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Principles of customer
service
Units covered
This chapter covers the following units:

Level 1
Maintain customer care (1GEN3, 106)

Level 2
➜ Principles of customer service in hospitality,

leisure, travel and tourism (211)
➜ Give customers a positive impression of self and

your organisation (2GEN1, 201)
➜ Resolve customer service problems (2 GEN5, 261)

Learning outcomes
This chapter will help you to:
1 Identify customers’ needs when eating out
2 Explain the factors that contribute to the meal experience
3 Apply the principles of providing good customer service
4 Contribute to good customer relations
5 Deal with incidents during service

000
000
000
000
000

7.1 Customer needs
There are many different kinds of foodservice operation, designed to meet a wide range of
demand. These different types of operation are designed for the needs people have at a
particular time, rather than for the type of people they are. For example, a person may be
a business customer during the week, but a member of a family at the weekend; they may
want a quick lunch on one occasion, a snack while travelling on another and a meal with
the family on another occasion. Additionally, the same person may wish to book a wedding
or organise some other special occasion.
The main aim of food and beverage operations is to achieve customer satisfaction. In
other words, to meet the customers’ needs. The needs that customers might be seeking
to satisfy include:
l Physiological: for example, being hungry or thirsty or the need for special foods
such as diabetic or vegetarian.
l Economic: for example, the need for good value, rapid service or a convenient location.
l Social: for example, going out with friends or business colleagues; attending a
function in order to meet others.
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7

7.1 Customer needs
l

l

Psychological: for example, the need for enhancement of self-esteem; fulfilling
lifestyle needs; the need for variety; as a result of advertising and promotion.
Convenience: for example, as a result of being unable to get home (shoppers,
workers) or attending some other event (cinema, theatre); the desire for someone else
to do the work; the physical impossibility of catering at home (weddings and other
special functions).
Customers may want to satisfy
some or all of these needs.

Figure 7.1

In addition to food and beverage
needs, a customer may have
special or additional needs due to:
l mobility problems
l blindness or being partially
sighted
l communication difficulties as a
result of hearing loss, speech
loss or because of different
languages.

There are also additional considerations when dealing with children (see Section 7.4,
page 000).
As the reasons for eating out vary, then so do the types of operation that may be appropriate
at the time. It is important to recognise that the specific reasons behind a customer’s
choice will often determine the customer’s satisfaction (or dissatisfaction), rather than the
food and beverage service by itself. One example is the social need to go out with friends:
if one person fails to turn up or behaves in a disagreeable way, then the customer may be
dissatisfied with the meal.
The customer who is not able to satisfy his or her needs will be a dissatisfied customer.
The customer may, for instance, be dissatisfied with unhelpful staff, cramped conditions
or the lack of choice available. These aspects are the responsibility of the food and
beverage operation. However, sometimes the reasons for the customer being dissatisfied
are beyond the operation’s control, for example, location, the weather, other customers or
transport problems.
Not all customers have a full choice. Those that do may be referred to as the non-captive
market; those that don’t may be referred to as being part of a captive market.
l Non-captive market: the customer has a choice of opportunities for eating out, both in
terms of the food and drink to be consumed and the type of operation they may wish to
patronise. While it is true that certain types of catering operations might attract certain
types of customer, this is by no means true all the time. The same customers may
patronise a variety of different operations depending on the needs they have at a given
time, for example, a romantic night out, a quick office lunch or a wedding function.
l Semi-captive market: Customers may choose, for example, a certain airline, ship or
hotel based upon the identification of certain needs they wish to satisfy. However,
once the choice has been made, then the food and beverages available become
limited to that provided by the location.
l Captive market: the customer does not have a choice of operation. This applies, for
example, to those in hospital, in prison, in industrial catering, in boarding schools and
in care homes. However, there is still a need for customer satisfaction, beyond merely
providing food and beverages, through giving attention to the whole experience of

Key terms
Non-captive market – the
customer has an open
choice of opportunities.
Captive market – the
customer does not have a
choice of operation.
Semi-captive market –
customers may choose,
but once the choice has
been made then the food
and beverages available
become limited to that
provided by the location.
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Accompaniments
There are a number of dishes where traditional accompaniments are normally served.
Accompaniments offered with certain dishes are mainly to improve the flavour and
counteract richness. Table 9.3 contains a guide to these accompaniments. However,
this is not intended to be prescriptive, as changes are constantly taking place and new
accompaniments being tried. The desire for healthier eating has led to a number of
changes, for example:
l alternatives to butter, such as margarine, are often provided
l frequently bread is not buttered in advance, allowing the customer to choose his or
her own requirements
l the availability of lower-fat milk, non-dairy creamers and non-sugar sweeteners is also
now standard.
A variety of food items are available which support the service of a range of dishes. Some
of these items have specific uses for particular dishes and others are used generally
across a number of dishes. Table 9.3 shows examples of accompaniments used in food
and beverage service.

Table 9.3 Examples of food items used in food and beverage service
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Item

Description

Use

Aïoli/ailloli

Garlic mayonnaise

Cold fish dishes and as a salad dip, e.g. for crudités

Apple sauce

Purée of cooking apples, slightly sweetened,
served hot but more usually cold

Roast pork, roast duck and roast goose

Balsamic vinegar

Aromatic vinegar; acid product made from
sweet grape wine aged in oak

Dressings

Cayenne

Hot, red pepper (actually a species of powdered
capsicum)

Oysters, smoked salmon

Chilli sauce

Hot sauce, mostly Chinese made

With Chinese-style foods

Chilli vinegar

Vinegar flavoured with chillies

Oysters

Chutney

Generic name for Indian sauces. Common
varieties are sweet mango or hot mango, also
piccalilli and others such as the proprietary
Branston Pickle

Indian chutneys for tandoori and other Indian
dishes. Other chutneys for cold meats, with
cheeses and ploughman’s lunch

Cider vinegar

Acid product made from cider

Can be used in salad dressings. Viewed by
some as a product for the health conscious

Cocktail gherkins

Small gherkins

Appetisers or garnish for charcuterie

Cocktail onions

Small, pearl onions

Appetisers or garnish for charcuterie

Cocktail sauces

Manufactured sauces of mayonnaise with
added flavourings, e.g. tomato

Seafood cocktails

Corn oil

Light-flavoured oil made from corn

Dressings

Cranberry sauce

Sauce made from cranberries, usually available
as a proprietary sauce. Can be served hot or cold

Roast turkey

Croutons

Small cubes of fried or toasted bread

Garnish for soups and also used in some salad
dishes, e.g. Caesar salad

Cucumbers,
pickled

Pickled cucumbers

For meats, salad dishes, charcuterie and cheese
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9.2 Basic sauces and food items used in service
Item

Description

Use

Cumberland sauce

Sweet-and-sour sauce including orange and
lemon juice and zest, redcurrant jelly and port.
Can be kitchen made or proprietary bottled

Game dishes and for charcuterie

Dill pickle

Pickled gherkins or cucumbers flavoured with
dill

Meats, salad dishes, charcuterie and cheese

French dressing

Dressing made from oil and usually wine
vinegar or lemon juice, with seasoning.
Mustards and herbs may be added

Salads

Gherkins

Small pickled cucumbers

Charcuterie

Ginger

Spicy root used in many forms. Ground ginger
is most common in restaurants

Melon

Groundnut oil

Bland oil made from groundnuts

Dressings

Horseradish sauce

Hot-tasting sauce made from horseradish root,
usually available as proprietary sauce, often
needs creaming down

Roast beef and chicken Maryland, and also for
cold-smoked fish dishes when creamed down

HP Sauce

Brown proprietary, spicy, vinegar-based sauce

Cold meats and other dishes

Indian pickles

Unsweetened hot pickles, featuring limes,
mango, brinjals, etc.

Accompaniment for Indian (and other) savoury
dishes

Kasundi

Hot Indian pickle featuring chopped mango

Accompaniment for Indian (and other) savoury
dishes

Ketchup, tomato

Sauce of tomato pulp, vinegar and sweetening.
Usually available as a proprietary sauce

Grills, fish, burgers

Lemon

Citrus fruit (slices, segments or halves)

Infinite variety of uses, especially smoked fish,
fried fish and a range of drinks including tea

Lime

Citrus fruit (slices, segments or halves)

Similar to lemon above

Malt vinegar

Acid product of brewed malted barley

Dressings and traditionally (in the UK) for chips

Mayonnaise

Made from combination of oil and egg yolks,
flavoured with vinegar, herbs and seasoning

Dressing for poached fish and sauce for salads

Mint jelly

Sweetish jelly made with mint. Proprietary
versions often used

Roast lamb, as an alternative to mint sauce.
Also offered with roast mutton

Mint sauce

Vinegar-based sauce with chopped mint and
sweetening. Proprietary versions usually used

Roast lamb

Mustard, English

Generally the hottest. Available as powder for
making up or as proprietary bottled, sometimes
with other ingredients such as whole seeds

Roast beef, boiled beef, grills, cold meats,
pâtés and as an ingredient in dressings,
e.g. vinaigrette

Mustard, other

Wide variety including French, au poivre, vert,
Bordeaux, Meaux, Dijon, Douce, German (senf)

Cold meats, grills, dressings

Mustard sauce

Warm sauce, generally kitchen made, but also
available as proprietary sauce

Traditionally grilled herring but is used for other
meat and fish dishes

Oil (general)

Many varieties, usually low in unsaturated fats

Dressings and increasingly for cooking

Olive oil

Oil made from olive pressings (cholesterol free)

Dressings

Olives

Black or green fruit lightly pickled in brine

Appetisers but also garnish for food and drinks,
or chopped as flavouring

Onions – pickled

Small onions pickled in malt vinegar (brown) or
white vinegar (silver skin)

Cold meats, ploughman’s lunch
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11.1 Aerated waters
These beverages are charged (or aerated)
with carbonic gas. Artificially aerated
waters are by far the most common. The
flavourings found in different aerated waters
are obtained from various essences.

Figure 11.1 Fizzy drinks

Examples of aerated waters are:
l soda water: colourless and tasteless
l tonic water: colourless and quinine
flavoured
l dry ginger: golden straw-coloured with
a ginger flavour
l bitter lemon: pale, cloudy yellowcoloured with a sharp lemon flavour.

Key term
Aerated water – a
beverage that contains
carbonic gas. Examples
are tonic water, soda
water, dry ginger,
bitter lemon, cola and
lemonade.

Other flavoured waters that come under this heading are:
‘fizzy’ lemonades
l orangeade
l ginger beer
l cola, etc.
l

Aerated waters are available in bottles and cans and
many are also available as post-mix. The term post-mix
indicates that the drink mix of syrup and the carbonated
(filtered) water is mixed after (post) leaving the syrup
container, rather than being pre-mixed (or ready mixed)
as in canned or bottled soft drinks. Post-mix drinks
are served from hand-held dispensing guns at the bar.
These have buttons on the dispensing gun to select the
specific drink.

Key term
Post-mix – aerated water
served from a dispensing
gun; the carbonated
water is added to the
syrup after the syrup
leaves the container.

The key advantage of the post-mix system is that it
saves on storage space. Dispensing systems need
regular cleaning and maintenance to ensure that they
are hygienic and working properly.

Figure 11.2 Post-mix
dispenser gun

 he proportions of the mix need to be checked regularly.
T
Too little syrup and the drinks will lack taste, too much
syrup and the flavours become too strong.

11.2 Spring and mineral waters
The European Union has divided bottled water into two main types: mineral water and
spring water.
l Mineral water has a mineral content (which is strictly controlled).
l Spring water has fewer regulations, apart from those concerning hygiene.
Water can be still, naturally sparkling or carbonated during bottling.
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11.2 Spring and mineral waters
Table 11.2 Examples of mineral waters
Brand name

Type

Country of origin

Appollinaris

Naturally sparkling

Germany

Badoit

Naturally sparkling

France

Buxton

Still or carbonated

England

Contrex

Still

France

Evian

Still

France

Perrier

Naturally sparkling and also fruit flavoured

France

San Pellegrino

Carbonated

Italy

Spa

Still, naturally sparkling and also fruitflavoured

Belgium

Vichy

Naturally sparkling

France

Vittel

Naturally sparkling

France

Volvic

Still

France

The potential medicinal value of these mineral waters has long been recognised by
the medical profession. Where natural spring waters are found, there is usually what is
termed a spa, where the waters may be drunk or bathed in according to the cures they
are supposed to effect. Many of the best-known mineral waters are bottled at the spring
(bottled at source).

Table 11.3 Examples of spring waters
Brand name

Type

Country of origin

Ashbourne

Still or carbonated

England

Ballygowan

Still or sparkling

Ireland

Highland Spring

Still or carbonated

Scotland

Llanllyr

Still or sparkling

Wales

Malvern

Still or carbonated

England

Strathmore

Still or sparkling

Scotland

Natural spring waters are obtained from natural springs in the ground, the waters
themselves being impregnated with the natural minerals found in the soil and sometimes
naturally charged with an aerating gas.
Bottle sizes for mineral and spring waters vary considerably from, for example, 200 ml to
2 l. Some brand names sell in both plastic and glass bottles, while other brands prefer
either plastic or glass bottles depending on the market and the size of container preferred
by that market.
Recently there has been a shift in consumer demand away from bottled waters. The
reasons for this include:
l Environmental and sustainability concerns: in some cases demand has reduced
considerably. Regular tap water, from safe commercial supplies, has become more
popular in food service operations and customers increasingly expect this to be
available, chilled or served with ice.
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Pouring bottled beers
l

l
l
l

Hold the bottle and the glass at an angle to each other. The neck of the bottle should not be placed in the beer when
pouring.
Pour the beer slowly so as not to form too much of a head.
As the bottle is emptied the glass should be upright in the hand.
If a bottled beer has a sediment, a little beer must be left in the base of the bottle to ensure that the sediment does
not go into the poured beer.

Figure 17.10 Service of bottled beer
Draught beers should have a small head on them. The bar person should ensure that he or she serves the
correct quantity of beer with a small head and not a large head to make up the quantity required. A beer in
good condition will have a head, or froth of the beer, clinging to the inside of the glass as the beer is drunk.
This is sometimes called lace on the glass. Some establishments will also train staff to create a pattern in
with the froth to tie in the brand such as a shamrock for Guinness.

Service of draught beer

Figure 17.11
1 Hold the glass at an angle when
the pouring begins as the tap of
the beer engine is pulled.
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2 Ensure the beer is poured slowly
so as not to form too much of a
head, and bring the glass upright
as the glass fills up with beer
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17.8 Service of liqueurs

17.8 Service of liqueurs
Liqueurs (sweetened and flavoured spirits) may be served by the glass or, in a restaurant,
they may also be served from a liqueur trolley at the table.
If a customer asks for a liqueur to be served frappé, for example crème de menthe frappé,
it is served on crushed ice and a larger glass will be needed. The glass should be twothirds filled with crushed ice and then the measure of liqueur poured over the ice. Two
short drinking straws should be placed into the glass before the liqueur is served.

Key term
Frappé – served on
crushed ice.

If a liqueur is requested with cream, for example Tia Maria with cream, then the cream
is slowly poured over the back of a teaspoon to settle on the top of the selected liqueur.
Basic equipment required on a liqueur trolley:
l
l
l
l
l
l

assorted liqueurs
assorted glasses – liqueur/brandy/port
draining stand
25 and 50 ml measures
service salver
drinking straws (short stemmed)

l

l
l
l

jug of double cream (for topping drinks
such as Tia Maria)
teaspoons
ice
wine list and check pad.

Other beverages served from the liqueur trolley include brandies and fortified (liqueur)
wines such as port or Madeira.

Figure 17.12 Bar trolley for the service of liqueurs (image courtesy of
Euroservice UK)

17.9 Beverage stock control
Determining stock levels
For the establishment as a whole, the central stock levels needed to meet expected sales
demand may be determined by using past sales data. As well as ensuring stock levels
meet expected demand, using this historic data can also minimise the amount of money
tied up in the stock being held. Good stock control can be supported by the application
of a ‘just in time’ (JIT) approach to purchasing. JIT involves only ordering stock as required
in order to meet forecasted demand, rather than holding unnecessarily high stock levels,
just in case.

Key term
Just in time (JIT) – only
ordering stock when it is
needed.
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Testing your learning
1

List three of the six basic technical skills that are necessary in food and
beverage service.
2 Why is it important that all members of staff follow the same service
principles?
3 When preparing for service what is the main reason checklists are used?
4 List five items that would normally be used when setting a table in a
restaurant.
5 List three items of service equipment that the server should have available
prior to silver serving a main course, which has already been brought into
the restaurant.
6 From which side of the customer are plated foods served?
7 From which side of the customer are dirty plates removed?
8 From which side of the customer are foods silver served on to plates?
9 Two customers have ordered a hot main meat course together with one
potato and one vegetable dish each. Describe the standard positioning of
foods on the hot joint plate once the food has been silver served.
10 Identify two reasons why service enhancements (sometimes referred to
as table theatre) are more costly to provide.
11 Give three reasons why it is important to develop good clearing techniques.
12 In restaurant service what is the main purpose of ‘crumbing down’?

In practice
Preparing and serving in a restaurant
1 Demonstrate the preparation and serving, maintaining and clearing of at least two tables for both
food service and the associated beverages within a working environment.
l Carry out preparation activities including setting the tables and organising the workstations.
l Meet, greet and seat the customers.
l Advise customers on food and beverage items.
l Take food and beverage orders and process them.
l Serve a range of plated food items and silver serve at least one item.
l Clear during and after service.
l Clean and store equipment.
l During the table service you are also required to:
l present, open and serve a bottle of wine
l serve drinks using a tray.
In all cases you must use specialist equipment and follow the establishment’s and health and safety
requirements.
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18.11 After-service duties

18

2 Keep a record of when you carried out this activity by copying and completing the form below or
similar. Ask your tutor/supervisor to initial each skill on the form to show that you have met the
required standards for your establishment. Also ask them to comment on your performance to help
you improve if necessary.
Record of preparing and serving in a restaurant
Name…………………………………….. Date……………………….
Maintained professional image; worn clean, full,
pressed uniform; demonstrated personal hygiene and
tidiness throughout
Followed service conventions as appropriate
Used the correct forms of address throughout
Set up tables and workstation stations:
l following establishment requirements
l accurately and efficiently using correct equipment
l confidently within designated timings
Met, greeted and seated customers and responded to
any questions while taking and processing orders
Used positive selling techniques as appropriate
Anticipated customers’ needs throughout the service
and responded to customer requests promptly
throughout the service
Anticipated requirements for extra cutlery and
provided additional cutlery at appropriate times
Served bottle of wine/Champagne and drinks from a
tray following establishment’s requirements
Topped up/offered additional beverages using correct
procedures
Served correct dishes to customers
Identified the dish to the customer on presenting it at
the table
Silver served at least one item
Efficiently cleared the table (crumb down if
appropriate) and stacked plates correctly
Maintained focus on service until customers departed
Carried out clearing and other required duties following
service and left the section as per establishment
requirements

Food and Beverage Service for Levels 1 and 2 9781471807916 uncorrected first proofs issued by marketing 19/02/2014. This material is © Hodder Education 2014 and should not be redistributed.

337

