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Introduction

Satisfied customers are the key to any successful hospitality 
business. They spend more money and come back more often. 
They recommend you to their friends, post on social media and 
bump up your ratings on TripAdvisor.

On the flip side, dissatisfied customers are even more likely to post about their 
experience — which can discourage potential new business. In fact, according 
to Inc.com, it takes about 40 positive customer experiences to off-set even one 
negative review.

So it stands to reason that we should be doing all we can to keep guests happy. 
The traditional view is that this is achieved by two things alone: the quality of 
the food and the service. In fact, satisfaction relies on a host of interdependent 
systems and processes. In the next few pages, we’ll explore how you can put 
these to work in your business, and help improve your guests’ experience.
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Menus to Stimulate the Appetite — and the  
Bottom Line

It’s fair to say that customer experience starts in the kitchen. 
If what’s on the plate disappoints, even a nice atmosphere and 
pleasant server will have trouble making up for it.

So it’s vital to implement systems that 
give chefs the time they need to do 
what they do best: creating captivating 
menus with delectable dishes. Their 
creativity has external limitations; chefs 
must operate within the parameters 
of profit margins, vendor delivery 
constraints and more. By providing 
them with a recipe and menu 
engineering solution to help them 
keep track of costs and margins (which 
makes pricing alternatives easy), you 
give them freedom to innovate, while  
maximizing efficiency.

In addition, analytics software  
can enable you to track your most 
popular items, to help ensure they 
don’t get axed during menu changes. 
With the right tools, you can see exactly 
which top-performing dishes should be  
kept — and wish should be removed  
or reimagined.

We’re able to get all these newly-developed items 
out to our franchisees a lot quicker.

Now within an hour they have everything they 
need to do a new menu review, which is so critical 
to getting great product to our guests and keep 
them coming back.”

Kevin Miller 
Senior Director of Culinary Development, TGI Fridays
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As a diner, is there anything more 
frustrating than sitting down in 
a restaurant and, after carefully 
considering your options and ordering, 
being told that the dish you’ve been 
looking forward to has sold out? 
Running out of popular dishes is 
disappointing to guests and damaging 
to any restaurant, plus it can skew your 
sales data. 

A sudden run on spaghetti bolognese 
doesn’t necessarily mean that it’s more 
popular; guests may be ordering it 
because the carbonara is off the menu.

You need a way to accurately 
predict what will sell to avoid this 
disappointment. Outside of looking 
simply at revenue, take into account 
a range of variables — from previous 
sales, to local events, weather, and 
trends — to help accurately forecast 
what you will need, right down to the 
ingredient level.

Of course, once you know what you’re 
going to sell, you can better manage 
stock levels and reduce waste.

Knowing what to order is part of 
the process, and managing vendors 
is equally important. Short or late 
deliveries also impact menu availability. 
The key here is a smart purchase-to-pay 
and inventory system. The right solution 

will include vendor scorecards, so you 
can see which vendors are consistent 
and exceeding your expectations, and 
which are delivering incorrect, short or 
late orders, invoicing incorrectly or not 
adhering  to pricing agreements. This 
information will help you identify the 
root of delivery challenges, build and 
develop your vendor relationships, and 
find ways to ensure you always have 
what you need to produce  
profitable dishes.

Check that your P2P&I system also 
allows you to set order limits to avoid 
costly rogue purchasing, and has built-
in vendor delivery-capability settings, to 
prevent orders from processing if the 
vendor is unable to deliver when you 
need it.

Glimpse the Future — and Plan Accordingly

Fourth’s technology has 
made us more cost-
effective — so we can 
offer better quality.”

Adam Saper  
Managing Partner and CFO, Eataly 
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As a contract caterer, many of 
our menus change frequently. 
Fourth’s menu publishing tool has 
enabled us to interact with our 
customers in a way that hasn’t 
been possible until now. We can 
now provide our customers with 
up-to-date menu information on a 
daily basis.”

Ian Smith 
Executive Development Chef, Elior

Menu Information That 
Keeps Customers and 
Employees Happy

recipe and menu engineering tool can 
ease this burden for all. Hosting allergen 
and nutritional information in online 
systems allows for easy publishing to 
websites or apps, keeping staff and 
customers fully informed. This drives 
confidence and trust in your restaurant, 
and increases customer loyalty.

Employees see the benefit too, as they are 
confident that they are giving customers 
accurate information. Because all the 
data is input at the ingredient level by 
your vendors, even new dishes have all 
the information available at the touch 
of a button. And no matter how many 
sites you operate or how many times you 
change the menus, you’ll know that each 
operation is using the same  
up-to-date information.

We are now accustomed to scouting 
out a restaurant’s website before 
making a reservation, and customers 
increasingly want to preview the menu 
or wine list before visiting. For many, 
this is simply to whet their appetite, 
but it is particularly important for 
those who have allergies or dietary 
restrictions. Making the menu available 
on your website (along with nutritional 
and allergen information) means 
potential diners understand their 
options ahead of time, and are assured 
that there will be something they can 
safely eat — assuming you’ve planned 
your inventory accurately! They arrive 
relaxed and ready to enjoy themselves, 
which in turn leads to better sales.

On the subject of allergies, it’s worth 
remembering how stressful this can 
be for customers. If servers aren’t 
completely clear about what allergens 
are in each dish, customers are left 
feeling unsure and anxious. Sometimes 
restaurants hand over whole binders 
of nutritional information for a guest to 
decipher, but this is hardly a recipe for 
a relaxed and pleasant meal, as it puts 
the burden on your customer and their 
dining companions. A fully-integrated  

4CUSTOMER SATISFACTION
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You’re Only as Good as Your Last Meal

Whether they visit a particular venue or another branch of the same national (or 
even international) chain, customers expect their favorite dishes to look and taste 
the same wherever they order it. For the operator, this means having systems that 
ensure consistency, by sharing recipe updates and providing full details of portion 
sizes and ingredients.

Technology enables you to instantly distribute menus, recipes, quantities and 
pictures across local, national and international chains. Even if you have dozens 
of different menus in different territories, you can update them all in real time. 
And, because the local chefs are then accessing the same system to get the 
information, you can be sure that they have everything they need to prepare a 
consistent experience for your customers.

 If the food we deliver to the customer isn’t exactly the 
same as the food we create in the test kitchen, we’ve 
failed. Fourth allows us to communicate the visions that 
we’re developing, and allows them to be achieved for our 
guests, all around the globe.”

Kevin Miller
Senior Director of Culinary Development, TGI Fridays
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When it comes to customer satisfaction, 
a consistently high-quality product 
has to be complemented by reliably 
excellent service. This means having the 
right number of people on the schedule, 
and making sure they have the tools 
they need to do their job well. 

The first step is getting the productivity 
balance right. You need to accurately 
predict how many people you need on 
the schedule at any given time. If don’t 
have enough, both customers and staff 
feel the strain. For customers, this not 
only adversely affects their enjoyment, it 
also reduces their average spend.

Feeling neglected and unable to get 
their server’s attention, they don’t linger 
at key upselling moments, and decide 
to forgo that second round of drinks, 
dessert, or coffees.

Meanwhile, overworked waitstaff are 
stressed and service quality slips. 
They end up taking orders from many 
tables as quickly as possible, only to 
deliver them to the kitchen all at once, 
adding strain to back-of-house staff, 
too. Focused on turning tables quickly, 
there is no time to deliver outstanding 
customer experiences. Smaller checks 
and mediocre or bad customer 
experiences means lower tips, and a 
frustrated and disengaged workforce.

Of course, overstaffing is almost as 
bad. Not only does it increase your 
costs unnecessarily, but also can lead 
to either over-attentive, overbearing 
service or to bored employees 
socializing rather than working — both 
of which create a negative impression 
for customers.To successfully walk this 
fine line and get your sales forecast 
right, you have to plan schedules 
around a robust data set that looks not 
just at your budget for the week, but 
rather your projected sales by item. 
Taking into account internal historical 
data, like past sales performance and 
sales mix, is critical here. For example, 
selling more cocktails over beer is great 
news for the bottom line, but only if 
you have enough trained bartenders to 
make them quickly. Predicting what you 
will sell helps you staff accordingly.  
An accurate sales forecast also needs to 
include external data, such as general 
business trends, holidays, school 
vacations, local events, weather, and 
even local nuisances like construction or 
public transportation delays.

Of course, you can’t foresee everything 
and it’s vital to be able to respond 
quickly when things arise last minute. 
For example, if a staff member calls in 
sick, the manager should be able to 
quickly notify employees that a shift 

Keeping Your Team in Top Form
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has opened up, so those looking to 
pick up extra hours can volunteer to fill 
in. You also need to be able to change 
schedules at short notice, and make it 
easy for staff to swap shifts. But, you 
need your manager to maintain full 
control, to ensure compliance with 
working regulations and to maintain a 
robust audit trail manual systems and 
spreadsheets can’t possibly provide this 
level of business support, so make sure 
that the solution you choose is able to 
deal with all — not just some — of  
these aspects.

It improves speed of service because, in Slug & Lettuce, 
we know that two-for-one cocktails is a key driver of 
volume for a Friday and Saturday night. Previously we 
might have put eight people behind the bar, but when 
we look at the actual volumes we can see that one 
person can only make eight cocktails per 15 minutes, 
and that we actually need another three people behind 
the bar. We’ll make more money, and from a customer’s 
point of view they’re getting served quicker.”

Dave Ross 
CFO, Stonegate Pub Company
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Simple Steps to 
Happier Staff

It’s common sense that happier 
employees provide better service. 
If your employees are unhappy, 
their negativity will be reflected in 
their interaction with customers, 
while engaged employees exude 
a contagious enthusiasm, and will 
go above and beyond to deliver 
outstanding experiences to guests. So 
it makes sense that the very first step 
in ensuring happy customers is actually 
to ensure happy employees. 

To break the vicious revolving-door 
cycle of disengaged employees leaving 
and the time, money, and effort that 
goes into recruiting and training new 
hires, it’s best to focus first on crafting 
a positive company culture. Shift the 
investment from constant recruitment 
and training costs to developing your 
existing employees. As your positive 
culture grows, it will become even 
easier to attract top talent, and the 
hiring burden will lighten for all.

While offering competitive pay 
is necessary, there are many 
things you can do to improve 
the employee experience that 
won’t put a dent in your bottom 
line. Increasing transparency, 
encouraging collaboration and 

open communication, and reducing 
scheduling stress will show your 
employees that you are dedicated to 
making their experience a positive one. 

Start by articulating your brand vision 
and values, and making sure everyone 
is bought in. Help each employee see 
how they fit in to the company goals, 
and how their role affects the success 
of the whole team. Keep your staff 
informed and on the same page about 
what’s happening in the business. 
While cutting down on misinformation, 
this will help employees feel more 
invested, too. 

Some organizations use WhatsApp, 
Facebook or other social apps to 
communicate with their staff. This stop-
gap solution comes with a risk: it relies 
on manually keeping the member 

8

Fourth has helped Fullers 
put staff in the right place, 
at the right time, to give 
customers the service  
they demand.”

Jonathon Swaine 
Managing Director, Fuller’s Inns
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list up to date. Where sensitive and 
confidential information is concerned, 
you want to make sure only existing 
employees are getting the updates. By 
using an app that fully integrates with 
your HR system and is securely hosted 
within the same infrastructure, you can 
confidently share information, knowing 
it will only go to the right people.

Make sure that with whatever app 
you choose, you give your team the 
ability to give feedback or suggestions, 
too. Two-way communication helps 
employees feel heard and appreciated, 
and gives you invaluable insight into 
what’s happening on the ground. 
You’ll be able to help alleviate pain-
points more quickly, and can take top 
suggestions for improving  
business performance.

As we discussed earlier, giving your 
staff the right tools will empower them 
to do the best-possible job. Invest in 
technology that will greatly reduce 
the amount of time your staff spends 
doing busywork, so they can focus 
on what matters most: the customer 
experience. Make it easy for everyone 
to see which shifts they’re on — ideally 
via a smartphone app so it can be 
checked on the go, and doesn’t require 
a special trip to the back office.

In the same vein, it’s best to make 
scheduling collaborative. For example, 
you can let employees suggest dates 
and times they’re unavailable, to 
make it easier on your managers 
while setting the schedule. Select a 
scheduling tool that also lets managers 
offer open shifts that anyone can opt 
in for to quickly find cover if someone 
is off sick, and one that allows more 
flexible working with split-shifts, to help 
with work-life balance.
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Technology also plays a vital role in onboarding new hires. Apps are a great way 
to get information out to new employees before they start, so they can start 
familiarizing themselves with processes, menus, ingredients and more. They also 
provide easy access to training materials, and help them socialize with their new 
colleagues, building stronger relationships.

The result? Happier employees and greater staff retention, and  
in turn, happier customers.

If you’ve got an engaged 
team behind the bar, you’ll 
be delivering sales, margin 
and profit growth. All the 
tools that are at Fourth’s 
disposal will help us  
drive profit.”

Dave Ross  
CFO, Stonegate Pub Company
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Increasing Efficiency

One of the most important changes that technology can deliver is shifting the 
focus from back office to front of house. Using mobile apps to complete daily tasks 
rather than desktop systems frees managers and staff from the back office, and 
allows them to focus their attention on the customer experience. Managers who 
are available front-of-house will be more involved with their teams, can help keep 
core company values top-of-mind, and are available to develop stronger  
customer relationships.

Automated processes and mobile apps make things like purchasing, inventory 
tracking, payroll, scheduling, vendor management, invoice approvals, menu 
publishing (and so on) faster and completely portable. Managers won’t have to 
disappear to the office to get paperwork done, and information can be shared 
more quickly and more accurately.

What’s Really Going On?

Finally, using fully-integrated analytics software can help you make better decisions. 
Using information from all aspects of your back-office system, plus third-party data 
sources such as POS, TripAdvisor, and social media sentiment, gives you a better 
view of the business and unlocks insight that would previously be unavailable 
without hours and hours of manual data collection.

This insight helps you quickly see where improvements can be made, and helps 
uncover previous changes that may have had a negative impact and can quickly be 
reversed. All in all, it gives you the insight you need to consistently offer the best-
possible experience for your customers.

Fourth has been 
a huge driver of 
profitability for us 
over the past two 
or three years, with 
real improvement 
in our margins...

...we can now 
make sure we 
are balancing 
profitability 
alongside 
customer 
demands...

...it saves hours for 
our teams and so 
our people are front 
of house serving the 
customer  
and not back of 
house dealing  
with admin.”

James Sherrington 
CFO, Drake & Morgan
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Conclusion

With more data, competition, and 
legislation, running a successful and 
profitable hospitability operation has 
become much more complex.

The victors in the battle against rising 
costs and competition (both for 
customers and for hiring and retaining 
the top talent) will be those who 
view their investment in technology 

from a holistic, cross-organizational 
perspective.

In so doing, they will leverage the power 
of information and insight across the 
business, thereby improving the guest 
experience, increasing profitability and 
improving operational efficiency.

Fourth has helped us get to the next level, and we continue to 
improve every day. We have used pieces of the Fourth technology 
and we keep adding more of it in order to improve our efficiency.”

Adam Saper
Managing Partner and CFO, Eataly

About Fourth

Fourth provides end-to-end, best-in-class technology and services for the 
restaurant and hospitality industries. Their supply chain, and workforce 
management solutions, coupled with the industry’s most complete data and 
analytics suite, give operators the actionable insights they need to control costs, 
scale profitability, improve employee engagement, and maintain compliance. Since 
its merger with US-based HotSchedules, Fourth serves more than 7,000 customers 
across 120,000 locations globally.

Questions? 
Call us at 1.877.539.5156 
www.fourth.com
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