener, peop|e feel more nofuro”y inclined
to communicate with you. By being there for them, you give them the freedom to express their fee|ir1gs.

Increases competence and know|edge - Great |is’rening skills make an emp|oyee more competent and copob|e,
regord|ess of their position. The more an individual can get information out of the meetings, the instructions,
and reports provided to him, the more efficient and successful they will be at completing the task. Listening
also builds know|edge and he||os fulfil work requirements Through progressive |eorning.

Saves time and money - Effective |isTening not on|y reduces risks of misundersfonding and mistakes that
could be very dctmoging to the business, but it also saves time and money

What makes a good listener?

Good listeners ocﬂve|y fry fo understand what others are reo”y frying fo say, regord|ess of how unclear the
messages might be. Listening involves not only the effort to decode verbal messages, but also to interpret non-
verbal cues such as facial expressions and physico| posture.

You also need to show to the person speoking that you're |is’rening fhrough non-verbal cues, such as mainfaining
eye contact, nodding your head and smi|ing, agreeing by saying Yes'. When the listener provides these cues, the
customer will usually feel more at ease and communicates more easily, openly and honestly.

There are three steps for active |isfening:
Listen: You focus on the listener. What is he /she talking about?

Question: The purpose of this step is Firs’r|y to show that you are paying attention second|y fo gcﬁher
information and ‘rhird|y to have clarifications. At this step you make open ended questions.

Respond: When you respond you can
— Reflect on what is been said, reflect the speaker’s Fee|ings.
— Restate-Restate major ideas been said and fee|ings

- C|orify—By osking questions or restate wrong interpretation to force the speoker fo exp|oin further.
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— Summarize their words out loud or in your head. Repeating what ‘rhey said he|ps you make sure you

have an accurate undersfonding‘ Try to dosoin your own words to increase your comprehension of what
they said.

NON-VERBAL AND VERBAL SIGNS OF ACTIVE LISTENING SKILLS

It is not nice to know that you are fo|king to someone and he is not |isfening fo you. There are some simp|e steps
you can take to let the speoker know you are ocfive|y |is+ening

Non-verbal signs of active listening

The peop|e that are |is‘rening are |ike|y fo disp|oy at least some of these signs. However, these signs may not be
appropriate in all situations and across all cultures.

Smile - Smiles show to the listener is paying attention to what is being said or as a way of agreeing or being
hoppy about the messages being received. Combined with nods of the head, smiles can be very strong in
cn(ﬁrming that messages are being listened to and understood.

Eye Contact - it is normal and usuo||y encouraging for the listener to look at the speoker. Eye contact can
however be in’rimido’ring Combine eye contfact with smiles and other non-verbal messages tfo encourage the
speaker.

Posture - can tell a lot about the sender and receiver in inferpersono| interactions. The attentive listener tends
to lean slightly forward or sideways whilst sitting. Other signs of active listening may include a slight slant of
the head or resting the head on one hand.

Distraction - the active listener will not be distracted and will not look at his watch, p|oy with his hair and other.

Verbal Signs of active listening

Positive Reinforcement - this can be a strong signal of attentiveness, however too much use can be annoying
for the speaker. Occasional words and phrases, such as: 'very good’, 'yes or ‘indeed’ will indicate that you are
paying attention.

Remembering - fry fo remember a few key points, such as the name of the speoker. It can he||o to reinforce that
what is being said has been understood. Remembering details, ideas and concepts from previous conversations
proves that attention was kepf and is |ike|y fo encourage the speoker fo continue.

Quesfioning - the listener can demonstrate that Jrhey have been paying attention by osking relevant questions
and/or mokmg statements that build or he|p fo c|c1ri1[y what the speoker has said. By osking relevant questions
the listener also he|ps to reinforce that They have an inferest in what the speoker has been saying.

Clarification - this involves asking questions of the speaker to ensure that the correct message has been
received. Clarification usually involves the use of open questions which enables the speaker to expand on certain
points as necessary.
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CONFLICT MANAGEMENT

Kitchen's emp|oyees often are in conflict with their co||iques or with their customers. This may due to different

needs, opinions and goo|s.

Emp|oyees who are in conflict may become less inclined to work ’rogefher and collaborate. Emp|oyees who are
in conflict with their customers and ae not able to resolve this conflict will evenfuo”y loose these customers.

Peop|e may take different opprooches fo honding a cho”enging situation, but not every set of behaviours will
be effective in the |ong run. There are three different opprooches fo hcmo”ing conflicts:

Aggressive Behaviour (I win—=You lose). Opting to resolve a conflict in an aggressive manner may help you
achieve your goo|s in the short term, but the opprooch will most probob|y cause alienation from others, Feehngs
of frustration, bitterness, and isolation. Aggressive behaviour is characterized by:

A need to express your fee|ings, needs, and ideas at the expense of others
S‘ronding up for your righfs, but ignoring the righfs of others
Messages that are often delivered in a hostile and se|F-o|eFeofing manner

An aggressive opprooch harms re|ofionships and diminishes trust. An aggressive opprooch to conflict
management may domoge your re|o’rionship with the other party.

Passive Behaviour (I lose—You win). You may choose to avoid the unpleasant situations caused by conflict.
However, when you don't express your position, your needs are not met. This may lead to frustration and a
bui|o|-up of anger.

Passive behaviour is characterized by:
Not expressing your own Fee|ings, needs, or ideas
Ignoring your own righ’rs
Allowing others to im(ringe upon them
Inhibitions and self-denial that result in anxiety, disoppoin’rmen’r, anger, and resentment
A passive opprooch fo hcmdhng conflict may affect your credibih‘ry and put your reputation at risk.

Assertive Behaviour (I win—You win). An assertive response honours both you and others. You express your
position, needs, and Feehngs ina respedfu| way and open a o|i0|ogue with the other person.

Assertive behaviour can be characterized by:
Expressing your fee|ings, needs, and ideas
Standing up for your legitimate rights in ways that do not violate the rights of others
Feelings of confidence and self-esteem and a reduction of conflict

Responding to conflict assertively increases the likelihood of achieving your goals. Even if the results aren't
iniﬂo“y perfecf, this opprooch leads to fee|ings of self-worth because you are being sfroigh‘rforword. Self-
confidence improves and re|ofionships become more open and honest. However, when conflict is monoged
assertively, it can have a positive impact and be used to your advantage in the workplace.
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So, which one of the three behaviours you should have?
Are you behaving passively?
Do you want to win and you do not care if the other lose?
Do you think it is selfish to say what you want?
Do you worry that if you refuse to do some‘rhing, then peop|e won't like you”?

Assertiveness is a behaviour or skill that he|ps you tfo communicate, c|eor|y and with confidence, your {ee|ings,
needs, wants and Thoughfs, whilst ocknow|eo|ging the needs of others.

State Your Opinions

Assertiveness means that you are able to state your opinions without fee|ing self-conscious, as well as being
able to express your emotions openly.

Respect Rights

At the same time, you will value others, respecting their righ’r fo an opinion as well. Through effective,
assertive communication you will be able to express how you wish to move forward.

Confrontation

Be po|i’re, concise and include the Fo||owing elements: the nature of the prob|em; how it affects you; how you
feel about it; what you want to chonge. Be prepored fo negotiate if necessary fo bring resolution.

Tack and Foresight

By using tact and foresigh‘r and by moking the effort to see the other point of view and ocknow|edging it you
will p|oce yourseH in a position of s’rrengfh. Be prepored to offer a compromise if that fits in with what you
are aiming fo achieve.

Assertiveness, Aggressiveness or Passivity
Practise Saying No

Be honest. If you know an unwelcome request is coming your way, practice saying no in advance. If necessary,
use the Broken Record Assertiveness Technique' where you just keep repeating your statement softly, calmly
and persis‘renﬂy.

Not Rejection

Don't confuse rejecting a request with rejecting the person moking the request. Most peop|e are hoppy fo
accept an honest ,no” if it is expressed appropriately. The first time will be the hardest!

An assertive person should have the proper body |cmguoge
You should stand uprigh‘r in a relaxed way with open hand gestures.
Relax your facial features and make firm and direct eye confact with whoever you are communicating with.

Your face expressions should not give out any mixed messages, therefore if you are p|eose, you can smile
if you are not then you frown

If you are p|eosed, smile, but if you aren't so hoppy with the way Jrhings are, feel free to frown.

Show a Wi||ingness fo exp|ore other solutions than your own if necessary.
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Encouragement
Sometimes it just takes a bit of encouragement.

Weigh the costs. Te||ing other people how you feel also makes it easier for them to communicate their Feehngs

fo you.

Assertiveness is about ocknow|eo|ging that all opinions are important

I matter and so do you”

By being passive or aggressive you will lose out. Assertiveness costs nofhing but brings many benefits.

An example of assertive behaviour is the one In the Restaurant Kitchen( source: https://www.impactfactory.

com/library/assertiveness-and-personal-impact)

My friend Geraldine is a brilliant and passionate chef, who was Working in an exquisite French restaurant

with a team of about seven people in her kitchen.

Geraldine is a genﬂe and sweet person but under pressure, when orders start pouring in, she can snap at

someone in the team unexpeded|y.

After a snap everyone is s|igh’r|y nervous and wary of her, ’rhinking she's angry with them and consequenHy

’rhey make more mistakes.
Bad Habit
Geraldine asked me one doy how she could stop, as it was furning info a bad habit.
My answer,
,You can't, you've been doing it so long it's now ingrained in your behaviour.
But, there is another approach”
Practical Approach
A more practical approach.? Discussion!
So | asked her why she thought she snapped.
,Because | care so much about how everything - looks and tastes - and | just want it to be the best it can be.”

,Fine next time you snap, immedio+e|y tell anyone involved that you just reo||y reo||y care about the food and

that's what happens: when you feel the pressure try not to apologise’
Jbecause it's not your intention to offend anyone”.
| suggested.

I'm Not Cross

So several weeks possed and Geraldine, also known as Gigi, rang to say that |eJrJring peop|e know what was

going on for her and that she wasn't cross with them was Working quite well.

Simp|y owning the fact that she had snopped because she cared and felt under pressure seemed to have

shifted how others viewed her.
The Best Thing Happened Tonight.

Two more months possed, Geraldine rang again
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,The best thing happened tonight!”

At was a erpico| So‘rurdoy nighf and we were heoving in the kitchen, tickets in, food out, the pressure was

building and | felt it. | knew what was coming.

But suddenly, Jerome my Sous Chef raised his arms into the air holding a tea towel,
,Everybody!”

he bellowed

,Gigi.. is about to CAREII"

,There was this moment of silence - Then everyone |ougheo| inc|uo|ing me and the entire team put their heads

down and got stuck inl”
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QUALIFICATION 2-KITCHEN WORK
MANAGEMENT

MODULE 3: ORGANISA

TION OF IN-HOUSE
TRAINING (IN THE K

I TCHEN)

Identify and analyse training needs within the team
Here are 8 concrete steps to get you started on how to idenﬁiy the fraining needs of empioyees:

1. Decide What You Are Trying To Achieve

Decide on orgonizoﬁonoi goois and objectives for your workpioce(kifchen) before go‘riiering empioyee data to

decide where to spend your valuable fraining time.

Your goois miginL be very concrete or somewhat inicmgibie (e.g., improve customer service), but if you can think
of it and set it as a gooi, you can frain it and measure your progress.

2. Identify The Knowledge, Skills, And Abilities Needed To Meet Your Objectives
As an organization grows and changes its employees may have gaps in their knowledge, skills, and abilities.

A person must observe the quality of kitchen work and check whether is according with accepted standards.
This step corefuiiy breaks down and articulates what empioyees need to know, understand, and are able to do
at the end of fraining fo meet your stated goois. These |eorning objectives for individuals iieip further guide

and focus your training.
3. Figure Out What Employees Know

Looking back on step two, take your list of knowiedge, si<i||s, and obiiiiies, and determine where on the spectrum
your empioyees fall. Give empioyees a chance to show what Jrhey know (and idenﬂiy any gops) before you start

designing your |egrning programs.
There is a variety of ways this information can be collected, inciuding:
Using questionnaires or surveys
Observing employees and examining their work
Conduc’ring formal assessments
4. Talk To Employees

Take the time to ask empioyees what Jriiey need to do their jobs better. Are ‘rhey hoppy in their work, and, if not,
what might make them happier?

Encourage open feedback by separating these conversations from any type of HR setting. Make it clear that
you are reoiiy interested in setfing goois and objeciives for fraining that match empioyee needs. This can heip
you find deficiencies you would have never Thoughi to check.

5. Talk To Managers

Managers are the bridge between executives and owners and workers. Therefore, ’rhey have a unique perspective
on how Jriiings are going in the boardroom and on the street.

You need to talk to your managers to see what ihey feel it can be improved on and what need to chonge.

75 | Page
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6. Decide On The Data Points That Are Valuable To Your Team

In the collected data, what do you want to focus on? If emp|oyees across the board think that lunch is too shorf,
but that doesn't meet your goo| of impiemeniing more efficient bidding or invoicing process, don't focus on

lunch for now.
Match the feedback you geft to the goois you set at the beginning of the process.
7. Evaluate Your Current Training Resources

Once you iigure out what empioyees know and have taken the views of your managers, it's fime for you to iigure
out what fraining resources are oireody in |o|c|ce fo support progress towards your objecfives, and what needs
fine-tuning (or scrapping altogether).

If you have on|y ever conducted empioyee fraining using some old tools like manuals, workbooks and PowerPoint
presentation you may consider using iecimoiogy that makes fraining efficient and effective. You migh’r consider
repiocing your old ihree—ring binders, PowerPoints, and workbooks with:

Geofenced |eorning opportunities that are delivered to speciiic job sites
Experiential learning

Micro|eorning modules

Gamified assets and deiivery methods

Your Training Needs Andiysis migiii also uncover how empioyees preier to learn, which can reduce fraining

friction once you do roll the fraining out.
8. Match Your Training To Your Needs

Moiching your fraining fo your needs means moking sure you have the rigiii amount of fraining, focused on
exocHy what emp|oyees need in order to meet your orgonizoiiono| goois from step one. Because empioyees
have so little time for fraining as it is, you want to make sure ’riiey are getting what iiiey need, when fiiey need it.

Focus on giving empioyees the fraining ihey need without a bunch of extras that are dis’rrdc’ring or fime-consuming.

Even if you are comp|efe|y overhouiing the way you do business, ii’iCiUCiii’ig all of your office and field procedures,
taking it one logical step at a time will prevent employees (and managers and executives!) from getting
frustrated and overwhelmed.

Identify their needs
According to a research the eigi'ii most common skills based on Kitchen Staff resumes in 20292.
Food Preparation, 23.2%
Food Safety, 16.5%
Positive Attitude, 14.0%
Sanitation Standards, 12.1%
Food Products, 6.5%
Kitchen Equipment, 5.9%
Menu Items, 4.6%
Other Skills, 17.2%
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KITCHEN STAFF SKILLS

Food Preparation Kitchen Equipment

Food Safety Menu Items

© @ @

Positive Attitude Meal Prep

®

Sanitation Standards Customer Service

® @ © ©@ @

Food Products Staff Members

ZIPPIA

THE CAREER EXPERT

The kitchen manager after he identifies the fraining need of the kitchen's staf can propose fo the staff frainings
that can he|p them in their professiono| deve|opmen+ H e can also deve|op a fraining p|on for each emp|oyee
or d fraining p|cm for a group of emp|oyees.

Correcting any identified irregularities

The manager usually uses different assessment methods or even a combination of assessment methods in order
to evaluate his staff skills and competences and idenﬂfy any irregularities.

The first assessment tool is a  multiple choice test with scenario based questions and its duration can be
around 90 minutes.

The second assessment tool is Practical Observation. This can be a three hour observation of the emp|oyee
in his Working environment during which the emp|oyee prepares food in the kitchen and serves it.

The third assessment method is Culinary Cha”enge observation. This can be a 2 hour observation in
a controlled environment. The employee has to prepare a Main course - from the organisation’s menu and
a Dessert from the menu as well and both must be odopfed to reflect customer demand / seosono|ify.

The manager can discuss and cooperate with other speciohsfs, masters, cooking enthusiasts in his field in order
fo get their opinion on the assessment methods. He/She can organise short group broinsmrming sessions in
order to discuss with them more about the fairness and vo|ic|i’ry of the assessment methods and to brainstorm
on new assessment methods.

If any irregu|orifies occur then he must fry to correct these ’rhrough one to one training or group fraining.
Prepare and conduct training

Small to mid-sized business owners sometimes do not have the necessary budgef and/or resources to effec‘rive|y

frain emp|oyees.
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Following these five steps for one-on-one training or group training remains an effective and manageable

way to get emp|oyees on board and up fo speed.
Define The Job

You have o|reody reviewed the emp|oyees’ know|eo|ge, skill, and obi|ify levels and you know on what jobs(tasks)
you need to focus one during the one to one fraining or group fraining.

Prepare To Train

List the areas of responsibih’ry and procedures fo comp|efe each task. A good way to communicate this
information is to create a fraining sy||obus. Without a record of the important tasks, the emp|oyee gets the
unfair burden of assuming prob|em areas, and a new emp|oyee is not in a good position fo know what

information has not been given.

When preparing fo train, it is also important to select the righ’r trainer. Managers frequenﬂy choose their best
performing emp|oyees to train other emp|oyees4 Those who do well at their jobs, however, are not necessori|y
good atf e><|o|oining what makes them so effective. After all, if the skills come no’ruro”y to them, Jrhey may not

have given much fhoughf about how to deve|op them.
The trainer need to design and organise the training content by following the steps below:

1. Set out the fraining purposes in a clear, brief and concise way. Determine the fraining objecﬂves. Among
the objectives will be Enrichment of knowledge, Upgrading of skills and Improvement of attitude

2. Define the key concepts of the programme or the fraining module. Determine the structure of the modules.
He will have to decide on the modules of the fraining and he will need to establish the procfico| and
theoretical parts. He will need to make sure that there is sequence and cohesion between the modules. He
must ensure that there is intferactivity between the educational material and the train.ee

3. Design the initial meeting . During this meeting he will need to perform an icebreaker and then he will
must cmo|yse the purpose of the fraining and its objectives.

4. Design the final meeting .During this final meeting the trainer will summarize the content of the fraining,
he will present the |<ey conclusions from the fraining and the trainees will evaluate the fraining.

Conduct training

The trainer needs to c|eor|y communicate the purpose and objectives of the fraining fo the emp|oyee and the
value of the fraining fo them. The trainer will also need to point out that the emp|oyees have a crucial role in

the o|eve|opmen+ of the organisation and are valuable.

Employees will have different learning styles. They learn by hearing, seeing, and/or by doing.

There are many training techniques that a trainer can use during his training which are:
Lecture/Presentation

The trainer present the topic with the use of a Microsoft PowerPoint presentation. At the end of each module
the trainees have to do some exercises and ask any questions Jrhey wanft.

Discussion
Work in Groups

Experiential Workshop
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Experiential learning is an engaged learning process whereby students “learn by doing” and by reflecting on the

experience. Experienﬁo| |eorning activities can include, but are not limited to, hands-on |dborofory experiments,
infernships, practicums, field exercises, sfudy abroad, undergrdduo‘re research and studio performonces.

We||—|o|cmned, supervised and assessed experienﬂo| |eorning programs can stimulate academic inquiry by
promoting in‘rerdiscip|inory |eorning, civic engagement, career deve|opmen+, cultural awareness, |eodership,
and other professional and intellectual skills.

Learning that is considered “experiential” contain all the following elements:
Reflection, critical cmc1|ysis and syn’rhesis.
Opportunities for students to take initiative, make decisions, and be accountable for the results.
Opportunities for students to engage in’re||ec’ruo||y, creoﬁve|y, emo’riono”y, socio||y, or physico”y.

A designed |eorning experience that includes the possibi|i+y to learn from natural conseqguences, mistakes,
and successes.

How does it work?

Kolb's (1984) cycle of learning depicts the experiential learning process (see figure below). This process includes
the infegration of:

— know|edge—fhe concepts, facts, and information ocquired fhrough formal |eorning and past experience;
— activity—the application of knowledge to a “real world” setting; and

— reflection—the cmc1|ysis and syn’rhesis of know|edge and activity to create new know|edge"

Kolb’s Cycle of Experiential Learning

Active Experimentation— Concrete Experience —
testing new ideas; honing Concrete engaging directly in
skills in a new experience Experience authentic situation

Active Reflective

Experimentation Observation

Reflective Observation —

Abstract Conceptualization — Abstract noticing what happened
distilling perceptions into Conceptualization and relating to past
abstract concepts experience and conceptual
understandings
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Literature Review
Role-playing

This fechnique is usuo||y executed with a trainee and a facilitator (or trainer), where each is allowed to act
out different poJrenJric1| work scenarios.

This method is most effective in industries that require client or customer interaction, as it allows emp|oyees
fo practice hcmc”ing difficult situations.

Simulation

Simulations are an effective fraining fechnique for fields that require a speciiic set of skills for operating
comp|ex machines. Successful simulations reflect actual work situations and allow trainees to solve issues that
’rhey will |ii<e|y face on the job.

Case Study

Case study can help develop analytical and problem so|ving skills. Trainees are given scenarios,
either real or imogined, that depic’r common work situations. Either independenﬂy or in a group,
the emp|oyees are then asked to ono|yze the case and come up with ideal solutions and scenarios.

Brainstorming
Practical exercise

The trainer should use a combination of the fraining ‘rechniques mentioned above in order to make the
fraining more effective. For exomp|e he should prepare simp|e and clear presentations on each task The
trainer should also, wherever possib|e, prepare a workstation for exercises that provides op‘rimo| |eorning
conditions. He could also use role p|oying fraining ‘rechnique, case siudy and experien‘rig| |eorning during
the fraining in order to increase the employees involvement in the fraining.

Some training fechniques may not work well on certain groups. Therefore the trainer has to be flexible. If he
notices that the a iechnique he uses is not Working on his group then he has to immedioie|y use another

fraining ’rechniquei
The language used by the trainers should be simple and clear. He should spegk his audience’s |cmguogei

The trainer should apply the team management and encouragement principles. These principles are
Equo| treatment of trainees , Hond|ing different types of trainees , Bridging differences , Facing friction ,
Interaction and Motivation

He should create a good |eorning environment. This should be a frusty and creative environment, an
environment in which everyone can participate and express free|y his opinions, an environment in which there

is feam spirit

The trainer must use oral communication effectively.

The trainer should:

Use a warm, Friend|y tone to make a positive impression

Ask open—ended questions when appropriate fo build rapport
Speak with confidence

Speok with c|oriiy and jusfii(y what he says
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Good enunciation
Be independenf of his notes
The trainer must also use body Ianguage efficiently.
The trainer should:
Be relaxed, have an open body |onguoge (avoid sﬂffening his body or crossing your arms)

Be aware of his facial expressions; maintain eye confact when both speoking and |isfening, and maintain a
s|igh+ smile to project warmth and interest

Avoid disfrocﬁng or aggressive gestures like Finger—poinfing, fidgeﬂng, |o|c1ying with hair or tfapping

Be mindful of his posture; stand up tall and s‘rroighf, and don't slouch when seated; the goo| is fo project
confidence, energy and ou‘rhori’ry

The trainer should manage the group at each stage of the training. He should also make sure that all trainees
are freated equally and, in the case, he observes that a trainee requires specific treatment during the training
he can arrange one fo one meeting with him in order to discuss with him ways to make fraining better and more
effective for him and ways fo meet the |e0rning oufcomes.

In case a conflict arises during the fraining the trainer must fry to resolve it without horming the group and the

fraining progress.
In order to resolve a conflict, you must follow the Fo||owing steps:
1. Clarify what is the source of conflict

The first step in resolving conflict is clarifying its source. Defining the cause of the conflict will enable you to
understand how the issue came to grow in the first p|oce. Addiﬂono”y, you will be able to get both parties
to consent to what the disogreemenf is. And to do so, you need to discuss the needs which are not being met
on both sides of the issues. Also, you need to warranty mutual understanding. Ensure you obtain as much
information as possib|e on each side’s outlook. Continue osking questions until you are confident that all the
conﬂicfing parties understand the issue.

2. Find a safe and private place to talk
3. Listen ocﬁve|y and let everyone have their say

After getting both parties to meet in a secure and private p|oce, let each of them have the opportunity to
air out their views and perceptions regording the issue at hand. Give each party equo| fime fto express their
thoughts and concerns without Fovoring the other. Embrace a positive and assertive approach while in the
meefting. If necessary, set ground rules. Toking this approach will encourage both these parties to articulate their
thoughts in an open and honest manner as well as comprehend the causes of the conflict and identify solutions.

4. Investigate the situation

After |is+ening to the concerns of both parties, take time, and investigate the case. Do not prejudge or come
up with a final verdict on the basis of what you have. Dig deeper and find out more about the hoppenings,
involved parties, the issues, and how peop|e are fee|ing. Have an individual and confident conversation with
those involved and listen corefu”y in order to ensure you comprehend their viewpoints.

5. Determine ways to meet the common goo|
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Atter c|oriiying the source of conflict, Jro|king to both parties, and investigating the situation, you need to sit

down with both parties and discuss the common ways you can execute tfo meet the common goo|, which is
managing and resolving the matter at hand. Listen, communicate and brainstorm together until you exhaust
all opftions

6. Agree on the best solution and determine the responsibi|ifies each party has in the resolution

Atter investigating the situation and determine ways Through which you can resolve the issue, both parties need
fo deve|op a conclusion on the best solution for the prob|em4 And to agree on the best, you need to ideniify the
solutions which each party can live with.

Fino||y, the trainer should give to the trainees a simp|e to use and step by step manual capturing important
Jrermino|ogies, administrative procedures and best practices. This manual will be a very useful tool to the
trainees and ’rhey will be able to refer back to it when ihey have a question.

Foster Feedback

At the end of the fraining, the trainer will ask the trainees to comp|e+e an evaluation form in order to evaluate
the fraining (’rne training program, the training material covered during the training, the training fecnniques
used during the fraining, the equipment used during the fraining, the |<now|edge and opprooch of the trainer).
On this evaluation form the trainees can also add further comments regording the fraining and also make any
suggestions fhey wish.

The trainer should encourage the trainees to add comments and suggestions since it will be a valuable input to
them and will help them improve future frainings.

Tre trainer can also provide evaluation to the trainees on their performonce during the training.
Follow Up Frequently
The trainer can schedule post-fraining check-in meetings to assess how the emp|oyee is pericorming in his job.

The trainer must remember to document the emp|oyee's progress which is critical in his emp|oyee performonce
review process, and give specio| recognition when he or she pen(orms especio“y well.

By opp|ying these steps, you can train your emp|oyees efiicienﬂy and eﬂ[ecﬂve|y. A|ong the way, you will foster
an important mentor-mentee re|o+ionship as well as a stronger sense of teamwork. Meantime, your business will

be on its way to bui|ding a staff of stars!
Maintain safety in the workplace
The kitchen's manager must know the dgngers in the kitchen and ways to avoid these dongers.
Dangers in the kitchen and best practices to avoid these dangers:
Injuries from objects
S|ips, frips, and falls
Burns
Overexertion injuries
Chemicals/cleaners
Electrical

Cold temperatures
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Injuries from objects includes cuts from knives, injuries from kitchen machinery, and also injuries from

running into things.

Knife safety

Use the right knife for the job

Always use a proper chopping board or block

Make sure the knife is shorp

Carry on|y one knife at a time, tip poin’red down at your side, and cutting edge away from your body
Store knives secure|y in knife sheaths or proper racks

Hold the knife with your stronger hand

Cut away from your body when cutfting, frimming, or boning

When not using knives, p|oce them in a rack with the sharp edge away from you

After using a knife, clean it immedio+e|y or p|oce it in a dishwasher. Never leave a knife sooking in
a sink of water.

Use protective clothing such as cut-resistant gloves

Never use knives with damaged handles or blades

Don't be distracted while using a knife

Don't try and catch a falling knife

Never hand a knife to someone. Put it down on the counter and let them pick it up.

Kitchen machinery

Cutters and choppers

Guards must always be in place. Never operate with blades exposed.

Every day, test the safety interlock switch that turns the power off when the cover is raised
Use on|y p|osTic extension tools such as spo‘ru|os to feed or remove food from the cutter

Never attempt to clean the machine unless the power switch is off and the cord is removed from the
outlet. Machines have an uncanny way of furning on ,,occidenfo“y" while being cleaned.

Keep hair, c|o’rhing, jewellery, fingers, hands and g|oves away from dongerous moving cutting parts
Contact a supervisor if a guard is damaged or missing

Follow manufacturer’s instructions on the operation, cleaning and maintenance of the equipment

Slicers

Use the food conveyor attachment and keep your hands away from the blade at all ’rimes—especio”y
when catching products being sliced. Do not hand-feed.

For c|eoning, disconnect the power, set the s|icing dial to zero, and then remove the guard. Use
a spoon with a cloth wropped around one end to clean the blade, working from the centre to
the outside. Ideally, wear metal mesh or Kevlar® gloves when cleaning the blade; if these aren’t
available, cover the blade edge with a thick cloth while you rotate it, fo protect your bare hand.
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STOWARZYSZENIE NA RZECZ ®
d_ PEdITC fiviss wahe




*

H@RECA [El Co-funded by
4VET AL the European Union

Mixers

Since most mixer blades cannot be comp|e‘re|y
guorded, avoid |oose—1(i’r’ring shirt s|eeves, ties, or
Onyfhing that could become coughf in the agitator

Never try to wipe the sides of the bowl, odjus‘r the
mochine, or remove the bowl while the machine is
operating

When c|eoning, turn off the power and disconnect
the cord to prevent accidental operafion

Sharp surfaces

Use care when moving your hands along any surface,
especially one you don't know or can't see

Throw away broken or chipped glassware

Slips, trips and falls
Keep floors and stairs clean, o|ry, and non-s|ippery
Keep floors and stairs clear of debris and obstructions
Make sure floors are free from frip hazards such as raised or broken sections

Mop floors with the recommended amount of c|eoning produc‘r in the water, or c|eoning fluid, to
ensure grease and other slippery substances are removed. Use clean mops so they don't spread
grease.

Use s|ip—resis’ron+ waxes to po|ish and treat floors

Make sure that carpeting, rugs, and mats are free of ho|es, loose ’rhreods, loose edges, and bumps
that may cause tripping

Use odequo’re warning signs for wet floors and other hazards
Ensure there is adequate lighting everywhere
Make sure that ladders and footstools are in good repair and have non-skid feet

If you o|rop or spi|| somefhing, clean it up. If you notice a hazard, immedio’re|y remove it or clean it
up, if possib|e If it's not possib|e to take care of the hazard yourseH, report it immedio’re|y to your
supervisor.

Walk—don't run

Mark swinging doors with in and out signs, or define standard movement patterns or signals to
avoid collisions

Wear closed-toe shoes with slip resistant soles and low heels
Use non-slip floor matting. Keep mats clean and secured in place.

Eliminate cluttered or obstructed work areas
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Ladders and step stools
Inspect a ladder before and after each use
Rejecf a ladder if it has |oose, broken, or missing

rungs; loose hinges; or loose or missing screws or
bolts. Have defective ladders repaired or thrown out.

Set up barricades and warning signs when using
a ladder around hot liquids, in a doorway or
passageway

Clean muddy, greasy or s|ippery footwear before
mounting a ladder

Face the ladder when going up or down and when
Working from it. Never step on the top two steps.

Keep the centre of your body within the side rails

OI’]CI never OV@I’I’@OC"]

Locate the ladder on a firm Foofing using slip-
resistant feet or secure b|ocking, or have someone hold the ladder

Use a ’rhree—poin’r stance, keeping both feet and at least one hand on the ladder at all times
Stairways

Ensure that stairways are well lit

Keep stairs clear of obstructions

Use handrails

When carrying a load up and down stairs, make sure that the load does not block your vision

Report tripping hazards to your supervisor and p|oce warning signs
Proper footwear he|ps reduce s|i|os, frips, and falls

Wear slip-resistant shoes. For wet surfaces, the sole should have a well-defined tread as more edges
will provide a better grip.

Don't wear shoes that are o|ir’ry or worn out, as this affects their s|ip—resis’ronce. To preserve your
shoes, leave them at work and wear other shoes to and from work.

Wear shoes with low or no heels

Wear shoes or boots with internal steel-toe caps if you lift and carry heclvy objec’rs

Wear footwear that is closed at the toe without a pattern of holes

Avoid porous fabrics such as canvas, which won't protect your feet from spi||s and burns
Burns and scalds

Assume that all pots and pans and metal handles are hot. Touch them only when you are sure that
they are not hot or when you are usingproper gloves.

Organize your work area to prevent contact with hot objects and flames
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Keep pot handles away from hot burners
Make sure that handles of pots and pans do not stick out from the counter or cooking stove

Use dry pot holders, g|oves, and oven mitts appropriate for hono”ing hot objects. Use |ong g|oves
for deep ovens.

Use only recommended temperature settings for each type of cooking

Follow the manufacturer’s operating instructions

Open hot water and hot |iquid faucets s|ow|y to avoid sp|oshes

Lift lids by opening away from you so you won't get burned by escaping steam

Keep flammable objects away from flames. Do not store dish towels near your cooking equipment,
and be sure that your emp|oyees are not wearing baggy c|o+hing that could catch fire.

Know how to put out a grease fire. Do not use water to put out a grease fire. Instead, cover the
flames with a metal lid and turn off the heat source. Use a fire ex’ringuisher if the fire persists.

Know how to use a fire ex’ringuisher. Ensure that each of your emp|oyees knows how to proper|y use
a fire ex’ringuisher. Additionally, always replace your ex’ringuisher when it is low on fuel.

Have an evacuation plan. Keep this plan posted somewhere where everyone can see it.
Know how to switch off your power sources.
Special tips for fryers

Dry off wet food and brush or shake off excess ice
crstro|s with a clean paper towel before |o|ocing it in
the Fryer basket. Wet foods sp|o’r+er and cause steam.

Wear g|oves fo protect your hands and arms from
splashes

Never fill fryer baskets more than half full
Genﬂy raise and lower fryer baskets

Do not stand too close to or lean over hot oil
Keep |iquids and beveroges away from fryers
Follow directions for oo|o|ing fat or ail

Handle on|y one fryer basket at a time

Never store items over the fryer that can fall into the
hot oil

Never strain and carry hot oil. Wait until it is cool.
Overexertion

Overexertion includes two types of accidents—those related to manual handling of containers, such as boxes
and cartons; and those related to tiredness.
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Manual handling

The key fo preventing manual hono“ing injuries is to reduce
or eliminate the risk factors. Workplace factors associated
with overexertion accidents include:

Awkward back posture held for a period of time or
repeo‘red due to poor working heighfs and reaches.
Examples include reaching for linen or food supplies
located on high shelves.

Heavy or frequen’r |i1cfing, pushing, |ou||ing, and carrying.
For exomp|e, |iHing and carrying bulk food containers, or
’roking materials from awkward p|oces or putting them
info awkward p|oces.

Pro|onged sitting or s’rcmding Exomp|es of workers with jobs that migh’r include these risks are:
— Front office staff who sit for |ong periods Working on computers

— Hostesses or others whose duties consist of s’ronding while greeting customers and Working the cash
register

How to reduce manual hono”ing accidents

Store heavier or frequenﬂy used items at a heighf between workers’ hips and chest to reduce
awkward postures when handling these items

Use carts to move heavy products from storage coolers and freezers
Use p|o’rforms, counters, and tables to eliminate repetitive bending and |i1c‘ring from the floor

Design or alter “pass through” windows in restaurants to reduce the risk of back injury. If they are too
high or foo deep, workers are forced to use |ong reaches and awkward postures to pick up orders.

Use smaller bcmque‘r frays fo |igh’ren loads and to make them easier to handle
Store clean plates on spring—|ooo|ed dollies to reduce repetitive bending
Add a footrest or matting to a hostess counter to give some relief from prolonged standing
Keep your head up, your back sfroighf and lift with your |egs not your back
Bring the load as close to you as possible before |iHing
Keep the load directly in front of your body. Move feet to turn so you don't twist your back.
Perform lifts at waist heigh’r with your elbows in and close to your body
Limit |if‘ring materials above shoulder level
Tiredness

If work gefts frantic for |ong periods, tiredness will lead to carelessness and that means accidents. Workers can
he|p by getting odequcﬁre s|ee|o, Jroking breaks, and pacing themselves.

Work with a partner when the load is too heavy

When possible, spread activities that require heavy exertion throughout the day—instead of doing
them all at once
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Chemical hazard communication
Be informed/trained and make sure you understand the hazards of the chemicals you work with
Know where Safety Data Sheets (SDS's) are located and follow their instructions
Label secondary containers, e.g, spray bottles with product name and hazard warnings
Wear appropriate personal protective equipment, e.g, gloves, face shields, splash goggles, etc.
Electrical safety
Know procedures for electrical emergencies
Know how to shut off power in case of an emergency
Keep access to electrical pone|s clear at all times
Use ground fault circuit interrupters (GFCI) receptacles
Keep power cords away from |iquio|s and equipment when in use
Cold storage/freezer safety
Know cold stress warning signs

Wear multiple layer warm clothing and PPE such as a hat, gloves and rubber nonslip shoes when
working in freezers

Check units regu|or|y tfo ensure no one is ’rropped inside

The manager should have a procedure that must be followed for each potential danger or threat in the
kitchen reported by an employee, for example a procedure for using electrical equipment, a procedure
for using sharp utensils, a procedure for avoiding cuts, a procedure for keeping floors safe, procedure
from lifting things. All these procedures can form a procedure manual that each kitchen employee must
read carefully and follow.

When an emp|oyee wishes to report a pofenfio| donger or threat within the kitchen, he must follow the fo||owing
steps.

FirsHy, he will have to speok to the person responsib|e for Health and Sofefy when he sees someﬂwing dcmgerous
in the kitchen or assume that a person may be of threat to someone or to someone’s be|ongings in order to
report. After reporting, he will have to fill in a report template giving all the details with regords to the donger/
threat. Then the kitchen’s manager must examine the incident and decide which actions he needs to take in
order to avoid this danger. The kitchen manager must have a Danger and Threat Log Book, which he has to
fill in with the date and donger observed and the action/actions taken.

Some kitchen managers may also use Risk management which is a sfep—by—s‘rep process for conJrro||ing health
and sofefy risks caused by hazards in the workp|oce.

Therefore, they have first to identify the dangers. Look around your workplace and think about what may
cause harm (fhese are called hozords). Think about:

how peop|e work and how p|om’r and equipment are used
what chemicals and substances are used?

what safe or unsafe work practices exist
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the genero| state of your premises

Once the manager has identified the hazards, he must decide how |ii<e|y it is that someone could be harmed

and how serious it could be. This is assessing the level of risk.
Decide:
Who might be harmed and how?
What you're o|reoo|y o|oing to control the risks
What further action you need to take to control the risks
Who needs to carry out the action?
When the action is needed by
He has to look in what he is o|reoo|y doing, and the controls he o|reoo|y has in p|oce. He must ask himself:
Can | get rid of the hazard altogether?
If not, how can | control the risks so that harm is unlikely?
If he needs further coniro|s, he must consider:
redesigning the job
replacing the materials, machinery or process
organising your work to reduce exposure to the materials, machinery or process
iden‘rifying and implementing practical measures needed to work sofe|y
providing person0| protective equipment and moking sure workers wear it
Then he has to record his significant findings, including.
the hazards (‘rhings that may cause harm)
who might be harmed and how?
what you are doing to control the risks
He must review the controls he has put in p|oce to make sure ihey are Workingi He should also review them if:
they may no longer be effective
there are chonges in the workp|oce that could lead to new risks such as changes to:
— staff
— a process

— the substances or equipment used
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