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. y which identifies products characteristics with an m
mﬁﬂy consumers needs. M&y food and beverages operations support sy ic
approaches in quality requirements fulfillment. According to Kotler (1996) '
are several companents of quality. One of them is ethical quality or quality of tr
This paper is dealing with ethical menu quality in providing food and beverages '
a part of hospitality industry. Ethical menu quality is connected with m o
accuracy and food safety issues. This includes origin of ingredients, method of
preparation, quantity representation, and use of brand names. Most of them
subjects of legislation and they are determined by low procedures, but also all of
them are matter of ethical practice and behavior. Menu planners are bound
ethics md truth in menu regulations to prevent fraud and mislead tlwir “usto

The paper also contains results of conducted research about ethical menu

issues, the ways realizing of this quality element as well as its wukm

and beverage offer in one of the most popular tourist center in Rep
Macedonia,
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LETHICAL MENU QUALITY IN HOSPITALITY INDUSTRY
Hospitality is one of the fastest growing industry in the world today, Tl'n
meaning of the term hospitality industry might refer to any group that is enga .
in travel and tourism, lodging food service, meetings, conventions
expmltlm laisure and m:ma&m But the two main newtn of thh Mﬂ
imiustry nlm cullaed wstmmt industry.

These two basic segments of hospitality industry are high complex and diverse
Hotels may be classified according to location, price, and types of service offered
like: city center hotels, resort hotels, airport hotels, freeway hotels and motels,
economy hotels, extended stay hotels, all-suite hotels (Walker, 1996). Of course,
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|1m\*iﬂkm ol food and hﬂl‘tﬂ“ I8 one of the oldest services associated Wh:h

. ‘ e establishments. The provision of food and beverages facilities in hotels
npes from a selt seevice style often used for breakfast service to full silver service
o at the luxury and of the market. Other mmmmial ood and beverage outlets
AR restaurants and m@k m P“b“l' h@m fast fe 1 and tﬂk@qway’ travel
Catering, clubs, function and event c‘t'ﬁﬂg (Dﬂ\’“g Laﬁikwm‘d Stone, 1998), The
e low procedures, classify the food and beverages operations in Macedonia

L ﬂ*ﬂtﬂ\ll'lm hll‘l. canteens, and other ; m&ﬂm Lﬂdgi W o nd food M |
heVverages c:rpemimtu ‘ategorize bY stars.

he occupation of this paper is the quality as a factor for consumer attracting, I\'s
\bout a ethical quality in hospitality industry, crated through ethical quality in
nmenus. Menus as a starting point for determination of production, service and
managerial responsibilities in every food and beverage operation,

) THE QUALITY CHALLENGE

We live in an age m our mn every dly meet information about different
products. For satisfying one consumer need a huge number of products exists, or
2 Kotler, Bowen, and Makens (1996) say « We will call all the products that can
satisty this need m rodu m:m Vm aﬁm these products look like as il
resembling: similar ourist destination, similar amusement parks, similar hotels
rooms, similar w. I mmm consumers Wlﬁﬁ)‘l look tor lh& mllﬂ';ﬁd
1».auhlw.h is of thﬁ mﬂmﬁummmmpmdm Hl&ﬂﬁﬁh is the quanty
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gl(; which evaluated parallel with
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quality control, quality assurance, to total quality management. The 4, n_*han 3 MENU IN A RESTAURANT CONCEPT
and approaches in total quality management include the active deyg,, me‘;]tues ke 1 f
salvei auality improvement skills (Davis et al., . is mbiance), ¢ - market research. The integrated cc i Bl S
;“:Z‘i‘;“ :il?z:dl t"[y:hat reads in organizational culture changing. -oncept, quality festaurant image. The menu is the major communza‘:dd;m thanf :_:
i personality and concept of a restaurant, it is an important cost control, internal
In one of the quality definition given by Webster (1987), quality is a moral tr.. marketing, and merchandising tool (Miller and Pavesic, 1996).
characteristic. According to Kotler et al. (1996) there several components of alt' " i =
product features, freedom from deficiencies, functional quality, techn; odi quahf)’: i All food and beverage management systems begin with the menu. The menu is in
and societal (ethical) quality. Concept like this is very convenient for hmq}lalffy k the center of the food service operations. It determines the equipment needs, skill
industry, especially in providing food and beverages. Foodservice ing Pitality level and number of s-taff, type of food served, amount of inventory, size of
UStry hys kitchen, and type of service. Many food and beverage operations have a variety of

some specifics which lead to establishing and maintaining different standard
quality purpose. These specifics emerged from tangible and intanes g
elements, high labor content, different production methods, short cycle

beverage production, limited shelf life of raw ingredients, as well as
customers (Davis et al. 1998).

& menus for different meal periods and seasons of the year. The menu has to be an
ble prodyct output of efforts made to identify and satisfy requirements and wishes of
of food and customers.
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According to the type of foodservice operation there are several types of menus.
Two main classes of menus are a la carte (from the card) and table d’hote (table of
host). Fine dining restaurants usually have both types of menus complementary to
each other. Fast food restaurants.

Societal or ethical quality is a quality of trust. Moral and ethics are close
:connected, Ethics emphasis on the determination of ri Bl ¢
ntegration of rules and norms in

Menu content, traditionally based on classic cuisine is being influenced by
(Gillespie 2001):

- Food trends, fads and fashions

- The relationship between health and eating

-Special diets

- Cultural and religions influences

- Vegetarianism

All these factors include ethical demands which have to be met in order to satisty
contemporary customers wishes and needs.

4 FRAUD CONCERNS IN MENU

In writing a menu, it is important to take great care to ensure the total accuracy of
all information included. It has to be assured that customers will not be mislead or
fraud. Also, all kind of misrepresenting the sold items by foodservice t:}perat::i;aztlrnﬁ,.f
has to be prevented. Some ethical concerns are represented thmugh :fare about
health nutrition, diets, safety food and beverages, quantity representation etc. In




The research was conducted in three and four star hotels in Ohrid

- dard recipes 10,04
- Standard yields 31,88%

- Standard portion sizes 10,92%

- Standard portion costs 10,48%
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3 In degree of menu items descriptions implementation I " =
imported, h e, natural, real and fresh, the conducted research show that: =
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So, the complete ethical menu quality can be only delivered through
understanding and commitment to quality requirements of il employees in order
to exceed customers demand and expectations. proyees .

reporting obligations prescribed by the national regulations and pay fair
compensation in event of failure to observe their contractual obligations. {‘Wmid
Tourism Organization, 1999) '
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